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OUR ENDS

The Berkshire Cooperative Association cultivates a 
sustainable local/regional economy and cooperatively 
builds a vibrant community.  
To this end, the Berkshire Cooperative Association:
E1.  Operates a financially successful, community-
oriented natural food store that specializes in consciously 
fresh food and meals, with reasonably priced options
E2.  Flourishes
E3.  Is a model of social and environmental stewardship
E4.  Is accessible, welcoming, inclusive and innovative
E5.  Fosters the growth of local/regional food systems
E6.  Develops an informed and engaged community
E7.  Promotes healthful living
E8.  Supports a sustainable environment
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COOPERATIVE 
PRINCIPLES &
VALUES

1. Voluntary and Open Membership
Cooperatives are voluntary organizations, open to all people able to use its services and willing to ac-
cept the responsibilities of membership, without gender, social, racial, political or religious discrimi-
nation..

2. Democratic Member Control
Cooperatives are democratic organizations controlled by their members—those who buy the goods or 
use the services of the cooperative—who actively participate in setting policies and making decisions.

3. Member Economic Participation
Members contribute equally to, and democratically control, the capital of the cooperative. This ben-
efits members in proportion to the business they conduct with the cooperative rather than on the 
capital invested.

4. Autonomy and Independence
Cooperatives are autonomous, self-help organizations controlled by their members. If the co-op en-
ters into agreements with other organizations or raises capital from external sources, it is done so 
based on terms that ensure democratic control by the members and maintains the cooperative’s au-
tonomy.

5. Education, Training and Information
Cooperatives provide education and training for members, elected representatives, managers and 
employees so they can contribute effectively to the development of their cooperative. Members also 
inform the general public about the nature and benefits of cooperatives.

6. Cooperation among Cooperatives
Cooperatives serve their members most effectively and strengthen the cooperative movement by 
working together through local, national, regional and international structures.

7. Concern for Community
While focusing on member needs, cooperatives work for the sustainable development of communi-
ties through policies and programs accepted by the members.

The Cooperative Values
Self-help; self-responsibility; democracy; equality; equity; solidarity; honesty; openness; social re-
sponsibility; and caring for others.
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NOTES FROM THE GENERAL MANAGER
Every year presents itself 
with unique challenges and 
accomplishments, and Fiscal 
Year 2012 was no exception. To 
start, way back in September of 
2011, our Store Manager left to 
take on the challenge of being a 
General Manager at a cooperative 
out west. We wished him well 
and used that opportunity to 
restructure our management 

team.  We eliminated that position and elevated four 
managers into separate but equal areas of oversight 
responsibilities, essentially creating a collective 
team approach while maintaining the clarity of a 
traditional hierarchy including myself as the General 
Manager.  Although perhaps unorthodox, this subtle 
change has proven to be a success.  We now find 
ourselves in the position of working with other 
cooperatives interested in similar team adjustments. 
More of our staff is now included in decision making, 
and our roles have been clarified.  

Our amazingly proactive Board of Directors continues 
to represent the 
needs and desires 
of our owners. 
It remains their 
r e s p o n s i b i l i t y 
to narrow down 
all that we wish 
to accomplish 
through a series of 
Ends Statements 
that summarize 
a broad direction 
and focus for our 
greater community. It remains my role to interpret 
these same Ends Statements, be assured that all of 
us agree, and provide the link between our Board 
and our operational staff.  Our leadership team, 
with my direction, refines the broader statements 
into actual programs, policies, and simply how we 
run our co-op store. At various levels and stages, we 
include all of our stakeholders including our local 
growers, businesses, other community interests and, 
to complete the circle, you, our owners. 

Referring back to our Ends Statements
The Berkshire Cooperative Association cultivates 
a sustainable local/regional economy and 
cooperatively builds a vibrant community.  To this 
end, the Berkshire Cooperative Association:

Operates a financially successful, community oriented 
natural food store that specializes in consciously selected 
fresh foods and meals, with reasonably priced options.

OWNERS

BOARD

GENERAL
MANAGER

STAFF

Department Our Co-op Conventional

Produce 16.95% 9.4%

Meat & Seafood 5.6% 11%

Cheese 5.2% 2.5%
Fresh Foods 

(cafe, hot bar, etc.)
18.6% 8%

Packaged Grocery 28.1% 39%

Wellness 12.4% 9.6%
Other 

(tax grocery, gen. merch etc.)
13.15% 22.5%
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FY 2012 could be viewed in two distinctly different 
halves, and points out the challenges that we 
face in finding appropriate balance in order to be 
successful.  From July 2011 to December, 2011, while 
we were profitable, we came well short of budget 
expectations.  Faced with rising food prices, our team 
was hesitant to increase retail prices, and our margin 
(the difference between the cost of goods and our 
retail prices) declined.  Put another way, for the year, 
our sales were approximately $198,000 higher than 
last year. However, we spent over $250,000 more for 
goods.  The difference is simple math, and reflected 
the approximately $50,000 decline in net income for 
the year, compared to 2011.  

We continue to focus on the fresh foods in our 
store.  In this department, we can practice what we 
try to achieve, using local wholesome ingredients. 
Additionally, we place a heightened emphasis on well 
being as indicated by our Wellness Department. Take 
a look at average department percentage of sales for 
the National Cooperative Grocers Association (NCGA) 
and sales at the Co-op; 
Flourishes

Art Ames

After a tough first half of the year, we rebounded 
in the second half by tightening up systems in all 
departments, selectively adjusting our margins 
where needed to find a better balance between 
raising prices and community needs, altering product 
mix by listening and adapting to your suggestions 
and comments, and continuing to focus on food 
policy by adapting our stance on a variety of issues, 
including the presence of GMO in our food system.  
Consequently, we achieved a net income before a 
Patronage Dividend payout of close to $90,000 for the 
year. 

We have 171 more owners now than we did at the 
end of FY 2011, and owner interest continues to 
grow.  The average sales per customer grew about 8% 
per visit, and our customer count increased by 10%.

Is a model of social and environmental stewardship
We don’t perceive ourselves as necessarily a model, 
but continue to strive to be just that. Environmentally, 
we have changed out most packaging, containers and 
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in store supplies to reflect the best balance between 
environmental impact and smooth operations. 
Our paper (never plastic) bags are now 100% post 
consumer materials, and with our “take a box” 
program, the amount of new bags that we need to 
purchase continues to decline. Thank you to every 
one of you for helping us create far less waste than 
any comparable grocer by supporting our endeavors 
by altering your own shopping habits.  By working 
together as a co-op community, we are creating a 
different level of social stewardship.  By the way, we 
now use 83% fewer bags then when we originally 
initiated our 10 cents charged per bag program four 
years ago, even though our sales have grown by over 
20% Congratulations to us all! 

We instituted the Pre-Paid Owner Tab (PPOT) 
program in answer to your desire to loosen the 
stranglehold that the nameless banking industry 
has on us in the form of absurd credit card and debit 
card fees.  We’re not talking about our local banks, 
cooperative banks and credit unions, but rather 
the largest national banks that do not reinvest in 
our communities. To date, close to 100 owners have 
enrolled.  Operationally, we continue to pledge that 
ALL of the funds that we save in banking fees will be 
reinvested in our community programs. In FY 2012, 
credit card fees cost us an astounding $102,016.  Yes, 
you read that right; over $100,000. I look forward to 
reporting FY 2013 results as more of you sign on to 
the program.  Working together for a common goal, 
we will indeed make a difference and serve as a 
model for other like minded stores, many of whom 
are now watching what we can accomplish before 
jumping into the fray themselves. 

Is accessible, welcoming, inclusive, and innovative
We realize that this is becoming more of a challenge 
as sales and use of the building increase.  As the 
saying goes, we need a bigger boat.  Our kitchen now 
runs 24 hours a day. We receive major deliveries six 
days a week. We try to refrain from stocking shelves 
during peak hours. And we’ve moved things around, 
including the access to the café, to try and give you 
the room that you need to shop and socialize.  You 
already know that we are busy putting together a 
relocation plan that will either expand our current 
facility or move it a short distance into a new 
building. 

While we all have our faults, I am confident that you 
will agree that the relationship that we have built 
amongst our staff and owners/shoppers is second 
to none. A just completed employee survey told us 
that 87.6% of our staff enjoys working at the Co-op. 
I’m of the opinion that much of that satisfaction is 
because of the relationship that we share with all of 
you as our owners.  Thank you!  

As we prepare for expansion, we invested in an 

$ Annual 
Store 
Sales

2009 $7,295,886
2010 $7,362,994
2011 $7,863,178
2012 $8,283,159

Total Local Sales

FY 2010 FY 2011 FY 2012

$1,979,204

$2,177,929

$2,358,864



Berkshire  Co-op Market

Locally Sourced 
Products Sold 
as a percentage of total sales

6%
Conventional

Grocery 

20%
National Co-op Average

29%

objective marketing study that was performed 
during the year.  This also included direct one-on one 
interviews with many shoppers.  You, as our owners, 
represent a true cross section of the community, 
particularly when conserving household incomes.  
We continue to address the issue of affordability 
through programs such as The Basics, enhanced 
choices in the bulk department, value added 
choices in our limited meat/seafood department, 
and focusing on fresh produce rather than less 
nutritional frozen foods. When dividing household 
income in four parts, 23% of our shoppers represent 
the lowest income group, 27% of our shoppers 
represent the highest income group, and the rest of 
you sit comfortably in the middle. 

As mentioned earlier in our unique management 
structure, PPOT program, and food policy, we end 
up being innovative by nature.  A mere few weeks 
ago, we asked our national cooperative organization, 
NCGA, to come in and do a marketing audit.  This 
is a direct quote from the lead consultant: “There is 
a sense of forward momentum and willingness to 
change, experiment and innovate that is pervasive 
throughout the co-op staff, setting the tone for future 
success”. 

Fosters the growth of local/regional food systems
We must grow more food locally to satisfy the needs 
of our community today and moving forward.  It 
remains our strong belief that the need to be more 
self sustainable as a community will be not just 
desirable but crucial in the years to come.  We face 
peak oil, absurd new weather patterns as witnessed 
just recently with Hurricane Sandy, and an eroding 
safe national food system. 
To this End, every one of our departments is focusing 
more on local and house made wherever possible.  
This year, we directly and quietly lent local farmers 
$17,000 in no interest/minimal paperwork loans 
for projects intended to create more storage or to 
enhance their growing season. We have partnered 
with The Carrot Project to expand this concept and 
can now provide direct access to several hundreds of 
thousands in dollars for potential loans to our local 
producers.

Is it working?  If you base it on our local sales results 
compared to others in the industry, it’s working in a 
big way.  Check out the infographicto the right to see 
the numbers.

Develops an informed and engaged community
You are indeed the living proof that we are part of 
an informed and engaged community.  Those same 
marketing consultants mentioned earlier told me 
of an interesting phenomenon in our store. In late 
October, as one consultant anonymously stood 
in front of our baked goods, one of you initiated a 
conversation and recommended our cookies, and 
pointed out a gluten free choice.  During that same 
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FY 2009 FY 2010 FY 2011 FY 2012

2,
65

8

3,
09

8 3,
26

9

2,
90

6

Total Ownership 
Growth By 
Fiscal Year



34,121 
13,540
20,629

10,282

pounds of hot bar food

pounds of salad bar food

cups of coffee

fresh juices & smoothies

27,155 bowls of soup

FOOD 
&

DRINK

7/1/11 - 6/30/12

6

11

1172

66

EDUCATION 
& OUTREACH
IN THE SCHOOLS

 CLASSES TAUGHT

 SCHOOLS VISITED

 HEALTHY SNACKS MADE

visit, another consultant anonymously standing 
in front of our dairy area was told by one of you to 
check out our “amazing local goat yogurt”.  Tongue 
in cheek, our consultants accused us of stacking the 
store with employee ringers. We offer you a variety of 
ways to engage, continue to improve the information 
offered in our newsletters and e-mail blasts, and 
publicly post our food policy and financial results, 
and your children bump into our outreach staff in 
the classroom.  

We continue to update you particularly on food issues, 
and because of your support, we are comfortable 
to try and take the lead with other cooperatives 
nationally in the fight to slow the progress of the 
introduction of GMO foods into our system.  Once 
again, our success is dependent on all of us working 
together toward a common purpose.  As long as 
you are willing to purchase alternative products at 
the co-op, we will continue to ban the introduction 
of new “and improved” products from traditional 
manufacturers. 

Summary
We have a long way to go.  However, the connection 
between our board, staff, owners, and community has 
never been stronger.  We’ll all need to make sure that 
we remain so as it appears obvious that self reliance 
and sustainability will take on more relevance in the 
years ahead.  This last year, we strengthened that 
foundation. This coming year, we’ll hit expansion 
full speed ahead. If we are indeed going to be able 
to contribute to our community, we will need to 
strengthen our infrastructure.  While some of what 
we hope to accomplish may initially seem daunting, 
our staff is much more than capable, and they 
actually reflect our owner base; as the world around 
us changes, we will embrace our own change, learn 
from each other, and share our common vision.  I 
remain honored to be part of it. 
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NOTES FROM THE BOARD PRESIDENT

Dan Seitz

I am happy to report that the 
Co-op is, once again, able to 
return a small dividend to its 
owners according to the amount 
of money spent by each owner 
during the past fiscal year. This 
is possible because we achieved 
a modest surplus during the 
year, allowing us to continue to 
grow financially stronger. 

Operating profitably is, of course, 
essential to the long-term success of the Co-op. At 
the same time we remain committed to promoting 
the wellbeing of our community and of the planet. 
During the past year, the Co-op continued to donate 
money and services to a variety of local entities, 
including non-profit organizations and schools. 
Additionally, the Co-op continued to expand sales of 
local produce and products, thereby benefiting local 
farmers and companies, as well as consumers and 
the environment. 

As part of this triple-bottom-line focus, the Co-
op continues to limit to the extent possible the 
sale of genetically modified produce and products 
containing GMOs. There is little doubt that GMOs 
have failed to deliver the economic benefits 
promised (except, perhaps, to corporate managers, 
owners and investors), and there is solid evidence 
that they have harmed human, animal and insect 
health, and the broader environment—including 
our precious soil and water. The community of 
cooperative grocery stores is one of the few groups 
within the huge retail grocery sector in the U.S. that 
has a clear understanding of the dangers posed 
by GMOs and the will to take action. I am proud to 
say that the Berkshire Co-op Market—under Art 
Ames’s leadership as General Manager and with 
the thoughtful participation of the management 
team, staff and board of directors—is one of the 
leaders in the anti-GMO, pro-nature food movement 
among cooperatives. Among other things, the Co-op 
adopted a purchasing policy to guard against GMOs 
and recently donated money in support of the GMO 
labeling initiative in California.  

The board has begun evaluating options for potential 
expansion of the store in its current location or at 
another site in the Great Barrington downtown 
area. Fortunately, we have time to make a well-
researched and carefully considered decision, based 
on expert advice from people with extensive 
experience in the cooperative grocery industry and 
building construction. While the board believes that 

expansion will be benefit everyone by increasing 
the range and selection of products—and also by 
providing space for worthwhile activities that serve 
the local community—we want to make sure that 
the Co-op’s resources do not become over-extended.   

Along with reviewing options for expansion in Great 
Barrington, the board—in close consultation with 
Art Ames—is currently considering the possibility of 
opening a small store in Lenox. While the board is, 
overall, enthusiastic about this possibility, we have 
to make sure that such a move would be financially 
prudent and logistically feasible. Art is evaluating for 
the board the Co-op’s capacity to open and operate 
a store in Lenox, and is compiling the financial and 
other information needed to make a sound decision.
 
During the past year, the Co-op continued to expand 
the range of products we offer consumers and explore 
other innovations. As a community resource, we truly 
contribute to the vibrant energy of Great Barrington 
and the greater Berkshires region. On behalf of the 
board, I thank our General Manager, Art Ames, and 
the rest of the managers and staff members for their 
tremendous contributions to the Co-op’s ongoing 
success. Their commitment is what enables the Co-
op to flourish. I would also like to thank my colleagues 
on the board for the many hours they volunteer and, 
finally, thank you, our owners. The Co-op exists—and 
impacts our community in positive ways—because 
of your patronage, values and commitment.

COMMUNICATIONS

445 Website Hits a Week

1,130 Facebook Likes

NEWS

2,863 Newsletters Mailed 

1,255 Email Subscribers

Per Quarter
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