MEMBER NEWSLETTER

Investing in Qur Future

By Judy Thompson

asked to support a member loan

program to assure the growth of the
co-op. The natural foods store had
outgrown its square footage and an
opportune space for expansion became
available.

I n 1995, Lakewinds members were

The Board of Directors, General Manager
Kris Nelson and newly hired Mary
Moulton launched a membership loan
drive. Out of a membership of 800, we
reached our goal of $180,000 in loans.
Lakewinds made a successful move to
its current space in Minnetonka where
it has been growing ever since.

Now 10 years have passed and once
again Lakewinds is embarking on
another expansion project. A new store
in Chanhassen is being built from the
ground up and the current store in
Minnetonka is relocating a few doors
down to a larger site, formerly Cooper’s
SuperValu.

This time, approximately 9,000 members
are being asked to invest $700,000 in
loans by December 2005 to secure the
bank financing for the double expan-
sion. Once again, Board members past
and present along with Kris Nelson,
Mary Moulton and Lakewinds members
are heeding the call.

John Case, a former Lakewinds board
member and treasurer, is serving as a
project consultant. John, along with
Kris Nelson and Mary Moulton, spoke
recently at several well-attended infor-
mational sessions about the current
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Founding Lakewinds member Edith Stodola and Lakewinds General manager Kris Nelson

financing structure and why member
loans are needed to make the project
work. John explained, “Financing is in
place with a cooperative loan fund and
from a local bank. As part of the agree-
ment, Lakewinds must demonstrate the
commitment of our owners, our mem-
bers, by raising an additional $700,000
in member loans.”

As he spoke of the investment opportu-
nities and answered pertinent and well-
informed questions, Case also reported
that the early response has been very
encouraging—at times, overwhelming.

Kris Nelson referred to the successful
fund drive a decade ago and the long
search for a new location, much needed

due to the continuing growth of
Lakewinds during the past 10 years. She
addressed the issue of developing two
stores at the same time. “We had
resigned ourselves, after years of inquiry,
that the Cooper’s site was not obtain-
able. Three days after we signed the
papers for the store in Chanhassen,
Cooper’s in Minnetonka announced they
would be closing. We felt it was an
opportunity that we could not pass up.”

Or, as John Case put it, “This duck
might not fly overhead for another 25
years.”

Mary Moulton also shared her memories
of that first loan drive a decade ago.

continued on page 7
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“Initially we sent a letter to a few hun-
dred members who belonged to
Lakewinds and then I made a follow up
phone call to each and every one,” she
recalled. “This time, a letter from the
Lakewinds Board of Directors has gone
out to over 9,000 member households
inviting them to call me. If they
respond and express interest I can
speak with them and send a prospectus
that further details the project.”

“Members in the communities
surrounding the stores have been
enthusiastic about the loan
program. Anoka members are
investing too. I've had to turn
away interested members because
they are out-of-state residents.”
—Mary Moulton,
Outreach and Training Coordinator

The prospectus provides detailed infor-
mation about the member loan pro-
gram, including the findings of an inde-
pendent consultant hired to analyze
the sales potential for the Chanhassen
and Minnetonka stores as well as a brief
description of Lakewinds’ history, struc-
ture and mission.

“Then if members decide to make a
loan,” continued Mary, “we can do the
paperwork through the mail or they can
come to Lakewinds and sign a promis-
sory note that states the term and the
interest rate.” Mary finds the response
to the current loan program remarkable.
“Hundreds of calls of interest were
fielded in the days following the letter.
Members in the communities surround-
ing the stores have been enthusiastic
about the loan program. Anoka mem-
bers are investing too. I've had to turn
away interested members because they
are out of state residents.”

“Some of the co-op’s earliest members,
as well as a new member who just
joined in March, have made sizeable
loans,” Mary said. “Investors include
those who believe in Lakewinds and

those who value co-ops. Former and
current employees are contributing and
a twenty-something member made her
first loan because she felt it was a
socially responsible investment. All
members of the Board are 100% com-
mitted and are investing.”

Lakewinds staff are especially touched
that Edith Stodola, one of Lakewinds
founding members, has once again
shown her commitment and support.

Edith was one of three women who
started the Minnetonka Buying Club in
1972. That club became St. Luke’s
Community Co-op in 1975 and then
Lakewinds Natural Foods in 1989. She
describes herself as “an old farm girl
originally from Wisconsin who moved to
Minnesota.” She and her husband
bought 36 acres in Eden Prairie in 1939.
“We started out with four mules and
had no electricity until the 1950s. We
farmed there for 22 years. Later I had
four and a half acres that I gardened
organically and sold the vegetables to
individuals who came to the farm to
buy.” She also raised chickens and sold
eggs. Many of the local people who
bought from the Stodolas became club
members.

“I got involved in the buying club when
about 40 of us got together and wanted
to have natural foods available in the
western suburbs. I would get up at 5:00
in the morning and drive my pickup
truck down the streets and alleys of the
Twin Cities to the People’s Bakery on
Lake Street to get fresh bread and then
to North Country Co-op to pick up
orders to bring back to the members.
We kept the money and change in an
old fishing tackle box,” chuckled Edith.

Edith contributed to the member drive
for Lakewinds” expansion 10 years ago.
“I had some of my own money and I
told my husband that I was going to
contribute $2,000. He chided me and
told me I would never get it back. Then
my six percent interest checks began
arriving. He was no longer skeptical and
wanted to lend $2,000 of his own to
Lakewinds. General manager Kris Nelson
told him that Lakewinds no longer
needed to raise funds but she graciously
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accepted $1,000,” laughed Edith. “The
people at Lakewinds are good people.
They do a lot of good for everybody.”

The Engen family is another member
household encouraging all members to
invest. Douglas and Debrah Engen
joined Lakewinds in 1997 when they
moved to Minnetonka and have recently
made an investment in the member
loan program. “We were enthused about
the plan,” explained Douglas. “We felt
it was well-planned and a reasonable
investment. We have always been very
happy with the quality and selection
found at Lakewinds. It will be nice to
have more room and a nicer location.
As member-owners we feel we should
support our co-op when it needs our
support. It is important to contribute—
whether you make a small or large
investment—to express your admiration
for Lakewinds.”

Karla and Brad Anderson have been
Lakewinds members for four years and
they have wholeheartedly invested in
the member loan program. “We think
it's a great way to invest in the commu-
nity,” stated Karla. “It’s a fantastic
program and it’s fun to invest. We have
confidence in Kris Nelson, in the Board,
in the co-op.”

“I view it as a good investment as the
market keeps expanding for organic
products,” continued Karla. “I see more
people becoming concerned about their
health and the health of their children
and relating that to food and nutrition.
I see more reasons for people to shop at
the co-op as they become educated
about health and environmental issues.
I always go to the home store first
when I need some product for my yard.”

“We want to invest in something we
believe in and now we have this oppor-
tunity right here, right now in our own
community. It's our way to support all
that we value, to promote organic, sus-
tainable and local products.”

As of this writing, we have surpassed
our July 1st goal of $175,000. There are
still four and five year terms available.
Please contact Mary Moulton for more
information, 952-742-1211.



What the Lakewinds Member Survey Says—

Survey report by Peg Nolan, CDS

arlier this year, Lakewinds mailed
E seven hundred surveys to our

member-owners. Addresses were
selected at random from our database.
We also  distributed two hundred in-
store surveys to non-members. Below is a
summary of the information gathered.
If you are interested in reading the com-
plete survey results, you can find
them at www.lakewinds.coop.

How often respondents grocery shop:
90% of respondents shop at least
once/week.

How often respondents grocery shop
at Lakewinds:

58% reported that they shop at
Lakewinds at least once/week. Members
are likely to shop at Lakewinds more
often than non-members.

Grocery Dollars reported as spent at
Lakewinds:

Members are more likely to spend more
of their shopping dollars at Lakewinds
than non-members with 41% of member
respondents reporting that they spend
$75/week or more at Lakewinds
compared with 18% of non-members.

Top three reasons to shop at Lakewinds:
Member respondents (89%) chose
Organic and Natural Products as one of
the top three reasons that they shop at
Lakewinds more often when compared
to non-members (71%).

The other two top reasons chosen alike
by both members and non members were
Quality/Freshness (50%) and Convenient
Location (41%).

Members chose store philosophy more often
(at 26%) as one of 3 top reasons to shop
at Lakewinds than non-members at (9%).

Non-members chose Selection/Variety
more often with 47% of non-member
respondents choosing this as one of the

top three reasons compared to members
at 32%.

Importance of features in making food
choices:

Taste/Flavor, Healthfulness and Free of
Antiobiotics/Hormones were identified
by at least 80% of all respondents as
the features they considered of ‘Utmost
Importance’ or ‘Very important” in
making food their choices.

Organically grown and Prices reflecting
good value were also at least ‘Very
Important” with two thirds (67%) of all
respondents identifying these features.

Rating Lakewinds:

Two thirds of participating respondents
assigned Lakewinds an ‘Excellent’ rating
for Friendly Employees.

34% of all respondents rated Prices as
‘Fair or Poor’ .

All other areas were rated (such as
cleanliness, product knowledge, accurate
and speedy checkout, product quality)
as ‘Excellent’ or ‘Good’ by at least 75% of
all participating respondents.

Rate Lakewinds services you have used:

At least two thirds (67%) of all partici-
pating respondents and participating
member respondents rated Lakewinds
newsletter, Specials/Sales, Informational
Brochures or Demo/sampling as ‘Excellent
or Good' combined.

Specials/Sales also received the largest
percentage by far (16%) of ‘Fair and
Poor’ combined responses.

At least half of all respondents were
‘Not aware of or Have not Used": Online
Shopping, Co-op Web Site, Discount on
Classes.

Members rating member services:

At least two thirds (67%) of member
respondents rated the member services
of Co-op Ownership, Member Specials,

Patronage Refund, and Lakewinds newslet-
ter as ‘Very Important’ or ITmportant’
when combined.

Shopped Online?
96% of all respondents have not shopped
Lakewinds on-line.

The reason given by 72% of the respon-
dents was that they prefer to buy their
groceries in the store.

Classes at Lakewinds in Minnetonka
and Anoka?

85% of all respondents reported that
they were aware that classes are offered.

95% of member respondents reported
being aware of classes being offered
compared with 47% non-members.

Members were more likely to have taken
classes with 40% of the member respon-
dents reporting that they have taken
classes compared to 12% of the non-
member respondents.

0f the respondents that have not taken
classes (65% of all respondents), the rea-
son listed was that they either ‘don’t
have time’ (25%) or are ‘not interested
in taking classes at the co-op’ (20%).

Personal Data:
84% of all respondents were female.

74% of all respondents were between the
ages of 35-64, typical for natural foods
and co-op shoppers.

77% of respondents lived with at least
one other adult.

55% of respondents live in households
with no children.

Two thirds (66%) of respondents report-
ed that they have received at least a
college degree (25% of all respondents
have a post graduate degree).

62% reported household income levels
of $60,000 or more (33% with $100,000
or more).
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By Doug Roese, Lakewinds Demo &
Education Coordinator

Almond Quinoa Pilaf

4 servings

This colorful and hearty pilaf goes
nicely with almost anything you'll be
grilling this summer.

1 tablespoon good butter or
extra virgin olive oil

1/2 cup slivered raw almonds

1 teaspoon minced fresh ginger

1 bunch green onions, 1/8” slices
(reserve top green half)

1 small red bell pepper, 1/4” dice

1/4 teaspoon black pepper

1 cup Inca Red Quinoa from Ancient

Harvest (rinse with cold water in a

fine strainer for a minute)
2 cups chicken or vegetable stock
salt to taste

1. In the butter or olive oil, over
medium heat, sauté the raw almonds
until nicely golden. Tilt your pan, and
remove the almonds, allowing as much
oil to remain in the pan as possible.
Reserve.

2. Add to the pan and sauté the fresh
ginger, the white (bottom half) of the
green onions, the red pepper and the
ground black pepper. Cook for about 5
minutes, stirring occasionally.

3. Add the chicken stock and taste for
salt. It should be pleasantly salty (less
than some soups, but tasty). Now add
the quinoa, bring to a boil, then
reduce to a simmer. Cover and cook
about 15 minutes until all stock is
absorbed.

4. Add almonds and sliced green
onion tops, fluff and stir at same time,
and serve.

Quinoa (keen-wa) is not a true grain, but the seed of the Goosefoot plant.
Quinoa shines nutritionally with twice as much protein as many of the common cereal

grains. Its balance of essential amino acids is close to ideal. Because quinoa is unique and

its production limited in the U.S., its price seems fairly high when compared to that of

other grains. When cooked, though, quinoa quadruples in size, so you get more per pound.

Lakewinds carries regular quinoa in bulk, and the heirloom Inca Red variety in boxes in the

International section.
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light Your

Palate

Grilled Organic Rib Eye Steaks with Shiitakes,
Sun-Dried Tomatoes and White Truffle Oil

4 servings

When you've just got to astound your friends
with a great grilling event, pull out all the
stops with an amazing cut of organic beef fin-
ished with an elegant and flavorful garnish.

4 Organic Valley rib eye steaks

2 large leeks

8 pieces of Mediterranean
Organics Sundried Tomatoes,
sliced 1/8” thick lengthwise

8 large shiitake mushroom caps,
sliced 1/4” thick

1 tablespoon slivered fresh basil

salt and pepper

2 teaspoons Tartufo White
Truffle 0Oil

Prepare the grill or broiler.

1. About 1 hour before you'd like to start
cooking, in a small bowl mix together a few
tablespoons of the oil from the jar of toma-
toes, the fresh basil, and 1/4 teaspoon each
of salt and pepper. Rub all over the four steaks
and allow to sit on a plate to get near room
temperature (spread out in single layer). When

ready to grill, dry them off with paper towels
and lightly brush with some olive oil.

2. Cut off the root end and the dark green
portion of the leeks, then carefully cut in half
lengthwise. Keeping each half together, rinse
out any sand and dry. Push through a few
toothpicks if needed to keep these together.
Place the 4 halves on a plate, cover tightly
with plastic wrap, and microwave on high for
3 minutes to start cooking. If you don't like to
micro, steam for a few minutes. When cool,
brush both sides with some of the tomato oil,
and sprinkle with salt and pepper.

3. In what might be the last of the precious
tomato oil, slowly sauté the sliced tomatoes
and shitake mushrooms till the mushrooms are
tender. Taste for salt and pepper and reserve.

4. When ready, start grilling the leek slices
and your steaks to perfection. When done,
brush the top of each steak with about 1/2
teaspoon each of truffle oil, then lay the leek
down lengthwise on top of the steak. Place

a mound of the mushroom tomato mix

in the center of each steak. Enjoy.

Organic Valley is one of the premier purveyors of
organic beef in the country, and we're proud to have

several of their products in our meat department. When
you are truly celebrating, treat yourself to a delicious
and tender rib eye steak. Let our knowledgeable meat
department staff pick just the right ones for you.

Mediterranean
Organics has a great

line of bottled organic

products such as olives,
capers, roasted peppers,
and of course, sundried
tomatoes. You'll find
them above the canned
tomatoes, and be sure
to enjoy the remaining
tomatoes in salads,
omelets, or chopped
fine in some cream or

goat cheese.




X notes &
news

Co-op Advantage Coupon
Book - Coming Soon

Watch your mailbox this August for a
special Co-Op Advantage Coupon Book
featuring over $32 in savings on some
of your favorite products from Garden
of Eatin’, Annie’s Naturals, Nature's Gate
and many more! This book also offers
recipes and short features on sustain-
able and co-op food producers like
Organic Valley.

Coupons are valid through the months
of September and October.

THE

CO-0OP

ADVANTAGE

Shop & Save

Great deals
on quality natural
and organic brands:

Annie's Naturals
Aura Cacia
Bob's Red Mill
Muir Glen
Organic Valley L
Seeds of Change
Spectrum

See fns!de‘fér'
Over $32
in Savings!

Ifit’s in our co-op, you know it’s good!

Lakewinds Coat Drive

For several years Lakewinds has proudly
worked with Person to Person in
Minneapolis to provide new coats for
low-income children in need. Each year
we commit to serving a greater number
of kids. This year we have promised to
shop for 125 children. Starting
September 1, staff and customers can
stop by the customer service desk in
Minnetonka and receive the name and
coat request of a particular child. Once
you have bought a coat in the wished-
for size, color and/or style, bring it to
the customer service desk in the plastic
bag provided. Please deliver all coats by
October 15th, allowing time for delivery
before the arrival of cold weather.
Person to Person, along with partners
such as Lakewinds, provided 1,200 coats
last year and warns the need will be
even greater this winter. If you have
any questions about this program,
please call Mary Moulton at 952-742-
1211.

Midwest Food Connection
Seeks New Teacher

As reported in our last issue, Lakewinds
provides funding for the Midwest Food
Connection (MFC), a nonprofit that
presents lessons on natural foods and
healthy eating in elementary schools in
the Minnetonka area, as well as
Minneapolis and St. Paul. This summer
MEC received a large grant from the
Blooming Prairie Foundation and will
hire a second full-time teacher. If you
are interested in this position, please
send letter and resume to: Midwest
Food Connection, 2105 Lyndale Ave. S.
Minneapolis, MN 55405 or e-mail
mfc@wedge.coop. Classroom experience
is necessary, license preferred. The
deadline is August 20th.
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Lakewinds Solar Carnival

Join Lakewinds for a Solar Carnival
Sunday, September 18th from 12:00
noon to 4:00 p.m. in the east side of
the Minnetonka parking lot. There will
be music, games, food, a silent auction
and, hopefully, sun. Proceeds will go
toward installing solar power at the new
Chanhassen store. This quarter’s Green
Patch Program will also benefit the
Solar Fund. Each time you reuse a
paper, plastic or cloth bag, you will
receive a green patch worth five

cents that can be contributed to the
Solar Fund.

Holiday Hours: Labor Day

Minnetonka—Grocery
September 5th—8:00 a.m.-6:00 p.m.

Minnetonka—Home Store
Sept. 5th—CLOSED

Anoka
Sept. 5th—CLOSED



Expect Positive Changes to the Organic Label

By Robynn Shrader, NCGA

he United States Department of
T Agriculture (USDA) has been
ordered to amend the
National Organic Program
(NOP) to comply with the
Organic Foods
Production Act of 1990
(OFPA). In October
2002, just days after
the rules governing
organic under NOP were
implemented, Maine blue-
berry farmer Arthur Harvey
filed suit against USDA claiming
that the USDA requlations governing
foods labeled “organic” contradicted sev-
eral principles of the OFPA. Having ini-
tially lost on all counts, Harvey prevailed
in January 2005 when the Court of
Appeals ruled in his favor on the three
counts, finding:

1. Synthetic substances are not permit-
ted in processing of items labeled as
“organic,” and only allowed in the
“made with organic” labeling category.

2. Provisions allowing up to 20 percent
non-organic feed in the first nine
months of a dairy herd’s one-year con-
version to organic production are not
permitted.

3. All exemptions for the use of non-
organic products “not commercially
available in organic form” must be
reviewed by National Organic Standards
Board, and certifiers must review the
operator’s attempt to find sources for
organic alternatives.

The final court ruling, issued in late
June, is important because it confirms
that USDA does not have the authority
to contradict the enabling legislation
when implementing the federal pro-
gram, despite any amount of process
involved in that implementation.

The organic industry has argued that
OFPA should be changed to be consis-
tent with the NOP (developed by USDA),
because there have been many meetings

within the organic community and a
public rulemaking process. Essentially,
they maintain that we should
content ourselves with the
rules developed by USDA,
and return to the NOP
that existed prior to the
Harvey decision. This
would require Congress
to amend the original
law. The member retailers
of the National Cooperative
Grocers Association, on the
other hand, assert instead that
the beliefs and expectations of the
average consumer are consistent with
OFPA and the USDA rules should be
changed accordingly, without legislative
changes.

There is plenty of anecdotal evidence
and some preliminary research to indi-
cate that consumers do not expect
there to be a dilution of the principles
of OFPA in the foods they purchase
labeled “organic.” The success of the
organic market is largely driven by con-
sumer expectations that were shaped by
decades of practice by farmers, proces-
sors and manufacturers prior to a USDA
program, and diligence by a wide array
of organizations including food co-ops
that committed themselves to educa-
tion about what the term “organic”
means and the impacts of organic agri-
culture. There is real opportunity for
more transparency and consumer under-
standing in the organic labeling
scheme, and this opportunity for more
clarity in labeling is a key positive out-
come of the Harvey case.

To this end, six agriculture, retail and
food safety groups (including NCGA)
have petitioned USDA asking for a num-
ber of regulatory changes designed to
ensure the long-term integrity of the
“organic” label, to create an equitable
and consistent standard that aids dairy
farmers’ transition to organic, and to
bring the current NOP requlations into

compliance with the federal court’s rul-
ing. The petitioners are asking USDA to
make the proposed regulatory changes
complete by June 2006.

(You can view the entire petition at
www.agmatters.net/attachments/
PetitionFinalJune22Filed.pdf)

The proposals within this petition can
resolve inconsistencies between the law
and the organic program regulations
without opening up the law to whole-
sale changes. Regulatory changes to the
NOP should be pursued and exhausted
before any attempt is made to amend

The final court ruling, issued in
late June, is important because it
confirms that USDA does not have

the authority to contradict the

enabling legislation when imple-
menting the federal program.

the law, and the member co-ops of
NCGA are prepared to defend against
any attempt to weaken OFPA. The
organic industry must be willing to
adopt practices that maintain the
integrity, high standards, and market
viability of the organic label long term.

Robynn Shrader is the Director of
Marketing and Communications for the
National Cooperative Grocers Association.
NCGA represents 96 food co-ops with more
than 120 retail locations nationwide, and
more than $670 million in annual sales.
NCGA was formed to provide a support
infrastructure to the network of consumer-
owned cooperatives in the U.S., leveraging
their combined purchasing power, joint
training opportunities, peer support, and
collectively promoting the cooperative
advantage.

Reprinted with permission of NCGA,
June 2005.
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ﬁ tried & true

from Lakewinds Natural Home

Q: I've noticed a large paper-wasp nest attached to the soffet of my Lakewinds General Manager
house. The paper wasps didn't seem to bother my family until midsum- Kris Nelson

mer. Now they swarm us when we're eating our meals in the yard. What

can be done? Lakewinds Marketing Manager

A: Paper wasps forage for insect meals in the first half of summer. Joshua English Scrimshaw

Eventually, near the beginning of August, their hive structure breaks down

and many wasps leave the nest to search for sweet treats. You may notice Board of Directors

they also enjoy meat snacks, too, and will set atop your barbequed meat and ;;cae ve g}?:;e; AnnhPerklfI;S
feast. Even if you don't mind sharing your food, they can become Iy . REle] St
Janice Hardin Ellen Wolaner

aggressive and sting. There are a couple of nontoxic products

Lakewinds carries that might be of help. Jane Howard

e Victor Poison-Free Wasp and Hornet Killer will take
care of the nest that is on the soffet of your house.

w L
This product is safe for both pets and children but will ik periia G

K Rk a part of: TWIN CITIES
kill wasps, hornets and yellow jackets. It’s best to use NATURAL FOOD
this product in the early morning or evening when the CO-OPs, INC.
insects are the least active.

e Another option is to use the Safer Deluxe Yellowjacket/Wasp Trap. This Design and layout by Triangle Park Creative

: : : : : Some artwork copyright protected.

product wor1.<s well for yel}OWJackets. ;t contains a biolure bait which Conyriaht 1982005 by PhotoDise, Artvile and photos,com.

attracts the insects. You simply hang it and let the trap do the rest. All rights reserved.
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