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Many brains, hearts and hands work together every single day to keep 
our co-op fresh, friendly and local. The photos in this year’s annual report 
feature a few of those capable hands, from produce clerks and account-
ing staff to cashiers and local growers and vendors. Other photography 
by Jim Gipe, Pivot Media and River Valley Market staff. 

This annual report is printed with non-toxic, water-based ink on paper 
that contains 40% recycled fiber.
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from the  
board president

l a s t  m a r c h , at a co-op seminar on 
strategic leadership in Brattleboro, 
I was struck by a cartoon presented 
by Professor Tom Webb of St. Mary’s 
University program in cooperative 
management. The cartoon shows 
a couple talking in which the man 
says “I want to build our relationship 
on self-interest and greed. OK?” The 
woman responds, “No. Let’s build our 
economy on them.” It’s easy to see the 
pitfalls of self-interest and greed in our 
personal relationships, but what about 
our economy—the set of relationships 

we use to provide ourselves with goods 
and services?*

The last few years have demonstrated 
the results of basing an economy on 
greed and self-interest; fewer and fewer 
of us are able to make ends meet. Our 
co-op’s business model, on the other 
hand, which focuses on human needs, 
is exceeding our expectations by almost 
every measure. Our fourth year sales 
($15 million) surpassed our ten-year goal 
by more than two million dollars! That’s 
an exceptional achievement.

We’ve welcomed UFCW 1459 as a 
workplace partner, continued working 
towards a livable wage, expanded our 
staff, increased our sales of local goods, 
seen our member-owners increase to 
over 5,200, invested in significant facil-
ity improvements, and were still able to 
invest back into our local community.

Our success demonstrates not only the 
effectiveness of the cooperative business 
model, but also its attractiveness. This 
past year we won the Valley Advocate’s 
Best of the Valley Readers Poll for Best 
Green Business; 2nd place for Best Health 
Food Store, Best Gourmet Food Store, 
And Best Place For Fair Trade Products; 
and 3rd place for Best Place for Home-
made Soup. In an area replete with 
supermarkets and natural food stores, 

we are proof of cooperative viability. 
Though individual businesses may share 
these values, the cooperative business 
model places human needs at its core. In 
essence, co-ops are the original socially 
responsible businesses!

Of course, our work is not without its 
challenges. Indeed, few human endeav-
ors are achieved without a struggle and 
our co-op is not immune to the hard-
ships that affect other businesses.

Yet challenges also bring opportunities. 
The Board has increased its focus on 
leadership development—continuing 
to educate ourselves about governance, 
cooperative principles, strategic lead-
ership and more. We believe that our 
increased investment in Board devel-
opment has supported the successes 
accomplished by our general manager 
and staff.

As the UN’s International Year of Co-
operatives comes to a close, and as we 
prepare for another annual meeting 
where we’ll celebrate some of our suc-
cesses, I share the hope that we’ve only 
just begun to increase awareness about 
the cooperative business model. An 
economy based on human greed has 
demonstrated that it’s not sustainable; 
why not base our economy on meeting 
human needs? Co-ops show that it’s 
not just a good idea—it also works.

* See: https://cdsconsulting.cen-
traldesktop.com/cbld/doc/17721097/ 
for a video of Professor Webb’s talk

Human Need, Not Human Greed
by Jade Barker, River Valley Market Board President
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from the  
board treasurer

o u r  s u c c e s s e s  over our 4th year 
of operation continue to blow by our 
store’s original financial projections by 
almost every measure.

This fiscal year we achieved sales of 
more than $15 million, $2 million (yes 
million!) beyond the $12.8M projected 
for our 10th year of operation and 17.02% 
growth over the previous year.

Even more importantly, our fabulous 
management and staff have continued 
to improve all of our financial “metrics”, 
including labor efficiencies and margins. 
And, we have met a key goal: 1%+ profit 
for the first time ever. This may sound 
slight, but groceries typically operate at 
1-2% profitability, and meeting this goal 
in only year four, when we didn’t expect 
to be able to do so until year seven, is 
truly something to celebrate.

Not only does our financial health bode 
well for our ability to provide jobs and 
a market for local products, it means 
that we can contribute more to our 
community—by expanding our ability 
to provide a living wage to our staff, by 
contributing to local charities, and by 

supporting the growth of other 
cooperatives (as so many 

cooperatives did when  
 

they helped us get started).

In particular, the challenge of meeting 
our goal that all full time staff receive 
a liveable wage requires a high level of 
productivity in order to be affordable. 
To achieve this increased productiv-
ity, we are expanding investment in 
training and development at all levels, 
continuing our very successful open 
book management team-building pro-
gram and implementing new employee 
training systems.

We are thrilled that non-members as 
well as members feel welcome to shop 
here. While member to non-member 
sales continue at a roughly 60/40% 
ratio, membership continues to climb 
and we are now over 5,300 members! 
As well, weekly customer count and 
“basket” size per visit continue to 
increase substantially. Member satisfac-
tion, as measured by a survey conduct-
ed this summer, shows that we are in 
good shape vis-à-vis our sister co-ops, 
though there is room for improvement 
and several initiatives this coming year 
are intended to expand and enhance 
member services. 

The Board recognizes that it is tremen-
dously rewarding, as well as difficult, 
to experience the rate of growth we’ve 
had over the past four years. A startup 
is always challenging, and ours oc-

curred during an economic downturn 
that has caused a tremendous amount 
of pain through the country. We salute 
our general manager, management and 
staff for the Herculean job they have 
done in bringing our cooperative to this 
point of health. 

To be sure, we have challenges to face 
in our next few years, including increas-
ing food prices in the coming year due 
to drought this summer, achieving 
continued growth in a finite space (with 
finite parking!), refining our internal 
systems, and in year 7, the refinanc-
ing of our loans. With our excellent 
employees, enthusiastic members and 
supportive community, I’m confident 
we will navigate the challenges of the 
future successfully, while giving thanks 
for a vibrant community asset that we 
have built together.

 

Thriving in a challenging time
by Lynn DiTullio, River Valley Market Board Clerk-Treasurer



from the  
general manager

m a n y  h a n d s  participated in build-
ing our cooperative’s strength over the 
last year. Thank you member-owners, 
staff, vendors, Board members, custom-
ers, contractors, lenders, and more. It 
has been a good year for our co-op and 
this report is designed to inform you 
about the strength and capacity of our 
cooperative’s economic engine and the 
progress we’ve made toward realizing 
our mission as a result. 

Our mission is not to just build a store 
where you can buy natural foods, 
but to build a just marketplace that 
nourishes the community. Our mission 
calls us to build a better world through 
our cooperatively owned commu-
nity food store. The co-op store is our 
economic engine for supporting local 
farmers and businesses; for creating 
jobs in a progressive workplace; sup-
porting the work of local non-profits; 
exercising environmentally friendly 
practices; providing information and 
education about issues related to food, 
health, cooperation, sustainability and 
the environment; and supporting the 
growth of cooperatives. As a meeting 
place, the co-op connects consumers 
and employees with local farmers and 
food producers. It connects member-
owners and customers to each other 

and our employees, and to all of our 
ideas, needs, and aspirations. The co-op 
builds community with those who work, 
shop, and supply it. 

Member-owner feedback
The co-op is also, importantly, where 
you get your groceries. In our survey last 
spring, we learned that our member-
owners doing more of their grocery 
shopping at the co-op, and 43% are us-
ing the co-op as their primary store. This 
number is significantly higher than the 
34% average in other food co-ops. This, 
combined with a 17% sales growth over 
last year and our customer and new 
member growth, is a strong indicator of 
customer satisfaction. 

A somewhat contradictory result from 
the member survey showed a lower 
level of satisfaction with prices and cus-
tomer service compared to members of 
many other food co-ops. We heard you 
and we know we need to work harder to 
improve member satisfaction in these 
areas over the coming year. We are using 
our open book management system to 
identify and address opportunities for 
improved performance in these areas.

Quality food for all
We’ve been reviewing our product 
offerings and price ranges in all catego-
ries, identifying opportunities to lower 
prices. We launched a pre-order system 
that offers excellent savings on case 
purchases for our member-owners. We 
are in the process of developing our 
Food For All program, which highlights 
the reduced prices on selected key 
staples throughout the store. We are 
also considering providing a discount 
on food stamp purchases, and are 
working on developing the technical ca-
pacity required to implement this over 
the coming year. We consider it very 
important to ensure access to affordable 
healthy food as we go forward.

Shared values
The member survey showed strong 
member alignment with our core values 
(see “Member Owners Are,” p.22). Most 
of our member-owners also attached 
positive values to River Valley Market in 
terms of supporting local agriculture/
businesses, being a positive community 
influence, promoting environmentalism, 
creating a sense of community, making 
ethical business decisions, being inclu-
sive and respectful, and being mean-
ingful in their lives. The contents of this 
report show our progress in these social 
and environmental areas as well as our 
financial progress for the past year. 

Four years ago we didn’t have a food 
co-op store in Northampton. Our many 
hands working together to open and 
operate a consumer-owned food co-op 
in Northampton put building a better 
world in our hands. We’ve created jobs, 
supported local farmers and businesses, 
supported local non-profits, provided a 
lot of groceries, and are operating in the 
black with a healthy economic engine 
to keep it all going. Our cooperative 
enterprise is building a better world. 
Thank you for your support and for all 
you do!

Many hands contribute to a better world
by Rochelle Prunty, River Valley Market Manager
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blowing out the candles

Partygoers enjoyed Quarry Café cake and local 
Bart’s Homemade ice cream at our 4th birthday 
celebration on April 30, 2012.



Job Creation
c o - o p  m e m b e r - o w n e r s  have 
been very successful job creators! As 
of June 30th 2012 we have created 102 
jobs at the co-op; this is an increase of 
nine positions since the previous year. 
We have a commitment to providing a 
high level of full time employment and 
86.5% of our jobs are full time positions, 
(which is opposite of the tradition and 
trends in the retail food industry which 
maintain fewer than 50% of their posi-
tions as full-time).

Our personnel expenses increased 
20.39% over the last year ($581,915) to 
a total of $3,435,162. If you look at our 
member-owners investments to date 
of $2.14 million ($1,412,600 in member 
loans and $728,902 in member equity) 
you can see those funds are generat-
ing over $3.4 million annually which is 
pumped directly into the local economy 
through employment compensation. At 
the current level of employment, over 
the course of ten years that member-
owner investment of $2.14 million will 
be responsible for over $34 million in 
local store employees’ compensation. 
Thanks to your shopping support, we 
are continuing to grow so that return 
on investment will also continue to 
grow as we add employees and increase 
compensation. 

Earnings (not including benefits) for 
all co-op employees average $14.84/
hour. Full-time benefits include health, 
short term disability, and life insurance; 
vacation pay; holiday pay; paid personal 
time; EAP; and discounts on purchases. 
Part-time benefits include vacation pay; 
holiday pay; paid personal time; EAP; 
and discounts on purchases. 

A recent study conducted by the ICA 
Group—a not-for-profit consulting 
firm with expertise in cooperatives, 
economic development, and business 
research—compared food co-op jobs 
to conventional grocery store jobs. They 
found that wages at food co-ops were 
slightly higher for the majority of the 
workforce compared to their conven-
tional grocery counterparts, with co-ops 
at $14.31 and conventional stores at 
$13.35. A big difference was that 61% 
of co-op employees were full-time and 
qualified for health insurance benefits 
compared to less than 50% of supermar-
ket employees. And supermarkets have 
regional management and administra-
tive positions out of the store locations 
while co-ops have all management and 
administrative positions at the local 
level. River Valley Market exceeds both 
these averages with 86.5% full time and 
an average wage of $14.84/hour. 

Another interesting difference the study 
revealed is that co-ops create 9.3 local 
jobs per $1 million in sales, and conven-
tional grocery stores create 5.67 local 
jobs per $1 million in sales. Our number 

working at  
the co-op

Comparing River Valley Market Wages to  
Massachusetts Labor Market

River Valley 
Market  
Average Hourly  
Pay Rate*

Massachusetts State Survey Hourly Pay Rate

Cashiers Retail Sales 
Clerks

Food Service

Sep-08 $10.56 $8.95 $10.18 $9.71

Jul-09 $11.17 $9.19 $10.22 $9.88

Jul-10 $11.31 $9.14 $10.33 $10.09

May-11 $12.04 $9.37 $10.62 $10.75

Jun-12 $12.11 $9.57 $10.62 $10.82

* This hourly wage excludes salaried supervisors and managers

is in between the two with 6.8 jobs per 
$1 million; however, we have a higher 
percentage of full time positions even 
compared to other co-ops, so we would 
have somewhat fewer jobs compared 
to stores with more part-time positions. 
This study shows that overall, food 
co-ops are stronger local job genera-
tors than conventional supermarkets, 
and that River Valley Market has been 
an excellent creator of new local jobs. 
We consider being a progressive local 
employer an important part of our mis-
sion of creating a just marketplace that 
nourishes the community! 

Comparing our wages to others in 
the area
Our hourly wages are above the state 
medians for cashiers, retail sales clerks, 
and food service workers. In a recent 
survey, our starting wage and benefits 
were higher than or competitive with 
our much larger supermarket neigh-
bors. We remain committed to our goal 
of reaching a livable wage for all our 
workers.

Employee Survey
We completed a staff survey a year ago 
which showed our staff had a lot of 
pride in their work with a score of 4.07 
out of 5. The survey was very posi-
tive overall and showed strong staff 
alignment on our goals. It also showed 
a desire for improved teamwork and 
recognition. Our staff survey consultant 
recommended that we 1) continue 
implementing our new Open Book 
Management Program, and 2) assemble 
an interdepartmental committee to 
work with the HR department on devel-
oping a staff recognition program and 
internal community building projects. 
Over the course of the year we’ve 

developed new systems of working 
together through our open book 

management program, and established 
the interdepartmental AWARDS com-
mittee to work with the HR depart-
ment. These two new programs are 
already well integrated into our work 
routines and we’ve seen positive results 
in teamwork, communication, and col-
laboration throughout the co-op staff.
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Staff Turnover
Our staff turnover rate for the year was 
30.39%, which is below the industry av-
erage of about 50% and slightly lower 
than 33.33% from the previous year. 
Our goal as a retail business is to stay at 
or below 30% annual turnover. 

Safety
We have an excellent safety track 
record and saw a slight reduction in our 
workers comp rating this year from 1.13 
to 1.04—a good rating in our business. 

Training and Development
Many of our staff have merited ad-
vanced positions as the store has grown. 
Last year, 79% of our non-entry level 
positions were filled by fifteen internal 
applicants who merited these promo-
tions. It is a pleasure to build a higher 
level of experience within our staff and 
see people develop into new positions 
and higher levels of responsibility. 

Many staff attended retail supervision, 
merchandising, marketing, and finan-

cial development training programs 
over the last year, including training 
sessions with other co-op staff around 
the country. Our big staff training/
development project over the last year 
has been a more advanced Open Book 
Management system which includes 
opportunities for all staff to learn how 
our business works and to contribute 
their ideas in weekly departmental and 
all-store meetings. We’ve seen a higher 
level of collaboration and communica-
tion both within and between depart-
ments, and have raised the overall 
level of teamwork and commitment to 
excellence in customer service. 

We became a union store in February 
of 2012; about 80% of our workforce is 
represented by the UFCW Local 1459. 
We have welcomed the UFCW as a 
partner in the workplace and are using 
the interest-based collective bargain-
ing process to develop a contract. This 
is new for most of us, so this too is a 
learning process and we are adapting 
the new systems into our routine work. 
We can now proudly say we not only 
support labor, we are a union store.

We have grown from $0 in sales to over 
$15 million annually in four years. Every-

“This is the first place I’ve 
ever worked where my 
hard work has paid off 
and I can see opportuni-
ties for advancement. I 
appreciate the livable 
wage and employee 

benefits. 

The people I work with here are fan-
tastic. Everyone’s ideas and input are 
valued. I appreciate that in this store 
community I don’t have to hide who I 
am—my sexuality, appearance, lifestyle 
or values.

As a customer as well as staff member 
here, it matters to me that every dol-
lar I spend is supporting a business I 
believe in. The driving force here is care 
for people rather than just following a 
business plan. I have no reason to shop 
anywhere else, knowing that my money 
is going directly into the community 
and benefitting the people I work with 
and other member-owners like me.”

—Toni Maestas,  
Quarry Café Service Shift Leader 

staff reflections
“Before I came here, 
I was a cashier at 
another supermar-
ket. Working at the 
co-op, I feel more like 
a human being than 
just an employee of 

a corporation. It’s friendly and we 
have personal relationships with 
our customers—they know us and 
we know them.

This place has taught me a lot 
about the ways that people speak 
and listen. We’re all human beings, 
but we hear things differently, so 
I have learned to pay attention to 
how I word things so I can connect 
with people with good under-
standing.”

—Nikole,  
Front End Shift Leader 

one who has worked here has played a 
part in our growth and development—
we appreciate all their contributions. 
We plan ongoing investment in staff 
development to keep us on a path of 
continuous improvement in our work-
place, store, and co-op.

working at the co-op, continued

staff reflections
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i n  j u n e , at our annual Local Straw-
berry Ice Cream Social, River Valley 
Market Board members announced 
the 2012 winners of the Austin Miller 
Co-op Hero Awards, presented in three 
categories—individual, non-profit, and 
business. 

Lynn Benander, founder and president 
of Co-op Power and the new Northeast 
Biodiesel, was the individual honoree. 
As an educator, facilitator, and manag-
er, Lynn has a unique skill for bringing 
people together, and for addressing the 
challenges of sustainability and justice 
with multi-class, multi-racial movement 
building. 

Seeds of Solidarity, a community orga-
nization and farm in Orange, MA, was 
the nonprofit honoree. Its innovative 
programs are helping to revitalize the 
region. 

UMassFive College Federal Credit 
Union, a non-profit financial coop-
erative established in 1967, was the 
business awardee. Jon Reske, VP of 
Marketing at UMassFive remarked, “It’s 
an honor to receive this award along 
with those of such accomplishment for 

the area. We take our com-
mitment to supporting 

fellow cooperatives very 

seriously, and it’s wonderful to receive 
this recognition.”

At the awards ceremony, River Valley 
Market presented $500 in honor of each 
awardee to CISA’s Emergency Farm 
Fund. Ben Clark of Clarkdale Farm ac-
cepted the gifts on CISA’s behalf. 

About Austin Miller 
Austin Miller received the first annual 
Co-op Hero Award during on April 30th, 
2009. Austin tirelessly and passionately 
championed the dreams of our mem-
bership for a locally grown food co-op 
in Northampton. He was a founding 
co-op member-owner whose career 
was devoted to serving people in 
Western Massachusetts by supporting 
community development projects that 
provided low income housing, shelter 
for victims of domestic violence, and 
food for the hungry. Austin specialized 
in securing financing for projects that 
directly benefit people in need and 
strengthen our communities. Austin 
helped secure the financing agree-
ments between River Valley Market and 
the banks that provided the mort-
gage for our co-op start-up project in 
Northampton. Our community lost a 
good friend when Austin passed away 
in October, 2009.

austin miller  
co-op hero awards 2012

Award recipients (left to right) Deb Habib and Brendon Galvin of Seeds of Solidarity and Kathy 
Hutchinson and Jon Reske of UMassFive. (Missing, Lynn Benander of Co-op Power) Photo: Ian Rose

staff reflections
“I have worked at 
the co-op since April 
of 2008. I began as 
a grocery stocker 
helping build and fill 
the shelves before 
the store ever opened 

its doors to the public. (Remember 
those first few weeks, I’m tired just 
thinking about it!) A few months 
later I joined the Finance Team 
where I have been ever since, going 
from Clerk, to Bookkeeper, to my 
current position as the Assistant 
Finance Manager. What a great ride 
it’s been! 

All of my jobs over the years have 
had some connection to food. 
I worked at the Northampton 
Brewery for 4 years while attending 
college. The Brewery, like the co-op, 
is a gathering place for the commu-
nity to come together, enjoy good 
food (and beer!), and swap stories 
during good and bad times. When I 
glance down the aisles at the co-op, 
it is strangely similar to my time be-
hind the bar at the Brewery. It’s that 
sense of community that makes the 
co-op unique from any other gro-
cery store I’ve been in around here.

My favorite thing about working 
here (besides the bountiful selec-
tion of tasty, healthy food and cool 
products) is the people. The people 
make the co-op, period. Employees, 
farmers, suppliers, and shoppers all 
have a hand in making this place 
what it is. The store employs around 
100 amazing and hardworking 
employees that come together 
every single day with the singular 
goal and shared vision of creat-
ing an awesome, fun, and positive 
place to be. You can always feel 
good when coming to work here. 
Even if you’re having a tough day, 
you know someone’s going to make 
you laugh! Throw in the 1000+ daily 
shoppers and the 300+ local suppli-
ers and you’ve got something spe-
cial. Thanks to every single PERSON 
who makes this happen!!!”

—David Bennett,  
Assistant Finance Manager 



cooperation 
among  
cooperatives

partygoers enjoyed a traditional New 
Orleans Mardi Gras-style buffet dinner 
prepared by our own Quarry Café staff. 
Between funds raised at the party and 
additional donations received through 
our Co-op Green Stamps program, we 
raised a total of $1,610 for Monadnock 
Community Market, another brand 
new food co-op opening in Keene, NH, 
where construction is now underway. 

There are a lot of new food co-op 
projects underway in our region 
and across the country. One is in our 
neighborhood: Old Creamery Co-op 
in Cummington, MA. This project is 
transforming a privately owned general 
store into a cooperatively owned food 
co-op to ensure this vibrant community 
service is able to continue long into the 
future. After the hundreds of thousands 
of dollars in support we received from 
other co-ops, we were pleased to now 
be in a position to help another co-op. 
We made a $5,000 member loan to 
the Old Creamery and invested as a 
member-owner. This is the third recent 
example in our region of a privately 
owned store changing over to coopera-
tive ownership to provide the needed 
investment and support to keep the 
business going to serve its community. 
The other two are 1) McCusker’s Market 
in Shelburne Falls, MA, purchased by 
the Franklin Community Cooperative 
which also operates Green Fields Market 
in Greenfield, MA and 2) A grocery store 
in White River Junction, VT, purchased 
by Hanover Comsumer Cooperative 
Society, Inc which operates three other 

stores, a service station, and a commis-
sary kitchen in neighboring Hanover 
and Lebanon, NH. 

Another new co-op project is under 
discussion in Amherst. We’ve met with 
the organizers and offered our support 
and are waiting to see what their needs 
will be as they solidify their vision and 
plans. 

A new food co-op a little larger than 
ours opened in November of last year 
in New Haven, CT and is growing even 
faster than we did. The developer for 
this project originally came to us in 
2008 to see if we would be interested 
in opening a store in their New Haven 
location. We declined, but gave them 
information about how we started and 
they went to work organizing their own 
co-op. 

It is very exciting to have so many new 
food co-ops opening in our region and 
we welcome all just as we were wel-
comed by other food co-ops near and 
far when we were organizing. We are 
one of the first of a new wave of about 
thirty food co-ops that have opened in 
the past four or five years, and hun-
dreds more are in the process of open-
ing. In addition to new co-ops, estab-
lished food co-ops are also continuing 
to grow and many are expanding and 
opening additional stores. In Brattle-
boro, the food co-op relocated to a 
beautiful, newly built, green, multi-use 
building in June of this year. All this co-
operative growth shows that co-ops are 

c o o p e r at i o n  among co-ops con-
tinues to be an important cooperative 
principle for River Valley Market. As we 
organized to open our own coopera-
tive, we received funding from other 
co-ops totaling $660,000 (we have 
acknowledged those founding member 
co-ops with a quilt made from their 
t-shirts, hanging in the back of our store 
near the Bulk Foods Department.)

Some say that when you do a thing 
more than once, it becomes a tradition. 
We have launched an especially fun 
tradition of raising funds for new coop-
eratives with a Mardi Gras dinner and 
dance party each year. In 2011, during 
the month of March, we raised funding 
for the nascent New Orleans Food Co-
op, helping this brand new food co-op 
to open its doors in October of 2011. In 
2012, we continued this new tradition 
at Look Park’s Garden House, bringing 
back Samirah Evans and Her Handsome 
Devils, together with Lil Orphans Cajun 
Express for an evening of hot Zydeco 
and New Orleans-style jazz. Over 100 

Associated Grocers of the Northeast•	

Birds and Beans•	

Blue Diamond•	

Cabot Cooperative Creamery•	

Co-op-One-Oh-Eight•	

Equal Exchange•	

FEDCO•	

Florida Naturals•	

Frontier Natural Products Co-op•	

Land-O-Lakes •	

New England Associated Grocers•	

Ocean Spray •	

Organic Valley•	

Our Family Farms•	

Pachamama Coffee Co-op•	

Pioneer Valley Growers  •	
Association

Real Pickles•	

Sunkist•	

Some of our cooperative producers 
and vendors include:

Continued on next page
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an answer to the question of what to 
do about the ever increasing corporate 
control of our food system. Cooperative 
enterprises do build a better world. 

National Cooperative Grocers 
Association (NCGA)
Cooperation among cooperatives 
includes our membership in NCGA, a co-
op of food co-ops. Our bi-weekly Co+op 
Deals specials flyers is one of the most 
visible benefits of our NCGA member-
ship. NCGA supports us with contract 
pricing from several suppliers, and en-
sures sourcing for sustainable packaging 
options. They are our key partner in staff 
development and support for systems 
development and operations problem-
solving. NCGA has been active at the 
national level with advocacy on the 
issue of GMO regulations and Organic 
Standards, as well as the class action law-
suit against credit card companies. This 
year they expanded their development 
support capacity, launching a loan fund 
to support growth and development of 
food co-ops. 

Cooperative Development 
Services
CDS Consulting Co-op is dedicated to 
building and strengthening cooperative 
businesses, and is one of our key part-
ners. This cooperative of co-op special-
ists provides a wide range of services 
that have supported our efforts since we 
were in our start-up planning and orga-
nizing stage. Three of our CDS advisors 
have been inducted into the Coop-
erative Hall of Fame over the last four 
years: Walden Swanson, Kate Sumberg, 
and Bill Gessner. This innovative co-op 
launched a series of leadership develop-
ment sessions bringing co-op board 
members and managers together for 
strategic conversations about coopera-
tives developing the vision and capacity 
to address the needs and challenges 
in our communities. Over the past year 
they also supported us with staff survey 
services, business plan review, board 
development support, and staff training 

vendor testimony
“We are proud and happy to be part of the River Valley community. The peo-
ple who I interact with almost daily in the produce department are serious 
about their work and fun to be around. And other workers throughout the 
store are equally helpful and pleasant. Plus, of course, your foods are varied, 
healthful and delicious. Wahoo!”

Michael and Cathy Katz
That’s a Plenty Farm, Hadley

in partnership with NCGA’s Retail Basics 
program on supervision, financial man-
agement, and merchandising.

Neighboring Food Co-op 
Association (NCFA)
NCFA is a secondary co-op serving in-
dependent member food co-ops in MA, 
VT, NH, CT, and RI working together 
toward a long-term vision of a “thriving 
regional economy, rooted in a healthy 
just and sustainable food system and 
a vibrant community of cooperative 

enterprise.” NFCA successfully launched 
a regional frozen fruit and vegetable 
program in 2011, working with seven 
regional suppliers, including the Pio-
neer Valley Growers Association; this 
year’s crop of frozen local products will 
be on our shelves by the end of the 
month. In response to Hurricane Irene, 
the NFCA partnered with CDF and oth-
ers to establish a fund for recovery from 
storm-related damages and losses. This 

Supporting Cooperative Vendors
FY 2009 FY 2010 FY 2011 FY 2012

Co-op purchases $382,054 $521,714 $581,369 $679,600

$ increase $382,054 $139,660 $59,655 $98,231

Cooperation among cooperatives, cont.
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ing 99,590 grocery bags also keeps them 
out of the landfill. 

The Co-op Green Stamp program also 
resulted in $7,503.57 in donations to 
local non-profits last year. Our co-op 
customers donated 60% of their green 
stamp cards to the local non-profit of 
the month and also added $1,567.57 
with cash donations at the register. Each 
month we accept nominations for the 
non-profit of the month and a vote is 
held online to select the winner.

Thanks to everyone for making the 2012 
green stamp program the most suc-
cessful year so far for reusing bags and 
supporting our local non-profits!

t h e  c o - o p  g r e e n  s ta m p  
p r o g r a m  is our reuseable grocery bag 
incentive program. We encourage reuse 
with a co-op green stamp for each bag 
you bring shopping at the co-op. When 
you’ve filled your card with ten stamps, 
you can redeem it for an official em-
broidered co-op green scout badge, $1 
off your purchases, or a donation to the 
green stamp non-profit of the month. 

This year we added an incentive of en-
tering the redeemed cards into a weekly 
drawing for a $50 gift card for the win-
ning co-op green scout! This program is 
a fun way to encourage bag re-use and 
establishes an easy way to encourage 
donations to community non-profits, 
which is a win-win for our environment, 
our community, and co-op shoppers. 
Plus, counting stamped cards is how we 
measure how many bags YOU are reus-
ing when you shop at the co-op. 

Over the fiscal year ended June 30, 
2012 we saw an increase of 7,180 bags 
reused last year. For the year the co-op 
green stamp program recorded a total 
of 99,590 bags saved from the waste 
stream. Saving 99,590 grocery bags 
saves resources including any trees, 
water, fossil fuels and chemicals used 
in their production as well as the fossil 
fuels used for shipping 99,590 dispos-
able bags from the paper plants to the 
warehouses and then to the co-op. Sav-

co-op green stamp program

Bags Saved in 
FY2010=77,160

Bags Saved in 
FY2011=92,410

FY2012 Co-op Green Stamp  
donation recipients:

Whole Children
The Prison Birth Project
Phoenix House
CISA
North Star
Friends of Hampshire County  

Homeless, Inc.
Grow Food Northampton
Northampton Living Wage Coalition
Monadnock Food Co-op
Western MA American Friends  

Service Committee
River Valley Market Low Income  

Membership Assistance Fund
American Red Cross Disaster  

Action Team
Total donated: $7,503.57

Each bag image represents 
10,000 bags saved!

Bags Saved in 
FY2012=99,590

fund was available to co-ops and 
the local farms that supply co-ops. 

We work with many different 
co-ops, some not related to food 
at all, including the UMASS Five 
College Credit Union, Co-op Power, 
Woodlands Cooperative, Collec-
tive Copies, Cooperative Fund of 
New England, the Cooperative 
Development Institute, the National 
Cooperative Business Association, 
the National Cooperative Bank, and 
NCB Capital Impact. We also pur-
chase goods directly from coopera-
tive suppliers. 

Following the principle of co-
operation among cooperatives, 
we create a web of independent 
cooperatives that work together to 
support each other in our various 
missions—all geared toward serv-
ing our members needs, serving 
our communities, and making the 
world a better place.

The United 
Nations has 

recognized 
2012 as the 
Interna-
tional Year 
of Coopera-

tives. This is an 
acknowledgement by the interna-
tional community that cooperatives 
are resilient to the global economic 
crisis; responsive to social change; and 
serious, successful businesses creating 
jobs in all sectors. The slogan is Coop-
erative Enterprises Build a Better World. 

“Cooperatives are a reminder to the 
international community that it is pos-
sible to pursue both economic viability 
and social responsibility.”

—Ban Ki-moon, 
UN Secretary General

2012: International Year  
of Cooperatives



12

best of the valley awards

Best Local Green Business

e n v i r o n m e n ta l  stewardship is a 
very important part of our mission to 
create a just marketplace that nourishes 
the community. Our store was built 
to qualify for silver LEED certification. 
Some key features of our program:

We provide recycled paper bags for •	
groceries for customers, not plastic. 

We offer paper or compostable plas-•	
tic bags and compostable or recy-
clable packaging options internally. 

Our internal waste management •	
includes recycling paper, cardboard, 
plastics, metal, and glass, as well 
as industrial compost and produce 
scraps for local pick-up. 

We work closely with the Northamp-•	
ton Survival Center to salvage use-
able but unsaleable food products 
every week. 

All our cleaning products and floor •	
finishes used in the store meet LEED 
green standards for low or no VOCs. 

We use a green pest control service.•	

We use a green landscaping service. •	

We minimize parking lot water runoff •	
with a retention pond and plantings. 

Our hot water is heated by the waste •	
heat from our refrigeration systems.

We use low flow water fixtures in our •	
restrooms.

We have a 35KW solar electricity gen-•	
eration system that powers about 5% 
of our electric needs.

recycling  
and the  
waste stream

Best Place for Fair Trade 
Products, Best Health Food 
Store, Best Gourmet Food 
Store

Best Place for Homemade 
Soup

River Valley Market Recycling and Waste Stream FY2012
Tons Pounds % of Total

Trash 58.85 117,700 18.13%

Compost 66.56 133,120 20.51%

Cardboard 18.20 36,400 5.61%

Produce scraps for local farm pickup 100.60 201,200 31.00%

Co-Mingled Recycling 66.56 133,120 20.51%

Northampton Survival Center Food 
Donations (Co-op customers also 
donated 396 lbs of food to NSC)

13.75 27,500 4.24%

Total Waste Stream Recaptured 265.57 531,340 81.87%

customer feedback
“I was dismayed this past summer to find out my adult son, who was staying 
with us for the summer, had just been diagnosed with Celiac disease. Everyone 
in our family embarked on a steep learning curve to be sure we did not add 
ingredients containing gluten to our meals. I have always enjoyed shopping at 
River Valley Market, but gained a new appreciation for your carefulness with 
labeling, and your stocking a variety of gluten-free groceries. I also appreciated 
that the deli workers knew which take-out foods were gluten free. Thanks for 
accommodating people who must cope with gluten intolerance.”

—Barbara Curtis, Ashfield, MA12

We purchase green electricity for the •	
balance our our electric needs.

Our refrigeration systems are de-•	
signed for energy efficiency.

We collect water from our roof to •	
water plants.

We promote local, organic, and bulk •	
products.

The ICA Group survey showed that 
food co-ops demonstrated a signifi-
cantly higher level of energy efficiency 
and waste management measures than 
their supermarket counterparts. This is 
an area we’ve focused on and continue 
to work to improve. 

This year we generated  
approximately 42KW of our 
own solar power, which is 
about 5% of our total usage.  
We purchased green power 
for the balance of our electri-
cal needs.
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a big part of how we interpret our mis-
sion of building a just marketplace that 
nourishes the community is to support the 
development and growth of our local 
food system: 

to improve our communities’ access •	
to local foods,

to stimulate the growth of a sustain-•	
able local economy,

to support environmental steward-•	
ship through preservation of farm-
land and open spaces,

to promote widespread use of •	
sustainable agriculture practices and 
preservation of natural seed supplies,

to support development of a local •	
food infrastructure for long term food 
security, and 

to reduce use of fossil fuels.  •	

One way we do achieve these goals is by 
enthusiastically promoting and selling 
locally grown and regional products. 
Your co-op shopping directly impacts 
our successes in this area. The more local 
food you buy from the co-op, the more 
local food we buy from local producers, 
the more local farmers grow, and the 
stronger we build our local food system 
and local economy. 

Over the last year we increased our 
purchases from local farmers and 
vendors by $238,530 (9.7%) for a total of 
$2,696,780 from 126 local farmers and 
209 local businesses. Local purchasing 
puts these dollars directly into circulation 
in our local economy. 

With nearly 30% of our annual purchases 
being local our customers are actively 
supporting our efforts with their shop-

Local Honey
Each complete jar and dipper  
represents 1,000 pounds

2011: 6,582 lbs

2010: 1,935 lbs

2009: 1,327 lbs

2012: 8,726 lbs

growing local food Stronger Together
Our Local Food Partners
1) Our 8,000+ weekly  

Customers and Members

2) Our 335 Local Vendors

3) Community Involved in Sup-
porting Agriculture (CISA)

4) Neighboring Food Co-op  
Association (NFCA)

5) National Cooperative Grocers 
Association (NGCA)

6) Northeast Organic Farming As-
sociation (NOFA)

7) New England Farmers Union

8) Grow Food Northampton

Strengthening Our Local Food System is Supporting  
Our Local and Regional Economy

FY 2009 FY 2010 FY 2011 FY 2012

Total purchases $5,414,336 $6,938,224 $8,155,782 $9,436,924

Local purchases $1,083,067 $2,226,478 $2,458,250 $2,696,780

Local increase in $ $1,083,067 $1,143,411 $231,772 $238,530

Local as a % of  
total co-op product 
purchases

20% 32.09% 30.14% 28.58%

Local Maple Syrup Each complete bottle represents 1,000 pounds

2009: 1,971 lbs 2010: 3,076 lbs

2011: 5,372 lbs*

2012: 4,771 lbs

2011 data includes bottled as 
well as bulk.

Continued on page 14
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ping dollars as well. We couldn’t succeed 
in this mission without your regular par-
ticipation as local food buying customers. 

Looking at our member-owners invest-
ments to date of $2.14 million ($1,412,600 
in member loans and $728,902 in mem-
ber equity), those funds are generat-
ing over $2.7 million annually which is 
pumped directly into the local economy 
through the 126 local farms and 209 local 
businesses we purchase products from. 
At the current level of sales, over the 
course of ten years that member-owner 
investment of $2.14 million will be re-
sponsible for over $27 million in support 
of our local farms and businesses and our 
purchasing will continue to increase each 
year as our sales grow. This investment is 
further multiplied in our local economy 
by about 1.6 (local economic multiplier) 
for a ten-year total local impact of $43.2 

Other

Local

Other
Local

Other

Local

Local as Percentage of 
Total Purchases

FY2009

FY2010

FY2011

million as these local farms and busi-
nesses in turn make local purchases and 
create new jobs over ten years. This is a 
pretty impressive local return on our col-
lective member-owner investment in the 
co-op and it is growing every year!

We didn’t do this alone. A large number 
of individual, business, cooperative, 
and organizational partners share and 
support our vision for strong sustainable 
local food systems and economies (see 
Stronger Together, page 13). 

Our Board President Jade Barker often 
reminds us of a Nigerian proverb: “If you 
want to go quickly, go alone. If you want 
to go far, go together.” The opening of 
our cooperative’s store four years ago 
opened the door for many to go much 
further together than we could go alone. 
We credit our collaborative approach 
with our achievement of surpassing our 
ten-year sales projections by $2 million 
as of our 4th year of business with such a 
strong momentum in local foods. Thank 
you for your support!

Growing Local Food, cont. from page 13 Healthy Foods Healthy 
Communities Study

A recent study by the ICA Group, a 
not-for-profit consulting firm with 
expertise in cooperatives, economic 
development, and business research 
showed food co-ops’ impact on local 
food systems compared to conven-
tional grocery stores. Food co-ops 
have a long history of promoting 
local and organic foods, long before 
they gained mainstream notice. 

This study shows that although River 
Valley Market is only four years old 
we have a stronger than average local 
foods program, even compared to 
other food co-ops. It also shows the 
overwhelming difference between 
food co-ops and conventional stores 
when it comes to investing in our 
local economies by sourcing local 
products.

Other

Local

FY2012

2012 Healthy Foods Healthy Communities Study
River Valley 
Market

Average Food 
Co-op

Average  
Supermarket

% local products 28.58% 20% 6%

number of local 
producers

335 150 65
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Local Milk
Each complete jug represents 5,000 gallons

2009: 13,321 gallons

2010: 18,699 gallons

2011: 21,432 gallons

2012: 29,662 gallons

Local Beef
Each complete steak represents 1,000 lbs of local beef.

2009: 4,021 pounds

2010: 6,588 pounds

2011: 11,728 pounds

Local Apples

2009: 36,375 lbs 2010: 40,320 lbs

Each complete apple represents 10,000 lbs

2011: 42,157 lbs

2012: 46,924 lbs

2012: 16,090 pounds
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s u p p o r t i n g  l o c a l  e f f o r t s  to 
build a better community and world is 
a big part of our mission to create a just 
marketplace that nourishes the com-
munity. The funds that were contrib-
uted this year to local non-profits and 
community organizations to support 
events and fundraising efforts totaled 
$49,909. This is a little higher than 
last year’s total contribution dollars of 
$45,686. Nearly all these contributions 
were in the form of sponsorships, ad-
vertising, discounts, or in-kind contribu-
tions, and are part of our marketing and 
member services budget.

We made several cash contributions 
not tied to event sponsorships totaling 
$6,728:

$3,000 donated to the CISA  •	
Emergency Farm Fund,

$1,000 donated to the Cooperative •	
Development Foundation-Irene 
Relief,

$1,610 donated to the Monadnock •	
Food Co-op,

$1,118 to the Howard Bowers Fund •	
(cooperative education). 

We also made a $5,000 member loan to 
The Old Creamery Co-op which is not 
included in the total contributions. 

The recent ICA Group’s Healthy Foods 
Healthy Communities report noted that 
food co-ops (14%) make more contribu-
tions to charitable organizations than 
their supermarket counterparts (4%) 
as a % of their profits. Our cooperative 
made a profit for the first time in the 
last year but we’ve always ensured a 
significant portion of our marketing 
and member services budget is used 
to support local non-profits and com-
munity organizations efforts. Including 
in-kind contributions and sponsorships, 
River Valley Market makes a significant 
annual investment in our community 
non-profit organizations. 

In addition to the funds raised through 
the Co-op Green Stamps Program, we 

made the following dona-
tions in FY2012:

contributions to community groups & non-profits
Bulk Gift Cards (fundraising scrip for 
local schools, churches, or other non-
profits): 

We contributed $5,590 for local schools, 
churches, and non-profits through our 
fundraising scrip program.  Non-profits 
can apply for our scrip program to qual-
ify for a bulk gift card discount to utilize 
for fundraising for their organizations. 

Advertising, Sponsorships, Under-
writing, and Donations: $44,319 
(excluding green stamps, scrip, and Old 
Creamery Co-op Member Loan)

Arts Night Out-Northampton Arts Council
Cancer Connection Tricycle Team
Center for New Americans
CISA Emergency Farm Fund-Irene Relief 

Fund
Community Involved in Sustaining Agricul-

ture (CISA)
Cooperative Development Foundation-Irene 

Relief Fund
Eric Carle Museum
Federation of Southern Cooperatives
Food Bank of Western Massachusetts
Kestrel Trust- 5K for Farmland
Grow Food Northampton
Hampshire Choral Society
Hampshire Shakespeare Company
Howard Bowers Fund
LGBT of Western Massachusetts
Local Harmony
Monadnock Food Co-op
Noho Pride, Inc.
Northeast Organic Farming Assoc (NOFA)
Northampton Arts Council-4 Sundays in 

February
Northampton Cycling Club Bike Fest
Northampton Education Foundation-Spell-

ing Bee
Northampton Survival Center
Out for Reel Film Festival
Pioneer Valley Ballet
Pioneer Valley Local First
Public Radio stations including WFCR, 

WAMC, and WMUA
Rainbow Riverfest
Sojouner Truth Committee
Stavros Center for Independent Living
Together Northampton

We made in-kind contributions to:

AIDS Care Hampshire County
Afiya House
Berkshire Trail Elementary
Burgy Thursday Market

Cancer Connection
Climate Action Now
Cloverdale Cooperative Nursery School
Cooperative Development Institute/Valley 

Community Land Trust
Co-op Food Empowerment Directive 

(Co-Fed)
Double Edge Theatre-Rural Arts and Culture 

Convening
Flying Object
Food Bank of Western MA
Forbes Library
Friends of Westhampton Public Library
Full of Grace Farm
Hartsbrook School
Hatfield Book Club
Hickory Ridge Golf Club
JSS Autism Benefit
Karvna Center/Step Up
Kestrel Land Trust
La Noche de San Juan
Laurel Park Association
Lawnathon Festival
Leeds Civic Association
Leeds School PTO
Look Park Walk for NEDA (National Eating 

Disorder Association)
Massachusetts Academy of Ballet Education 

& Training Association
MassBike Pioneer Valley Chapter
Montessori School of Northampton
Noble Visiting Nurse and Hospice Service
Northampton Community Music Center
Northampton Little League
Northeast Organic Farming Assoc (NOFA)
Pioneer Valley Performing Arts Charter 

Public School
Pioneer Valley Shambhala Center
Porter Phelps Huntington Museum
Prison Birth Project
PV Grow
Riverside Industries
RSVP of Hampshire and Franklin  

Counties
Star Light Center/Human Resources Unlim-

ited
Service Net Prospect Farm
Strategic Planning Initiative
Sunnyside Childcare Center Financial Aid 

Program
Sun Studio Collective
The Benson Place
UACT
Umass Extension- Grain Conference
Unitarian Universalist Society
United ARC/The Rainbow Players
Women’s League, Amherst Golf Club
Worthington Rod/Cancer Connection
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Local Asparagus
Each complete bunch represents 1,000 lbs

2011: 6,422 pounds

2009: 3,042 pounds

2010: 3,069 pounds

Local Peaches

2009: 41 lbs 2010: 1,727 lbs

Each complete peach represents 500 lbs

2011: 5,508 lbs

2012: 11,711 lbs

2012: 9.627 pounds

These hands are 
offering some of 
our favorite local 
seasonal treats: 
(top) Tim Smith 
from Apex  
Orchard in  
Shelburne and  
(bottom)  
Penny  
Smiarowski from  
Smiarowski Farm 
in Deerfield

Photos: Jim Gipe, 
Pivot Media



educational 
programs &  
workshops
Worm Composting with  

Ben Goldberg

Relaxation Workshop with  
Daniel Goleman

Emergency Preparedness with Frank 
Grindrod

Seed Starting with Billie & Sandy

Food Preservation with Billie & Sandy

Bike Repair Workshop with The Pedal 
People

membership growth

3,000

4,000

5,000

6,000

FY12FY11FY10FY09
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monthly sales trends

300
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in thousands of dollars

“Before I came here, I 
worked in a number 
of retail situations. The 
co-op has some things 
in common with all retail 
just by the nature of the 

business, but it’s also unique. The cul-
ture and character of store, custom-
ers, and employees is a great thing. 

Having a sense of pride in ownership 
and being a part of the cause and ef-
fect is a driving force within the store. 
Here we have common goals for the 
store’s success and also higher goals 
for things we care about, like sustain-
ability, ecological impact and what 
good care we take of members and 
customers.

—Nathan McAlpine
Merchandising Stocking 

Team Leader

staff reflections
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membership growth

monthly sales trends

winter squash!
After a devastating crop loss in 
the wake of Hurricane Irene in 
2011, Enterprise Farm in Whately 
rebounded this fall with a var-
ied and abundant crop of winter 
squash, like this specimen proferred 
by Patrick Morris.

These versatile local treasures come 
in many shapes and colors. Inclined 
to sweetness, they make delicious, 
creamy soups and bisques. They can 
also be slow roasted, baked into tender 
muffins and pies, and prepared in a 
myriad of other ways, limited only by the 
imagination.

Try out some local winter squash in this 
traditional Chinese-style dish.

 

Sesame Coated  
Pumpkin Pancakes
Recipe adapted and used with  
permission from redcook.net

INGREDIENTS
8 oz pumpkin (peeled and seeded)
2 c glutinous rice flour (mochi flour)
½ c sugar
½ c sesame seeds (white, black or 
combination of both)
Vegetable oil for frying
PREPARATION
Peel and remove the seeds from 
the pumpkin, then cut it into 2-inch 
squares. Place on a plate in a 
steamer and steam over boiling water 
for 20 minutes or until completely 
soft. Remove from steamer and drain 
any excess water from the plate.
Place the pumpkin in a medium mix-
ing bowl and add the glutinous rice 
flour and sugar while still hot. Mix well 
until a smooth dough forms. Divide 
dough into 16 equal pieces. Roll each 
piece into a ball and press down to 
form a disk about 3" wide and about 
¼" thick. Spread sesame seeds in a 
shallow bowl. Coat pancakes com-
pletely with sesame seeds by patting 
the dough down onto the seeds.
Heat about ¼” of vegetable oil in a 
medium (10" diameter) frying pan 
over medium heat. When the oil 
reaches about 300° F, place eight 
of the pancakes onto the frying pan 
and fry for three to four minutes or 
until golden brown. Flip the disk and 
brown the other side for three or four 
minutes. Remove the pancakes from 
the pan and place on a paper towel. 
Fry the rest of the pancakes and 
serve while hot.

19
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in march, I had the good fortune to visit 
the tea lands of Darjeeling, India with an 
eight member delegation on a journey 
sponsored by Equal Exchange and sup-
ported by our co-op. 

We visited three tea gardens working with 
the Tea Promoters of India (TPI), which 
advises them and markets their tea. TPI’s 
core philosophy is farming in harmony 
with nature. The leadership of TPI escort-
ed, educated, and looked after us. 

In India, a law remaining from British co-
lonial days restricts tea to be grown on 
plantations. The politics are evident: this 
law originally guaranteed that one of the 
most lucrative cash crops would remain 
controlled by wealthy (British) plantation 
owners and not by Indians. TPI and Equal 
Exchange are working to change this. To-
day, 98% of tea that is labeled “Fair Trade” 
is sourced from large-scale plantations 
with bonded labor and other feudal sys-
tems. However, when consumers buy tea 
grown by small farmers, they are helping 
to change the status quo and help more 
growers stay independent.

Our trip began with a fourteen-hour flight 
to Delhi, followed by a two-hour flight 
east to Bagdogra, flying parallel with the 
Himalayan mountain range. Paved, three-
lane roads led from the airport to the Chi-
nese border. 

The roads leading to our destination were 
narrow, steep, and bumpy. Driving is so 
dangerous, most vehicles have altars, a 
prayer wheel or devotional photos on 

their dashboards. 

We passed tiny markets 
and businesses, built on 

a visit to the tea lands
moving toward fair trade
by Joanne Grisanti, Merchandising Manager

bamboo stilts and hanging over cliffs. 
We passed towns and monasteries, and 
children walking to and from school. The 
towns we passed were brown and dusty; 
sometimes the only color we saw were 
the saris of the women. As we traveled to-
ward Nepal, the roads got steeper, the air 
got cooler and brisker, and the houses and 
buildings got more colorful.

When I first saw the tea bushes, I fell in 
love. I stood among emerald green bushes 
with their leaves shining in the sun—the 
smell of the plants was like jasmine or faint 
gardenia. Up the hill, dozens of women 
wore big baskets, tenderly picking small, 
new tea leaves. I worked alongside them 
and they taught me how to determine 
which leaves were ready and how to pick 
them. The experience was other-worldly 
and intoxicating. Darjeeling is harvested 
intimately, by pruning the bush by hand, 
pinching off only “two leaves and a bud,” 
and returning to each bush about every 
seven days. The workers picking tea make 
about $2.00 (US) per day. 

Since British colonial rule, tea plantations 
were all modeled after the US slavery sys-
tem, through which families were owned, 
worked, minimally housed, and fed. In the 
1970s, tea was sold at such low prices that 
many plantations were abandoned and 
the people were left to starve. This is what 
happened at Potong.

The Singell Tea Estate was planted in 
1862. In 1978, the government took 
over Singell when it was struggling to 
survive. It is now operated by TPI. In 
1994, Singell was Fair Trade and Deme-
ter (biodynamic) certified. The owners 
and managers are now all Indian, and 
the workers (still) mostly Nepalese. It is 
a well-run operation and also processes 
all of the tea picked at Mineral Spring, 
Potong, and other nearby gardens. 

The Mineral Spring co-op is a plantation 
abandoned in the mid-1950s. TPI was 
invited in and worked on a revolution-
ary new model where the workers were 
involved in management of the garden. 

The project became successful and now, 
due to a loophole in the plantation law, 
Mineral Spring is owned by the farmers 
themselves. The terraced mountains are 
speckled with colorful homesteads and 
permaculture farms hidden in the jungle 
amid winding paths, remnants of stone 
walls left from colonial times, orchids, 
cows, chickens, mango trees, pineapples, 
avocados, oranges, huge stands of bam-
boo, and roaming leopards and wild 
boars. 

Mineral Spring was certified organic in 
2001 and Fair Trade in 2003. The co-op 
has officers, a women’s group, an annual 
newsletter, and internal controls. They 
plan to eventually grow a small variety of 
cash crops. Challenges include the need 
for electricity, need to increase produc-
tion, isolation, and the need for a new 
young leadership to continue to emerge.

Potong Tea Garden, located in the foothills 
of the Himalayas, is collectively run by its 
workers. It was previously abandoned by 
the government, its assets sold off by the 
court, and its factory left to rust. Large ar-
eas of the garden were burned and aban-
doned. The workers and their families had 
no income. More and more young people 
left the gardens for the cities. In 2005, they 
approached TPI and a novel idea was born: 
Make the garden 51% worker owned, 25% 
TPI owned, and 24% privately owned. TPI 
would provide technical assistance and 
market support, and the workers would 
retain a controlling share. There was much 
opposition to this model, including resis-
tance from politicians and trade unions, 
but they persevered; conditions are im-
proving and the garden is now planting 
thousands of new tea trees. The garden 
employs about 350 people. Their pride 
and self-assurance are inspiring.

TPI states that when capitalized, Potong 
will produce the finest tea in Darjeel-
ing. Only 60% of the land is in produc-
tion now. Last year, Equal Exchange 
invested $15,000 for the planting of 
30,000 new tea plants in Potong. This 
October, Equal Exchange is donating 
more trees. To learn how you can help  
with this effort, watch the video:  
http://tea.coop/ 
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staff reflections
“I began work-
ing at the co-op 
in 2008. In 2011 
I took on more 
responsibility as 
a Kitchen Shift 
Leader and Head 

of the Bakery. 

I began baking at a young 
age, creating desserts with my 
grandma and my mom. I gradu-
ated from the Culinary Arts pro-
gram at Smith Vocational High 
School and went on to get de-
grees in Baking and Pastry Arts 
and Food Service Management  
at Johnson & Wales University. 
I spent several years working in 
fine dining in the Outer Banks of 
North Carolina before returning 
to Western Massachusetts.

Working at the co-op for sev-
eral years has been a positive 
change of pace for me. The res-
taurant world is very fast-paced 
with long hours and limited 
time off. The Co-op kitchen has 
a different sense of urgency 
with a friendlier schedule. My 
knowledge and experience 
with gluten-free and vegan 
baking has expanded greatly in 
my time here. I also enjoy learn-
ing about each ingredient that 
goes into a product. One of my 
favorite experiences working at 
River Vallley Market is creating 
desserts with all of the wonderful 
local produce that comes along 
with the change of each season.“

—Jillian Alexander,  
Quarry Café Kitchen Shift Leader 

and Bakery Head

new cooler construction
Wright Builders and Allied Refrigera-
tion teamed up to complete our cooler 
addition and deli/meat department 
workspace remodeling in the fall of 
2011. These improvements made a 
big difference for our staff’s working 
efficiency and safety, and added a lot 
of capacity to better serve our member 
needs in these departments. BEFORE

AFTER

Ë

Ï

Saturday September 1st Co-Cycle visited River Valley Market as the last co-op 
stop on their 3,100 mile bike summer bike tour of cooperatives  from San Fran-
cisco to Amherst.  See more about their journey at www.co-cycle.org.

the return of co-cycle
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Our Member-Owners Are… 
as reported in the 2012  
Member-Owner Survey

interested in locally grown products•	

proactive about their health and •	
regular exercisers

willing to pay a bit more for sustain-•	
ably produced products, but also 
in agreement that it is important to 
have low-cost alternatives available

patrons of local retailers, places at •	
which they feel a sense of commu-
nity, and stores that support unions

believers in being inclusive of differ-•	
ent shoppers’ food needs

shoppers who feel nutritious and •	
organic/natural products are im-
portant

likely to buy in bulk•	

politically engaged•	

“I’ve worked as the 
Human Resources 
Assistant to the 
coop since right 
before we opened 
in 2008. Before I 
joined the staff 

I was working on my PhD in 
English, and was teaching 
Writing and Women’s Studies 
at the university level. I was 
looking to leave academia, and 
Human Resources at the co-op 
was a great fit for my love for 
people, creating systems, and 
organizing. One of my favorite 
things about working here is 
that I get to provide great ser-
vice internally so our staff can 
provide great customer service 
externally.

—Michelle Driscoll
Human Resources Assistant

staff reflections

COST OF 
GOODS 62.36% 

PERSONNEL 
22.64% 

INTEREST 
EXPENSE 3.05% 

DEPRECIATION 1.94%

PROMOTIONS 1.57% ADMIN .54% GOVERNANCE .12%

NET INCOME 1.44%
OCCUPANCY 1.75%

EXPENSES FY2012

PRODUCE
17.29% 

MEAT & 
SEAFOOD 

10.76% 

REFRIGERATED 
GROCERY 10.11% 

PACKAGED 
GROCERY 

20.71%

PREPARED FOODS 
9.93%

BULK 8.48%

FROZEN 4.03%

BEER & WINE 4.82%

SUPPLEMENTS & 
PERSONAL CARE 

6.81%

CHEESE 2.43%

BREAD 2.02%

GIFTS & BOOKS 
1.27%

HOUSEWARES .68%

SPECIAL ORDERS .29%

MAGAZINES .25%

SALES BY CATEGORY  FY2012
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board  
reflections

“When I joined the River 
Valley Market Board in 
2009, I had never served 
on a board before, and I 
really didn’t know what 
to expect of my new 

role, or even what, exactly, would be 
expected of me. 

Three years later, I would describe my 
time on the board as challenging, en-
riching, and inspiring. The work of the 
Board is to provide the framework that 
dictates the values and vision of the 
Co-op, and to work with the General 
Manager to ensure that the Co-op is 
moving towards the big-picture goals. 
In the years I have been on the Board, 
we have navigated the transition from 
start-up campaign to an actual store, 
while experiencing enormous and 
unexpected growth in sales. 

As I cycle off the Board this fall, I feel 
proud of the work that this dedicated 
group of volunteers has done, and 
honored to have been part of it. A 
strong, engaged Board with functional 
systems is a vital component of a co-op, 
because the Board represents the link 
between the central values of the own-
ers (you!) and the management of the 
store. I hope that all member-owners 
that recognize the importance of the 
Co-op in our community will consider 
offering their time and thought to the 
Co-op, and think about joining the 
Board.“

—Claire Morenon
Board Vice President

“We enjoy working with River Valley Market because they always do their 
best in supporting small local businesses. They take pride in their prod-
ucts because they want the very best for their community. They have a 
wide selection of offerings that highlight the creative differences in our 
community and serve the needs of all people. River Valley Market has 
helped to support our growing company and we are proud to work with 
such a positive business that clearly communicates their desire to feed 
and educate a community by supporting other local businesses with 
similar values. “

~Melissa Forostoski and Bill Goldfarb
Lefty’s Brewing Company, Greenfield, MA

vendor testimony
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draft financial statements

we’re pleased to report that we had 
better than budgeted overall financial 
performance for the year ending June 
30, 2011. A big thank you to our staff for 
their hard work exceeding sales bud-
gets, and achieving margin goals. Sales 
grew by 17.02% and staff compensation 
grew slightly faster due to added posi-
tions and increased wages and benefits 
expenses. Margins were slightly better 
than budgeted. In our business sales, 
margin and personnel costs are key 
indicators of our financial health and 
management of operations. 

Our sales growth of 17.02% is well 
above the average compared to our 
peers (8%). This is our report card on 
our overall services to our members 
and customers. Both the average sale 
and number of daily customers are 
increasing showing that more people 
are buying more of their groceries at 
the co-op compared to the previous 
year. Our member survey in May also 
showed that a higher percentage of our 
members are using the co-op as their 
primary store. 

By far our biggest expense is the cost of 
the products we buy to sell. Managing 
that expense is critical to our success; 
we came in slightly better than budget-
ed. The next biggest expense is wages 
and benefits for our staff. This is also 
a critical expense to manage, and we 
came in slightly over budget. 

Both our cost of goods sold and per-
sonnel expenses were within 

our industry averages. 
We ended the year with 

a modest net profit of 1.33% pre-tax 
which compares favorably to the mod-
est net income we had budgeted for of 
1.07%. 

Our interest expenses of 3.46% and 
depreciation of 1.85% are both above 
the average of our peers which results 
in a somewhat lower net income than 
our better performing peers, but for 
the first time we are within the range 
of a typical net income (1-3%) for our 
business. Both the interest and depre-
ciation reflect the start-up expenses 
we took on to build and equip our new 
store, so it’s worth the extra cost at the 
beginning. This marks our 4th year as a 
point of a new level of financial sustain-
ability and maturity in our food co-op’s 
operations. 

In addition to the mortgage repayment 
of $223,125 we paid a total interest 
expense of $525,534 on our debt and 
wrote off depreciation of $280,369. The 
majority of our capital improvement 
expense was construction of an addi-
tion for walk-in coolers for the deli and 
meat departments and remodeling of 
their work areas to accommodate them. 
The deli and meat departments were 
able to grow their sales by a total of 
about $500,000 over the last year which 
was substantially possible and far less 
stressful due to the added workspace. 
Our goal was to invest in this addi-
tion and recoup that investment with 
increased sales and profitability on 
operations by the end of the fiscal year. 
We achieved that with nearly a $60,000 
positive cash flow for the year.

Year four bud comps Year 4 Actual Year 4 Budget Difference

Sales 15,172,231 14,005,031 1,167,200

Cash year end 724,783 726,326 -1,543

Member equity year end 723,707 708,759 14,948

Member loans year end 1,412,600 1,406,600 6,000

Margin 37.64% 36.82% .82%

Personnel 22.64% 22.13% .51%

Net income 1.33% 1.07% .26%

Mortgage reduction 223,125 223,125 .00%

Capital improvements 259,130 320,000 -60,870

Note that the financial report following 
from our auditor is still a draft pend-
ing Board review, consideration, and 
approval of patronage rebate recom-
mendations from management in 
November. 

bike fix-it station

Operations Manager Tom Bradbury 
demonstrates our new bike fix-it sta-
tion. We purchased the station with 
support from The Pedal People (pedal-
people.com). We also relocated and 
expanded our bike parking stations. 

taxes in 2012

River Valley Market paid 
$29093.69 in property taxes  
to the city of Northampton  
in FY2012
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INDEPENDENT AUDITOR'S REPORT 
 
 
To the Board of Directors 
Northampton Community Cooperative Market, Inc. and Subsidiary 
Northampton, Massachusetts 
 
We have audited the accompanying consolidated balance sheet of Northampton Community Cooperative 
Market, Inc. and Subsidiary as of June 30, 2012, and the related consolidated statements of income, equity, 
and cash flows for the year then ended.  These consolidated financial statements are the responsibility of the 
Cooperative’s management. Our responsibility is to express an opinion on these consolidated financial 
statements based on our audit.  The consolidated financial statements of Northampton Community 
Cooperative Market, Inc. and Subsidiary as of June 30, 2011 were audited by other auditors whose report 
dated February 16, 2012 expressed an unqualified opinion on those statements. 
 
We conducted our audit in accordance with auditing standards generally accepted in the United States of 
America.  Those standards require that we plan and perform the audit to obtain reasonable assurance about 
whether the consolidated financial statements are free of material misstatement.  An audit includes examining, 
on a test basis, evidence supporting the amounts and disclosures in the consolidated financial statements.  An 
audit also includes assessing the accounting principles used and significant estimates made by management, 
as well as evaluating the overall consolidated financial statement presentation.  We believe that our audit 
provides a reasonable basis for our opinion. 
 
In our opinion, the 2012 consolidated financial statements referred to above present fairly, in all material 
respects, the financial position of Northampton Community Cooperative Market, Inc. and Subsidiary as of 
June 30, 2012, and the results of their operations and their cash flows for the year then ended in conformity 
with accounting principles generally accepted in the United States of America. 
 
 
 
Wegner CPAs, LLP 
Madison, Wisconsin 
October 12, 2012 
 
 

overall sales growth (17.02%) FY 2011-12 by categories

produce

+25%
bulk

+22%

prepared foods

+20%
meat

+20%

packaged grocery

+15%

wellness

+19%

wine & cheese

+6%
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NORTHAMPTON COMMUNITY COOPERATIVE MARKET, INC. AND SUBSIDIARY 
CONSOLIDATED BALANCE SHEETS 

Years ended June 30, 2012 and 2011

2012 2011

ASSETS

CURRENT ASSETS

 Cash $ 724,784 $ 664,915

 Certificate of deposit 118,476 118,476

 Accounts receivable 103,184 18,660

 Inventory 607,159 581,624

 Total current assets 1,553,603 1,383,675 

Property and equipment - net 5,472,382 5,493,622

OTHER ASSETS

 Loan receivable 600,000 600,000

 Equity and deposits in cooperatives 47,777 6,950

 Intangible assets 17,009 18,461

 Deferred taxes 67,000 -

 Loan fees 335,412 349,009

 Total other assets 1,067,198 974,420

Total assets $ 8,093,183 $ 7,851,717

LIABILITIES AND OWNERS’ EQUITY

CURRENT LIABILITIES

 Accounts payable $ 724,901 $ 780,406

 Accrued expenses 250,760 71,009

 Accrued interest 228,617 224,536

 Current portion of long-term debt 233,768 205,067

 Total current liabilities 1,438,046 1,281,018

 Long-term debt net of current portion 7,846,214 8,087,040

 Total liabilities 9,284,260 9,368,058

OWNERS’ EQUITY

 Common stock, $1 par value, 50,000 shares authorized, 
5,198, and 4,704 shares issued and outstanding 5,198 4,704

 Additional paid-in capital 723,707 667,054

 Stock issuance costs (29,839) (29,839)

 Minority interest in LLC 26 1

 Retained deficit (1,890,169) (2,158,261)

 Total owners’ equity (1,191,077) (1,516,341)

Total liabilities and owners’ equity $ 8,093,183 $ 7,851,717
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NORTHAMPTON COMMUNITY COOPERATIVE MARKET, INC. AND SUBSIDIARY 
CONSOLIDATED STATEMENTS OF INCOME 

Years ended June 30, 2012 and 2011

2012 2011

Amount % Amount %

SALES REVENUE   

 Gross sales $ 15,172,231 100.00 $ 12,965,918 100.00

  Cost of goods sold (9,460,958) (62.36) (8,135,398) (62.74)

 Gross profit 5,711,273 37.64 4,830,520 37.26

OPERATING EXPENSES

 Personnel 3,435,162 22.64 2,853,247 22.01

 Operating expenses 713,188 4.70 549,551 4.24

 Depreciation 293,967 1.94 348,172 2.69

 Occupancy 265,493 1.75 268,412 2.07

 Promotions 238,861 1.57 226,533 1.75

 Administrative expenses 81,896 0.54 81,318 0.63

 Governance 18,475 0.12 14,938 0.12

 Total operating expenses 5,047,042 33.26 4,342,171 33.49

 Net income from operations 664,231  4.38 488,349 3.77

OTHER INCOME (EXPENSE)

 Other income 66,142 0.44 51,981 0.40

 Interest expense (525,534) (3.46) (538,299) (4.15)

 Other expense (3,747) (0.02) (4,286) (0.03)

 Total other income (expense) (463,139) (3.05) (490,604) (3.78)

Income (loss) before income taxes 201,092 1.33 (2,255) (0.01)

Provision for income taxes 67,000 0.44 - -

Net income (loss) $ 268,092 1.77 $ (2,255) (0.01)

NORTHAMPTON COMMUNITY COOPERATIVE MARKET, INC. AND SUBSIDIARY 
CONSOLIDATED STATEMENTS OF EQUITY 

Years ended June 30, 2012 and 2011

Common 
stock

Additional 
paid-in 
capital

Stock 
issuance 

costs
Minority in-
terest in LLC

Retained 
deficit Total

Balances June 20, 2010 $ 4,337 $ 618,705 $ (29,839) $ 1 $ (2,156,006) $ (1,562,802)

 Issued 368 48,498 - - - 48,866

  Redemptions (1) (149) - - - (150)

 Net loss - - - - (2,255) (2,255)

Balances June 30, 2011 4,704 667,054 (29,839) 1 (2,158,261) (1,516,341)

 Issued 497 57,300 - 25 - 57,822

 Redemptions (3) (647) - - - (650)

 Net income - - - - 268,092 268,092

Balances June 30, 2012 $ 5,198 $ 723,707 $ (29,839) $ 26 $ (1,890,169) $ (1,191,077)
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NORTHAMPTON COMMUNITY COOPERATIVE MARKET, INC. AND SUBSIDIARY 
CONSOLIDATED STATEMENTS OF CASH FLOWS 

Years ended June 30, 2012 and 2011

2012 2011

CASH FLOWS FROM OPERATING ACTIVITIES

 Net income (loss) $ 268,092 $ (2,255)

 Adjustments to reconcile net income (loss) to net cash flows 
from operating activities

 Depreciation 280,369 334,574

 Amortization 13,598 13,598

 Deferred taxes (67,000) -

 (Increase) decrease in assets

  Accounts receivable (84,499) (25,979)

  Inventory (25,535) (38,834)

  Equity and deposits in cooperatives (40,827) -

  Intangible assets 1,452 -

 Increase (decrease) in liabilities

  Accounts payable (55,505) (16,282)

  Accrued expenses 179,751 23,008

  Accrued interest 4,081 49,238

Net cash flows from operating activities 473,977 337,068

CASH FLOWS FROM INVESTING ACTIVITIES

 Purchases of property and equipment (259,130) (28,805)

CASH FLOWS FROM FINANCING ACTIVITIES

 Proceeds from issuance of long-term debt 11,000 141,000

 Payments on long-term debt (223,125) (204,751)

 Proceeds from issuance of membership shares 57,797 48,866

 Membership shares redeemed (650) (150)

Net cash flows from financing activities (154,978) (15,035)

Change in cash 59,869 293,228

Cash - beginning of year 664,915 371,687

Cash - end of year $ 724,784 $ 664,915

SUPPLEMENTAL DISCLOSURES

 Cash paid for interest $ 521,453 $ 477,993

 Noncash financing activities

  Minority interest in LLC financed by accounts receivable 25 -
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notes to financial statements
Overall Financial Condition
River Valley Market completed con-
struction of its 17,000 square foot 
retail facility in the spring of 2008. The 
construction and development of the 
new business was made feasible by 
financing the project using a tax credit 
program with multiple lenders partici-
pating in the $7,293,500 loan. Financial-
ly, this results in the co-op being highly 
leveraged through its first seven years 
of business. In March of 2014, the term 
of the tax credit loan ends and the tax 
credit financing benefit of about $1.7 
million in debt reduction occurs. The 
balance of the debt must be refinanced 
and we are anticipating a traditional 
15-20 year business mortgage at that 
point. Our original projections assumed 
an interest rate of 8%. Currently 8% 
interest is higher than the market rates, 
but we expect rates will increase over 
the coming two years, making the 8% 
assumption in our 10-year financial plan 
still reasonably conservative. 

A substantial part of ensuring the best 
possible terms for successfully refi-
nancing our mortgage at that time is 
through building the overall strength 

and bankability of our fledgling co-
operative business. We are on track 
with our financial results to date. 
The top three key indicators of our 
financial position at the close of our 
fourth year include a stronger sales, 
profitability, and cash position than 
we had projected for our fourth year 
with:

total Sales 30% over our projec-•	
tions to date and continued 
strong sales growth over 10%.

positive cash flow and net profit •	
comparable with industry stan-
dards and well above original 
projections.

adequate cash position to main-•	
tain operational needs and meet 
debt service.

Our plan for the 5th year includes 
continued stronger than projected 
performance on these key indicators 
and targeted preliminary refinancing 
discussions with the local lenders in 
our community to lay the ground-
work for refinancing in March of 2014. 

Thank you for your support!

Planning for Achievement of Key Financial Goals

Actual & plan Year 1 actual Year 2 Year 3 Year 4
Total years 

1-4
Proforma 
years 1-4 Difference

Sales 8,148,345 10,997,384 12,967,151 15,172,231 47,285,111 36,484,326 10,800,785

OP Net Profit  
before deprecia-
tion

-1,146,374 213,171 345,917 495,059 -92,227 -454,658 362,431

Cash yr end 270,355 371,687 664,915 724,783 724,783 345,408 379,375

Member  
equity yr end

593,943 623,043 671,759 728,905 728,905 810,000 -81,095

Member loans yr 
end

1,139,100 1,265,600 1,406,600 1,412,600 1,412,600 1,200,000 212,600
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board election
candidate
statements

BRENT LITCHY
I am excited to be a candidate for the 
River Valley Market Board of Direc-
tors. My experience with cooperatives 
started when I moved to the Pioneer 
Valley in 2010. Where I had lived previ-
ously, locavore meant that you ate at 
restaurants that purchased their pro-
duce from an entirely different part of 
the state. Local markets were effectively 
non-existent, as were cooperatives. 
After arriving, I observed that there was 
a genuine community commitment to 
creating local economies for indepen-
dent farmers.

I recently discovered River Valley Mar-
ket and how its cooperative structure 
uniquely positions it as one of the pre-
miere organizations delivering the local 
market to consumers.

My current role is as a Business and Tax 
Manager for UTCA, a consulting firm in 
Springfield. In this role, I am responsible 
for the organization’s financial manage-
ment and planning. I am also involved 
with Art for the Soul Gallery, a non-
profit dedicated to the advancement of 

local artists. 

I have found that effec-
tive communication 

starts with deep engagement. Com-
municating is not only about listening or 
understanding, but about transparent, 
authentic interactions. Collaborating in 
and fostering a culture where people 
speak truth to power has been of great 
benefit to me in my current role as well 
as my previous roles in research.

After attending several board meetings 
earlier this year, I was struck by the devo-
tion and discipline with which the board 
pursues its organizational objectives. I be-
lieve that by enhancing our connection to 
our food, we enhance our connection to 
our community. I would love to contrib-
ute in this community vision as a board 
member for River Valley Market. 

ROSLYN MALKIN 
I have served on the River Valley Mar-
ket Outreach Committee since moving 
to Western Massachusetts over five 
years ago. I was drawn to the Coop 
because of its commitment to the 
community, sustainability, and the local 
food producers.  

I am passionate about community 
building, collaborative leadership 
issues, and creative business develop-
ment. I have a strong background in 
systems thinking which enables me to 
address issues from more holistic and 
innovative perspectives. Having worked 
for thirty years as a psychotherapist, 

business consultant, seminar leader and 
spiritual counselor, I consider myself a 
community organizer at heart.      

Since living in the Pioneer Valley, I have 
also been involved with the Leeds Civic 
Association, Pioneer Valley Local First, 
and the Northampton Public Forum. In 
addition to my volunteer activities, I have 
worked for over five years as a therapist 
with ServiceNet in Northampton.  This 
has deepened my understanding of 
many of the emotional and financial 
issues faced by local citizens and the im-
portance of the Coop to the community.

This spring I started an organic veg-
etable garden as a member of the new 
community gardens in Florence.  I enjoy 
working with the earth and there is 
much I have to learn about growing 
healthy, organic crops. I love spending 
time in nature, swimming with the dol-
phins and whales in the wild, traveling 
to sacred sites, and so much more.

If elected to the Board, I will bring 
skills in effective listening and creative 
and collaborative problem solving; a 
respect for diverse perspectives and 
ideas; the ability to focus on both the 
larger goals and practical steps needed 
to fulfill those goals; and a commit-
ment to make River Valley Market the 
best Coop possible. And last, I have a 
great sense of humor which can be an 
asset when interacting with people on 
challenging business issues.



JEFF NAPOLITANO
I am currently employed as the Pro-
gram Coordinator of the Western 
Massachusetts Program of the Ameri-
can Friends Service Committee (AFSC). 
Prior to my current position, I was (not 
employed as) a caretaker of my infant 
son until he was 18 months old, but 
before that employed as the President 
of the Graduate Student Senate at the 
University of Massachusetts Amherst.

I am currently involved in the communi-
ty through my position at AFSC; I work 
on anti-war organizing, immigration 
advocacy, counter-military recruitment 
work in high schools, and civil liberties 
activism in Northampton, Springfield, 
Amherst, and beyond.

I was previously engaged in the com-
munity through electoral campaigns 
for individuals, from a municipal up to 
the national level.

I would like to serve on the Board 
of Directors because I am (newly) a 
resident of Northampton, am excited 
that for the first time in my life there is 
a cooperative grocery store in my city, 
and would like to participate as much 
as possible in such an entity. There are 
many things that are boasted about 
in Northampton, but a successfully 
working cooperative with a unionized 
workforce is truly a model for a progres-
sive body politic.

I do not have any direct experience 
with cooperatives, although I am 
happy that AFSC (for whom I work) 
has maintained a business relation-
ship with several cooperative busi-

nesses, such as Collective Copies and 
Food for Thought. In addition, AFSC 
has remained a coalition partner and 
member of Jobs with Justice, which 
has promoted worker cooperatives and 
union organizing.

Determining a strategy to bring about 
understanding and agreement when 
dealing with complex issues is not 
something that is easily done through 
general prescriptions. However, the 
principles of peacemaking and media-
tion—respect for all parties, establish-
ment of ground rules, and urging for 
sympathy and compassion—are good 
foundations to finding a way forward.

MAX SAITO (incumbent)
I am honored to be running for my 
second term on our co-op’s Board of 
Directors. My first term was an eye-
opening experience; I learned a lot 
about our local food system and was 
proud to help shape next directions for 
this wonderful community resource. 

I was born in, and spent my child-
hood and early adulthood in Japan. In 
Yamagata Prefecture, where I grew up, 
my mother and other relatives still grow 
much of their own food. Yamagata 
farmers depend upon one another to 
create strong markets to distribute the 
food they raise and forage. Therefore, 
the cooperative model is very familiar 
to me. I have seen first hand how small 
farmers, who would be unlikely to suc-
ceed in a competitive corporate market, 
can become stronger by working 
together through cooperatives.

These days, I am a Communication pro-
fessor at Westfield State University and 
a father of four children growing up in 
Western Massachusetts. As a resident of 
the U.S. I have become aware of the ties 
between our everyday activities and 
global events. By purchasing local food 
that is raised organically, we help to 
foster world peace by reducing, even if 
in a small way, our dependence on for-
eign oil. Serving on the co-op Board is a 
practical way that I can give back to the 
community, while serving an organiza-
tion that supports local farmers and the 
local economy, and provides my family 
with fresh, healthy food at a reasonable 
cost. 

While I learned a great deal in my first 
three years on the River Valley Market 
Board, I feel as though I am just getting 
started in my service. I hope to con-
tinue serving for another term so that I 
can contribute more deeply. I therefore 
hope you will support me as a candi-
date for the River Valley Market Board. 

BOARD ELECTION 
INFORMATION
All River Valley Market member-own-
ers are encouraged to vote. 
You may vote for up to three candi-
dates. 

One vote per membership is permit-
ted, submitted by the representative 
of membership. Refer to your annual 
report mailing label for the name of 
the representative of membership 
in your household as well as your 
member-owner number. You MUST 
include your number for your vote 
to be counted.

Use the enclosed ballot, stop by the 
Customer Service Desk to pick up a 
ballot, or follow the links on our web-
site for online voting.

Paper ballots will be accepted by mail, 
in the store, or online until 5:00 pm on 
November 29, 2012 and at the Annual 
Meeting until 9:00 pm. 
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River Valley Market Member-Owner
Celebration Dinner & Annual Meeting

Thursday, November 29th 6-9 PM • Garden House at Look Park • Florence, MA

Live Music • Buffet Style Dinner catered by the Quarry Café, including Appetizers and Dessert • Cash bar available. 

Tickets for Dinner: $7/Adult $5/kids under 12. No charge for meeting.

Dinner served at 6 PM,  Annual Meeting 7-7:45

Annual Meeting Agenda

Welcome and Introductions

Approve Minutes

Manager’s Report

Treasurer’s Report

President’s Report

Q&A

Call for Board of Director 
Election Ballots (votes 
will be tallied on the 
following day and results 
announced in the next 
weeks email newsletter). 

Adjourn
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