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CEO Peter Rushford founded Shār in 2018.

Sourcing the purest ingredients for Shār’s trail mix is a given for founder and CEO Peter
Rushford.

But packaging those best-in-class ingredients in recyclable, biodegradable,
compostable materials arguably is what makes Shār — said like “share” — among the
innovators in the consumer packaged goods sector.

That offering is rare, even among the most recognizable brands that offer organic,
natural and clean food and drink products, Rushford said.

“The snack industry is not doing everything it could be doing with packaging; It’s
heartbreaking,” he said. “We want to accelerate the awareness that more can be done
by proving that customers are willing to pay more for sustainable and compostable
packaging. Our reusable tube brings sustainability to a whole other level. ... Even our
label is compostable.”
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A three-pack of its reusable, compostable tube costs $22.79 on its website. A 1-pound
bag costs $28.99. A 2 1/2-pound bag costs $69.99.

This approach is among the ways Shār differentiates itself from the myriad trail mixes
that have been available for decades, the CEO said.

He created the company in 2018. Its legal name is Pete’s Nuts LLC, and its nine organic
trail mix ingredients all come from small family farms, the CEO said. The trail mix does
not contain any preservatives, stabilizers or sweeteners.

Consumers may purchase the trail mix from the company’s website in a refillable tube
made from recycled paper, as well as bags and boxes also made from recycled paper,
and a glass jar. Rushford said he spent nine months developing the recyclable tube.

Chicago-based Elevate Packaging Inc., which specializes in recyclable and
compostable packaging and labels, makes Shār’s packages and labels, the CEO said.

Shār products also may be found in hundreds of stores in 32 states at retailers such as
Austin-based Whole Foods Market, Thom’s Market, Central Market and Erewhon shops,
Rushford said. And, people may buy its products through the Whole Foods and
Erewhon websites.

Shār’s trail mix recipes are the result of 900 hours and 52 iterations, Rushford said,
adding: “We’re aiming to be the world’s best trail mix.”

The CEO is looking to build brand awareness and loyalty the same way as
Austin-headquartered Yeti Holdings Inc. (NYSE: YETI), a manufacturer of outdoor
products such as coolers and backpacks.

“Yeti didn’t invent coolers,” Rushford said, but its success in building an army of proud,
loyal customers is a business strategy he hopes to emulate.

Competitors include trail mixes sold by existing grocery stores under their private labels,
such as Target and Whole Foods 360, as well as brands like Planters nuts and
bulk-food products, said Shār Chief Story Officer Lyn Graft.

The business donates 20% of its net profits to The Conservation Alliance. The
Oregon-based organization consists of more than 250 outdoor gear, apparel and
accessory companies such as founding members REI, Patagonia, The North Face and
Kelty. It donates membership dues to grassroots environmental organizations that aim
to protect threatened wild habitats, according to its website.
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Shār is also certified by San Francisco-based nonprofit organization Climate Neutral, 
which provides brands a roadmap “to measure, offset and reduce the carbon they emit,” 
according to its website.

The company is bootstrapped. “We’ve intentionally not taken a nickel” to date, Rushford 
said.

Before raising any capital, the CEO said he wanted to “show wins” in its go-to-market 
strategies, develop traction and demonstrate the company’s proof of concept. Doing so 
would enable “investors to come and see if we’re a good fit — we will have an 
established start,” Rushford said. Once that's done, Rushford said he plans to raise the 
startup’s first funding round totaling “in the low seven figures next year.”

The startup’s name also was “very intentional,” the CEO said. It is the result of trying 
about 1,200 names over a four-year period.

The name evokes “a deeply emotional concept,” he said. “Sharing is one of the oldest 
words in the English language. It’s how humans connect. We wanted to integrate that 
concept into the brand.”

Shār currently employs five full-time employees, four part-time workers and five sales 
representatives, Rushford said. He plans to hire “at least 10" during the coming 12 
months. Those positions will be in departments including the company’s kitchen —where 
the startup produces all its food products — shipping and online order fulfillment, sales, 
marketing and operations.

The company’s headquarters is in Southwest Austin at 11190 Circle Dr., in a
1,400-square-foot space with its commercial kitchen and fulfillment center. Rushford said 
he did not use a commercial real estate broker to secure the location about 18 months 
ago.

Rushford declined to disclose revenue figures. But Graft said the company has enjoyed 
“a five times increase in sales in the last year.” He said Shār is not yet profitable, but is 
working toward that as a goal.

Graft said he wanted to work with Rushford after learning that “boutique and experiential 
resorts” and hotels, like the Austin Proper Hotel, were reaching out to the company, 
wanting to offer Shār trail mix as complimentary gifts to guests at check-in “instead of a 
free cookie.”



“That was huge,” Graft said. “They were saying, ‘We want your product. We believe in
what you stand for, and we stand for what you stand for: healthy, sustainable, organic,
all-natural ingredients.'”

Graft, who has worked with many local entrepreneurs through his multimedia
entertainment company LG Pictures LLC, was impressed with the thought Rushford put
into the startup’s name, logo, biodegradable packaging, as well as the product itself, he
said.

Instead of developing an exit strategy, the CEO said he is focused on “doing things the
right way versus convenience. We refuse to cut corners. We feel that’s imperative to
protect the integrity of the brand.”
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