HEALTHY FINANCIALS REPORTED AT COOP ANNUAL MEETING

July 25, 2023
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By Leila Darabi

The Coop held its 2023 annual meeting and monthly General Meeting on June 27.
There was a detailed presentation of the Coop’s audited financial statement by exter-
nal accountants; the voting in of a new member of the Coop’s board of directors; and
further discussion of succession planning for the eventual retirement of Joe Holtz, the
Coop’s cofounder, general manager, and treasurer. David Moss of the Chair Commit-
tee moderated both meetings, which took place via Zoom with all votes conducted us-
ing a digital platform called Simply Voting.

HEALTHY BALANCE SHEET

Salvatore Vicari, CPA, a partner at Cornick, Garber & Sandler, LLP, the Coop’s outside
auditing firm, walked meeting attendees through a detailed presentation of the
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Coop’s audited annual financial statement (PDF), covering Jan. 30, 2022 through Jan.
29, 2023. “What's special about tonight is we have outside experts... and you get to
ask them directly questions about our financials and our financial report,” said Holtz
as he introduced Vicari and Vicari’'s colleague Zanna Masko.

NET INCOME FOR FY 2023 WAS $224,310, DOWN FROM $1,368,930 THE PREVI-
OUS FISCAL YEAR BECAUSE 2022 INCLUDED INCOME FROM ONE-TIME PAYCHECK
PROTECTION PROGRAM (PPP) LOANS.

The report cites the Coop’s total assets at $12,566,999 at the end of fiscal year (FY)
2023, up from $11,633,699 at the end of FY 2022. Vicari noted that these assets in-
clude two new line items: “investment in debt securities current” and “investment in
debt securities long-term,” which comprise about $2.8 million invested in US treasury
bills. The Coop recorded annual net sales of $48,172,077 in FY 2023 up

from $42,862,061 for FY 2022. Vicari also noted that operating costs fell to
$9,335,157 in FY 2023 from $10,963,697 in FY 2022, noting that the reduction of tem-
porary labor accounted for most of that $1.6 million savings. Net income for FY 2023
was $224,310, down from $1,368,930 the previous fiscal year because 2022 included
income from one-time Paycheck Protection Program (PPP) loans. Similarly, prepaid ex-
penses fell from $1,913,586 in FY 2022 to $245,793 in FY 2023, largely due to the re-
ceipt of the employee retention credit that the Coop filed for through its tax returns.
The employee retention credit is a tax incentive designed to encourage businesses to
keep employees on the payroll during economic downturns. Receipt of that cash was
used to pay a portion of the Coop’s bills.

OVERALL, THE COOP REPORTED FISCAL YEAR-END CASH AS $3,870,715 IN JAN-
UARY OF 2023, DOWN FROM $4,188,155 IN JANUARY OF 2022, BUT STILL WHAT VI-
CARI AND HIS FIRM DEEMED A “HEALTHY BALANCE SHEET.”


https://www.foodcoop.com/wp-content/uploads/2023/06/2023_01_29-Audited-financial-statement.pdf

In reporting on the cash flow section of the report, Vicari called it “my favorite page of
the financial statement because it really shows what’'s happening at the Coop.” Net
cash provided by operating procedures came in at $2,392,905 for FY 2023, up from
just $294,024 the previous fiscal year, with $1,652,291 of that difference coming

from the employee retention credit. Overall, the Coop reported fiscal year-end cash
as $3,870,715 in January of 2023, down from $4,188,155 in January of 2022, but still
what Vicari and his firm deemed a “healthy balance sheet.”

During the question and answer period, member Stewart Pravda asked about a para-
graph in the report’s footnotes stating that only 38% of members in 2023 and 35% in
2022 were eligible to shop. Joe Holtz fielded the question, explaining that—following
the Coop’s bylaws—anyone who has contributed a member investment and not re-
couped it is considered a member/owner in the financial report, which includes more
than 30,000 individuals. Holtz clarified that a far higher percentage of the Coop’s
more than 15,000 active members are in good standing to shop.

Attendees voted to approve the audited annual financial report with 47 votes of “yes”
and zero votes of “no.”

NEW BOARD MEMBER PUTS HAT IN RING FOR TREASURER

The annual meeting also included voting in a new board member and electing board
officers.

With a vote of 329 “yes,” to 133 “no,” and 86 “abstain,” members elected Timothy
Hospodar to fill the single open seat on the Coop’s board. Hospodar’s candidate state-
ment, published in the Gazette in March, emphasized the importance of Coop mem-
bers with school-aged children having a voice in decision making.

Later in the meeting, Hospodar put himself forward as a nominee for treasurer, caus-
ing a bit of a stir in a meeting otherwise free of conflict. The role of Coop treasurer
has traditionally been held by a general coordinator, but it does not require nominees
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to be full-time staff or members of the board. When given two minutes to give a state-
ment, Hospodar suggested that an external point of view could complement staff per-
spectives when reviewing financial decisions. He also cited the eventual retirement of
the current treasurer, Joe Holtz, stating that it would be beneficial to the Coop to have
someone assume the role of treasurer while “Joe is still in the building as a full-time
employee.”

Ann Herpel nominated Joe Holtz to remain treasurer. The latter thanked Hospodar for
volunteering but questioned the efficiency of having someone from outside the staff
approve and review the thousands of expenses and daily financial actions of the
Coop. “Although | appreciate your willingness to get involved, | just don’t think this is
the right avenue for that,” Holtz said.

MEMBERS VOTED TO KEEP JOE HOLTZ AS TREASURER WITH FINAL TALLIES OF 43
VOTES OF “YES” AND 9 NOTES OF “NO” FOR HOLTZ AND 13 VOTES OF “YES"” AND
34 VOTES OF “NO” FOR TIMOTHY HOSPODAR.

Two members asked Hospodar to describe his credentials ahead of the vote. In re-
sponse, Hospodar shared that he has a background in mathematics and computer sci-
ence and works for an auditing company. He noted that his expertise in data and ana-
lytics could potentially help the Coop automate some of the Coop’s financial report-

ing.

Following this discussion, members voted to keep Holtz as treasurer with final tallies
of 43 votes of “yes” and 9 notes of “no” for Holtz and 13 votes of “yes” and 34 votes
of “no” for Hospodar.

All other board officer roles held. Imani Qryn was nominated for and accepted the
nomination of board president, winning the uncontested vote with 34 votes of “yes”
and 3 votes of “no.” Shayna Moliver won the uncontested vote for vice president with



45 votes of “yes” and 1 vote of “no.” Finally, with a vote of 39 “yes” and 3 “no” Eliza-
beth Tobier retained the non-board role of secretary, which includes drafting and re-
viewing meeting minutes.

Members also voted to retain for another fiscal year the services of Garber & Sandler,
LLP, as the Coop’s external auditors (42 “yes” to 2 “no”).

QUESTIONS ABOUT DELIVERY PROGRAM PILOT

In the open forum of the June General Meeting, Jan Rigsby suggested that taking paid
staff time into account should be a requirement of proposals brought to general meet-
ings. “I have increasingly been concerned about plans that could potentially suck up a
lot of paid [Coop staff] time,” she shared, citing the Coop’s pilot program to allow
shoppers to order online and have groceries delivered as something currently requir-
ing staff attention.

DELIVERY SERVICE COULD REDUCE THE NUMBER OF MEMBERS DRIVING TO THE
COOP AND COULD INSPIRE MEMBERS TO DO LARGER, LESS FREQUENT SHOPS.

Stanley Greenberg asked for an update on the pilot program, citing concerns that the
delivery program could increase truck traffic and that partnering with a third-party
vendor like GrubHub would put the Coop in partnership with an anti-worker platform.
Joe Holtz shared that the pilot would like to partner with a cooperative delivery com-
pany if one were to form and that they are still investigating options and noted that
any expansion of the pilot would require discussion and voting at a future general
meeting. General coordinator Joe Szladek noted that traffic is something the general
coordinators have discussed and that the hope would be to reduce traffic, as a deliv-
ery service could reduce the number of members driving to the Coop and could in-
spire members to do larger, less frequent shops—which could potentially reduce car
trips and traffic.



The meeting closed with the board voting unanimously to accept member recommen-
dations on the board member and board officer votes, as well as the vote to retain
the Coop’s external auditors. The board also unanimously approved minutes from the
May 2023 General Meeting with no changes.

No committees shared reports at this meeting.
Leila Darabi joined the Gazette as a reporter in 2016. She is the cohost of the feminist

TV podcast Cringewatchers and shares photos of the things she cooks with Coop in-
gredients via @persian_ish on Instagram.

WHY ARE SOME ORGANIC PRODUCTS SO MUCH MORE EXPENSIVE?
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A recent stroll through the Park Slope Food Coop’s produce section showed the begin-
ning of summer’s bounty and the usual wide variety of organically grown items, in-
cluding locally grown strawberries, rhubarbaand greens.

There’s also the dizzying array of produce prices, posted each day on the shelf labels,
often showing organic and conventionally grown produce side by side. Invariably, or-
ganic costs more than conventionally grown—sometimes a lot more.

“I SHOP PRICE A LOT IN THE PRODUCE AISLE AND | OFTEN WONDER WHY THERE
CAN BE SUCH A BIG DIFFERENCE IN ORGANIC AND REGULAR. IF IT'S SIGNIFICANT,
I'LL BUY REGULAR OR SKIP IT ALL TOGETHER.”

COOP MEMBER DEBORAH NOCELLA

Coop members, of course, are accustomed to higher prices for organics. They’'re also
appreciative of the fact that organic produce is almost always less expensive at the
Coop than other grocery stores, thanks to the PSFC’s low markup.

But the price differential does make one wonder why organically grown is more expen-
sive than conventionally grown produce. Even more mysterious, why is there such a
dramatic difference for some items? On a recent shopping day, for example, organic
red peppers were selling for $4.73 a pound compared to $1.87 for non-organic. And
organic fennel bulbs were selling for $4.30 each compared to $2.20 for non-organic.



organic

ico
ada, Israel or Mex
E}a" : ORG

PHOTO BY MICHAEL BERMAN

Organic red bell peppers at $4.73 per Ib and non-organic at $1.87 per |b.

“I shop price a lot in the produce aisle,” said Coop member Deborah Nocella. “And | of-
ten wonder why there can be such a big difference in organic and regular. If it’s signifi-
cant, I'll buy regular or skip it all together.”

To get a better understanding of just how organic produce pricing works in general
and at the Coop, the Gazette contacted PSFC’s produce-buying team, John Horsman
and Cecelia Rembert. The pair are in charge of sourcing all of the Coop’s produce—or-
ganic and otherwise.
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Coop produce buyer Cecelia Rembert.

Pricing is a big part of their process. Prices for both organic and conventionally grown
products can vary based on season, how far away the supplier is, the size of the sup-
plier, the Coop’s relationship with the supplier and growing conditions at each of the

farms. The team strives to provide a huge variety of produce at as many price points
as possible, to make sure high-quality fruits and vegetable are accessible to all mem-
bers. Produce prices are a moving target, changing virtually daily.

WHY ARE SOME ITEMS SO MUCH MORE EXPENSIVE THAN THEIR CONVENTIONAL
COUNTERPARTS? THE ANSWER IS SUPPLY, SAID COOP PRODUCE BUYER JOHN
HORSMAN.



GROWING ORGANICS COSTS MORE

To understand produce pricing at the Coop, it's important to start at the farm.

The reason organic produce costs more than conventionally grown boils down to one
important factor: It costs farmers more to grow organic produce. Here's why.

* More labor. Because organic farms don't use pesticides or synthetic fertilizers,
more labor is required to manage the more complicated and time-consuming organ-
ic farming practices, such as crop rotation, weeding, and alternate pest manage-
ment techniques, explained Horsman.

» Smaller scale. In general, organic farms are small, making them naturally less cost
efficient than the giant agricultural complexes that can focus acres and acres on
one or two crops. “Small farms have to juggle the needs of harvesting many differ-
ent crops, cooling and packing them and then shipping them in small quantities
through regional distributors,” said Rembert. By contrast, conventional agriculture
is often engineered extensively towards lowering costs and boosting profit margins.

» Regulation. Organic farms, both large and small, incur the extra costs associated
with becoming certified organic by the U.S. Department of Agriculture and then
maintaining that certification. To sport the certified-organic label, a product must
meet USDA standards that maximize soil health, conserve water and reduce air pol-
lution. Organic farms cannot use synthetic fertilizers, pesticides or hormones. Organ-
ic certification and compliance can add thousands of dollars to a farm’s overhead.

“IF | KNOW | WILL BE EATING SOMETHING RAW OR BARELY COOKED—BERRIES, AP-
PLES, PEACHES, PLUMS, BROCCOLI, CARROTS, CELERY, HERBS—I ALWAYS GO
WITH ORGANIC, EVEN IF IT'S EXPENSIVE.”

COOP MEMBER LISA BRANCACCIO



HOW SUPPLY AND DEMAND IMPACTS PRICING

All of this explains why organic produce is more expensive in general. But why are
some items so much more expensive than their conventional counterparts?

“With organics, there is inherently less supply,” said Horsman. Organic farms account
for less than 1% of the 911 million acres of total U.S. farmland, according to USDA
statistics.

As mentioned, giant conventional farms have far higher crop yields, so they generate
much more supply than smaller organic producers. They can often sell for far lower
prices and still make a profit on the volume of sales.

That said, it's not uncommon for organic farms to have bumper crops too— especially
large operations in California, Arizona and Mexico. What's more, smaller local farms
can have a huge bounty in the heart of the growing season. That translates into
prices that are closer to conventional. Zucchini in late summer is a good example.
“Now is the best time to be a produce buyer,” said Horsman, who pointed out that he
and Rembert strongly prefer sourcing from local suppliers whenever possible.

SOMETIMES PRICES ARE SO CLOSE, IT DOESN'T MAKE SENSE TO STOCK BOTH.
FOR EXAMPLE, AT ONE POINT ORGANIC GARLIC WAS SELLING FOR ONLY 2 CENTS
MORE A POUND THAN CONVENTIONAL.

The buying team is constantly managing shifting supplies and prices with each pro-
duce order. In the winter, for example, the Coop buys organic broccoli from Four Sea-
sons, a large organic producer in California, Horsman said. Because Four Seasons is
big enough, it can focus a lot of acres on broccoli, so prices are usually relatively
close to conventionally grown broccoli from California.



Sometimes prices are so close, it doesn’t make sense to stock both types. For exam-
ple, at one point organic garlic was selling for only 2 cents more a pound than conven-
tional. So, the buyers decided to stop selling conventional and only stock organic until
there was a bigger price differential.
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Sometimes the buyers encounter organic and conventional prices that are so high
they decide not to stock the product at all. This doesn’t happen often, Horsman said,
but he does remember having trouble finding decently priced broccoli rabe this past
winter.

Offering Integrated Pest Management (IPM) produce is another strategy that keeps
some prices lower. IPM farmers do not use pesticides, though they may use other
farming techniques that are not considered organic, Horsman explained. Prices are
usually somewhere in between organic and conventionally grown.



The Coop often stocks IPM apples, pears, peaches, strawberries, cherries and blueber-
ries. Pest conditions in the Northeast make it difficult to grow these fruits organically
and not lose a lot of the crop, the team explained.
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GAUGING MEMBERS’ PRICE TOLERANCE

Horsman and Rembert keep a close eye on what sells quickly and try to provide a vari-
ety of prices that will accommodate all shoppers’ needs. The $9 per quart local IPM
strawberries that were recently in the aisle “sold like hotcakes,” said Horsman. “They
do not last long.” Even so, the team was sure to provide lower-priced California organ-
ic strawberries at the same time for people who want less expensive berries.

How much members will pay for organic sometimes depends on the type of fruit or
vegetable.
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Carrots bags regular $1.69ea; bags organic $1. 24ea

“If I know | will be eating something raw or barely cooked—berries, apples, peaches,
plums, broccoli, carrots, celery, herbs—I always go with organic, even if it's expen-
sive,” said Coop member Lisa Brancaccio. “Although if it’s too expensive, | may not
buy it that week,” she added.

“I FIGURE THE COOP SOURCING TEAM IS THOROUGH ABOUT THE KINDS OF GROW-
ERS WE BUY FROM, SO | TYPICALLY ASSUME THAT THE NON-ORGANIC PRODUCE
MEETS MY STANDARDS”

COOP MEMBER JULIA KONRAD

Coop member Susan Buchsbaum follows the same rule, adding that if organic isn’t



available or too expensive, she won’t buy conventional on some foods she knows
have higher pesticide loads, such as green beans and berries. “And | know non-organ-
ic produce with thick peels such as citrus, bananas or avocados tend to be safer for
the consumer, although not better for earth health.”
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Lemons: organic $2.311b; 4958 or blank / #3 label $1.311b.
Member Julia Konrad (no relation to this reporter) said she rarely buys organic pro-
duce when it's more expensive. “I figure the Coop sourcing team is thorough about
the kinds of growers we buy from, so | typically assume that the non-organic produce

meets my standards for quality well enough,” she explains.
Horsman and Rembert know they have the luxury—and challenge—of buying for a
well-educated and organic-hungry shopper. Members have a high tolerance for the

constantly changing landscape in the produce aisle, they noted.

Horsman also pointed to another great part of his job: “One of the best perks of being



a produce buyer is sampling the amazing items that we purchase to insure we are
buying the best produce for the members,” said Horsman.

Walecia Konrad is a freelance writer, editor and content producer specializing in perso-
nal finance. She has been a PSFC member since 2001 and on-and-off contributor to
the Gazette for almost as long.

IT'S A SIGN!

July 25, 2023


https://linewaitersgazette.com/2023/07/25/its-a-sign/

ILLUSTRATION BY VALERIA TRUCCHIA



Note: The photo reference numbers throughout this article correlate with the relevant image’s position
in the embedded slideshow.

By Dan Bergsagel

It's hard not to notice the abundance of signs when you enter the Coop. Like any gro-
cery store, the Coop needs signs to function. Signs tell members what items cost,
what they can find in an aisle, and where to stand on line.

Yet, as the Coop is run on member labor and structured around shared values, the sig-
nage at the Coop must share so much more information: There are greetings plas-
tered on entranceways; strict access rules displayed overhead; stern warnings affixed
to heavy machinery; and informative hints stuck next to self-serve devices. These
signs can be brusque or decorative, scrawled or carefully designed. They accumulate
in places expected and visible or unexpected and obscure. They convey vital instruc-
tions or indeed no instructions at all.

THERE’S SO MUCH SIGNAGE THAT INSTEAD OF MEMBERS BEING FULLY IN-
FORMED, THERE'S A RISK THAT LITTLE OF THE INTENDED INFORMATION IS AB-
SORBED.

As a new member, | found this rich tapestry of signage fascinating. | wanted to know
who makes the signs, who puts them up and who is allowed to take them down. Are
all signs made equal? | also found the signs totally overwhelming. | couldn’t tell which
signs were meant for a member-shopper versus as a member-worker. | wondered
whether faded, tatty signs were old and superseded by new information or still up-to--
date. There’s so much signage that instead of members being fully informed, there’s
a risk that little of the intended information is absorbed. | felt that we could use a tax-
onomy to help us parse signs at the Coop.



First, we need to understand some of the history of signage at the Coop. We can then
categorize the signs by purpose and cross-reference that to their location and medi-
um of manufacture. When combined, this can provide a framework for understanding
which signs are most relevant to whom and at what time.

To understand all things signage, | spoke with Membership Coordinator Phi Lee Lam
after | found her applying a new Opening Hours sticker on the main entrance doors
one Saturday morning. Phi Lee inherited the Coop’s signage liaison position after Gen-
eral Coordinator Jess Robinson retired in 2021. The Signage Committee organically
disbanded during the pandemic, around that same time, due to a number of factors,
including the retirement of some core members and the dwindling need in recent
years to have a committee devoted to signs.

WALKING THROUGH THE COOP, IT'S CLEAR THAT THE SIGNAGE COMMITTEE’S
STYLE GUIDE HASN'T BEEN UNIVERSALLY FOLLOWED.

To standardize the Coop’s signs, the Signage Committee had previously established a
style guide setting out the colors and typeface that should be used for all permanent
Coop signage. However, walking through the Coop, it's clear that the style guide has-
n't been universally followed. Permanent signs tend to adhere to the style guide but
hand-drawn illustrations and chalkboard signs tend to go off-piste. Ad hoc signs add-
ed by receiving coordinators or member-workers to help with specific tasks also de-
monstrate a live-and-let-live attitude to signage.

PURPOSES

The Coop uses signs to convey information for all sorts of purposes. There are regular
signs that shoppers will be familiar with from other grocery stores, such as those to
help member-shoppers navigate the building by displaying the contents of an aisle (i-
mage 1/30) or to direct member-shoppers to the appropriate cashier line (image



2/30).

But beyond this basic store signage are those specific to the Coop and its hyper-in-
volved membership: signs that assume detailed knowledge of where items were previ-
ously located, such as a notice on the aisle and shelf reassignment of recently moved
goods ranging from smoothies to water filters (image 3/30); signs that give detailed
food information, such as an apple decoder describing the characteristics of the differ-
ent varieties on sale (image 4/30); signs that provide technical explanations on how
the food is grown and sourced, such as this one on the background of integrated
pest-management for apples (image 5/30); and signs that tell shoppers how to oper-
ate machinery that isn’t always accessible in other grocery stores, such as the step-
by-step guide for using the Coop’s coffee grinders (image 6/30).

IN ADDITION TO FUNCTIONAL SIGNS, THERE ARE ALSO SIGNS DEMONSTRATING
MEMBERS’ PASSIONS AND MOTIVATIONS.

In addition to signs catering to member-shoppers, there is a range of signage to as-
sist with member-workers’ tasks during shifts. These include signs for how to restock
the paper in the Coop’s orange pricing guns (image 7/30); signs explaining specific
processes, like how to cut and rewrap cheese into smaller parcels depending on the
shape of the original larger cheese (image 8/30); signs providing guidance on where
to put things and how to navigate the warren of back-of-house areas, like this sign
summarizing which items are stored in the backyard (image 9/30); and crucial safety
information, like what not to do in the basement electrical cabinets (image 10/30).
Perhaps similar signs exist in all grocery stores, but we usually don’t see them as cus-
tomers.

In addition to functional signs, there are also signs demonstrating members’ passions
and motivations. These are signs promoting causes that the membership believe in,
such as Black Lives Matter or the Human Rights advocating Fair Food Label (image



11/30); signs bearing admonishments on environmental or physical behavior, such as
requests to avoid using plastic bags when doing one’s shopping (image 12/30); or, if
one must use plastic bags, to avoid licking one’s fingers when separating them from
each other (image 13/30); or comedic signs conveying helpful reminders about how
to protect yourself against the coronavirus using acrostics based on Staten Island hip
hop collectives (image 14/30); or signs with little apparent meaning at all, but which
bring unique character to the basement cooler rooms (image 15/30); or those draw-
ing parallels between the Coop’s food-conveying infrastructure and the larger civil en-
gineering infrastructure of the world (image 16/30). These are not signs you would ex-
pect to see at Whole Foods.

LOCATIONS

All these different types of signs—basic grocery store signage, Coop-specific food in-
formation, instructions for member-workers and passion projects—are visible on the

shopping floor where member-shoppers, member-workers and Coop staff all interact.
As you delve into the less accessible depths of the Coop, adherence to the Coop Sign
Style Guide diminishes and informal signage reigns.

THE SECOND FLOOR, WHICH PRIMARILY HOUSES THE MEMBERSHIP AND STAFF OF-
FICES, ALSO FEATURES A UNIQUE SET OF SIGNS: THE SIGN ARCHIVES.

Entry to the basement is signaled by a series of strict, insistent and repetitive remin-
ders at the top of the stairs imploring member-shoppers to stay out (image 17/30)! E-
qually repetitive signs can be found in the recycling zone next to the elevator doors
on the second floor, where it is made very clear that one should only recycle soda
cans (image 18/30).

The second floor, which primarily houses the membership and staff offices, also fea-
tures a unique set of signs: the sign archives. This includes signs that have been key



to the Coop’s visual identity, such as a former painted wooden storefront sign (image
19/30) and a 2001 edition of the iconic Coop carrot (image 20/30). This floor also has
a rare documented reminder of the Coop’s early mission of “Good Food at Low Prices
for Working Members through Cooperation since 1973” in a frame (image 21/30) and
significant signs from recent pandemic history, such as one that announced the re-
turn of member labor after the forced COVID-19 hiatus (image 22/30).

MEDIUM

Surprisingly, the level of attention that must be paid to a sign at the Coop seems to
be both inversely proportional to how hard it was to make and install and its adher-
ence to the Coop Sign Style Guide. For instance, the most permanent sign is the clas-
sic neon flag sign on Union Street (image 23/30), closely followed by the permanent
(and on-brand) Coop Mission Statement (image 24/30). There are then long-term
signs such as the stickers with reminders of rules about members-only access and
dogs (image 25/30) and the food information on printed and laminated paper that is
tacked on the sides of cabinets (image 26/30). Nearly all of these permanent signs
are more than likely ignored in the day-to-day hustle and bustle of the Coop.

THE MOST CRUCIAL INFORMATION OF ALL IS TYPICALLY CONVEYED IN THE LEAST
CONSIDERED AND LEAST PERMANENT WAY: BY SHARPIE.

More transient and less on-brand signs, on the other hand, are ignored at your peril:
hand-painted signs specify new product types and campaigns, such as the health and
beauty department’s plastic-free initiative (image 27/30) and intricate colorful chalk-
boards remind the membership about how to get involved with current affairs at the
Coop (image 28/30).

The most crucial information of all is typically conveyed in the least considered way:
by Sharpie. Exciting food updates and special sales are scribbled with frantic excite-



ment on cardboard, such as these childlike exclamations about beef suet (image
29/30) and essential machinery safety warnings, such as those reminding member--
workers to turn off dangerous, fast-moving equipment before opening doors, are giv-
en the most temporary format of all: Sharpie on masking tape (image 30/30).
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COOP JOB OPENINGS

Copies of these postings are available in the ground floor elevator-lobby,
in the Membership Office, on foodcop.com and in the Linewaiters' Gazette.

THINGS HAVE Movep!

» APPLEFMUCE & CANNED FRULTS are naw in Alsle 84

» SMOOTHIE pouches are rew in Aisle 54

* BALL JARS are now on the Endcap across from EG6GS

* SELTZER is row on the Endcop across from Spices,

+ BAKING PROBUCTS have moved to Aiste 28 opposite BULK BINS

= GRATMNS & RICE & HEMPSEEDS are now in Aisle 28

s JUICES have maved ecross the aisle to Aisle 2A

» SODA STREAM carbanators have moved to Aisle 24. bottom shelf

= WATER FILTERS have moved to Aishe ZA, tap shelf |

IED MUSHROOMS & BRTED £HILES are now hanging in Aa &8

S

PROTECT
EACH OTHER

Atthe Coopwa take evaryone's safety
seriously. We require all members to
Wear a mask that covers their nose
and mouth AT ALL TIMES when inside
the building.

ONLY BIODEGRADABLE ITEMS-
GO INTO COMPOST BUCKETS [l =:c

tags
rubber bands
twist ties
containers
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D06 OUTSIDE
THE FOOD C00P

* Please be considerate when
securing your dog. Be aware that

some people are afraid of dogs,
and we want to avoid blocking
the bench and entry door.

e |f any concerns are raised, you
may be asked to move your pet.

DOG BARKING fAI.
Members, please obey this¥§w out

of respect for our neighbors

Administrativg Code, Section 24-235. The official

law, part of the New York City's new noise code,

signed into law in December 2005, states: “No

person having charge, care, custody, or control

of any animal shall cause or permit such animal

to ‘cause unreasonable noise including, but not

limited to, any sound that is plainly audible at any

location within any residential receiving property as

set forth below: (a) At or after 7 a.m. and before 10 p.m., continuously for
a period of 10 minutes or more; (b] At or after 10 p.m. and before 7a.m.,
continucusly for a peried of 5 minutes or more.”

TO REPORT A DOG THAT BARKS UNREASONABLY, DIAL 311
















A TAXONOMY

Can we combine information from a sign’s location and medium to better understand
its purpose and target audience? Below is a proposed taxonomy to help confused
Coop members. Yet, all good taxonomies should change and evolve as a field of study
is explored. If you do not see your favorite type of sign, or disagree with the classifica-

tion, please write to share your thoughts. If you are curious about what you see, then
it's a sign!
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LOCATION

SHOP FLOOR

EASY TO SEE

BASEMENT

+ BACK OF HOUSE * FLOOR OFFICES

ON UNION STREET
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Dan Bergsagel is a structural engineer from London. He likes to talk about the unex-
pected things hiding in plain sight.
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IN MEMORY OF DONALD THOMAS
July 25, 2023


https://linewaitersgazette.com/2023/07/25/in-memory-of-donald-thomas/
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By Thomas Rayfiel

Donald Thomas, who worked the Coop’s Sunday night inventory shift for many years,
died Aug. 18, 2022. He was 71. Donald joined the Coop in 1989.

“He was a quiet, kind, and reliable squad member,” shift coworker Andrea Dobro re-
calls. “Always happy to train new squad members and to stay late to get the work
done. Whenever | would run into him, either while shopping at the Coop or walking in
the neighborhood, it was always nice to see him. He had a great smile and friendly de-
meanor.”

“DONALD WAS NOT ONLY A LOVING HUSBAND, BUT A CARING AND COMPASSIO-
NATE FRIEND TO EVERYONE HE MET.”

DONALD’S WIFE, EVELYN DAVIS-THOMAS

Donald’s wife, Evelyn Davis-Thomas, says on their first date he made her a Coop
meal of salmon and jewel sweet potatoes.

“Donald was not only a loving husband, but a caring and compassionate friend to ev-
eryone he met. He was a master of conversation and always had some wisdom to im-
part to anyone who would listen. He had a sense of family and of friends, too, who
were dear to his heart. There was nothing he would not do for either. He was cher-
ished by everyone who had the privilege to know him.”

Donald was born and raised in Brooklyn and lived here all his life. He was employed
as a postal worker and a computer repair technician. He also volunteered at the Boys’
Club of New York as a mentor and helped many young people individually. “A father
to the fatherless,” his wife said. In addition to Evelyn, he is survived by his sister,
Maxine Eula Thomas, and his goddaughters, Anissa Smith and Tracy Alexis Ma-
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LETTERS
TO THE

EDITOR

A SECOND COOP LOCATION: YES!

Dear Coop,

The question of whether or not PSFC should open a new store in another neighbor-
hood is too important to be decided by the tiny minority of members willing and able



to attend general meetings. Every member should have a vote, and | vote “YES!"” be-
cause the reasons why so few members attend the GM are far too numerous to list.
One important constraint for me is PSFC’s location. | envy members who own a car or
live close enough to walk to PSFC or reach it by some convenient public transporta-
tion! My only choices have always been: expensive cab or Uber, or a hike to a subway
followed by a change to a shuttle train followed by a long wait for a bus (which is no
longer in service). So even though | adore shopping at PSFC and am exempt from the
work requirement, | am seldom able to shop there. Online shopping would be wonder-
ful but cannot compare to the joy and sensuality of choosing your own fresh food. And
yes, perhaps some new store might not be any closer to my Brooklyn address.
Nonetheless, just the possibility it might is exhilarating. And should it not benefit me,
it will help others like me—living in a food desert, desperate for the privilege (dare |
say the right?) to easier access to heathy affordable food!

Phelonise Willie

THIRD-PARTY DELIVERY SERVICES AT THE COOP?

To the Editor:

| am writing to raise serious issues with the Coop’s proposal to allow online ordering
and delivery. The proposal, discussed as something of a done deal in Travis Hart-
man'’s recent piece in the Linewaiters’ Gazette (“Online Shopping and Delivery: Plans
Are Underway”), is flawed in one way that is not even touched on in the piece.

While it is clearly not good for the vitality and cohesiveness of our Coop that people
would “shop” yet no longer interact with fellow members, the central problem with on-
line delivery is captured as a mere aside in Hartman'’s piece: “After the member pick-
ing the order has completed and packed the shop, they can just hit the delivery but-
ton in the app and a delivery service will come to the Coop, hopefully within the next


https://linewaitersgazette.com/2023/06/14/online-coop-shopping-and-delivery-plans-are-underway
https://linewaitersgazette.com/2023/06/14/online-coop-shopping-and-delivery-plans-are-underway

five or ten minutes, and pick up the groceries for delivery.”

A delivery service?

Therein lies the flaw: Third-party delivery services are inherently exploitive of their
workforce, which consists entirely of independent contractors who do not receive mini-
mum wage, have no health benefits, are forced to obtain and maintain mopeds or
electric bikes at their own cost, and can’t set their hours. In effect, delivery workers
are treated like disposable gig workers.

Many delivery workers have been killed rushing between jobs because the nature of
the third-party apps is that these workers get paid by the delivery—often deliveries
that are far-flung. Making those deliveries at a breakneck speed is the only way for a
worker to make a living—a fact that leads to death and injuries at a rate that would
shock Coop members.

Streetsblog has written extensively about this, and | urge Coop members to read up
on this industry before inking any deal that would bind us to it.

Third-party delivery services are not in keeping with the Coop’s values of equity and
fair pay. | urge you to reject this notion.

Gersh Kuntzman



