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River Valley Market
ANNUAL REPORT
FY 2013
This report is designed to inform you about the 
results of our work over the last fiscal year (ended 
June 30th, 2013). Our mission is to create a just 
marketplace that nourishes the community. Be-
cause we have a triple bottom line in our mission, 
this report is more than a financial statement. It  
includes information on the three Ps critical to  
River Valley Market: PEOPLE, PLANET, and PROF-
IT. Thank you for your attention to your coopera-
tive business! 
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6:00-9:00 PM  LOOK PARK GARDEN HOUSE

WEAR YOUR FAVORITE B&W PARTY CLOTHES ANYTHING GOES 

ANNUAL MEETING

Looking Ahead

Celebration

RIVER VALLEY MARKET
YOUR LOCALLY GROWN FOOD CO-OP

TICKETS $5 IN ADVANCE AT THE CO-OP

Looking Back

12/5/13black and white party

 SWING TO THE SOUNDS OF THE ERIC OLSSON BAND
MINGLE & DANCE  CASH BAR AVAILABLE 
 ENJOY BISTRO-STYLE FOODS & DESSERT

 HAVE FUN LEARNING MORE ABOUT YOUR CO-OP 
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ANNUAL MEETING
NOTICE TO THE MEMBER-OWNERS OF 
RIVER VALLEY MARKET
DECEMBER 5, 2013
GATHERING 6 PM, MEETING: 7:00-7:45 PM

Look Park Garden House, 300 North Main Street, Florence
All member-owners welcome to attend. Election of board members and by-law 
amendment ballots are included in this annual report and ballots may be submitted by 
mail or in the store any time through Dec 5th 2013 or in person at the Annual Meeting. 
See board candidate statements and by-laws recommendations for member-owner 
decision on page 33. A ballot is enclosed; it is also available in the store and on our 
website. Please be sure to include your name and member number; both must be 
provided for your vote to be counted. Note that only the official representative of the 
membership is eligible to vote, one vote per member (household members do not 
have voting authority). Please reference your Annual Report mailing label for the name 
of the representative of membership and member number or check in at our Cus-
tomer Service Desk. 

2013 Annual Member-Owners’ Meeting Agenda

6:00 Mingling, Music, Eats & Drinks

7:00 Call to Order and Introduction of Board Members and Candidates 

7:05 Review and Approve Minutes from 2012 Annual Meeting

7:10 President’s Report

7:15 Treasurers’ Report

7:20 General Manager’s Report

7:25 Member Loan Update

7:30 Q&A

7:40 Appreciations and call for ballots

7:45 Adjourn and resume celebration with music and dessert until 9 PM

Bistro-style dinner tickets available in advance $5 each, cash bar available. Menu  
and other details at the Customer Service Desk or rivervalleymarket.coop



 
Jade and her “flat person” alter  
ego met up in the Produce Department 
to promote our 2013 Member Loan 
Campaign.

by Board President Jade Barker
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YES WE CAN In spring 2003, when 
I was co-chair of the 

co-op Outreach Committee, I got a 
message from Rochelle, our General Manager and only staff 

member. The gist of the message was 
“Put the brakes on outreach and stop 

everything you’re doing. The Board 
will get back to you.” We spread 

the news through the Outreach 
committee, trusting our Board 
to handle the current crisis, 
whatever it was. Eventually we 

learned that the location we had 
planned to lease for our new store 
(after a first real estate deal had 
fallen through) had a sixty-year 
deed restriction that prohibited 

the sale of groceries anywhere on the property; it would be 
eight more years before the restriction would expire. 

If the first loss had been a disappointment, this was 
an even bigger one. We had invested thousands in site 
planning and preparation—would we have enough mon-
ey left to move forward? When I shared the news with 
a friend, he said, definitively, “This project is dead in the 
water.” I can clearly recall my thoughts at that time: “It 
will only be dead if everyone stops working on it. If we 
keep going, we will eventually succeed.” I had no doubt 
about that; I was willing to stick with it. And I wasn’t 
alone: the members voted to keep going at a specially 
called membership meeting, letting our dedicated Board 
know they had our support to keep working to secure a 
location for the store. 

The Board investigated whether the deed restriction could 
be lifted, as well as continuing the search for a new site. Our 
neighboring retail co-op friends came forward with a loan of 
$100,000 to help keep us going and the National Co-op Bank 
gave us a $150,000 loan using that $100,000 as collateral. 
By fall 2006, we had located a new site; raised over $1 million 
in member loans—something no other food co-op had ever 
done; and put together an ambitious business plan to create a 
community-owned market focusing on local foods. 

Somewhat ironically, after that success, we opened in 
the worst economic downturn since the great depres-
sion. Very high energy costs and price inflation on many 

foods created financial challenges for our new store. In 
addition, we had fallen short on funding by $100,000 
and had extra start up expenses in our first year of 
about $200,000. The Board had a backup plan and 
launched another member-loan campaign to fill in the 
gaps. Member-owners responded with another vote of 
confidence; their loans said, “We believe.” 

Today we are living an unparalleled and somewhat unex-
pected success story. Last year’s sales and net income both 
were more than 60% above what we initially projected, and 
we have become the Valley’s favorite natural foods store. We 
opened five years ago not because the Valley needed another 
grocery store, but because it needed a store dedicated to local 
needs and member-owners’ desire to increase food security 
and sustainability—a store that would use its profit for the 
betterment of the community. A cooperatively owned store 
was the solution and part of our founders’ dreams.

It’s easy to forget how much faith, commitment, vision 
and perseverance it took to create the co-op we now 
almost take for granted. I think it’s important to re-
member that life brings change, and with it challenges. 
Our creation needs to be tended and nurtured so we 
can continue to receive its benefits; this year alone we 
paid over $100,000 in interest to member-owners who 
loaned money to the co-op. We’re offering another 
opportunity to invest this season with our current $2 
million dollar loan campaign; at this writing we were 
already nearing the $700,000 mark in pledged loans.

After three amazing years as Board president, I’ll be passing 
the torch to another director. What I’ve learned in my brief 
stewardship is that the most important resource we have is 
each other. Co-ops allow each of us to contribute in our own 
way to better both ourselves and our community.

No matter what you think of Barack Obama’s politics, 
you have to agree that “yes we can” is a pretty kickin’ 
slogan,* and one, I think, that suits our movement 
perfectly. Can we, with small investments from a small 
group of people, generate community income and 
resources considerably beyond what we put in?” Yes we 
can. And we have.

* Based on the United Farm Workers Union slogan,  
“Si, se puede.”

BRIDGMONT FARM, WESTHAMPTON ENTERPRISE FARM, WHATELY
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For the year ended  
June 30, 2013

April 30, 2013 
was the 5th an-
niversary of the 
store’s opening 
and I remember 
standing in the 
(now too small) 
parking lot that 
day and literally 
shedding tears. 

Laughing too—because who cries at the 
opening of a grocery store? Though I 
had not worked so hard as many—I did 
no outreach, or phone calling, meeting 
with bankers, or any of the multitude 
of tasks required to realize the vision 
of opening a full-service community 
owned grocery store—I was invested in 
my own way. I was a member, I’d given 
a small member loan, and I just really 
wanted to believe that a community-
owned grocery could succeed. 

Today, I am pleased to report that 
in our fifth year we had sales of over 
$17.5 million, a 15.81% increase over 
last year, and 63% higher than our 
original projections for year five. 
When we opened the co-op just five 
years ago, the original projections 
called for $12.8 million in annual 
sales in the tenth year which we 
exceeded in our third year.

Member to non-member sales con-
tinue at a roughly 60/40% ratio, 
membership continues to grow and we 
are now at almost 6,000 members! 

TREASURER’S
REPORT by Dorian Gregory, Board Vice President/Treasurer

Weekly customer count, and basket 
size per visit continue to increase. 
Expenses are managed effectively 
through open book management and 
increased productivity resulting from 
investments in training and develop-
ment. And this year we finalized a 
thirty-month collective bargaining 
agreement with the UFCW Local 1459. 
These are all wildly strong indicators 
of the ongoing sustainability of this 
vibrant local community. 

How did a small group of committed 
individuals accomplish all this? They 
had a vision and they took some 
risks. In order to build our co-op, the 
founding members had to finance the 
dream. In addition to bank financing, 
about 1,700 area families invested 
$150 in a member equity share 
before we opened, and about 15% 
of those families also made mem-
ber loans to the co-op, totaling over 
$1 million to secure our seven-year 
start-up mortgage. As I write this 
report, we are in midst of another 
member loan campaign well on our 
way to meeting our goal of raising $2 
million from member owners. 

We incurred a fair amount of debt to 
start our co-op, and those years of 
start up development combined with 
the first years of operating at a loss 
meant that our balance sheet was 
“upside down”—we’ve had more debt 
and losses than equity—indeed, we 
have not even had equity, we’ve had 
a deficit. This was part of the innova-

tive financing plan that got our co-op 
off the ground. This “upside-down” 
balance sheet was part of our original 
ten-year financial design and the $1.7 
million debt reduction coming up in the 
next fiscal year is the exact point  at 
which we planned to start making the 
balance sheet turn around. We are on 
track, and even ahead of plan.

The really good news is that this 
year’s operating results have cut that 
deficit in half, down from $1.2 million 
at the end of last year to $639,000 at 
the end of this year. What I am saying 
here is that we have substantially 
out-performed our original projec-
tions for both sales and profitability 
and that puts us well ahead of where 
we  anticipated that we would be 
financially at this point. As a start-up, 
we have been highly leveraged, and 
over the next few months, several of 
those early loans will be paid in full, 
some are scheduled to be forgiven by 
the lenders under the original terms, 
and the remaining will be re-financed 
at lower rates. And of course, the new 
member loans means less depen-
dence on outside capital. One day we 
hope to be 100% locally funded! 

The risks were well considered, it was 
a reasoned plan, and clearly, it has paid 
off for our community. We continue to 
hold a strong cash position, with cash 
exceeding payables by a factor of 1.4 
to 1, and continuing positive cash flows 
from operations. And we expect by the 
end of 2014, that our balance sheet will 
look even better! All of this strengthens 
our foundation and positions the co-op 
to continue growing, keeping grocery 
dollars local, and supporting our ever-
growing community. 

MARKAMUSIC PLAYS ON OUR NEW DECK TIMOTHY, MERCHANDISING TEAM JAMES AND HUNTER, MERCHANDISING TEAM
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Last year we turned the corner to 
profitability achieving a 1.77% profit 
margin three years earlier than ex-
pected. This year our net profit margin 
was 3.15%. During the year, we paid 
our first patronage rebates based on 
the profitability we had achieved for 
2012. I am proud to report that we will 
be paying patronage dividends again 
this year. After paying all the expenses 
of the store, the net profit is subject 
to patronage rebate. Last year the 
board elected to retain 80% of the net 
profit to reduce the owners’ deficit and 
support the store. The remaining 20% 
was paid to members in proportion to 
their patronage, or amount spent in the 
store during the year. Members can 
expect a patronage rebate check again 
this year, based on fiscal year 2013 
results. See page 20 for more informa-
tion about patronage rebates.

We salute our general manager, manage-
ment, and staff for their hard work this 
year. And we salute our members for 
stepping up with equity investments and 
loans of all sizes and terms, and for shop-
ping locally and supporting the co-op. 

It’s been more than five years since 
we opened the doors, and now if I cry 
in the parking lot, it is only because 
I can’t find a parking spot! (Even this 
has improved this year with strategic 
direction, bike support, and alter-
native staff parking.) All in all, the 
financial results indicate that we are 
on track to ensure our success for 
the next five years and beyond!
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TONI & GAYLE INSTALL NEW DELI MENUS 4TH ANNUAL LOCAL STRAWBERRY ICE CREAM SOCIAL

EBT/Food Stamp Purchases

The co-op accepts EBT purchases 
at the register. Our customers made 
$333,237 in EBT purchases in 2013. 

OPERATING 4.60%

PROMOTIONS
1.81%OCCUPANCY 1.82%

DEPRECIATION 1.65%

INTEREST EXPENSE 2.59%

PERSONNEL
21.19%

COST OF GOODS 
62.66%

NET INCOME 3.16%

GOVERNANCE
.09%

ADMIN .45%

2013 EXPENSES



by Rochelle Prunty, General Manager
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We celebrated our store’s 5th birthday, a 
major milestone, on April 30th this year. 
Many thanks for all the wonderful sup-
port that carried us through the first five 
years of operating a store and special 
thanks to our founding member-owners 
who persisted in keeping the dream of 
opening a food co-op in Northampton 
alive from 1999 through 2007 when we 

started building, in spite of all the obstacles. Thank you!

LOOKING BACK, I’m pleased to  
report that last year was a good 
year for our co-op! 

• Membership increased 13.22% to 5,885, an increase of 
687 member-owners. 

• Sales increased 15.81% to $17,571,074, an increase of 
$2,398,843. 

• Purchases from local farmers and producers increased 
15.94% to $3,170,240, an increase of $473,460.

• We paid our first patronage dividend rebate of $20,053 
in March.

• Our members donated 40% of their patronage dividend 
rebates ($7,880) to our low income membership pro-
gram, providing funds for up to 105 new families to join.

• Our net income increased from 1.77% to 3.15%, which 
will result in a patronage dividend of $324,960 and a 
patronage dividend rebate next March of $64,992. 

• Collective bargaining with the UFCW Local 1459 over 
the last year resulted in a 30-month labor agreement 
with the UFCW, which included a 50 cent an hour 
increase to the wage scale (this increased our average 
hourly wage scale to $12.75/hour). Our awesome staff 
deserve every cent! 

• We implemented an Everyday Low Price program with 
reduced prices on about 150 staple products through-
out the store (bananas, peanut butter, milk, rice, beans, 
ground beef, toilet paper, etc.).

• We launched our in-house smoked meats program 
and added a new refrigerated display case to our meat 
department. 

• We built an outdoor deck this summer to extend seating 
capacity for the deli and for special events. 

• We contributed $69,730 to non-profits and local organi-
zations primarily through event sponsorships, advertis-
ing and in-kind donations, as well as helping to fund the 
production of a documentary about food co-ops.

• We made a $5,000 investment in the newly organized 
cooperative Real Pickles, one of our local vendors. 

I’ve always worried our parking lot wasn’t big enough and 
was only comforted by the knowledge that if parking was a 
problem, it would mean the co-op was very successful. Over 
the last year a lot of us have spent many hours in our parking 
lot directing traffic and shuttling staff to a nearby lot to make 
more room available for our customers—so we are very suc-
cessful! Thank you for your patience and support. 

LOOKING AHEAD, we have some 
big projects planned for the com-
ing year:

• We’ve launched a $2 million member loan campaign 
for refinancing some of our debt locally, replacing some 
equipment, and undertaking a store remodel next sum-
mer to keep our store in good working condition.

• We are coming to the end of our start-up loan term in 
March of 2014 which includes paying down some debt, 
refinancing some debt, and exercising the beneficial 
Put Option in our financing agreement. The Put Op-
tion will have the effect of reducing the principal on our 
loan by $1,744,569 for a fee of $165,326. This provision 
in our financing agreement is largely how we justified 
undertaking the expense of building the co-op’s facility 
from the ground up, and was a key part of our 10-year 
financial planning for the launch of our new store. This 
transaction will change the line on our balance sheet 
labeled “Total Owner’s Deficit” of $638,604 to “Total 
Owner’s Equity” of over $1,000,000! We are project-
ing that our debt reduction combined with some lower 
interest rates will reduce our overall annual debt service 
expense by $163,000 a year from March of 2014. 

MANAGER’S REPORT

STEADY LANE FARM, ASHFIELD CARR’S CIDERHOUSE, HADLEY
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We are planning for new equipment purchases and a store 
remodel to be launched in July-August of 2014, assuming 
our member loan campaign and refinancing are successful. 

Now that we have reached this five year milestone, we’ve 
started to envision where the co-op might go from here to 
build on our progress of supporting local farmers and food 
producers, being a progressive employer, building commu-
nity, and being an environmentally conscious business. As a 
consumer-owned co-op, the store is our economic engine, 
and we’ve raised the big umbrella of cooperative ownership 
over our mission to serve our community with it. The staff 
has a lot of ideas, many of them from talking to you and our 
local vendors, and other co-ops. These are ideas for the 

CHAMUTKA FARM, WHATELY PLAINVILLE FARM, HADLEY

future, not plans. Any new plans will require the same in 
depth research that went into planning our current store. We 
are leaning heavily toward keeping and making our current 
store the best it can be and thinking about opening other 
stores when and where it makes sense in the future, rather 
than trying to move our current operations to bigger loca-
tion. We look forward to a lot of discussion over the com-
ing years about the best way to move forward to serve our 
community. The vision below is aimed toward the following 
goals of the co-op’s mission: Building a vibrant local food 
system, building community, increasing healthy food access, 
increasing local empowerment through cooperative owner-
ship, environmental stewardship, and being a progressive 
employer. Again, thank you for your support!

A vision for our co-op in 2018,  
dreamed up by our staff, Board, and management team

It is April 30th, 2018 and 5,000 people are 
attending our 10-year birthday celebra-

tion held at a local farm, one of 
our biggest suppliers. This 
sold-out fundraiser will 

support the startup of a 
producer-owned coopera-

tive processing plant to supply the many thriving 
food co-ops in the region. We are known for our 
generous and creative contributions to area non-
profits and local community projects. We have a 
lot to celebrate!

We now have $30 million in an-
nual sales with $10 million in lo-
cal purchases at our two stores. 
We’ve doubled the number of 
local farms we work with over the last five years 
to over 300 and gone from 30% to 50% local 
purchases. We are known for helping launch new 
local products and for our program supporting 

organic and humane certification for 
local farmers. 

Our second store features a bread 
bakery that specializes in bread 
made from local grains. Our micro-

brewery in our new store uses local grains  
for our house beer, served in our very popular 
local foods café at both stores. Our second 
store’s organic garden and permaculture 
landscaping supplement our café supplies and 

provide community garden space for 
our members. 

Green technologies in our second 
store supply 30% of the energy needs and 
we plan to upgrade green energy 
generation in our original store 
soon as well.

Our more than 10,000 member-
owners supply 100% of our financing needs with 
1,500 participants in our member loan program. 
We’ve expanded access to affordable healthy 
foods through our needs-based discount and low 
income membership outreach programs. 

We’ve started planning to open a third store in a 
local community that has been asking us to open 
a food co-op for several years. 

We employ 250 employees; 80%+ are full time 
and earning a livable wage. Our employees regu-
larly earn quarterly gainshare bonuses as a result 

of their outstanding performance. Our interest-
based negotiation relationship with the UFCW 
Local 1459 has established a win-win work 
culture between labor and management. We 
collaborate with local partners on an internship 
program to train young people about the coop-
erative business model, open book management, 
local producer and retail co-op partnerships in 
our food system, retail job skills, and the career 
potential in retail co-ops. 

We’ve strengthened our local economy and the 
local food system over the last ten years. We 
have built community, supported local causes, 
and empowered our employees. We’ve dem-
onstrated good ecological stewardship. We’ve 
shown how a cooperative with a triple bottom 
line creates benefits with far reaching impacts. 
We’ve shown that more is not better, but better 
is more, and nurturing the growth 
of better solutions through 
cooperation supports 
more good things in our 
community. 



R
IV

ER
 V

A
LL

EY
 M

A
R

K
ET

 A
N

N
U

A
L 

R
EP

O
R

T
 F

Y
 2

0
13

TAKING CARE OF 
THE PLANET and

TAKING CARE OF 
OUR COMMUNITY

Environmental stewardship 
is an important part of River 
Valley Market’s mission. We 
practice it in many ways, 
including:

• Striving to use non-toxic, 
compostable and recy-
clable materials in our store 
structure, service items, and 
maintenance practices

• Recycling and composting 
store waste

• Sharing usable but unsel-
lable food with Northampton 
Survival Center

• Generating electricity with a 
rooftop solar array

• Reducing bag waste with 
our Green Stamp bag re-use 
incentive program

• Encouraging bicycle use with 
our Bike Benefits program

• Implementing systems that 
reduce use of water and 
electricity

Be a Co-op Green Scout!
The Co-op Green Stamp Pro-
gram is our reuseable grocery 
bag incentive program. We 
encourage reuse with a co-op 
green stamp for each reusable 
bag you fill while shopping 
at the co-op. When you’ve 
completed your card with ten 
stamps, you can redeem it for 
an official embroidered co-op 
green scout badge, $1 off your 
purchases, or a donation to 
the green stamp non-profit of 
the month. Don’t want to col-
lect stamps? We keep extra 
cards that we fill and put into 
the nonprofit-of-the-month 

donation box, so we count 
every paper bag you save!

If you do choose to accumu-
late stamps on a card, when 
you redeem it we will enter 
you into a monthly drawing for 
a $50 gift card! 

Over the fiscal year ended 
June 30, 2013 we saw an in-
crease of 16,680 bags reused. 
Our customers saved 116,270 
bags from the waste stream in 
FY2013, thereby saving trees, 
water, fossil fuels and chemi-
cals used in bag production as 
well as the fossil fuels used for 
shipping bags from the paper 
plants to the warehouses and 

then to the co-op. We also 
kept 116,270 grocery bags out 
of the landfill. 

The Co-op Green Stamp 
program also resulted in 
$9,025 in donations to local 
non-profits last year. Each 
month we accept nominations 
for the non-profit of the month 
and an online vote is held to 
select the recipient. Our co-op 
customers donated 60% of 
their green stamp cards to the 
local non-profit of the month 
and also added $2,048 in cash 
donations at the register. 

Thanks to everyone for mak-
ing the Co-op Green Stamp 

program successful by reusing 
bags and supporting our local  
non-profits!

TRAVIS, MEAT & SEAFOOD DEPARTMENT SUNFLOWERS IN OUR PARKING LOT QUARRY CAFÉ PARTY CHEESE PLATTER

2012-13 GREEN STAMP 
DONATION RECIPIENTS

July: Grove Street Shelter  $ 775 
August: Casa Latina   $ 701 
September: CISA   $ 652 
October: The Conway School  $ 643 
November: Safe Passage  $ 1,038 
December: Friends of Hampshire  

County Homeless Individuals $ 884
January: Grow Food Northampton $ 780
February: The Kestrel Trust $ 625 
March: Interfaith Help Fund $ 763 
April: Amherst Survival Center $ 859 
May: The Hartsbrook School $ 639 
June: Low Income Assistance Fund $ 666 
Total Donations:  $ 9,025
Total Bags Saved:   116,270

We generated approximately 
42KW of our own solar power 
which is about 5% of our total 
usage. We purchase green 
power for the balance our 
electrical needs. 

Recycling and Waste Stream FY 2013
 WASTE tons lbs % of total

Trash 39.00 78,000 15.31%

Compost 69.11 138,220 27.12%

Produce scraps for  
local farm pick-up

18.20 36,400 7.14%

Cardboard 101.82 203,640 39.96%

Co-mingled Recycling 10.00 20,000 3.92%

Northampton Survival 
Center Food Donations*

16.68 33,360 6.55%

Total waste diverted 
from landfill

215.81 431,620 84.69%

*Co-op customers donated an additional 778 pounds for the 
Survival Center
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Community Donations
Supporting local efforts to 
build a better community 
and world is a big part of our 
mission to create a just 
marketplace that nourishes 
the community. We made 
significant contributions to 
local non-profits and commu-
nity organizations to support 
their work, special events, and 
fundraising efforts, total-
ing $69,730, an increase of 
$19,821 over last year. Nearly 
all these contributions were 
in the form of sponsorships, 
memberships, advertising, 
underwriting, discounts on 
purchases, or in-kind con-
tributions and are a part of 
our marketing and member 
services budget.

cash contributions
The National Cooperative Grocers 
Association (NCGA) coordinated 
a project to fight hunger last year 
with co-ops all across the country. 
We donated 1% of sales ($1,135) on 
October 13th—a day when sales were 
especially high due to our Truck-
load Sale—to Share Our Strength, 
No Child Hungry. Together, all the 
participating food co-ops and the 
National Cooperative Grocers As-
sociation contributed $109,500 to 
fight hunger on that day! We also 
contributed $1,135 worth of products 
to the Northampton Survival Center, 
matching the contribution locally 
with food. These and other cash 
donations are shown here:

Food for Change Movie $ 4,000
Hometown Productions

MA Right to Know GMOs $ 1,915
CISA $ 1,625
Habitat for Humanity $ 1,353
Cooperative Devel Fund $ 1,180

Howard Bowers Fund
Share Our Strength $ 1,135

No Child Hungry
Food Bank of Western MA $ 1,000
Arcadia Nature Center $ 500
Our Family Farms $ 500
Common Capital $ 500
Tuesday Market $ 500
Hurricane Sandy Relief $ 200

via People’s Bakery
Total Cash Contributions $ 13,688

bulk gift cards
Through our “Scrip” program, local 
schools, churches, and non-profits 
purchased $74,300 in bulk gift 
cards and we contributed 5% to the 
non-profits, a total of $3,751. Any 
non-profits can apply for our scrip 
program to qualify for a bulk gift card 
discount to utilize for fundraising for 
their organizations.

advertising, sponsorships, 
underwriting & in-kind  
Does not include Green Stamp 
donations, Scrip, or Cash Contributions.
Afiya House
AIDS Care Hampshire County
Bement School
Cancer Connection
Cancer Connection Mother’s Day 

Race
Cancer Connection Tricycle Team
Center for New Americans
Center for Popular Economics
Climate Action Now
Cloverdale Co-op Nursery School
Co-Cycle Project
Community Enterprises
CISA
Congregation B’Nai Israel
CT River Watershed Council
CDI/Valley Community Land Trust
Co-op Food Empowerment Directive 

(Co-Fed)
Co-op Power, Inc.
Double Edge Theatre
Easthampton City Arts

Our customers contributed 

$6,372 to the Food Bank of 

Western Massachusetts 

last year through the Check 

Out Hunger program!

Eric Carle Museum
Federation of Southern Cooperatives
Flying Object
Food Bank of Western MA
Forbes Library
Friends of Westhampton Pub Library
Full of Grace Farm
Gardening the Community Springfield
Grow Food Northampton
Hampshire Shakespeare Company
Hartsbrook School
Hatfield Book Club
Hatfield Harvest 5K
Hickory Ridge Golf Club
JSS Autism Benefit
Karvna Center/Step Up
Kestrel Land Trust
Kestrel Trust 5K for Farmland
La Noche de San Juan
Laurel Park Association
Leeds Civic Association
Leeds School PTO
LGBT of Western Massachusetts
Local Harmony
Look Park Walk for National Eating 

Disorder Association
Masonic Lodge
Massachusetts Academy of Ballet 

Education & Training Association
Mass Audubon @Arcadia
MassBike Pioneer Valley Chapter
Monadnock Food Co-op
Montessori School of Northampton
Noble Visiting Nurse & Hospice Svc
Noho Pride, Inc.
NOFA
Northampton Arts Council 4  

Sundays in February
Northampton Arts Council Arts 

Night Out
Northampton Community Music Ctr
Northampton Cycling Club Bike Fest
Northampton Education Foundation 

Adult Spelling Bee
Northampton Honey
Northampton Little League
Northampton Living Wage Coalition
Northampton Survival Center
North Star Self-Directed Learning  

for Teens
Pioneer Valley Ballet
PV Grow
Pioneer Valley Local First
PVPA Charter Public School

Pioneer Valley Shambhala Center
Porter Phelps Huntington Museum
Prison Birth Project
Project Bread
Public Radio stations WFCR, WAMC 

& WMUA
Rainbow Riverfest
Riverside Industries
RSVP of Hampshire & Franklin  

Counties
Service Net Prospect Farm
Sojouner Truth Committee
Stavros Ctr for Independent Living
Strategic Planning Initiative
Sunderland Public Library
Sunnyside Childcare Center  

Financial Aid
Tapestry Health
The Tara Fund
Together Northampton
Toolbox for Education & Social Action
Trail Elementary
Transperformance
Unitarian Universalist Society
United ARC/The Rainbow Players
Western MA Jobs with Justice
Worthington Rod/Cancer Connection
Young @Heart Chorus

I’ve been 
working for 
the co-op 
for four and 
a half years. 
Over that 
time I’ve 
become a 

part of the River Valley Market 
family. I’ve grown close to both 
my coworkers and my custom-
ers. I feel that my opinion is 
valued, my individuality is 
respected, and I’m well com-
pensated for my work. I enjoy 
coming to work and seeing 
the regulars every day. I feel 
good about my job because I 
know that River Valley Market 
supports our local farmers and 
community – and I like being a 
part of that! 

JACKIE, Prepared 
Foods Deli Team

APPLE SPREE FUNDRAISER AT LOOK PARK TO BENEFIT NORTHAMPTON SURVIVAL CENTER, SEPTEMBER 2012



TOTAL PURCHASES

LOCAL PURCHASES

LOCAL PURCHASES 2013

TOTAL PURCHASES

LOCAL PURCHASES

LOCAL PURCHASES 2013

0

.5

1.0

1.5

2.0

2.5

3.0

$3.5

FY13FY12FY11FY10FY09

LOCAL PURCHASES

In FY2013, local purchases increased by 15.94% ($473,460) to $3,170,240!

in $millions

One of the important ways we fulfill our mission of being a 
“just marketplace that nourishes the community” is by mak-
ing local food a priority. We currently buy from about 150 
farms and 200 other local vendors. We pursue and promote 
quality products from local food producers as we seek to:

• make local food readily available to our community

• stimulate the growth of a sustainable local economy

• be stewards of the local environment by  
preserving farmland and open spaces

• promote sustainable agricultural practices  
and preserve natural seed supplies

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

• reduce the use of fossil fuels for food transportation

GROWING
LOCAL FOOD

LOCAL HONEY
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LOCAL MAPLE SYRUP
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4,771 lbs

2013
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BREAD EUPHORIA, HAYDENVILLE SIDEHILL FARM, ASHFIELD HIGH LAWN FARM, LEE



13

LOCAL 
MILK
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LOCAL 
BEEF

LOCAL 
APPLES

15,000LOCAL 
PEACHES
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10,000LOCAL 
ASPARAGUS

* Weather conditions  
adversely affected 
this year’s crop. 

ENTERPRISE FARM, WHATELY BEMBEN FARM, HADLEY LASALLE GREENHOUSE, WHATELY
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Stronger Together:  
Our Local Food Partners
• Our 9,000+ weekly Customers and Members

• Our 350 Local Vendors

• CISA: Community Involved in Sustaining Agriculture

• Neighboring Food Co-op Association (NFCA)

• National Cooperative Grocers Association (NGCA)

• Northeast Organic Farming Association (NOFA)

• New England Farmers Union

• Grow Food Northampton

River Valley Market was one of the first stores we con-
tacted outside of our native Berkshire County when the 
time came to start looking for retail outlets for Fire Cider. 
We have found a great partner in River Valley Market from 
product placement to running specials during cold and flu 
season as well as invitations to participate in demos and 
giveaways at the store. The staff is creative, friendly and in-
clusive, three big positives for a small business just getting 
started. The wellness department is organized, the staff is 
well informed and have been open to our suggestions. From 
the beginning Brian, Dana and I have felt like a part of the 
community at River Valley Market!

Local Producer Testimony: 
Fire Cider
by Amy Huebner

River Valley Market and Old Friends Farm have been doing 
business together since the co-op opened. Each year, the 
store has increased its sales of our products, and places 
larger orders. It is now our largest customer. We have come 
to rely heavily on River Valley Market as a way to distribute 
our produce, as well as expand our community. The co-op 
has been proactive about working with us on marketing and 
featuring us in their publicity campaigns. Everyday order-
ing and communication has been smooth and professional. 
We feel quite fortunate to have such a strong, consistent 
wholesale customer. We see future potential with the co-op 
and are very excited to continue building our relationship to-
gether. River Valley Market asked us to speak at a fundraiser 
this past summer, where we happily endorsed the co-op and 
expressed its importance to Old Friends Farm, as well as the 
rest of the producer-consumer community! 

River Valley Market continues to play a crucial role for  
Old Friends Farm’s economic stability, as well as the stability 
and strengthening of the Pioneer Valley’s local food move-
ment. We are proud to be a part of this movement, proud of 
our co-op and grateful to have such strong support at River 
Valley Market.

Local Producer Testimony:  
Old Friends Farm
by Casey Steinberg

APEX ORCHARD, SHELBURNE OLD FRIENDS FARM, AMHERST NEXT BARN OVER, HADLEY

The co-op was built to be a model for sustainable, environ-
mentally friendly business practices from its construction 
(to meet Silver LEED energy efficiency and green building 
standards) to its operations, including:
• promoting local, organic, and sustainably  

produced foods

• reducing internally generated waste by about 80% with 
recycling and composting

• using green cleaning and pest control products,

• using 100% recycled office paper

• using compostable and recyclable deli take out packaging

• offering recycled paper grocery bags

•  incentivizing reusable bags with our  
“Co-op Green Stamp” program

• collecting rainwater from our roof to water plants

• using green electricity and generating our own solar elec-
tricity with our 34+KW photo voltaic system on the roof.

Growing Local Food, continued

BEST HEALTH 
FOOD STORE and  
BEST LOCAL 
GREEN BUSINESS

BEST PLACE for  
FAIR TRADE  
PRODUCTS

BEST GOURMET  
FOOD STORE
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WORKSHOPS
& COMMUNITY EDUCATION

We put our community room to good 
use this year, with a wide variety of 
workshops on themes of interest to 
our member-owners, and film screen-
ing events both in the store and in the 
community. Topics included:

Food Preservation 

Solar Electricity

Laugh for the Health of It

Getting Your Body Ready for Winter

Natural Digestive Healing GAPS

Emergency Preparedness

Seal the Deal: Drafty Windows

Hungry for Change MOVIE

Food Matters MOVIE

Seed Starting

Permaculture Series: 

Permaculture Basics 
Backyard Edible Forest Gardens 
Rainwater Harvesting

Massachusetts Solar Seminar

Worm Composting 

Cloth Diapering

Traditional Vegetable Pickling 

Summer Herb Garden

Lyme Disease & Its  
Naturopathic Treatment

In support of a GMO food labeling 
mandate, we have:
• Sponsored screenings in three venues 

of the film Genetic Roulette with MA 
Right to Know GMOs

• Circulated petitions on Facebook, 
Twitter, and through weekly e-mail

• Set up a store kiosk with a selection 
of GMO-free products, shopping tips, 
and links to informational websites

• Dedicated a page on our website to 
GMO educational resources

• Testified at a hearing of the House 
Joint Committee on Public Health at 
the MA State House in Boston

• Invited MA Right to Know GMOs to 
our 4th Annual Strawberry Ice Cream 
Social to distribute literature

• Donated the $1,915 in proceeds from 
the Strawberry Ice Cream Social din-
ner to MA Right to Know GMOs

We also:

• Changed deli ingredients to certi-
fied organic or non-GMO corn, soy, 
and canola. We work to ensure that 
prepared foods (except meat & dairy) 
are GMO-free.

• Adopted a store policy of no new food 
products that may contain GMOs 
(excluding meat/dairy products which 
involve complicated animal feed 
supply issues.) We will not add GMO 
salmon recently approved by the FDA.

Raising awareness of 
GMOs in our food supply

I started working 
on the Front End in 
the Fall of 2012 right 
before the holidays. 
It blew me away how 
much business the 
co-op did for such a 
hole in the wall loca-

tion (literally a hole in an abandoned 
rock quarry)! Throughout the crazy 
holiday season the staff remained 
friendly, fun-loving and utterly awe-
some however busy it got. Whenever I 
had a question, concern or suggestion 
it was greeted with an attentive ear 
and people going out of their way to 
help in whatever capacity they could. 
The sense of community from the 
staff, management and especially the 
customers is really heart-warming in 
today’s ever more distant culture.

I came from managing a corporate 
fast food restaurant for several years 
and it constantly surprises me how 
different absolutely everything is 
about the co-op in comparison. When 
customers ask me if I like working 
here, my response is always how great 
it is to be treated like a real person. I 
don’t just mean that it is great to get a 
living wage, staff benefits and all the 
awesome perks of being an employee 
either. Its wonderful that your fellow 
staff, the management, and the great 
customers that stop by all treat each 
other with a level of respect and defer-
ence that is completely novel to me, 
considering my previous job experi-
ence. It creates a job environment 
where I am truly happy to give 110% 
to every task and transaction I do and 
actually feel rewarded when I leave. At 
the end of the day, knowing that I had 
fun, sold some good food and made 
a positive impact on my community 
leaves me with a sense of pride to 
work at my local co-op.

ZACH, Front End 
Team

HILLTOWN CHARTER SCHOOL IN THE QUARRY CAFÉ FILMING A VIDEO PROMOTION LOCAL AND STATE OFFICIALS TOUR THE STORE
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WE INTERRUPT THIS IMPORTANT  
MESSAGE TO BRING YOU SOME PIEOver the past five years, our Quarry Café baking staff has 
developed quite a following, especially when the holidays 
come around and they break out the pies! The process begins weeks in advance, 
when our bakers start making dough, rolling each pie crust out carefully by hand, 

and storing them in the freezer. When the Thanksgiving 
rush is on, they bake all day and night to bring you the 
made-from-scratch pies you’ve been looking forward 
to all year. Jillian shared the following recipe:

Quarry Café Bakery  
Apple Crumb Pie
Makes 4 pies! 

CRISPY FLAKY CRUST
INGREDIENTS
5 c all-purpose flour
1/4 c granulated sugar 
1 t baking powder  
1 t salt
8 oz cold butter
4 oz Spectrum organic vegetable shortening
3/4 c-1.5 c ice water
2 T lemon juice

Rumi, the thirteenth 
century poet and mystic 
stated “when you do 
things from your soul, 
you feel a river moving in 
you, a joy.”   After a long 
career in management 
for big name corpora-

tions, I decided to step back and reevaluate 
my life.  I found myself asking: Was I happy 
with my life’s work and was the result of my 
work making a positive impact on my life 
and the life of those around me?

I came up short in my own answer to those 
questions. I realized that my prior work 
history was not truly in line with my core 
values, like working for a company that 
gives back to the community and supports 
local growth while supporting its staff and 
encouraging their growth as well. While 

pondering a way to fix this dilemma, I was 
offered a position at the co-op. As a team 
member in the wine and cheese department, 
I work daily with fantastic customers, amaz-
ingly productive and talented co-workers 
and a variety of local vendors who deliver 
exceptional products. The personal and pro-
fessional relationships I have developed over 
the course of my employment have exceeded 
my expectations and continue to evolve and 
grow daily. I am invited to share my ideas and 
talents through weekly employee huddles; 
contributions to our bi-weekly, quarterly 
newsletters and publications such as this; 
showcasing my art in the Quarry Café; and 
working with other employees to generate 
interest in employee outings and events. 

My relationship with local vendors is just as 
fruitful. I am invited to tastings to improve my 
product knowledge and I have the creative 

license to set up and coordinate demon-
strations that showcase local products 
in our wine and cheese department. My 
daily interactions with local customers and 
vendors help stimulate the “local premium” 
or the “multiplier effect,” the boost the 
local economy receives when local busi-
nesses, owners and employees spend their 
revenues within their region. 

At River Valley Market, I have been able to 
realize my core values. I work for a com-
pany that gives back to the community and 
its employees, and that wholeheartedly 
supports local growth. In one short year, I 
have accomplished what the prior twenty 
had failed to do: come face to face with 
positive results and integral achievements. 
Is it any wonder that I have felt that river in 
me? That joy in me? I work from my soul 
and my job is the conduit from soul to joy.

COREY, Wine & 
Cheese Team

PREPARATION
1. Pulse the dry ingredients in the food pro-
cessor until just blended.

2. Cut up the cold butter and shortening into 
pieces and add to the food processor. Pulse 
until a coarse crumb forms.

3. Add the ice water and lemon juice a little at 
a time and pulse until the ingredients come 
together to form a dough. Add a little more 
water if too dry, add a little flour if too wet.

4. Turn the dough out onto the table and 
knead just a few times. Wrap and refriger-
ate for at least a half hour, until firm enough 
to roll. Dough can be refrigerated for several 
days.

5. Cut the dough into four equal quarters, 
working with one piece at a time. Shape the 
dough into a round and roll out onto a lightly 
floured surface. Turn the dough a quarter 
turn after each roll to maintain a round shape. 

6. Fit the dough into a 9” pie tin and trim 
excess dough leaving a half inch over hang all 
the way around. Tuck the extra dough under 
and then flute the edge using your fingers. 

7. Chill pie shells for at least a half hour before 
use or up to several days. Shells can be frozen 
for later use as well.

Recipe cont’d on page 18 

RIVER ROCK FARM, BRIMFIELD CHAMUTKA FARM, WHATELY RIVERLAND FARM, SUNDERLAND
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Creating jobs is 
one of the ways 
River Valley Market 
benefits the local 
economy. And hav-
ing great employees 
is one of the ways 
we benefit our cus-

tomers. We’ve been pretty successful 
both at creating full-time jobs and filling 
them with great people! 

As of June 30th, 2013 we have created 
111 jobs, an increase of nine positions 
from the last fiscal year. We remain 
committed to maintaining a high level 
of full-time positions. Currently 88.3% 
of our jobs are full-time positions, an 
unusually high percentage for retail. 
The few part-time positions we have 
are for operational necessity and staff 
personal preference. 

We welcomed the UFCW Local 1459 as 
our partner in the workplace in February 
2012 and worked through the collective 
bargaining process using interest-based 
bargaining, a win-win approach to col-
lective bargaining as well as the overall 
working relationship. We completed a 
30-month contract which was ratified by 
the staff in July. It is a new system for all 
of us but we are transitioning smoothly.
The contract included a well-deserved 
fifty cent an hour wage increase for all 
hourly staff members. 

Full-time benefits include health 
insurance, short- and long- term 
disability, life insurance, vacation 
pay, paid personal time, holiday pay, 

WORKING
AT THE CO-OP

an EAP program, and a generous 
discount on purchases. 

Our average wage (not including ben-
efits, and excluding supervisory and 
management staff) is $12.75, which 
puts us almost exactly at the September 
2013 Northampton Livable Wage level 
of $12.78. We continue to strive toward 
meeting a liveable wage for all staff. Our 
hourly wages are above the state medi-
ans for cashiers, retail sales clerks, and 
food workers. The most recent informa-
tion from the Bureau of Labor Statistics 
shows our starting wage and benefits 
were higher than or competitive with our 
retail neighbors, which are much larger 
supermarkets.

Staff turnover
Our staff turnover rate for this fiscal 
year was 22.5%, which is far below 
the retail industry average of around 
50%, and lower again than our previous 
year’s rate of 30.39%. 

Safety
We continue to enjoy an excellent safety 
track record and saw another reduction 
in our Worker’s Comp MOD from 1.04 
to 0.93, which is rare in our business. 

Training &  
Development
Over the past five years we have seen 
many staff promoted to advanced 
positions as our co-op has grown and 
the need for mid-level leadership has 
arisen. This fiscal year we saw 45.83% 
of our non-entry level positions filled by 
11 internal candidates. We celebrate the 

opportunity to advance the education 
and appreciate the experience of our 
staff. It is an honor and a privilege to 
employ such incredible people who are 
not satisfied with “just doing their job,” 
but are constantly seeking growth and 
improvement. 

We are in our second year of Open 
Book Management practices, which 
include weekly department and all-
store meetings (called “huddles”). In 
our huddles, staff receive daily and 
weekly department and store updates, 
including purchases, expenses, and 
sales information. We ask for input on 
improvements, ideas for promotions, 
and ways to engage staff in improving 
all aspects of our business. Participa-
tion is voluntary but highly encour-
aged, and many staff attend meetings. 

We were honored and thrilled to send 
a number of staff and managers to help 
other sister co-ops train, grow, and open 
this year including Monadnock Food 
Co-op in Keene and Honest Weight in 
Albany New York. We also had many 
visitors come on site and work and train 
with us. It is a pleasure to be at the point 
of helping others, and no surprise that 
our staff are so willing to share their ex-
perience. We are happy to pay it forward 
in gratitude for all the help other co-ops 
have given us over the years! 

An important achievement has been 
the development of the staff recogni-
tion (AWARDS) committee. This 
volunteer committee is made up of 
staff members from each department, 
for the purpose of team building and 
finding ways to acknowledge our staff’s 
great work. They developed a “Shout 
Out” program, through which any staff 
member can write up a short apprecia-
tion for any other staff member, which 

TOM, STORE OPERATIONS MANAGER DEB, ADMIN TEAM TOM, MERCHANDISING TEAM & BRYAN, PRODUCE TEAM

by Monica Nunez, HR Manager
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will be read at the weekly 
all-store huddle and en-
tered into a weekly drawing 
for a gold star to pin on a 
staff apron. 

The committee organized a 
smashingly successful staff 
celebration party at a local 
bowling alley. They sup-
ported a team to walk in the 
Project Bread fundraiser in 
Boston, and they provided all 
staff with special year-end 
thank you gift cards. Special 
thanks go to Michelle in HR 
who has led and chaired this 
committee from day one.

Demographics
Approximately 57% of our 
staff are male and 43% 
are female. 91% identify as 
White, 8% as Latino, and 
1% as Native American. 
Our workplace demograph-

ics continue to mirror our 
community, but it remains 
our goal to reach further out 
to the diversity all around 
us. We continue to strive 
toward finding a solution for 
bus routes to the co-op that 
would enable more nearby 
community members to 
consider a job with us.

Our staff is outstanding 
and an important part of 
the reason our custom-
ers like to shop here. We 
wouldn’t be here without 
them. We also appreciate 
our vendors and especially 
our customers, who help 
make River Valley Market a 
great place to work.

I am very  happy to be part of a co-op 
that puts money into the local economy 
through the buying of all types of goods 
from local small farmers and other busi-
nesses. Also knowing that our salaries also 
nourish the local economy through various 
means lets me know that the co-op’s fun-
damental mission is being fulfilled.

Having a manager who allows me (and others) to accept 
more responsibility, give input and make decisions in our 
respective positions in merchandising department is also a 
“team” effort. Working closely with smaller, independent 
local businesses and having their products on our shelves for 
our customers at all times is also very rewarding, as is look-
ing at potential local products that our customers would en-
joy. I cannot say how nice working with so many people from 
different backgrounds is and of course the work environment 
is very friendly and fun!

TIMOTHY,  
Merchandising Team

Quarry Café Bakery Apple Crumb Pie, cont’d from p 16

FILLING
Ingredients
8 lbs tart-sweet apples
1 1/3 c golden raisins
1 1/3 c brown sugar
1 t cinnamon
3/4 c tapioca starch

CRUMB TOPPING
Ingredients
12 oz cold butter
2 c brown sugar
3 c flour

PREPARATION
1. Prepare pie shells (see p. 12)

2. Peel, core & slice apples 1/4" thick

3. Add raisins, brown sugar, cinnamon and tapioca starch to apples and toss to coat. Set 
aside.

Make crumb topping:  
4. Pulse brown sugar and flour in food processor.

5. Cut cold butter into pieces and add to flour and sugar. Pulse several times until a coarse 
crumb forms.

6. Fill each chilled pie shell with 1/4 of apple mixture. Mound slightly in center. Add 
crumb mixture evenly over top and sides of pie.

7. Bake pies at 425° for 30 minutes, rotating halfway through. Turn oven down to 400°  
and bake for 15 minutes longer. If the topping is getting too brown, cover pies with foil 
until finished baking.

River Valley 
Market Hourly 

Rates*

Massachusetts State Survey of Hourly 
Retail Pay Rates**

Cashiers Sales Clerks Food Service

Sep 2008 $10.56 $8.95 $10.18 $9.71

Jul 2009 $11.17 $9.19 $10.22 $9.88

Jul 2010 $11.31 $9.14 $10.22 $9.88

May 2011 $12.04 $9.37 $10.62 $10.75

Jun 2012 $12.11 $9.57 $10.62 $10.82

Jun 2013 $12.75 $9.71 $10.74 $11.12

*excludes salaried supervisors and managers 
**projected 2013 Board of Labor payrates. June 2013 info not yet released.  
  

TONI & MARK, PREPARED FOODS STAFF CELEBRATE OUR 5TH BIRTHDAY OUR UNION BANNER at the TRUCKLOAD SALE

Working at the Co-op, cont.
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Cooperation among cooperatives is 
an important principle for River Valley 
Market. We are a consumer-owned co-
op with almost 6,000 families that are 
member-owners.

We are a member of some co-ops 
including the National Co-op Grocers 
Association (NCGA), The Neighbor-
ing Food Co-op Association (NFCA), 
Associated Grocers of New England 
(AGNE), Frontier Natural Products Co-
op, and Co-op Power. 

We buy and sell co-op produced foods 
and products including: Equal Ex-
change, Frontier Natural Products, Our 
Family Farms, Organic Valley, FEDCO, 
Cabot Creamery, Real Pickles, Co-op-
One-Oh-Eight, Pioneer Valley Grow-
ers Association, Pachamama Coffee 
Co-op, Birds and Beans Coffee, as well 

COOPERATION
AMONG COOPERATIVES

as Florida Naturals, Sunkist, Blue Dia-
mond, Land-o-Lakes, and Ocean Spray.

We work with all kinds of co-ops and 
co-op associations including: The 
UMASS Five College Credit Union, CDS 
Consulting, Co-op Metrics, The Valley 
Alliance of Worker Co-ops, Collective 
Copies, PV-Squared (Pioneer Valley 
Photo Voltaic), Woodlands Coopera-
tive, The Cooperative Fund of New 
England, The Food Co-op Initiative, 
The Cooperative Development Insti-
tute, The National Cooperative Bank, 
NCB Capital Impact, The International 
Cooperative Alliance, and The National 
Cooperative Business Association. 

We work closely with other retail food 
co-ops informally as well as formally 
through our co-ops of food co-ops, 
including NCGA and NFCA.

Supporting Cooperative Vendors 
FY 2009 FY 2010 FY2011 FY 2012 FY 2013

co-op purchases $382,054 $521,714 $581,369 $679,600 $904,984

$ increase $382,054 $139,660 $59,655 $98,231 $225,384

There were many 
things about River 
Valley Market that 
initially intrigued me, 
as a customer; the 
warm, inviting vibe, the 
superior selection and 
background knowl-

edge. I was drawn in and, despite living 
towns away, found excuses to go back to 
where the experience was sweet and ever 
reliable. My culinary mantra is “Local, 

seasonal, organic!” and the co-op is not 
only the place to find all and more produc-
twise, but we strive to educate and restate 
knowledge that may even sometimes be 
contrary to the “accepted business model” 
our country so reveres.

On a personal note, having worked in 
kitchens through my twenties, it can be a 
harsh, cruel and unforgiving environment 
with little hope for acceptance, affirmation 
or advancement. Here is a harmony and 
tranquility nonexistent in any other kitchen 

I’ve been in save my own. In addition to 
sitting down and having full department 
staff meetings, I regularly sit down with 
my immediate and department supervi-
sors to talk about anything from how 
the week’s business has been and what 
food’s cooking to replanning the themes 
and methods of preparation. This truly is 
a great place.

DAVE,  
Prepared Foods Team

Carr’s Ciderhouse, as a new Hadley-
based producer of hard cider, is proud 
to be a vendor at River Valley Market. 
Our company was founded with the 
ethos that local, sustainable food 
systems are integral to our economic, 
environmental, and cultural health, 
and we are excited to put our values 
into action by being part of a locally-
owned, cooperative food retailer like 
River Valley Market. On a practical 
note, we have found an easy rapport 
with the beer/wine department and a 
willingness to highlight our products. 
As a young, growing company, these 
marketing efforts by the co-op are 
greatly appreciated. We have been 
part of several promotions and tast-
ings organized by the market which 
have been helpful in raising our local 
profile. Speaking as a River Valley 
Market member as well as a vendor, 
I hope that this is the beginning of 
a fruitful, long-term relationship for 
both of us.

Local Producer  
Testimony:  
Carr’s Ciderhouse
by Jonathan Carr

LILAC RIDGE FARM, BRATTLEBORO (ORGANIC VALLEY) UMASS FIVE CREDIT UNION CARR’S CIDERHOUSE, HADLEY
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Corporations distribute their 
earnings or profits based on 
how much each shareholder 
has invested in the business. 
In a corporation, investors 
earn profits on other people’s 
purchases.

In a consumer-owned 
cooperative, the structure 
is radically different: the 
shareholders are also the 
people doing the purchas-
ing from the co-op business 
they own, and everyone 
owns just one equal share 
of the business. Because 
the purpose of a consumer 
cooperative is not to maxi-
mize profits for sharehold-
ers like a corporation, and 
since as a co-op member-
owner you are purchasing 
from yourself as an owner 
of the co-op, the distribu-
tion of earnings or profits is 
very different. 

Co-ops distribute the profits 
they make on your purchases 
to you. It is based on your 
own purchases (or patron-
age) of the co-op you own. 
This is called a Patronage 
Dividend. Like any business, 
a co-op needs earnings for 
reinvestment in the business 
for maintenance of the facili-
ty and equipment, etc. A con-
sumer co-op relies largely on 
earnings from purchases to 
capitalize its business. Typi-
cally up to 80% of the earn-

ings from your purchases are 
held in your name as retained 
patronage dividends by the 
cooperative to fund its capital 
needs and 20% is rebated 
in cash to you. This rebate is 
called a Patronage Dividend 
Rebate, or sometimes simply 
a Patronage Rebate. You 
don’t get any dividends on 
profits made from anyone 
else’s purchases, only your 
own. So this is not taxable in-
come to individuals, it is like a 
reduction on your grocery bill 
at the end of the year. 

We made our first profit in 
FY2012 and we declared 
a patronage dividend of 
$100,266 to our member-
owners based on how much 
they purchased. In March of 
2013, we rebated $20,053 
(20% of the patronage divi-
dend) to member-owners 
based on how much they 
purchased in FY2012. In 
turn our member-owners 
contributed about 40% 
of their rebate to our low 
income membership 
fund, which was an option 
selected by the Board of Di-
rectors. This raised $7,880 
in funding for this program 
which will support 105 low 
income families to become 
co-op member-owners. 

For FY2013 the earnings 
were higher and the Patron-
age Dividend is also higher: 

$324,960. The Board decided 
to distribute 20% in Patron-
age Dividend Rebates to the 
member-owners based on 
their purchases: Patronage 
Rebates totaling $64,992 will 
be mailed in March of 2014. 
The Board has not yet se-
lected an option for this year’s 
donations of rebate funds. 

See the bylaws changes 
related to patronage divi-
dends on page 33 for more 
details. The Board made 
these bylaw changes in 
February last year based 
on the recommendations 
of our auditor and they are 
seeking member ratifica-
tion of these changes at the 
upcoming Annual Member-
ship Meeting. See enclosed 
ballot or pick one up at our 
Customer Service Desk. 

River Valley Market also re-
ceived Patronage Dividends 
and Patronage Rebates last 
year from the co-ops it be-
longs to (see chart below):

How Cooperatives Distribute Earnings:  
Patronage Dividends and Patronage Rebates

Patronage Dividends and Rebates paid to  
River Valley Market

Co-op
Business

Patronage  
Dividend 2012

Rebate Received

NCGA $23,215.84 4,715.20

AGNE 6,436.12 1,931

Frontier Natural 
Foods Co-op

1,436.63 430.99

Total 31,088.59 7,077.19

This system for reinvesting 
earnings in the coopera-
tive and rebating a portion 
to the member-owner was 
developed at the start of the 
cooperative movement that 
dates back to the Rochdale 
Equitable Pioneer’s Society 
food co-op in Northern 
England in 1844. This has 
been the standard process 
for cooperatives ever since. 

GREAT WALL OF CLEMENTINES WELLNESS DEMO PIONEER VALLEY BALLET DANCERS

Thank
 you  

for yo
ur  

patron
age!
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Honeybees and pollinators of plants have been declining in 
population for the past thirty years. This decline has actu-
ally been occurring since 1950 when the USDA estimated 
six million managed (kept by beekeepers) colonies in the 
U.S. Today estimates are two and one half million. No single 
reason explains the loss of bees. Scientists, beekeepers and 
government agencies are working together to understand 
the complex interactions that have led to a long list of envi-
ronmental challenges. 

Since 2004, when Colony Collapse Disorder (CCD) was first 
recognized, beekeepers have struggled to maintain healthy 
honey bees. Early suspects were disease and pesticides, but 
no single threat has been found to be the common cause of 
CCD. The 2012 annual USDA Report on Honey Bee Health 
lists the following as the primary areas of concern.

1) Two parasitic Mites; Varroa and Tracheal, arrived in the 
U.S. in the late 1980s. Their introduction was so devastating 
that we lost two–thirds of our honeybees and bankrupted 
most of our professional beekeepers. The thriving U.S. 
honey business has never recovered. Once an exporter of 
honey, the U.S. now imports seventy percent to meet con-
sumer demand. The Tracheal mite is no longer a common 
threat. The bees have developed resistance to them giving 
hope to the bees’ ability to adapt. The Varroa mite continues 
to be the number one threat to honeybees in all beekeeping 
countries. Australia does not have mites and aggressively 
bans any imported bees. The U.S. has banned importation 
of bees since 1922, but it has not been successful in keeping 
new disease and pests out.

2) There has been a loss of genetic diversity. In 1990, Steve 
Shepard, Ph.D. tracked the DNA of honeybees used for 
breeding queens. His research showed a steady decrease 
in the genetic diversity or differences in the honeybees se-
lected as breeding stock. The number of breeding lines has 
been shrinking every ten years. 

This is significant to the honeybee’s ability to adapt and 
survive new pressures from disease, pests and the environ-
ment. The loss of genetic diversity results in bees that are 

more closely related, leaving them with 
the same strengths or weak-
nesses to disease and pests. 
When exposed to a disease, 
this common genetic back-
ground impacts more colonies 
than would happen with a wider 
diversity or mix of genetic responses. 
In modern beekeeping, where splitting 
colonies to replace lost colonies is a com-
mon management practice, beekeepers are selecting bees 
with fewer genetic differences. This is known as a genetic 
bottleneck. 

Again the mites can be blamed for destroying all the feral 
(wild) colonies, representing three hundred years of accli-
mation and natural selection. The wild drones would mate 
with our queens and the offspring would include genetic 
information, making them hardier and better suited for their 
regional environment. Before the mites arrived, beekeepers 
saw improved health in the bees each time a queen success-
fully mated with the wild drones. 

3) Loss of food and habitat – Since the arrival of Europeans 
on American shores, there has been a constant effort to 
change the landscape and tame its wildness. Today there 
are few areas with enough flowering plant species to sup-
port bees and other pollinators from spring to fall. Bees 
like weeds, and humans spend time and money trying to 
eliminate these nutritious flowering plants from our yards 
and gardens. In modern agriculture, particularly when com-
mercial pollination is a desired activity, weeds are eliminated 
by applying herbicides. The absence of bee-friendly flowers 
focuses the pollinators on the targeted food crops. When 
given the choice, bees will gather pollen from many species 
of flowering plants. Bees are healthier when fed a balanced 
and nutritious blend of pollens, obtained from multiple plant 
sources. Modern pollination eliminates competition from 
non-targeted crops by eliminating the weeds.

HONEYBEE
HEALTH by Dan Conlon, Warm Colors Apiary

South Deerfield, MA

Continued next page

WARM COLORS APIARY, SOUTH DEERFIELD
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4) Sharing Information Research has been ongoing for more 
than thirty years and continues to receive public and private 
funding. Much has been discovered about bees, pollinators 
and the many threats they face in modern times. Because 
funding is competitive, it does not always encourage a 
sharing of knowledge that might lead to new discoveries. 
Beekeepers, academics, and scientists need to find ways 
to better disseminate information that can lead to practical 
outcomes that benefit pollinators. 

5) Pesticides have been a concern since the first “green 
revolution” after World War II. Any chemical that kills an 
insect is a pesticide. The pesticides most often criticized by 
beekeepers are the neonicotinoids (nicotine based). They 
are a group of pesticides that will indiscriminately kill any 
insect. They are found in many over-the-counter sprays and 
have been popular because they are not considered harmful 
to mammals. Many beekeepers consider these pesticides 
a primary cause of “Colony Collapse Disorder” or CCD. A 
popular theory is that the pesticides damage the insect’s 
nervous system and memory. Bees leave the hive and do not 
return until few or no bees are left to care for the developing 
bees and queen. The hive eventually dies.

The decline of bees is a complex set of conditions and risks 
that beekeepers are learning to identify and avoid to keep 
bees healthy. We have learned to lower mite populations in 
our hives, using non-chemical treatments. We are reintro-
ducing genetics from old world stock into our queens. We 
have identified heritable behaviors in the bees that increase 
their tolerance to parasitic mites. We understand the nutri-
tional needs of our bees and the importance of encourag-
ing native plant communities to increase native pollinators. 
We continue to pressure the FDA and USDA to remove or 
restrict pesticides and application methods that harm honey 
bees and pollinators. 

The most important work beekeepers must do is to educate 
non-beekeepers and make everyone aware that saving bees 
and pollinators is not optional or a choice but a requirement 
for our future. The relationship of flowering plants and ani-
mals provides our food, cleans our air, filters our water, and 
restores our planets health. Human activities must include a 
safe environment for the pollinators.

Bees, continued from page 21

BOARD MEMBERS AT MEMBER LOAN BRUNCH HR MANAGER MONICA/SQUID WELLNESS MANAGER MARAH/BAT

2013 Member Loan Terms 
See Member Loan Offering Document for  

complete information.

• Available only to River Valley Market member-owners 

• Minimum loan amount is $1,000

• Loan term is 4-7 years

• Lenders select interest rates:

• 0-3% on loans of $1,000-14,999

• 0-5% on loans of $15,000 or more

• Simple interest is paid annually

• Member loans are unsecured and subordinate to senior loans

For more information, pick up a brochure at the Customer Service 

Desk, e-mail memberloan@gmail.com or call Jeff Napolitano at 

413.320.6199.

2013-14

$2 MILLION
MEMBER LOAN CAMPAIGN
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By Small Farmers, For Small Farmers: 
Farmer-Owned Fair Trade
by Phyllis Robinson of Equal Exchange

Moving forward, when you buy 
Equal Exchange’s organic coffee 
in the Co-op’s bulk department, 
you’ll see a colorful new Fair 
Trade symbol on the coffee bins. 
The symbol represents the first 
farmer-owned and run Fair Trade 
certification system. It guaran-
tees the coffee comes from small 

farmers, not large plantations.

Ten years in the making, the SPP (Small Producer Symbol; 
SPP is its Spanish acronym) certification system represents 
small farmers’ persistent attempts to ensure a more just 
trade system for fellow farmers everywhere. The SPP logo 
initially will appear on Equal Exchange’s bulk coffee, and 
will become more prominent throughout stores. It soon 
will be on packaged coffee, and may eventually be on Equal 
Exchange’s other products including tea and chocolate.
It reflects how farmers now are taking a leadership role in 
shaping their own destiny. The potential impact this new 
system will have on small farmers, their cooperatives, and 
the entire Fair Trade movement is profound.

Roots of conflict
In the early 1980s, a division occurred in the Fair Trade 
movement. Fair Trade pioneers recognized that small farm-
ers and their co-ops were operating on an unfair playing 
field. As a result, they wanted to limit Fair Trade certifica-
tion to those types of operations. But others felt that it was 
acceptable to certify plantations, too. Plantations are large 
operations with one owner, and compete with co-ops which 
are owned, and democratically run, by hundreds or thou-
sands of farmers with small plots of land.

FAIR TRADE
NEWS

Continued on the next page

4TH ANNUAL LOCAL STRAWBERRY ICE CREAM SOCIAL

2013-14

$2 MILLION
MEMBER LOAN CAMPAIGN

CAN WE FINISH THE

CAMPAIGN
AT THE ANNUAL MEETING?

LET’S 
MAKE IT 
HAPPEN!
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Once the certification system was 
underway, the second group did grant 
Fair Trade certification to some planta-
tion crops, especially tea. Plantations 
have one owner (versus being owned 
collectively by a democratically run, 
small-farmer organization), and gener-
ally have more access to resources, so 
it’s usually faster and easier for them 
to move products from origin country 
to market. Their critics asserted that 
plantations typically receive greater 
access to land, loans, government sup-
port, market information, and technical 
assistance, all of which gives them ad-
vantages over the small farmers. With 
Fair Trade certification plantations 
could dominate the Fair Trade niche, 
too, just as they already dominated 
conventional export markets – thereby 
undoing what Fair Trade was designed 
to address.

Eventually, the international Fair Trade 
certifying system, Fairtrade Labelling 
Organization, allowed plantations to 
become a source for almost all Fair 
Trade products, with the exception of 
coffee, cacao, and a few other cat-
egories. As feared the option to label 
plantation-grown tea and bananas as 
Fair Trade stunted the growth of co-ops 

in those categories. Coffee farmers 
who didn’t want to suffer the same 
fate feared that the Fair Trade system 
would one day grant coffee plantations 
access to certification, too. If this hap-
pened, many believed they would once 
again become marginalized and lose 
the hard-won market gains that Fair 
Trade had made possible over the last 
twenty years. 

Farmers take control
Small farmers, roasters, and other Fair 
Trade activists were outraged in 2003 
when Paul Rice, CEO of Transfair USA 
(now Fair Trade USA), attempted to 
change the rules. He claimed that large 
companies and corporations wanted 
access to plantation coffee because 
supposedly there wasn’t enough supply 
of small-farmer-grown Fair Trade cof-
fee. But at the time most farmer co-ops 
reported having far more coffee than 
they could sell to Fair Trade buyers. 
Eight years later, Fair Trade USA con-
troversially left the international Fair 
Trade system and announced its new 
strategy, “Fair Trade for All,” that would 
allow plantations in every category, 
including coffee and cacao.

So after a decade of strategizing, small 
farmer organizations concerned about 
Fair Trade USA’s pro-plantation strat-
egy took action and created the “SPP”.
The SPP label represents a certification 
system that is run and governed by the 
farmers themselves. The standards in-
corporate four dozen criteria for small 
farmer member organizations, includ-
ing maximum individual farm sizes and 
a maximum percentage of farm work 
performed by hired farm workers. 

This new SPP symbol is a bold step for-
ward for the people for whom the Fair 
Trade movement was built. The SPP 
logo initially will appear on Equal Ex-
change’s bulk coffee, and will become 
more prominent throughout stores. It 
soon will be on packaged coffee, and 
may eventually be on Equal Exchange’s 
other products including tea and choc-
olate. Visit www.EqualExchange.Coop 
to learn more and be on the lookout for 
this new label at your Co-op.

Phyllis Robinson is Education and Cam-
paigns Manager at Equal Exchange, 
a worker-owned co-op who sells Fair 
Trade coffee, tea, chocolate, bananas, 
and a variety of other foods. 

ROCHELLE MAKES STAFF PANCAKES

Our store provides the products our 
member-owners and customers want 
to buy. This is a subtle, but important 
difference in a food industry where 
supermarkets sell their shelf space to 
manufacturers, creating a dynamic of 
the corporations selling the products 
in stores that they want to sell. Our 
co-op does not sell shelf space to 
manufacturers, we make purchases 
and stock our shelves based on what 
our member-owners want to buy.

Local Property Taxes Paid by River Valley Market in FY2013: $35,102

Healthy Food Access

We currently have 188 member-owners participating in our Low Income 
Membership Program. This program provides $75 of the $150 member 
equity investment and allows a $5/month payment of the balance. The 
patronage rebate funds donated to the program this year increased the 
capacity of the program to add 105 more members through this program. 
This program is funded by member donations. Any member can donate to 
this fund at the Customer Service Desk.

TRUCKLOAD SALE



25

0

5%

10%

15%

20%

25%

30%

WINE & BEERBREADPACKAGED 
GROCERIES

PRODUCECHEESEMEAT & SEAFOODBULKWELLNESSDELI

2013 SALES GROWTH
BY CATEGORY

OPERATING 4.60%

PROMOTIONS
1.81%OCCUPANCY 1.82%

DEPRECIATION 1.65%

INTEREST EXPENSE 2.59%

PERSONNEL
21.19%

COST OF GOODS 
62.66%

NET INCOME 3.16%

GOVERNANCE
.09%

ADMIN .45%

2013 EXPENSES

KEY 
FINANCIAL

CHARTS

MEAT & SEAFOOD
11.04%

HOUSEWARES .71%

MAGAZINES .22%

GIFTS & BOOKS
1.26%

SUPPLEMENTS AND 
PERSONAL CARE 7.11%

PREPARED FOODS
10.82%

PRODUCE
17.41%

BEER & WINE
4.2%

CHEESE
2.46% SPECIAL ORDER .70%

BREAD
1.8%

BULK
8.73%

FROZEN
3.86%

REFRIGERATED GROCERY
9.77%

PACKAGED GROCERY
19.9%

2013 % SALES BY CATEGORY

AVERAGE DAILY 
TRANSACTION COUNT

0

300

600

900

1200

1500

FY 13FY 12FY 11FY 10FY 09

this fall we’re raising

Can you help grow your co-op?

 

in

help us
aise

$2 million
Member
  Loans!



R
IV

ER
 V

A
LL

EY
 M

A
R

K
ET

 A
N

N
U

A
L 

R
EP

O
R

T
 F

Y
 2

0
13

0

5

10

15

20

FY13FY12FY11FY10FY09FY08

ANNUAL SALES

-1.5

-1.0

-0.5

0.0

0.5

1.0

1.5

2.0

FY14FY13FY12FY11FY10FY09FY08

NET INCOME
PR

O
JE

C
TE

D

River Valley Market Membership = Ownership
June 30 

2009
June 30 

2010
June 30 

2011
June 30 

2012
June 30 

2013
# 

Increase
% 

Increase

3,756 4,337 4,704 5,198 5,885 687 13.22%

Member Equity

2009 2010 2011 2012 2013
$ 

Increase
% 

Increase

548,095 623,043 667,054 723,707 801,971 78,264 10.81%

Member Loans

2009 2010 2011 2012 2013
$ 

Increase
% 

Increase

1,149,100 1,265,600 1,406,600 1,412,600 1,412,600 0 0

in $millions

in $millions
CAN WE FINISH THE

CAMPAIGN
AT THE ANNUAL MEETING?

For more information about 
becoming a Member-Lender, 

please stop by Customer Service. 

“Growing up in 
the sixties taught 

me the value of 
civic engagement. 

So I leapt at the 
opportunity to invest 
in the co-op through 

a member loan.”
	 —	Jade	Barker
	 River	Valley	Market	Board	President

LET’S 
DO THIS 
THING!
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CAN WE FINISH THE

CAMPAIGN
AT THE ANNUAL MEETING?
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BY-LAW AMENDMENTS
RECOMMENDED for APPROVAL and RATIFICATION

From time to time, it is the responsibil-
ity of the Board of Directors to review 
the bylaws of the corporation and 
ensure that they meet the current and 
future foreseeable needs of the Co-op. 
After extensive research and thought-
ful discussion, the Board of Directors is 
recommending the following changes 
to the Bylaws of Northampton Communi-
ty Cooperative Market, Inc., Amendments 
approved by member-owners 11/12/06 
and ratification of the amendments 
approved by the Board of Directors 
2/13/13 to formalize our patronage 
dividends process. 

Accordingly, your Board offers the 
following revisions to the bylaws and 
recommends that the membership 
adopt them:

1. Article 4 Board of 
Directors, section 4.3 
Nominations
Any member-owner in good standing 
may apply for candidacy to the Board 
of Directors. There shall be a maximum 
of 2 candidates for each vacancy on the 
board. In the event that more than two 
candidates apply for any vacant seat, 
the Board shall appoint a nominations 
committee to select three candidates 
for each vacant seat. The nominations 
committee shall consist of one current 
Board Member not up for reelection 
and two member-owners in good-
standing. If a member is not selected 
for candidacy by the Board of Directors 
they may still be added to the ballot 
by obtaining a petition of five (5) 50 
member-owners in good standing. 

Reason
The Board agreed that lines 2-6 contain 
information that is contradictory and 
confusing, calling for both a maximum 
of two candidates, but if more apply, 
then form a nominating committee 
to select three. The Board considered 
corrections to the language that might 

clarify and finally agreed that deleting 
the clause altogether makes the pro-
cess more clear and in fact, matches 
the process of the Board’s election and 
development committee. 

The Board believes that changing the 
number of member-owners required 
to launch a petition to overcome the 
Board’s review and recommendation 
from 5 to 50 is more representative 
of the growth of the co-op and allows 
for the opportunity for a minority with 
a substantive difference of opinion to 
obtain representation and yet, is still 
only 0.8% of the membership.

Board Recommendation We recom-
mend a “Yes” vote on the proposed 
amendments to Article 4 Board of 
Directors section 4.3 Nominations

2. Article 7 – Officers, 
section 7.1 Designation
The officers of the Co-op shall consist 
of President, Vice President, Treasurer, 
Clerk, and such other officers or as-
sistant officers as is determined by the 
Board. The offices of Treasurer and 
Clerk may be held by the same person. 
No officer shall hold more than two 
positions, and the President and Vice-
President positions cannot be held by 
the same person at the same time. All 
officers shall be directors. 

Reason
The language change cleans up the 
existing language to make it more 
general that two positions can be held 
at once, but only two, and adds that the 
President and Vice President cannot 
be the two offices that are held by one 
person.

Board Recommendation We recom-
mend a “Yes” vote on the proposed 
amendment to Article 7 Officers 7.1 
Designation.

3. Ratification of 
Amendments made by the 
Board of Directors
We are asking for your support to ratify 
the following amendments made by 
the Board of Directors in the Board 
Meeting on February 13, 2013 to codify 
our processes related to patronage 
dividends and rebates. The Board may 
make amendments between Annual 
Membership Meetings if needed, then 
they must be ratified at the next Mem-
bership Meeting. This year the Board 
of Directors approved the Patronage 
Dividend Amendments recommended 
by our auditor between membership 
meetings.

This includes the addition of the follow-
ing Article 9 and renumbering current 
bylaws 9, 10, and 11 as 10, 11 and 12, 
respectively. 

Article 9 – Patronage 
Dividends
9.1 Adjusted net savings: The Board 
may, after the close of the fiscal year, 
determine whether to distribute to the 
owners the net savings of the Coopera-
tive in the form of patronage dividends. 
Such patronage dividends may be 
distributed partially in cash or voucher 
and partially in allocated retained pa-
tronage credited to the account of each 
such member but in no event shall the 
cash/voucher portion be less than the 
percentage required by the federal tax 
code. In determining amounts dis-
tributable to owners, the net savings 
of the Co-op derived from the excess 
or deficit of revenues over costs and 
expenses shall first be determined in 
accordance with generally accepted 
accounting principles. Such net savings 
shall then be reduced by amounts not 
attributable to business done with 
owners, by amounts attributable to 
sales of beer and wine in accordance 
with state law, and by other amounts 

Dorian Gregory, Board Treasurer
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which are not allowable under federal or state tax laws, and 
by such reasonable reserves for necessary business pur-
poses as may be determined by the Board. In determining 
and allocating such adjusted net savings, the Co-op shall 
use a single allocation unit except to the extent that it shall, 
subsequent to the adoption of these bylaws, engage in any 
new and distinct line of business. Net savings attributable to 
business done with non-owners shall be credited to unallo-
cated owners’ equity.

9.2 Consent of owners: By obtaining or retaining member-
ship in the Cooperative, each owner consents to take into 
account, in the manner and to the extent required by federal 
and state tax law, any patronage dividend received from the 
Cooperative. In addition, by obtaining or retaining member-
ship in the Cooperative, each owner is required to accept all 
patronage dividends received from the Cooperative. 

9.3 Use of Patronage Dividend: Failure to Claim or Re-
deem: The cash/voucher portion of any patronage dividend 
distributed to an owner may be used for the purchase of 
goods at the Cooperative, redeemed for cash, or donated to 
the Cooperative. The cash portion of a patronage dividend 
distributed to any owner that is not claimed, used, redeemed 
or donated within 90 days from issuance shall revert to 
the Cooperative as a donation without further notice to the 
owner. Such cash portions of patronage dividends that are 
donated or that revert to the Cooperative as provided in this 
subsection shall be distributed and allocated as the Board 
may determine. 

Reason
Prior to February 2013 there was no guidance in the bylaws 
addressing Patronage Dividends and Patronage Dividend Re-
bates. Patronage Dividends and Patronage Dividend Rebates 
are the cooperative method for sharing a co-op’s earnings 
with its member-owners in profitable years. The patronage 
dividend is the full amount of profit on eligible purchases, and 
the patronage dividend rebate is the portion that the Board 
decides to rebate to individual member-owners in cash or 
voucher, with the remainder retained by the Co-op for the 
capital needs of the cooperative. 

We developed a process with recommendations from our 
auditor and the Board of Directors voted unanimously to 
amend the bylaws as shown in the February 2013 Board of 
Directors Meeting. This addition to the bylaws codifies the 
process and ensures that actions taken by the Board to al-
locate the Patronage Dividend are performed in accordance 
with the River Valley Market bylaws going forward. 

Board Recommendation We recommend a “Yes” vote to 
ratify the new Article 9 -Patronage Dividends, 9.1 Adjusted 
Net Savings, 9.2 Consent of Owners, and 9.3 Use of Patron-
age Dividend as well as renumbering the previous Article 9, 
10, and 11 to 10, 11, and 12 respectively. 

The enclosed ballot includes each all of the above bylaws for 
your consideration and vote. Changes to the bylaws requires 

2/3 approval by the members voting. Thank you for your 
considerations and participation by voting!

Our complete by-laws are available at the Customer Service 
Desk and http://rivervalleymarket.coop. 

If you have questions about specifics of the proposed changes, 
please contact Dorian Gregory: taichidorian@gmail.com

CAN WE FINISH THE

CAMPAIGN
AT THE ANNUAL MEETING?

For more inFormation about 
becoming a member-Lender, 

please stop by Customer Service. 

“a member loan just 
made sense – a chance 

to invest in the 
community, further 

secure the local food 
economy, and receive 

a fair return on my 
money. it was the right 

thing for me to do.”
	 —	Dorian		Gregory

River	Valley	Market	Board	Vice	President/Treasurer

YES WE 
CAN!
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JADE BARKER (Incumbent)

I’m currently the President of River 
Valley Market’s Board of Directors. I 
am employed as Co-Director of The 
Mediation & Training Collaborative 
(TMTC) in Greenfield, a program of 
Community Action, that provides 
conflict resolution and communica-
tion services in the Pioneer Valley. I 
worked previously for TMTC as a Peer 
Mediation Coordinator and trainer, 
training both youth and adults to me-
diate conflicts for their peers.

I am now the most senior member 
of the River Valley Market Board, 
having served for eight years, the last 
three as Board president. Previously, I 
was Co-chair of the Co-op Outreach 
Committee, and was active in sev-
eral community groups, such as the 
Hadley Green Party and the Hadley 
Neighbors for Sensible Development 
(which received a “halo” from the Val-
ley Advocate for our work concerning 
development on Route 9).

I’ve been involved in co-ops for many 
years: first living in cooperative student 

housing at UC Berkeley, then join-
ing the Cambridge, Sacramento and 
Greenfield food co-ops. Historically, I 
worked at South End Press, a progres-
sive, worker-owned, book publishing 
collective, and was managing editor of 
the Central America Solidarity Asso-
ciation’s newsletter in Cambridge, MA.

As our community embraces the task 
of building and maintaining a strong 
local food system, I can’t imagine 
a more exciting place to be than on 
the River Valley Market Board. I have 
learned so much about taking risks to 
create something you believe in, and 
how much stronger we can be when 
we embrace differences and play to 
everyone’s strengths. 

 I love our Board’s work; it’s inspiring, 
challenging, and fun. And I get to spend 
time with amazing people. I hope you’ll 
give me the opportunity to serve you 
for another term. 

RUFUS CHAFFEE

The center of my life is my family, gen-
erating a passion for healthy living and 
self-reliance, fueled by good nutrition 
and development through constructive 
activities. The journey has paid off.

I believe in the Co-op movement and 
in giving back. In the early ‘70s, our 
family used a bulk buying group that 
started the Buffalo Mountain Co-op 
in Hardwick, VT. Since then we have 
shopped and supported co-ops and 
NOFA farmers. We raised our children 
to understand and promote whole-
some food. I also believe in involve-
ment in community activities, to be 
socially healthy—school and commu-
nity volunteering, youth sports, vol-
unteer fire dept., grassroots politics. I 
recently completed a term as Presi-
dent of the Consortium Board, and 
I currently volunteer with the Broad 
Brook Coalition, and the Northampton 
Council on Aging.

Currently I am retired from 40 years as 
a master trainer/educator, community 
organizer, and administrator for state 
substance abuse prevention authorities 
of Vermont and New Hampshire, and 

BOARD OF DIRECTORS
CANDIDATE ELECTION STATEMENTS

Member-Owners: See ballot inserted in this report. Additional ballots are available at the Customer Service Desk and on our 
website: rivervalleymarket.coop. You may also vote electronically: visit our website to learn more. 

One vote per membership, submitted by the official representative of membership (household members are not eligible to 
vote). You must include your name and member number on your ballot or the vote may not be counted. Votes are accepted any 
time before the Thursday, December 5 Annual Meeting, in the store or by mail. Final ballots will be tallied after mail delivery 
on Friday, December 6 and announced in the e-newsletter on the following Tuesday. 

CAN WE FINISH THE

CAMPAIGN
AT THE ANNUAL MEETING?
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private non-profit agencies in Massa-
chusetts. In the course of this I offered 
support and technical assistance to 
schools and community groups and 
also served as the State Prevention Co-
ordinator for the Single State Authority 
in Vermont.

Building partnerships between gov-
ernment agencies and private groups, 
we generated necessary supports 
and infrastructure to enable planning, 
policy development, and mobiliza-
tion for community action directed 
at prevention and health promotion. I 
was able and motivated to introduce 
nutrition and its health benefit into 
substance abuse policy development. 
Complementing this focus, my training 
and group facilitation capacity resulted 
in motivation and guidance for tactical 
community efforts, often spear-headed 
by Boards of Directors. I walk the walk, 
both in my vocation and in my commu-
nity, as a leader and as a team member.

My family is my school and my motiva-
tor. Board membership for River Valley 
Market would be an extension of my 
life’s journey, a commitment to my 
family’s and my neighborhood’s health 
and success. And besides, it would be 
a joyful endeavor. 

LYNN DITULLIO (Incumbent)

I am currently serving as the Board 
Clerk for River Valley Market and 
served as the Treasurer the previous 
year. In serving on the Board over the 
past three years I’ve felt privileged to 
be able to play a part in helping the co-
op flourish under the emerging chal-
lenges we’ve faced as we move from 
“start-up phase” to a stable, flourishing 
local business that we can all be so 
proud of. It truly is a fantastic accom-
plishment, for which we are indebted 
to a singularly devoted and hardwork-
ing general manager and staff. Over 
my past 3-year term I have enjoyed 
participating in the high-functioning  
decision-making and careful delibera-
tions of the River Valley Market  Board. 
It is a smart, caring and effective group 
of people.

Before I was involved as a Board 
member, I volunteered with the Green 
Team back when the Co-op was be-
ing designed. Through the process of 
getting the co-op started, I’ve been 
very impressed with the entire collec-
tive management of the process and 
their persistence in the face of many 
obstacles and tough odds. As one of 
the earlier members, I’ve had confi-
dence throughout that the store would 
be built and would flourish, and that 
confidence was fulfilled in spades.

As to my background, I have been a 
member of area food co-ops starting 
with the Boston Food Co-op back in the 
mid-70s, the old Northampton Food Co-
op, Greenfields Market, and now River 
Valley Market. I have managed and 
owned small energy-related businesses 
in the area, including energy-related 
businesses and Field to Table, a consul-

tancy focused on business development 
for area farmers as well as other food 
related community businesses includ-
ing co-ops. I have a keen appreciation 
of the challenges involved in keeping a 
small business going, meeting payroll 
and nourishing that critical, warm con-
nection with customer-members while 
ensuring that staff feel involved, ap-
preciated, and nurtured to grow as the 
business grows.

As manager of small businesses and 
organizations I have been involved in 
the writing of a number of business 
plans; being clear on the Vision and 
Mission makes all the rest flow much 
easier! I am familiar with strategic plan-
ning and have developed and evaluated 
internal business processes that ensure 
an organization is effective and high- 
functioning.

I am a Professional Engineer (mechani-
cal) with a background focused on  
energy conservation and renewables 
and love that the co-op was built  with 
green attributes. I have worked in en-
ergy efficiency and  renewable energy 
for thirty-odd years, mostly at small 
local firms and most recently as Pro-
gram Manager for large commercial/
industrial efficiency for the MassSave 
program at WMECO.  

I keenly look forward to serving for 
another term, and helping our co-op 
realize the fantastic vision for the next 
five years recently drafted by the  Co-
op’s staff - a vision in which a flourish-
ing River Valley Market  allows us to 
enhance and strengthen the Valley 
economy and communities  in ever 
more creative and exciting ways.
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BRUCE HOMSTEAD

Working as a member of the Board of 
Directors of the River Valley Market 
will give me the opportunity to support 
a community I deeply care about. It is a 
chance to give back. 

My professional background has been 
in food service-as a chef, baker, man-
ager, department head, in for-profit and 
non-profit operations. Currently I am 
a Registered and Licensed Dietitian/
Nutritionist, holding advanced creden-
tials in functional medicine in clinical 
practice. My education includes a B.S. 
of Hotel Administration from Cornell 
and M.S. in Biochemistry/Nutrition 
from U. of Bridgeport.

Some years ago my brother and I 
started and operated a local food co-
op. We had a store front and several 
hundred members. We would drive to 
Boston and New York City weekly to 
buy food for our co-op, other co-ops, 
and a local hospital where I was Direc-
tor of Food Service.

Other community activities include 
former Director of Greater Easthamp-
ton Chamber of Commerce(10 years), 
Nordic Ski Patrol Leader, EMT Instruc-
tor/Examiner, member of the Board of 
Directors of the Celiac Sprue Associa-
tion. I also work with two local gluten 
free support groups. I have been a 
member of Business Network Inter-
national (BNI) for 13 years and former 
Director of the BNI Western Mass 
Region for five years.

We shop at River Valley Market, 
sometimes several times a week. Our 
extended family does too. We depend 
on this market and care to enjoy its 
continued success. My varied work 
experience in the food and healthcare 
workplaces, leader of small and large 
workforces, team player at many 
levels, can be well utilized within River 
Valley Market.

My interest is to help continue its large 
contribution to the local community, to 
help create and reach goals, and assist 
where needed to meet the challenges 
that River Valley Market will have to 
meet in the future.

ANDREA STANLEY

Andrea Stanley grew up in the Pioneer 
Valley and is the owner of Valley Malt 
in Hadley, MA where she lives with 
her three children and her husband 
Christian. Along with being the only 
maltsters in Northeast, Andrea and 
Christian also farm over 75 acres of or-
ganic grain.  Much of the land farmed is 
leased through Grow Food Northamp-
ton. Grain growing and malting are 
unique and sometime overlooked as-
pects of our local food system but not 
to be overlooked if one wants to enjoy 
a freshly baked bread or cold beer.

In the recent past Andrea worked in the 
field of social services and education, 
specifically for people with disabilities. 
She has served on a Board of Directors 
for the Rosenberg Fund for Children 
in Easthampton and was instrumental 
in founding the North American Craft 
Maltsters’ Guild.

Andrea would like to serve on the River 
Valley Market Board to become more 
involved with the local food system. 
She is passionate about local agricul-
ture, supporting family farms, mak-
ing them more viable and providing 
nutritious food for people of all income 
levels. She believes that the co-op is a 
great place to help make an impact in 
our local food system. 

If elected Andrea looks forward to 
connecting with people and listening to 
their point of view. She strives to edu-
cate and be educated about all matters 
related to agriculture, climate change 
and eliminating poverty.  
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in the Quarry Café
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