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With Products Designed for Busy People to Eat Healthy, Rising Sun Farms is 

Bringing to Market Organic Pesto Sauces, Cheese Tortas, DipnSpreads®, Baby 
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Elizabeth Fujas 

CEO 

 

BIO: 

After ten years of college coupled with 

seven years in big business, it be-

came clear that there was more to life 

than a good job. In 1976, Elizabeth 

signed on as a chef on ocean racing 

yachts. This provided a way to travel 

to ports throughout the world and 

shop fresh markets offering a variety 

of exotic ingredients. Elizabeth soon 

became well known within the circle 

of yacht racers for menus using the 

freshest ingredients and in particular, 

fresh herbs. As word of her culinary 

creations and status as a chef trav-

eled with the winds, Elizabeth began 

making and selling gallons of pesto 

sauces to other yachts. 

 

In 1980, Elizabeth met her husband 

Richard, a ship captain in the West 

Indies, and together they continued to 

sail around the world. As their family 

grew, they needed to finally drop an-

chor and put down roots, and so be-

gan their search for a healthy locale 

to raise a family. 

 

They chose a remote pristine farm in 

southern Oregon overlooking the 

beautiful Siskiyou Mountains. The 

land brought them exciting opportuni-

ties along with unique challenges. As 

they learned more about their new 

mountain valley home, they came 

upon the perfect endeavor for the hot, 

dry climate…growing herbs! 

 

In the early 1980s, there was a dis-

cernable lack of organic foods, espe-

cially, organically-grown herbs and 

specialty herb products. The use of 

chemicals in farming was increasing, 

which was a major concern to Eliza-

beth and Richard. The idea of putting 

poison on food was out of the ques-

tion! 

 

About Rising Sun Farms: 

Our Mission is to provide healthy food 

utilizing the highest quality clean in-

gredients while supporting organic 

and sustainable agriculture. Our ac-

tions today will influence the seventh 

generation. We must take care of our 

mother earth now for the children of 

today and tomorrow. Be responsible.   

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

 

CEOCFO: Mrs. Fujas, just looking at 

your picture on your website, I see a 

great passion there for Rising Sun 

Farms. Can you tell me a little bit 

about the company and your in-

volvement? 

Mrs. Fujas: I started the company 

twenty-seven years ago after spend-

ing many years traveling the world 

and experiencing fabulous fresh mar-

kets and a wide variety of food. When 

I returned to the United States to start 

a family and settle down, I figured I 

would have to grow my own as the 

selection was poor if nonexistent in 

the early 80’s. Therefore, I decided to 

start an organic farm. The farm 

evolved into manufacturing value 

added products. That is what we do 

today. Support American farmers and 

businesses.   

 

CEOCFO: What are the main prod-

ucts you provide or the main product 

categories today?  

Mrs. Fujas: My products are found in 

deli/dairy, produce and grocery cate-

gories. Who is my target customer? 

My products designed for the busy 

person that does not have a lot of 

time to make special meals and loves 

to entertain family and friends with 

great flavorful quality food and wants 

their 8 year old child to be able to 

pronounce everything on the label. I 

started making pesto sauces on our 

boat. It was easy to cook the pasta in 

salt water and toss with pesto. When I 

came back to the United States, no-

body knew what pesto was. Every-

body ate red tomato sauce on spa-

ghetti. Basil flourished in southern 

Oregon and marketing pesto was 

fun…everyone loved the idea of basil, 

garlic and olive oil. Our cheese tortas 
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followed. They are layered cheese 

products found in the dairy/deli sec-

tion of the grocery store. Usually peo-

ple enjoy them when they are enter-

taining or just seizing the day. Our 

next category is DipnSpreads®. The-

se follow our same guidelines as fla-

vorful and free of preservatives eve-

ryday items used for dipping or used 

as a spread. Found also in the 

dairy/deli. We also grew a lot of baby 

lettuces. People were using heavy 

mayonnaise in dressing on these fab-

ulous greens and so we said, “Wow, 

we need to come out with dressings 

that does not have a lot of calories!”, 

because most of the calories come 

from the dressing in the salad. We 

wanted healthy dressings that tasted 

great and did not mask the tender 

greens. The latest addition to our line 

are Salad Energizers®. These are 

mixtures of dried fruit, nuts and 

cheese – added to your greens… per-

fect with our dressings for a flavorful 

complete salad in seconds. All of the 

products are designed for a pur-

pose, a reason, a problem to 

solve. Convenience, flavorful 

and easy! 

 

CEOCFO: Can you tell me about the 

Rising Sun Farms name, your reputa-

tion and how people find out about 

you if they do not know you? 

Mrs. Fujas: When we started our 

farm and we did not know anything 

about farming. My husband was a 

ship captain and I came from corpo-

rate America. We had no idea about 

farming, but we thought that raising 

children on a farm would be pretty 

swell. Our farm over looked Mount 

Shasta in Northern California, and 

every day the sun would come up and 

it was just inspiring and beautiful. The 

rising sun signified a new chapter . . . 

a change in our life, a new energizing 

day coming. So we used the idea of 

Rising Sun. We also found out there 

was a Chief Rising Sun from the 

Shasta tribe that had camped here 

and so it all fit together. We called 

ourselves Rising Sun Farms. At that 

point we had no idea the extent of 

where we were going. We did not 

have a vision to start a food process-

ing business; it sort of evolved. While 

farming was a great learning experi-

ence, farming in the mountains at 

3,200 feet on a south facing slope 

was even more challenging. When we 

realized that we could grow herbs and 

the local wildlife did not eat them, we 

started making products with the “left-

over herbs”. The pesto sauces were a 

natural and the other products soon 

evolved. We had no money to spend 

on marketing and realized we had to 

do it ourselves. We would make prod-

ucts and sell them at consumer 

shows, farmers markets, celebrations 

where there were lots of people. What 

we would do at these consumer 

shows was bottom up marketing. No-

body knew who we were, so we went 

around to farmers markets (we actu-

ally started the one in Ashland, Ore-

gon) and consumer shows where 

there were lots of people, and just 

gave out samples and sold products.  

When people asked, “Where can I get 

this in my local store?” we gave them 

a little card that said “I love Rising 

Sun Farms’ products, and I want you 

to carry them in the store and there is 

an 800 number.” We turned all of our 

customers into sales people for us. 

That is the best sales person you can 

have! Word of mouth. All of a sud-

den, we started presenting our prod-

ucts to distributers. At first they said, 

“Well nobody has asked for them.” 

And then a couple of years later they 

said, “Wow! Everybody is asking for 

them!” That is how we got started and 

our brand recognition; primarily on the 

West Coast then expanding to the 

east coast. We started doing trade-

shows and getting nation-wide distri-

bution and lots of product awards. We 

were sort of an anomaly in the begin-

ning, because we would do a trade-

show and we would put our sign out: 

“Rising Sun Organic Farms” and peo-

ple had no idea what organic was. It 

has been a real learning experience 

for us as well as consumers.  Fun to 

be on the up side of a movement. 

 

CEOCFO: So, you were way ahead of 

the times. 

Mrs. Fujas: Yeah. When you have 

children you make big decisions 

about, “Ah, let us see—putting poison 

on their food? Maybe not a good 

idea!” Consumers are now demanding 

organic and natural. What was once 

thought of as a “bunch of hippies 

growing ugly buggy food” has now 

evolved into a huge business with 

more educated consumers, thoughtful 

manufacturers and farmers as better 

stewards of the earth.   

 

CEOCFO: True. What types of stores 

are carrying your products today?  

Mrs. Fujas: Conventional, Specialty 

and Natural grocery stores—Safeway, 

Albertsons, Kroger chain, Trader 

Joe’s, Costco, and natural food 

stores.  

 

CEOCFO: How do your products get 

from the farm to the store? Is it 

through distributors or do you do it 

directly?  

Mrs. Fujas: We have about forty dis-

tributors nationwide. Some accounts 

are direct. We make everything on 

the farm and ship them out in tractor-

trailers. We also warehouse on 

the east coast.   

 

CEOCFO: What was the hard-

est piece of the business to put 

together? 

Mrs. Fujas: Changes. I have always 

loved the business and my employees 

are great as a support team driving us 

forward. We have invested a lot in 

them. Some employees have been 

with me over twenty years. The hard-

est part is implementing change. A lot 

of people do not like changes. As an 

example, we are going through a cer-

tification program called Safe Quality 

Food (SQF) and it is the highest level 

of food security there is. The program 

was put together by retailers and it 

takes about two years to put together 

the program and implement it. These 

are big changes. The key is to keep 

people moving forward and sensibly 

solving  problems that come up. My 

fear for the food entrepreneur is that 

this will probably cut out a lot of the 

small manufacturers because they 

cannot afford the changes and the 

retailers are requiring this certifica-

tion. I remember life as a small 

startup, and it would be very, very 

difficult for someone with great prod-

ucts to come to the marketplace now 

and do the thing that we did. And that 

“You can do well by being responsible. 

Responsible to the planet and people.” 

                                        - Elizabeth Fujas 

 



3 

 

was all very exciting at the time, but 

now things have changed.  

 

CEOCFO: What is your favorite 

torta?  

Mrs. Fujas: Oooh, that is like having 

a favorite child!  

 

CEOCFO: You cannot like every fla-

vor equally!  

Mrs. Fujas: I know! Probably the cur-

ry. Not our best seller, because curry 

is not a “familiar flavor” in the United 

States. We probably have won more 

awards for this product. 

 

CEOCFO: Are there products that you 

would like to add but that are on the 

drawing board? In general, how do 

you decide when to create something 

new and what is the strategy? 

Mrs. Fujas: What products would I 

like to add?  I just came up with “sal-

ad energizers®”, It is a mixture of 

fruit, nut and cheese. Imagine, take 

salad out of the bag, sprinkle on a 

Salad Energizer® and then drizzle our 

dressing on. Healthy and quick…best 

of all delicious. It is very funny be-

cause women will look at it and they 

get it immediately! “Oh, this is great!” 

The strategy has not changed. The 

busy person that does not have time 

and energy to come home, deal with 

family, put together a meal, and eat 

healthy. I am still trying to solve that 

problem.  

 

CEOCFO: Rising Sun Farms was on 

the Inc 5000 list for a number of 

years, so clearly business is good. 

How do you keep up the growth mo-

mentum?  

Mrs. Fujas: Keeping up growth mo-

mentum?   

I hire good people. When somebody 

says, “I need help” I listen. I need to 

make sure that I do not have stressed 

out employees and our employees get 

up in the morning and go, “Hey, I am 

going to work and I love my job. I 

have got great people to work with 

and we are all in this together.” It 

takes everyone’s effort together to 

make it work. It is not the work of a 

few; it is a whole team; working and 

problem solving together. I ask them, 

“How can we do this better? Reduce 

costs and keep quality?” Keeping em-

ployees involved, inspired and up-

dated about what is happening in the 

market place.   

 

CEOCFO: Why should investors and 

people in the business pay attention 

to Rising Sun Farms?  

Mrs. Fujas: We have survived; pros-

pered during the downturn. You can 

do well by being responsible. Respon-

sible to the planet and people. 
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