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Satisfy Gluten-Free Demand:
A Toast to “Leftover” Chestnuts

by Rachel McCoy, Center for Agroforestry

ot swre what to do with leftover or imperfect chestmuts?
Consider drinking them.

Lee and Lynda Williams of Trails End Chestuuts, Moses
Lake, Wash., have found a way to use chestnuts not high
enough quality for fresh sales, dried whole chestuut proticts
ade flour — by grinding them into material for
chestnut beer. The dark colored, slightly sweet beer is gaining
popularity among the gluten-free category of beers, and chest-
nut beers from prochucers like the Williams are available from
a growing handful of microbreweries across the country

Situated in the desert region of Washington state on sandy
loan soil on the “basic or neutral side” says Williams. people
told them chestnuts wouldn't grow there. “We do it anyway.”
says Lee.

Lee and Lynda have five actes of chestmuts with approximate-
Iy 500 trees; the oldest tree in their orchard (cont. pg 3)
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i5 13 years old. Lee started all
their chestouts from seed,
using Japanese/European
crosses. There is o short-
age of sunshine, but
imvigation is required for
production. Last year,
Lee said they harvested
around 5,000 pounds
of chestmuts, but a heat
wave in June of 2006
—followed by a rare hail
storm with high winds
—Drought their 2006 crop
to 1400 pounds of fresh
market quality chestouts
(which the Williams sold out)

s

The Williams also became inspired from a trip to New
Zealand last year for a chestnut council meeting, where they
obsexved a fresh peeler. They also leamed about producers
who send chestmts to China for hand-peeling. but Lee chose
to create his own equipment instead. A retired veterinarian for
the Washington Department of Agriculture, Lee credits grow-
ing up and building things alongside his dad and enjoying
working with his hands to part of their success. He applies this
‘mechanical know-how to improving upon his processing and
shelling equipment.

Whole, dried chestuuts are a good seller for the Williams, es-
pecially to Oriental markets. The Williams bulk process up to
10 gallons at a time of whole. dried chestouts, packaging and
labeling as Trails End Chestnuts. They drop ship for a large
discount food business in New Hampshire, using the buyer's
Iabel. Wholesale grocers and loyal customers are another
business outlet, and the Williams have shipped from Florida to
Seattle, and from Los Angeles to Maine. Their fresh chestuts
have been shipped as far as Alaska and Hawaii

“We call our dried chestiuts *gourmet,” because they're very
good quality, pellicle free and reconstitute nicely.” says Lee.
he chestauts the pellicle adheres to are used for the beer,
because the pellicle gives the dried nuts a tangy taste. But this
tanginess is great for beer and it adds to the dark color also.”

“The market for coeliacs (gluten intolerant) is bigger than you
‘might think.” says Lee, mentioning a government statistic that
one out of every 133 persons in the U'S. is gluten intolerant.

Chestout beer madle in Corsica and France, such as Pietra
brand, are made with 15 to 20 percent chestius. Lee explains
that barley, which is typically used for beer production, has
the same nutritional content as chestuts — though the chemis-
try of chestiuts is a little different than baley.

To make chestnut chips of cracked barley size for microbrew
production, Lee and Lynda start with cleaned, shelled and
dried chestmuts, which are, according to Lee, “rock hard.”

They go into a pre-cracker and then a stone flour mill pro-
duces 2 “cracked-com” product. The spacing of the stones in
this type of flour mill determine the coarseness and size of the
flour, 5o the Williams space the stones farther to produce the
consistency needed for beer. Some of the chips are roasted on
alarge electric range with a circulation fan Lee made from a
convection oven. to impart a richer, bolder flavor. Approxi-
mately 7 pounds of chestut chips are needed to produce 5
gallons of the Williams “Dark Chestiut Brew.”

“We keep working on the beer and improving the recipe we
offer to peaple for chestut beer, though we don’t produce
chestnut beer to sell ourselves. My goal is to provide the
chestuut chips for home brewers,” says Lee. Home brewers
and microbreweries find Trails End Chestnuts through news
articles or from their web site. Web sites featuring gluten-free
beers and Google articles also help achieve business. The
gluten-free beer market is really starting to click. and gain-
ing momentum now.” says Lee. “There are ten or 15 types of
erains out there suitable for gluten-free beers, but the chest-
muts give it a unique, delicious flavor.”

Last February, Lee and Lynda participated in the First Interna-
tional Gluten-Free Beer Festival at Chesterfield, England, part
of a celebration of quality beer and its national heritage held in
conjunction with the CAMRA (Campaign for Real Ale) Beer
Festival. Samples of Trails End Chestnut Brew complimented
ahandful of bottled and canned gluten-free beers from across
the globe. More than 1600 participants attended, with many
coeliacs enjoying a gluten-free bar. The Williams have been
invited o participate in the Seattle gluten-free beer festival,
which is. according to Lee, part of the “microcosm of micro-
reweries” that exist in the Washington and Oregon region.

Carolyn Smagalski, known as the “beer fox.” a professional
beer and brewing editor for Bella Online (a popular UK
women’s web site) writes highly of Trails End Chestnut Brew:
“Trails End Chestout Brew is a deep chestiut brown with a
tight, tawny head that slowly reduces to a Belgian veil, leay-
ing shards of lace scattered like a web across the surface of the
glass. Aromas are of coffee and sweet chocolate chip cookies
 brown sugar. molasses, dough, and muts — mixed with raisins
and dates. The flavor profile is not as sweet as the aroma sug-
gests. Tastes of roasted nuts greet your lips, blended with deep
espresso notes. A satisfying bittemness touches the back of the
tongue, like an imported., gourmet coffee on a cold mom-
ing™ (See www.bellaonline.com/articles/art38250.asp to read
Smagalski’s complete story about Trails End.)

“If I could get all chestnut growers to understand that there’s a
market for dried nuts, and for chestut chips, then the general
public might also become more aware of these products. There
are growers out there with hundreds of pounds of nut chips, or
muts with pellicles adhered. wondering what to do with them.”
says Lee. “Chestnut growers have to create their own markets,
but the ghuten-free market is big and getting bigger.

(cont. pg 6)
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For more information:
Trails End Chestnuts: www.chestnuttrails.com

Gluten Free Beer Festival: www.glutenfreebeerfestival. cony/
Bella Online, www.bellaonline.com/articles/art33250.asp

Editor’s Note: Here at the Center /m Agroforestry, it’s our
pleasure to occasionally sample chesmut products at our
weelly staff meetings. We enjoyed cracking open a botle of
Trails End Chestnut Beer at our morning meeting a few weeks
ago, each of trying a small sample. We found it to be unique,
distinctive and tasty; with a bolder, more robust fiavor than
most of our Midwesiern palettes are used to, siniilar to a lager
or stout ale. The beer has excellent color and weight, and as is
common to home-brewed beers. we could detect a muld yeast
flavor. One of our colleagues commented he could probably
“drink alot of this,” though perhaps at a time later than
Sam.

Michigan State University Connects
With Chestnut Beer Markets

e doesn’t have to travel all the way to

the Gluten-Free Beer Festival in England
to enjoy the unique flavors and rich color of
chestmt beer.

Having tasted several chestnut beers at festi-
vals in Ttaly and Carsica, Dennis Fulbright,
‘plant pathology professor at Michigan State
University. is actively working to help Michi-
‘2an chestint growers eam market share in the
chestmut chips/chestuut beer industry.

Fulbright works with and advises Chestout
Growers Inc. (CGI), a cooperative of Michi-
‘gan-area chestuut growers, who process and
peeled, frozen chestuts, chestut
chips. chestout flour and fresh chestouts

CGI sells chestnut chips for beer produc-
tion to local microbreweries, including Jolly
‘Pumpkin, who last fall began producing the

Pietraisa  successful Fuego Del Otono chestaut beer,
Corsican meaning “autumn fire.” Chestuuts are boiled
chestnut beer - Wwith malted barley and mixed with hot water
and one of the 1o produce mash. and then the starches be-
inspirations come sugars. After boiling and adding yeast,
Dbehind Michi-  the beer matures in oak barrels, an uncommon
gan-area and traditional production element used by
growers Jolly Pumpkin,

chestnut beer

efforts Fulbright is excited about the possibilities

chestmt chips offer to growers and is contimi-
ing to guide and enhance the process. The chipping process
used by CGI is currently under study through a Michigan
Department of Agriculture grant. In the past, producers have
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made chestuut chips with a potato slicer, but have experienced
difficulty achieving a uniform size.

For more information about Michigan State’s efforts with
chestout beer, visit
wiww.statenews.convarticle.phtml?pk:

858.

To learn more about Chestiut Growers Inc.. visit
www.chestnutgrowersinc.com. CGA

Green Valley Marketing Efforts
Help “Swamp” Ranch With Visitors

Following is a note received from Greg Dabel of Green
Valley Chestnut Ranch, Sebastopol, Calif,, in response to
a request for growers to send photos and updates of their
chestnut festivals. This is another example of the power

of utilizing “free” sources of publicity — including radio
interviews, press releases and existing agritourism entities.

“You wanted photos of National Chestnut Week. So did
we. But we were just too busy to snap a few photos. We
opened the chestnut orchard (Green Valley Chestnut
Nut Ranch) to the public for the two weekends during
National Chestnut Week (Oct 7/8 and 14/15). Over

500 people poured in. We offered U-pick chestnuts,

free samples of chestnuts roasting on a BBQ (open

fire), cookbooks, and chestnut products — and even a
homemade “Chestnut Spiiter.” The splitters sold as
fast as we could make them in the barn.

We were swamped with visitors — we did over $6,000 in
sales out the back door of the barn. The visitors came
after hearing our radio interviews, seeing press releases
and checking the Farm Trails maps. It took our entire
family just to deal with the volumes of people. The
camera literally sat on the shelf next to the Chestnut
Honey. We never got a chance to photograph al the
activities. Maybe next year. Thanks to the Chestnut
Growers of America for the marketing ideas and for the
concept of National Chestnut Week.”

Greg Dabel
Green Valley Chestnut Ranch
Sebastopol, Ca
‘wiww.chestnutranch. com





