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June 16, 2026

By Zach Schiffman

Ben Wexler didn’t grow up in Park Slope, but he might as well have. A born-and-
raised New Yorker, he spent the pandemic years running a seasonal pizza business on
Peaks Island, off the coast of Maine—all while his girlfriend held down an apartment
here and a Coop membership going on 10 years.

But the city kept pulling him back. So this past November, after a long hunt for the
right space, he opened Il Leone just around the corner from the Coop on Seventh Av-
enue: a sit-down wine bar built around long-fermented sourdough Neapolitan pizza,
with the produce treated as the main event.

That obsession traces back to a stint on a small organic vegetable farm, where pick-
ing what he’d cook each morning rewired how Wexler thinks about food. It’s a philoso-
phy that lines up neatly with the Coop’s, which makes his timing perfect: after years
of circling, he’s finally an official member. We caught up with him just as his first New
York tomato season comes into view, to talk Maine, Naples, the heirloom seeds in his
backyard and how to shop the Coop like a chef.

How did Il Leone come to be on Seventh Avenue?



Ll
>~
o
<
O
m
L
=
3
N
<
) -
m
O
e
O
- -
o



Ben standing in front of Il leone.

| started the business on Peaks Island, off Portland, Maine, during the pandemic. I'm a
born-and-raised New Yorker but went to college in Maine, then moved back and was
mostly working on political campaigns. In between campaigns, | did various things in
the food business, including working on a small organic vegetable farm.

Right before the pandemic, in about 2019, | was burnt out from living in the city and
wanted to move to Maine and start this business. At first | was looking to start it on a
farm up there, partnering with a farm, and then when the pandemic hit, that fell
through. So | started it on the island instead and lived up there for a few years, runn-
ing it as a seasonal business, and | just really started to miss the city. The native New
Yorker in me was pulling me back.

My qirlfriend was living here in Park Slope, so I'd spend some of my off-season time
down here in the winter, exploring what the business might look like in the city. After
a few years of looking at spaces, | found the one we’re in now. Having spent that off-
season time in Park Slope, it just felt like a really great fit. There was a dearth of res-
taurants in the neighborhood, and not a lot of people doing conceptually what | was
trying to do. So that’s how this all came about.

How much of your business is local repeat neighbors versus people from all
over the city?

I’d say we're about 75 percent Park Slope right now. | started this to first and fore-
most be a place for the neighborhood, and the reception’s been really positive. Peo-
ple are just looking for another restaurant to go to, whether it's with their kids or with-
out. They love that we emphasize sourcing as locally and organically as possible, and
that we offer a sit-down wine bar experience alongside the pizza and the food. They
love that we're doing the sourdough with a really long fermentation, putting a lot of
love, care, and intention into the food. It's been a really positive first six months.

Have you been aware of customers who are Coop members?



| haven’t asked, so that’s hard to say. But a lot of the Park Slope community are mem-
bers. My girlfriend has been a Coop member for 10 years, so I'm very familiar with it,
and there have definitely been customers who’ve mentioned they work there. I'm
sure many members have come through our doors.

Living in Maine, with your girlfriend being a member—what was your aware-
ness of the Coop as you were going back and forth?

I’'ve known about the Coop for years, just from being a New Yorker. Right out of col-
lege | had a sublet in Park Slope and | was on the verge of joining about 10 years ago,
but didn’t, because | ended up moving out of the neighborhood. Growing up here, I've
always respected what it does—both as a community model for increasing access to
affordable, quality fresh produce, and just as a great grocery store. The foodie in me
loves a grocery store that has a lot to offer, and the Coop clearly stands out as one of
the better ones in the city.

How does your experience working on farms change you as a restaurant
owner?

The most fulfilling part of working on that small organic vegetable farm was getting to
pick what I'm cooking with that day. It really drew me back to the roots of not just
Italian cuisine, but Neapolitan-style pizza making—because in Naples, where pizza
was invented, there’s such a profound emphasis on simplicity, the quality of ingredi-
ents, and sourcing everything as locally as possible.
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Ben in his restaurant backyard planting basil, which he uses for his dishes.

| came to realize more and more that what makes the best food, particularly the best
Italian food, is not overdoing it—using just a few really great ingredients. That's how
you make the best tomato sauce: just tomatoes, olive oil, and sea salt. You don’t
need oregano, you don’t need garlic, you don’t need all these add-ons. The best pas-
ta in the world, arguably, is just a simple spaghetti pomodoro with in-season toma-
toes and some fresh basil. That's what Neapolitan pizza has always been about.

So as a pizza maker, | was really excited to bring that philosophy to my pizza. There
are some people doing Neapolitan-style pizza, and some doing sourdough Neapolitan
specifically, like Anthony Mangieri of Una Pizza Napoletana, who I've always looked
up to. But | feel like there aren’t that many people in the city really offering a “farm--
to-pizza” experience, focused on the quality of the produce. That’s an area I've fo-
cused on since working on that farm.



How are you feeling about your first tomato season in the city?

We opened in November, so we haven’t had a tomato season yet. This'll be my first
one open in New York. I'm so excited. For the last five years in Maine, I've done a piz-
za | call the “I'estate,” which means summer in Italian. It's literally just peak in-sea-
son heirloom cherry tomatoes from a small organic farm, ripened right on the vine.
When you harvest cherry tomatoes at peak ripeness, there’s just nothing like it—they
carry so much flavor, unlike any tomato you'd find in a grocery store. I'm so excited
to get that pizza back on the menu.

There’s another we do in summer called the “Fiore,” with squash blossoms and local
organic zucchini—also really special. And there’s one we’ll be doing shortly with in-
-season garlic scapes from the farmers market.

In Maine | got all my produce from one or two small organic farms, and those partner-
ships let me develop a lot of these pizzas. They rest on traditional Italian ingredient
combinations, but they also work because we’'re able to get such great produce.
We're just getting into farmers market season here, and I'm so excited to start putt-
ing some of these seasonal pizzas on the menu—that'’s part of the challenge of launch-
ing in late fall and early winter, not being able to do quite as much with in-season pro-
duce as we traditionally have.

Is there anything you’re considering trying here that you never did in
Maine?

Of course. We love to try new things. We've got a few things in the works with some
really special heirloom tomato seeds that I'm actually growing in my backyard at the
restaurant right now. | won’t announce it just yet, until the tomatoes are ready, but
there’s some fun stuff coming.

I’'m a big believer in walking through the farmers market, talking to farmers, and see-
ing what looks exciting and what’s going to work on a pizza. One we're doing right



now that’s been a big hit is organic asparagus with fresh lemon spritzed on top, fresh
mozzarella, pecorino, and black pepper. As we transition out of asparagus season,
we’ll start doing the garlic scape pie | mentioned, and some others as the summer
heats up.

As we head into summer-produce season, do you have any advice for people
shopping at the Coop?

| always like to shop as much as possible day-of when I'm cooking. You generally get
the freshest stuff that way. | keep an eye out for what looks really perky and fresh,
what was truly just harvested that day or the day before. That always makes for the
best meals in my experience. So use your eyes and follow your heart, and see what's
truly poppin’ on those shelves. That's going to lead to a lovely dining experience.

Zach Schiffman is a social editor and writer at New York magazine, comedian, and
Park Slope local.
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March 24, 2026

By Roman Vandercruyssen

(Editors’ note: Roman submitted this article with the following explanation:

“I'm 15 and I just joined the Coop. I’'m not totally new to the Coop—I used to help my
parents in the childcare room and recycling shifts when those shifts still existed.

I’'m a food lover, explorer and aspiring critic.

This is my first article ever, and | especially wish to have it published in the Gazette,
the Coop being my neighborhood anchor since | was born.

Anyway, this is my article, and | hope you'’ll like it.)



There’s a new popular foodie spot in the neighborhood: Lincoln Station! If the name
sounds familiar, you might think of the original one, which opened 13 years ago in
Crown Heights.

The second location sits at 7th Ave and 1st Street, replacing the family-favorite spot
Bareburger (RIP). Even though it's a big open room, it still feels cozy—a brick wall,
lots of small tables, filled with colorful teapots—giving the friendly vibe we need in
this freezing winter. Just a warning though: weekends from 11 a.m. to 1 p.m., the
place can get crowded.

The menu is classic café stuff, but let’s be real: for a teenager like me, price matters.
That's why | immediately spotted the $6.75 egg sandwich. Basic? Yes. But wow—-
worth it. “A must-have,” said Anna Klinger, the owner and chef of the place, whom [ in-
terviewed for this article. “For the first time, definitely take the egg sandwich. It's my
personal favorite. It's made with two fried eggs, so when you bite into it, it's runny.
The sandwich is topped off with salsa rosa and melted cheddar.”

To say it's great would be an understatement. The yolk spills out and adds to the
sweet sauce, complementing the richness of the fried eggs and cheddar, all between
a soft brioche bun. | added bacon for $2, giving the sandwich the crispness and mea-
ty flavor | always enjoy. Exactly what a specialty item should be. Don’t get scared of
getting messy savoring it!

If Klinger’'s name rings a bell, that's because she and her husband, Emiliano Coppa,
are Park Slope residents who also own Al Di La, an iconic Northern Italian cuisine res-
taurant, which opened 28 years ago in our neighborhood. Al Di La is more of a fancy
celebration spot, while Lincoln Station is casual and everyday. And if you're wonder-
ing, we're not related; this article isn’t some disguised ad. Just my way of exploring
and supporting our local food scene.
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Lincoln Station

Other popular picks? “The avocado egg and the chicken sandwich,” Klinger said.
“Those are the real crowd pleasers.” The avocado egg comes on a multigrain roll with
jalapefo salsa, giving it a nice kick smoothed by the avocado. The chicken sandwich
is next-level: real rotisserie chicken (generous pulled bites) on crunchy ciabatta,
packed with fresh parsley and topped with caper mayo. It's fresh, flavorful and quite
filling. Bonus, you can actually take out the whole rotisserie chicken with sides for din-
ner at home.

For veggie lovers, the kale salad is another of my favorites—very garlicky, so maybe
don't eat it before a date. The tart dressing pairs well with the crispy croutons and fla-
vorful Parmigiano. | personally balanced it with added avocado. There's also the soup
of the day that changes daily, plus baked goods at the counter that | will be trying



next time.

Overall, Lincoln Station already feels like it belongs in Park Slope, and it's exciting to
see our local food community growing strong. Good food, fair prices, cozy
vibes—what more do you want? Okay, maybe one thing: please add the famous Al Di
La’s “torta di pere” (pear cake) to the dessert menu.

| could eat that anytime.

MEMBER-SUBMITTED ARTICLE: WHAT THE LIDL REVIEW LEFT OUT—CON-
TEXT, CONFLICT AND COMMUNITY
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By Luca Telesca

Anita Bushell’s review of Lidl omits crucial context that Coop members deserve to
know.

After Key Food closed in 2021, a coalition including the Fifth Avenue Committee, Park
Slope Neighbors, Warren Houses Tenant Association and then-Council Member Brad
Lander worked with developers to ensure an affordable grocery store would replace
it. According to the Brooklyn Paper, they specifically banned “high-end” chains like
Whole Foods and Eataly. The community asked for Lidl.

What the review doesn’t mention: Bushell herself led a seven-year campaign to save
Key Food, founding the “Save the Fifth Avenue Key Food” group (News12, 2021). This
undisclosed conflict of interest matters when evaluating her criticism of Key Food’s re-
placement.

LIDL'S LOW-OVERHEAD MODEL ENABLES THOSE 49-CENT CROISSANTS. EVERY
DOLLAR SPENT ON DECORATIVE POSTERS IS A DOLLAR NOT PASSED TO CUS-
TOMERS AS SAVINGS.

On opening day, community leader Karen McCreary, who fought for affordable gro-
cery access, was among the first customers. Park Slope resident Aretha Jones told the
Brooklyn Paper: “l used to go to Whole Foods, but Lidl is my favorite. | have actually
cut my grocery bills in half.”

The croissant comparison reveals deeper issues: Bushell compares Lidl’s 49-cent crois-
sants with the Coop’s $2.11 version, declaring the affordable option “technically edi-
ble.” That $1.62 (331%) difference reflects different market segments, and for many
shoppers that matters enormously. Calling affordable food “technically edible” is not
food criticism—it reflects troubling class bias.


https://linewaitersgazette.com/2026/01/20/cheap-croissants-but-lidl-charm/

Bushell's aesthetic complaints about “gray tones” and “utilitarian” design miss the
point: Lidl's low-overhead model enables those 49-cent croissants. Every dollar spent
on decorative posters is a dollar not passed to customers as savings. Dismissing an-
ti-theft infrastructure as creating “entrapment” ignores the reality of urban retail.

The “lack of community” criticism is particularly tone-deaf. The Coop’s model works
wonderfully for people with schedule flexibility to donate almost three hours every six
weeks. It works less well for home health aides, restaurant workers and parents jug-
gling childcare and multiple jobs. They also deserve affordable groceries without judg-
ment about whether they're building “community” the right way.

When Jones rides her e-bike to Lidl and loads her basket with groceries that cost half
what she paid before, that is community support. It's just not the kind visible to some-
one comparing croissant heights.

THE PARK SLOPE COMMUNITY INCLUDES PEOPLE ACROSS ALL INCOME LEVELS.
THIS COMMUNITY FOUGHT FOR AFFORDABILITY—AND SUCCEEDED.

The review also questions and omits Lidl's considerable success: voted number one
grocery chain in Newsweek's 2025 Reader’s Choice Awards and fastest-growing brick-
-and-mortar grocer in the UK for over two years. These aren’t random achievement-
s—they reflect a business model that serves real customer needs.

A fair review might have explored how Lidl serves different needs than the Coop, inter-
viewed diverse customers, or examined which products Lidl excels at versus where it
falls short. Instead, we got an article that mistakes personal preference for objective
analysis.

The Park Slope community includes people across all income levels. This community
fought for affordability—and succeeded. When we dismiss stores serving budget-cons-



cious shoppers as inferior, when we characterize affordable food as barely edible,
we're saying some community members matter less than others.

That's not the cooperative spirit | think we value.

Luca Telesca is a Prospect Heights resident and the Director of the Materials Charac-
terization Laboratory at Columbia University. He has been a Coop member for just a
year; he likes running and working the receiving shifts (lifter).

CHEAP CROISSANTS BUT LIDL CHARM
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GERMANY’'S BARGAIN-BASEMENT GROCERY CHAIN LIDL COMES TO PARK
SLOPE

January 20, 2026

By Anita Bushell



An outpost of the German discount grocery chain Lidl opened to great fanfare on 5th
Avenue on December 10. Shoppers lined up at dawn, and raced home to post their re-
views on Reddit: “l was surprised at how big the store was, and also how much space
they dedicated to anti-theft at the entrance/exit, since that means less space for
things to sell,” shared one early visitor. Another Redditor posted a nostalgic lament
for the grocery store that had once occupied Lidl’s location: “That Key Food had the
best music,” they recalled. “Well-curated, 50s and 60s classics and deeper cuts
played just a little louder than it needed to be.”

In addition to basic goods at affordable prices (most famously, a $.49 freshly-baked
croissant) and hard to find European products, Lidl is known for its rotating stock of
specialty goods that won't break the bank—think of it as a Teutonic Trader Joe’s. Or,
given its small footprint and sterile aesthetic, think of it as a downgrade from the
beloved and spacious Key Food that was demolished in 2021 to make way for the
184-unit housing development that encompasses Lidl.

Lidl was born in 1973 in Ludwigshafen, Germany. The original store had three employ-
ees and some 500 products. By the 1990s, the shop had grown into an international
brand, with outposts in France and the UK. 2015 saw the establishment of its U.S.
headquarters in Arlington, Virginia. The chain now operates 190 stores on the east
coast of the U.S.

Its arrival in Park Slope comes at a time when households are getting more budget--
conscious, and on the lookout for deals such as “seasonal apples” (no name men-
tioned) at $1.39/Ib. or a package of Lidl Preferred Selection cooked shrimp for the low
price of $6.99. But the Park Slope newcomer is going to have to work harder if it
wants to lure shoppers away from the Coop or fill the shoes of Key Food, whose vast
parking lot attracted shoppers from other neighborhoods.

LIDL IS KNOWN FOR ITS ROTATING STOCK OF SPECIALTY GOODS THAT WON'T
BREAK THE BANK—THINK OF IT AS A TEUTONIC TRADER JOE’S.



In addition to being accessible to car owners across the borough, Key Food was
known for the classic soft rock that pumped through the loudspeakers and a mar-
velous management team. In the era before Fresh Direct, this reporter remembers en-
tering the store after days home with a sick child. “Where’ve you been?” one of the
managers asked. When he learned the answer, he responded, “What’s wrong with
you? You could’'ve picked up the phone and called. We deliver!”

Lidl, on the other hand, is comparatively small and utilitarian. With its gray tones, the
street-level entrance has all the charm of a parking garage. The foyer is not warm or
inviting, and there are no decorations or classic supermarket advertising posters. An
escalator delivers a shopper from the lobby to the lower level, where she is greeted
by a glass wall, adding to a sense of entrapment (one presumes the purpose of this
barrier is to prevent shoplifting). After cashing out at a self-checkout station—no fun
Coop conversations to be had here—said shopper exits through an opening in the
aforementioned glass wall.

The store itself feels like a glorified mini-mart, with country music playing and offer-
ings relying on marketing features such as “Monday Must-Haves,” “Wednesday Week-
ly Deals,” and “Weekend Super Sales.” A myLidl app offers even more exclusive
deals.

Should the Coop be nervous about the new kid on the block? Not a bit. To begin with,
Lidl has a narrow selection of basic products. It's the kind of place where you might
run in to get a carton of eggs or a container or milk, not whole cloves, which | tried
and failed to find last week in the limited spice section. The Coop, of course, has an
excellent spice section, with everything from Adobo to Zatar, and, all told, lower
prices than I've seen anywhere in Brooklyn.

AN ESCALATOR DELIVERS A SHOPPER TO THE LOWER LEVEL, WHERE SHE IS
GREETED BY A GLASS WALL, ADDING TO A SENSE OF ENTRAPMENT.



But there are bargains to be found at Lidl: a bag of mandarins costs $2.78, less than
half of the $6.44 a similar bunch costs at the Coop. A loaf of Lidl multi-grain bread is
priced at $2.59, whereas a sliced loaf of Arnold’s Multi-Grain bread costs $5.03 at the
Coop. Croissants are priced at $.49. “Our famous 49-cent butter croissants are flown
in from Europe and baked fresh daily in our stores,” trumpets a company press re-
lease. “We dare you to find a flakier French pastry this side of the Atlantic!”

My family and | took them up on their challenge and embarked on a taste test, com-
paring the Coop’s Colson bakery croissants available for $2.11 with the version from
Lidl. The Coop’s treat won hands down, with a taller, flakier, and more subtle crois-
sant. Lidl’s iteration was smaller, heavier, and left a slightly fatty aftertaste.
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A Colson Bakery croissant from the Coop, compared with Lidl’s.

Depending on where you live, the newcomer is an okay option for last-minute dashes
to grab basics. But if you're looking for a sense of community—or croissants that are
better than technically edible—don’t say | didn’t warn you.

Anita Bushell is a freelance writer and native New Yorker. She is the author of One
Way to Whitefish (2024), and Object Essays: A Collection (2022). Her work appears in
multiple publications online.

JAPANESE DELIGHTS AT THE NEW PARK SLOPE OUTPOST OF MITSUKI

June 16, 2026


https://linewaitersgazette.com/2025/06/04/japanese-market-real-title-tk/

Yaurene: stepishop FarlananesellitoCcehi€s
- 1 J'_.UL‘-‘_ "-“--.f-'""——"

=l

June 3, 2025

By Emmett Lindner

When Jay Cao was a child in Fujian, China, he would delight in the sweet treats that
his uncle brought home after trips to Japan. Many of the candies were not available in
his country, and one of his favorites was a small metal box with a confection inside.

The joy that Mr. Cao felt from the simple snack brightened his mood. He didn’t realize
that emotional connection would also provide a roadmap for his career.

Later in life, as he thought about what to do with his future, that memory kept coming



back to him, and Mr. Cao decided he wanted to bring the experience to others. So, in
2022, he opened the Japanese market Mitsuki, in Greenpoint, Brooklyn, a store filled
with candies, salty snacks and toys shipped directly from Japan.

“When you are a child, you know the piece of candy can be making you happy for the
whole day,” Mr. Cao, 32, said from his Park Slope office. “It's kind of a reward.” He
continued, “I always remember the candy made me happy.”

ITEMS INCLUDE STRAWBERRY SHORTCAKE KIT KATS, “LIME & TART"” FLAVORED
PRINGLES AND CHOCOROOMS, WHICH HAVE A CHOCOLATE, MUSHROOM-SHAPED
CAP.

New Yorkers seem to have the same reaction Mr. Cao did all those years ago. Busi-
ness did so well that he opened a second location in Manhattan, and a Mitsuki arrived
on 7th Ave. in Park Slope this past March.

The store is 1,300 square feet of items you'd be hard pressed to find elsewhere,
many of them shipped directly from Japan. Items include strawberry shortcake Kit
Kats, “Lime & Tart” flavored Pringles and Chocorooms, which have a chocolate, mush-
room-shaped cap affixed to a crispy cracker stem.

But it's not always snack hour at Mitsuki. A wide array of hot and cold foods, including
shrimp shumai, pork and chicken gyoza and house-made onigiri bring customers in
for just about any meal of the day.

“I really like that they have specialty Asian items. That's really important to me,” said
Coop member Joy Wang during a recent visit to Mitsuki. She added that she is a fan of
the sandwich and salad options at the Coop and “felt like this was a version of that,
but Asian.”



MR. CAO CONSTANTLY KEEPS TRACK OF WHAT IS SELLING WELL AND WHAT ISN'T
AND PUTS NEW ITEMS ON THE SHELVES TO GET A BETTER SENSE OF PATRON AP-
PETITES.

Mr. Cao endeavors to keep his customers satisfied, but also pleasantly surprised. He
constantly keeps track of what is selling well and what isn't and puts new items on
the shelves to get a better sense of patron appetites.

“Every couple weeks you're going to have to create new sushi for the customers,” Mr.
Cao said. “We don’t want to make every week the same,” he said, adding that “we
want you to have something new.”

Mr. Cao is, in a way, continuing a family legacy. Before he came to the United States
in 2010, his parents moved to Long Island and opened a Japanese restaurant. When
Mr. Cao arrived, candy was again a comfort. His parents worked long hours, but would
often come home with a sugary treat or a cookie for Mr. Cao.

As an undergraduate, he attended Baruch College where he majored in business man-
agement. When the pandemic happened, Mr. Cao was deeply affected by the empty
streets and the fear that took over the city. He thought: How can | make a difference?

“We spoke to the family, and we said: ‘Hey, we should do something, try to rebuild,
try to make the new year great,’”” he said. They looked for a space to open up a shop
for a new business that would “try to let people feel something amazing.”

MR. CAO DECIDED TO NAME THE STORE “MITSUKI,” WHICH MEANS MARCH IN JAPA-
NESE, TO SIGNIFY SPRING.



They decided on creating a store whose aim was to bring people the same happiness
Mr. Cao remembered from all of those years before. He decided to name the store
“Mitsuki,” which means March in Japanese, to signify spring. “That’s when everything
is hope, is new,” he said.

When they first opened their doors in Park Slope in March, they did a two-day give-
away and handed out roughly 3,000 rice balls both days to customers who lined up at
the door. There was no purchase required, Mr. Cao said: “We just want to show the
love to our community. We know that Park Slope is family-based, the people who live
here. We want to make the kids happy.”

And he didn’t want Mitsuki to be the kind of place where people quickly made
purchases, but one where they could sit with those feelings of calm. There are stools
that face the street where customers can enjoy their shrimp chips or milk tea; flags
are strung from the ceiling; and artworks are framed on the walls.

After that, if you're looking to cook at home, Mitsuki has you covered. There are
frozen noodles and fish and pantry staples, including soy sauce, sesame oil and stir-in
curry bricks. And there is plenty to keep children tantalized while you shop, with toys
like model cars, building blocks and bunny-themed stationery for sale.

“I go to H Mart, and this is kind of like that,” Daniel Horgan, a Coop member, said in
front of the beverages on display. He picked a small pastry up from a shopping bas-
ket and held it out. “There’s a very fancy store in Manhattan and Tokyo that has
them.”

As for what he thinks about Mitsuki, Mr. Horgan said: “I'm glad they're here.”

THE THREAT OF HIGHER TARIFFS ON GOODS SHIPPED TO THE US HAS CAUSED
MR. CAO SOME STRESS. SOME OF HIS PRODUCTS HAVE SHORT SHELF LIVES.



Mr. Cao had wanted to open a Mitsuki in Park Slope as his second location, because
he was drawn to the community and tranquil environment. He thought the combina-
tion of families and a slower pace of life than other parts of the city would make an
ideal place for a market that strives to bring customers something different in a sooth-
ing setting.

But, in the current state of the world, it isn't always easy to remain optimistic.

The threat of higher tariffs on goods shipped to the U.S. has caused Mr. Cao some
stress. Some of his products have short shelf lives, and there is a narrow window for
them to leave Japan and arrive in Park Slope.

“It’s a big impact for us, because we receive the notification from the distribution, the
manufacturer, they say shipping may be delayed,” Mr. Cao said. If it takes too long
for certain products to reach Mr. Cao, that could mean they’ll arrive expired. He pon-
dered: “If they delay, does that mean | have to destroy all of my inventory?”

“That’s the biggest challenge for us, currently,” he added.

But to walk through Mitsuki, you wouldn’t be aware of these behind-the-curtain chal-
lenges. Mr. Cao said the Park Slope location averages hundreds of customers a day,
and he’s glad to recognize the faces of regulars.

“Some customers, they work at home or they get off at the bus station, they always
say hi,” Mr. Cao said. “People stop by the store, not necessarily to buy anything, they
just want to say hi.”

“You go to the airport, they have the room for you to sit and relax,” he added. “We
want to make sure Mitsuki becomes that spot for those people.”

Mr. Cao also reaches wider audiences through the store’s social media pages—the Mit-
suki Instagram account features videos that take customers through the space, down


https://www.instagram.com/mitsuki.japanese.market/?hl=en
https://www.instagram.com/mitsuki.japanese.market/?hl=en

aisles that hold items like strawberry and butter salt popcorn, and photos of people
enjoying their takeaway sushi on a park bench.

But while in the store, Mr. Cao hopes patrons can take a break from their day for a mo-
ment of peace, and find a little joy just as he did as a child opening a piece of candy.

“You're going to smile when you're going out,” Mr. Cao said.



