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Moved recently? 
We want to keep in touch!
Please give your new address (or any status 
updates we should know) to Shareholder 
Services at 802-257-0236 ext. 821.  Thanks! 

Each month we recognize a  
staff member for doing a great job at the  

Co-op. Staff are nominated by their colleagues and  
our committee, which is made up of a diverse group  

from the Co-op team. We are proud to share  
the winners with you in Food For Thought!  

We would like to recognize Shannon from 
our Front End for March. 

Staff Recognition

We are on Instagram!
Follow us today, then post your 

photos from in and around  
the Co-op.  

Dairy Department Reset
Please note that the location of items in 
our Dairy Department will be moving 

around the week of March 12th. 
This is largely due to the need to refine 
our product offerings by removing some 
products that may not sell and stocking 
new products that are in high demand. 

We will be offering maps to all shoppers 
as well as labeling our cooler doors. 

Pinwheels for Kidsplayce
We will be selling pinwheels to support 

Kidsplayce starting March 16th and 
throughout the month of April. Please 

purchase one to show your support for 
this wonderful resource for the  

children in our community.  

Compostable Bags 
in the Bulk Department

Our work towards creating a plastic 
bag free Co-op continues with a test 
run of compostable bags in the Bulk 

Department. We want you to try these 
bags and give us your honest feedback.  
Try these bags with your beans, rice, 
sesame sticks or whatever you love  
to shop for in Bulk. Then send any 

thoughts, experiences or feedback to  
jonmr@brattleborofoodcoop.coop.  

Brattleboro Food Co-op 
VESTS

You may have noticed some staff 
members wearing Brattleboro  

Food Co-op fleece vests.  
We are happy to share that  

we will also have these  
fleece vests for sale. Stop by 

 our merchandise area near the 
entrance of the store.  

What's New at the Co-op!
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from the GM Sabine Rhyne, General Manager

What's Cookin'
I n recent conversations, 

I have referred multiple 
times to an article that I 

read last fall, and its conclusions 
never fail to surprise the listeners. 
In a Harvard Business Review 
article,1 Eddie Yoon observed 
some consumer trends over 
a fifteen-year period, which 
have direct impact on how the 
grocery industry interacts with 
its customers—or rather, how 
the customers interact with the 
industry. Fifteen years ago, Mr. 
Yoon measured the percentage 
of Americans who fell into three 
categories: those who love to 
cook, those who hate to cook, 
and those who like to cook 
occasionally. He reported that at 
that time, 15% of Americans loved 
to cook, 50% hated it, and 35% 
would take it or leave it. Recently, 
he discovered that now only 10% 
love to cook, while 45% hate it, 
and 45% are lukewarm about it. 
This is a pretty large change in a 
relatively short period of time, 
and his point is that the grocery 
industry is sure to suffer for it.

This seemed odd at first, when 
I was confronted with only the 
numbers. How could an entire 
generation that had grown up with 
the ever-popular Food Network 
not want to get out there and try 

things? The answer is that we are 
either mesmerized by the theatre 
of much of this food preparation 
programming, or simply over-
whelmed by the level of expertise 
that is showcased. We know from 
our own experience in the aisles 
that some customers are really at 
a loss as to how to cook some-
thing relatively simple, so we make 
sure that our staff engage custom-
ers about simple preparations, and 
not assume that people have the 
knowledge, or the confidence, to 
ask the right questions. 

This issue brings to mind some 
of the conversations we have been 
having around the use of the Bulk 
Department. For core customers 
of the Co-op, many of whom have 
been shopping at the Co-op since 
the late ‘70s or early ‘80s, bulk 
shopping is so much a part of their 
lives, they can’t even imagine why 
sales in this area have fallen off so 
much. Bulk is the historical heart 
of the Co-op in that it offers many 
products, some not readily avail-
able, in quantities controlled by 
the shopper, for usually less cost. 
But beyond this core shopper, this 
section of the store is a marvelous 
curiosity, where others see guide-
lines for marking containers with 
PLU codes, and no preparation 
instructions on the package. We 

continue to try to invite new users 
into this section with better orga-
nization, pamphlets on preparation 
(how much water to add to the 
pot and for how long), and dem-
onstrations. But in the end, the 
statistics Mr. Yoon has observed 
are the prevailing forces in society 
at large. He maintains that this 
long-term decline in consumers’ 
relationship to cooking is akin to 
our relationship to sewing. As 
recently as fifty years ago, many 
people wore clothing sewn at 
home, whereas now, it is exceed-
ingly rare to make one’s clothes. 
So, in addressing the activity of 
cooking we have moved relatively 
quickly from a “mass category to a 
niche activity.”

Now, granted, most shoppers 
in our Co-op like to cook at 
least some of the time. And most 
shoppers in our Co-op seek high 
quality, local, and often organic 
ingredients. So already, we have 
a pretty engaged population as a 
percentage. But we are a com-
munity market that serves, and 
seeks to serve, a wide swath of 
our community. Will we succeed 
in serving everyone perfectly? 
Certainly not. But we can offer 
a breadth of possibilities, which 
include everything from esoteric 
raw materials to meal kits to 

prepared foods. Most of us have 
sampled items from every part 
of the preparation spectrum, 
depending on our situation. But it 
is important for us as a Co-op to 
pay attention to national trends 
as well as our own core customer 
activities. Like it or not, we are 
all affected by a lifestyle that has 
profoundly changed how we eat, 
with whom, and how often. In the 
interest of longevity, we need to 
provide entrées (pun intended) 
into nutritious, local food, and 
we may, over time, entice folks 
who are currently solidly in the 
45%-ambivalent-about-cooking 
camp into a greyer area, where 
more cooking happens for the joy 
and taste of it. Some of us like to 
know where all our local ingredi-
ents came from, an opportunity to 
enjoy the fruits of our neighbors’ 
labors. But we humans are messy, 
and we will, in the same breath, 
order something from a mail-
order behemoth because, well, it’s 
one click. 

Once again, thank you for shop-
ping at your community-owned 
Co-op, and for bucking whatever 
trend we may have identified here. 
We love every messy one of you.

Sabine

1. Eddie Yoon, “The Grocery Industry 
Confronts a New Problem: Only 10% 
of Americans Love Cooking‚” Harvard 
Business Review, 22 September, 2017

Sabine Rhyne  
SabineR@brattleborofoodcoop.coop 
802 257-0236 x801

What's New at the Co-op!
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As a follow up to Jerelyn’s 
February article, this one 
will go into more detail 

about the board’s plans for 2018 
and how you can get involved 
through committee work and/
or how you can support broader 
goals of the board.

There are three committees 
this year: Policy and Bylaws, 
Nomination and Perpetuation, 
and Communication. They will be 
meeting monthly and are open to 
shareholder participation. As a 
member of the Policy and Bylaws 
committee, I can say that we 
were able to do a better job with 
bylaw changes thanks to valuable 
input from shareholders along the 
way; I hope we can do that again 
this year.

The goals of the Policy and 
Bylaws committee are a) to go 
through bylaws to compare them 
to the Board’s actual practice and 
to propose changes only if we 
feel the bylaw could be clearer or 
reflect changes in board opera-
tions; b) to identify and rectify 
misalignment between policies & 
bylaws; and c) to improve the ease 
and use of policies and bylaws for 
the GM, board and shareholders.

The Nominating and Perpetu-
ation committee is focused on 
board candidate recruitment, 
board member orientation, and 
the Annual Meeting. We had great 
feedback on the 2017 Annual 
Meeting and look forward to 
making that a fun and engaging 
event again this year. 

Finally, the Communications 
Committee’s work focus is to 
facilitate communication between 
and among co-op stakeholders, 
develop relationships with the 
boards of other organizations 
to deepen our role in the com-
munity, and to share the Co-op’s 
story – for example, to compare 
explain the community impact of 
$1 spent at BFC versus $1 spent 
at Hannaford.

Major focus areas we prioritized 
at the Board’s Annual Retreat 
included: 

• What is the greater impact 
the Co-op can have in 
the community through 
board-to-board con-
versation/connection to 
identify potential collabora-
tive opportunities?

• What does it mean for the 
Co-op to be an anchor busi-
ness in Brattleboro?

• What can we do to improve 
the ease and use of policies 
and bylaws (making the GM 
and board’s jobs easier)?

• Tell our story a new way by 
creating an oral history for 
the BFC. 

As you can see, many of these 
priorities will greatly benefit from 
the passion, talents, and commit-
ment of shareholders like you. 
I hope you will consider getting 
involved, or at least sharing your 
time and ideas with us and talking 
about these issues and opportu-
nities with fellow shareholders 

and non-shareholders. We look 
forward to engaging with more 
community stakeholders this 
year and gaining more insight.  
Together we can make 2018 an 
even better year at the Brattle-
boro Food Co-op than last year! 

Interested in getting more 
involved or sharing your thoughts 
and ideas? Drop off a feedback 
form at Shareholder Services or 
contact Sarah Brennan to con-
nect you to the right person. 
adminbfc@sover.net

BOARD OF DIRECTORS REPORT

`

Join Arion and Jerelyn 
for information and conversation.

Seeking  
Candidates for the 

Board of  
Directors!

Are you passionate about the 
health of YOUR Co-op? 

Want to help support 
long-term planning of 

YOUR community owned 
market and deli?

Stop by Shareholder 
Services for more 

information!

by Richard Berkfield

The Board of 
Directors

will be  
tabling on 
Wednesday,  
March 7th,   
5:30-7pm  
in the store. 

Notes 
from the February 5 

Board Meeting

1. We’re coming together 

as a functional board and 

I’m really pleased.

2. We had a thoughtful 

discussion on the role 

of staff on the board of 

directors, and on the 

quarterly financials.

3. We have already begun 

outreach to other 

nonprofits and a lot is 

coming down the pike!

The next BFC  
Board Meeting  

is Monday, March 5  
at 5:15pm, in the  

Co-op's  
Conference Room.

Plans and Goals for 2018



Friends of the  
Co-op Card

Each year, the Co-op spends 
$200,000 on credit card and 
debit fees. Cut that cost by 
purchasing a Friends of the 

Co-op Card for your  
weekly shopping trip.
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S L OW E R 
SHOPPING HOURS:  
Mon-Sat 7-9 am/pm. 
For those among us who prefer 
shopping with less stimulation 

(and more parking places).

Reach 3000+ people. 
Discounts for multiple months.

For rates and information, contact 
Jon Megas-Russell at 802-257-0236, 

ext. 813 or bfcmrktg@sover.net

Advertise in

thoughtFOR

Working for a Co-operative Economy

www.valleyworker.coop • 413.268.5800

Co-op Printing & Co-op Values
Need business materials? Publishing 
a book or printing a calendar? Try 
Collective Copies!
To learn more about 
Collective and other 
members of the Valley 
Alliance of Worker 
Co-ops, please visit our website or call. 

Together, we are working 
for a co-operative economy.

DEALS
Fresh
FLYER

Fresh Deals 
every 
month 

during the 
week of 
the 15th 

through the 
21st!

Look for this (purple) 
logo in-store for
Every-Day 
Low Prices!

Do you have EBT, WIC or SSI?
Ask us about Food for All!

FOOD for ALL

10% 
Discount!

Monthly
SPECIALS

LOOK FOR

IN STORE

Join us in the store for  
Day Kitchen Demos!

We prep and cook the food at 
the demo counter, then you try 
it and take home a free recipe.

Watch the BFC Events 
Calendar for dates!

Project Feed the Thousands 

REPORT

I n the state of Vermont, 
one in six children struggle 
with hunger. This is a deep 

issue within our community, and 
as community members we must 
play a deep role in contributing to 
solving this problem. Throughout 
November and December each 
year, Project Feed the Thousands 
rallies organizations, families, 
schools, and individuals to donate 
money and food to those in 
need. This year our community's 
goal was to raise $85,000 and 
200,000 meals. As a Co-op, we 
contributed $1,000 to Project 

Feed,  and through our Bag a 
Bean program another $700 
was donated. Also, over 1,000 
pounds of food was donated 
to our local food shelf. And we 
are happy to share that Project 
Feed the Thousands did in fact 
meet its meal goal with 223,064 
meals, and barely missed the 
monetary goal $84,311! Thanks 
for all those who donated and 
support the Co-op which allows 
us to generously donate to such 
a worthwhile cause!  

We also want to take this 
opportunity to thank all of our 
Shareholders that have been 
assisting in cooking, transporting 
and serving the Overflow Shel-
ter meals! It is a huge help to the 
community and we are so lucky 
to have such a committed group 
of people. We hope that each 
year we can continue to grow 
our support for this very impor-
tant community resource.

Visit the BFC  
GROWLER STATION  

Rotating 
Beers  

on  
Tap.

PI (π) DAY 
CELEBRATION

Tastings & Giveaways!  
Learn more  

on our website! 

MARCH 14!

Available  
Thurs-Sat: 

1-7pm

Sunday: 
1-6pm
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Producer OF
THEMonth

by Ruth Garbus

In 1989, a young Pierre Capy 
stopped in for a cup of coffee 
at a café called the Coffee 

Connection in Cambridge, MA. 
He had never had anything like it 
before in his life, and two weeks 
later he was working for that 
café’s legendary owner, George 
Howell. Pierre’s life was on a 
completely new course.

When he and his wife, Ellen, 
opened Mocha Joe’s Café in 
Brattleboro in 1991, they were 
serving Coffee Connection beans. 
But when that company was sold 
to Starbucks in 1994 and they 
were unable to get the high qual-
ity roasted coffee that had ignited 
their passion, they began creating 
their own roasts, and Mocha Joe’s 
Coffee Roasters was born. 

Cut to the present day, at the 
roasting shop in Brattleboro, 
where Mike explains that “one 
origin is roasted at a time,” 
meaning individual lots of beans 
from each country are roasted 
separately. Mike, Jesse and Colin 
roast about 125,000 lbs per year, 

which get distributed to over one 
hundred wholesale customers 
throughout our region, including 
our Co-op’s Bulk Department. But 
before the beans arrive in Brattle-
boro, they’re shipped from all over 
the globe to New Jersey. Mocha 
Joe’s has an industrial storage 
facility there, where most of the 
raw, unroasted (“green”) coffee 
beans are kept. When they’re 
green, they last about six months, 
at least in the world of specialty 
coffee—commercial roasters 
store them for up to three years. 
Once roasted, the beans are 
only considered good for two to 
three weeks, if the high standards 
Mocha Joe’s sets for quality are to 
be maintained. The peak flavor is 
between two and five days after 
roasting. The coffee we get in the 
Bulk Department at the Co-op is 
actually roasted to order (how’s 
that for fresh!?), and if you ever 
want to know when the batch 
of beans you’re purchasing was 
roasted, just ask an employee; 
they’ll be happy to get the date  
for you.

The roasting machine is the 
keystone of any great roasting 
company. Mocha Joe’s got theirs 
on a visit to a coffee business in 
Western Mass to check out their 
new equipment. Pierre and Jackie, 
Director of Business Development 
and Strategic Growth, noticed a 
giant, tarp-covered object outside, 
peered underneath, and found 
something incredible: a 1940’s era 
Probat-brand roaster, with a tree 
growing through the cooling tray. 
They got it home to Brattleboro, 
refurbished it, and it’s now the 
pride and joy of the shop, akin 
to one of those old pot-bellied, 
cast-iron kitchen ranges . . . if it 

was in Frankenstein’s lab—it’s cov-
ered with wires, dials, aluminum 
patches and WWII-era details. 
“It’s like a classic car,” Jackie, says. 
“It’s the best vintage of the best 
brand of roaster you can get.” 

Mike, who has been head 
roaster for two and a half years, 
says he was often instructed 
when he was learning the trade 
to “be gentle with the beans,” 
and describes roasting as a physi-
cal and chemical process. Scents, 
sounds, and appearance are used 
as signals of where in the process 
of the Maillard reaction the beans 
are in (this is the chemical reaction 
between amino acids and sugars 
that create all the complex fla-
vors and beautiful brown hues of 
cooking).

“Mocha Joe’s has been doing 
great coffee since before it was 
cool,” Jackie says. When they 
first opened Mocha Joe’s Café, 
Pierre and Ellen constantly “had to 
explain what a cappuccino is, what 
a latté is,” he says. Jackie has met 
folks who own their own micro-
roasting businesses who have 
told her “you guys are why I’m 
doing this.” They credit a chance 
encounter with Mocha Joe’s with 
inspiring them to begin their own 
coffee adventure, much like Pierre 
was inspired by George Howell all 
those years ago. Since they began, 
the specialty coffee industry has 
grown by leaps and bounds, and 
fads have come and gone. The 
trend is currently towards much 
lighter roasts that emphasize 
brightness and acidity, and favor 
connoisseurship over affordabil-
ity. And of course there are the 

Pierre delivering  
equipment to farmers

The Probat
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chains that offer decent coffee at 
decent prices, but their business 
and environmental practices may 
be questionable. Where others 
would force a choice between 
fancy coffee at fancy prices, or 
cheap coffee that forces the folks 
lower down the economic ladder 
to absorb the true cost of good 
beans, Mocha Joe’s provides an 
alternative. With an emphasis on 
ethical sourcing through direct 
trade, and dependably delicious 
roasts, their coffee is easy on the 
palate and the purse. Their phi-
losophy is pretty simple: they use 
great coffee beans, and “roast the 
best we can,” says Jackie.

The roasting crew also embodies 
a similar down-to-Earth attitude 
when it comes to the craft of 
coffee. Colin, who has worked 
there for four years, refuses to be 
snobby about extraction meth-
ods (how the coffee is brewed). 
“However you like to make your 

coffee is the best way,” he says. It’s 
a refreshing, unfussy approach that 
Pierre himself exemplifies. When 
I asked about his favorite brew 
method, he said, “Cowboy coffee. 
But it’s only good because you’re 
camping.” This is a pretty hilari-
ous answer coming from a person 
whose life has been defined by 
creating quality coffee. But it also 
exemplifies an important aspect of 
the Mocha Joe’s philosophy—this 
is great coffee that meets you 
where you’re at. Whether it’s a 
dark, delicious, auto-drip cup of 
French roast with the perfect 
amount of cream as you run to 
work, or a masterful extraction of 
beans freshly ground at the peak 
moment of flavor and freshness, 
Mocha Joe’s is the perfect choice.

The biggest story, though, is 
where the beans come from. 
Coffee plants grow best near the 
equator in a particular climate and 
elevation; only certain countries 
meet all the requirements for this 
crop. But we need those beans 
here, in the US, where we drink 
more coffee than anywhere in the 
world! Historically, coffee planta-
tions were farmed by the poor, 
indigenous populations of these 
countries, and a separate company 
would act as middleman, paying 
the farmers the lowest price pos-
sible for their beans, and getting 
the highest price possible when 
selling them to roasters in the US 
or Europe. But cutting out the 

middleman is economically more 
advantageous for both parties, 
and allows roasters to develop 
relationships with coffee farming 
communities that are sometimes, 
like in the case of Mocha Joe’s 
Roasting Company, extraordinary. 

Some regions have robust coffee 
farming and processing industries. 
For instance in Guatemala, Mocha 
Joe’s works with one farmer, Rene 
Bezas, who is their sole supplier of 
Guatemalan beans. In other places 
multiple farmers may work with 
Mocha Joe’s, for instance in Cam-
eroon over a hundred farmers are 
contributing just one bag of beans 
per year to that origin’s collective 
output. Mocha Joe’s gets beans 
from about a dozen countries 
around the globe, from Central 
America to east Asia; four of 
these are Direct Trade programs, 
where Mocha Joe’s employees 
work directly with farmers. In 
other cases they work with orga-
nizations that support “cool supply 
chain stuff,” as Jackie puts it, 
with a focus on human-centered, 
ethical, environmentally friendly 
practices, like La Minita, (another 
Vermont-headquartered organi-
zation), Gold Mountain Coffee 
Growers in Nicaragua, and San 
Cristobal Coffee Importers—all 
incredible organizations dedicated 
to improving the communities they 
do business in. 

 Mocha Joe’s itself has been an 
industry leader in this regard. In 

fact, what they’ve done in Camer-
oon is essentially unheard of for 
a coffee company of their size. In 
the villages of Oku and Mbessa, 
they’ve virtually built the specialty 
coffee industry from the ground 
up, taking care at every step of 
the way to make a positive impact 
on these communities in real and 
substantial ways. Four full time 
employees (Philip, Director; Jude, 
Director of Organic Certification; 
Cassman; and Gilbert) work on 
the ground with farmers, pick-
ers, and sorters, assisting them 
in their endeavor to cultivate 
beans that meet the high stan-
dards of specialty grade coffee. 
For the farmers especially, who 
had to learn how to grow certi-
fied organic coffee, it’s an ongoing 
process that requires consistent 
development and education, a 
huge undertaking requiring much 
skill and support, which Mocha 
Joe’s provides via their Organic 
Program. Every week they have 
“organic meetings” run by Jude: 
workshops that cover farm busi-
ness, technical support, and other 
relevant issues. They also invest in 
each farmer in other ways, such 
as paying about three times more 
than the local going price for each 
bag of coffee. Once they commit 
to growing for Mocha Joe’s, all 
the farmers have a bank account 
opened in their name, and are 
able to borrow the equivalent of 
50% of their annual coffee yield to 

Continued on page 8.

Coffee Sorters at the mill in Cameroon

Coffee Sorter in Cameroon
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The Miraculous Egg
W hat would we do 

without the miraculous 
egg? There is an 

abundance of foods that have eggs 
as a base: savory omelets, fluffy 
frittatas, scrumptious quiches, 
mouth-watering deviled eggs, as 
well as delicious custards, pies, 
and puddings. These are all made 
with the miraculous egg! Since 
Neolithic times it has been an 
integral component of our diet, 
and not just as a breakfast food 
but for lunch and dinner too. 
Humans have hunted for and 
consumed eggs as a mainstay in 
their diet for reliable nourishment 
for a very long time! Eggs are 
versatile, quick to prepare, and 
nutritious as well. They are 
well liked by all kinds of eaters, 
both finicky and not so finicky. 
In 1906 P.G. Wodehouse wrote 
in his novel Love Among the 
Chickens, “The good old egg 
is the foundation of daily life.” 
Unfortunately since the late 1970s, 
the egg’s reputation has soured 
with the news from doctors that 
high cholesterol foods—which 
include eggs—increase the risk 
of heart disease. Consumers have 
thrown their hands up in despair, 
asking what they should do: to 
eat or not to eat? Fortunately, 
newer research on cholesterol 
has turned around the egg’s 
threatening image and once 
again it is acceptable for a large 
percentage of the population to 
eat them. 

Who would have thought that, 
with its small size, hard shell, and 
unique shape, the egg would have 

the capability to be such an essen-
tial ingredient in so many delicious 
dishes, as well as to provide such a 
nutritional punch? Eggs are a nutri-
ent champion! They contain one 
of the most concentrated sources 
of high biological value—pro-
tein—and they are a good source 
of vitamins A, E, D, K, B-12, and 
choline, as well as the miner-
als iodine, biotin, and selenium. 
Grouped with other B-vitamins, 
choline is a crucial nutrient needed 
for brain development, and eggs 
contain significant amounts. Egg 
yolks are also an excellent source 
of two powerful antioxidant, lutein 
and zeaxanthin, which are essen-
tial in maintaining excellent eye 
health. Both carotenoids, lutein 
and zeaxanthin are responsible for 
the rich yellow color of the yolk. 
The stigma of high cholesterol still 
clings to the egg (one contains 
about 200 mg). Cholesterol is a 
fatty substance needed for diges-
tion, production of hormones, 
and for cells to function properly. 
Recent studies have shown that 
moderate consumption of about 
one to six eggs a week can sup-
port good cholesterol (HDL) 
numbers. It is more often the 
other types of saturated and trans 
fats—or the bacon and sausage 
that are eaten with eggs—that are 
detrimental to your heart, not the 
eggs themselves. It is still prudent 
to be cautious with egg intake, and 
evidence suggests especially for 
those who have diabetes (which 
increases your risk for heart dis-
ease), a high LDL level (the bad 
part of cholesterol), or heart 

disease, but it is not necessary 
to eliminate them all together, 
by any means. People with medi-
cal concerns should discuss with 
their medical provider what is 
right for them with regard to egg 
consumption. 

We eat eggs from many different 
birds but the eggs most commonly 
available are from chickens. Some 
of the smallest eggs found are from 
the quail, and the largest is from 
the ostrich. In the United States we 
produce more chicken eggs than 
any other egg. China, the U.S., and 
India are the three largest chicken 
egg suppliers in the world.

The labels on eggs are often 
misleading and can be confusing 
to the consumer. The terms cage-
free, free-range, pasture-raised, 
organic, and omega-3-enriched are 
freely used, but there are often 
no set standards associated with 
these words. For example, cage-
free can mean the chickens are not 
in cages but no specifics are given 
as to how long they are outside 

It's All About the Food!
by Chris Ellis, 
Staff Nutritionist 

grow their operations.

Mocha Joe’s leases their own 
coffee mill there, where the beans 
are separated from the outer hull 
of the coffee cherries, and sorters 
pick out defective beans by hand. 
Normally coffee beans are sorted 
once to remove imperfections; 
Mocha Joe’s beans are sorted 
two or three times. Employees 
are given a hot lunch every day, a 
ride home at night, and, notably, 
Muslims and Christians work side-
by-side, which is rare in this area. 

Annually there’s an Employee 
Day, when Pierre gives out calen-
dars, shirts, and photos—simple 
things which may seem insignificant 
to us, but in Cameroon, they are 
are greatly valued, particularly the 
photographs, which are usually 
prohibitively expensive. Mocha 
Joe’s has a respectful, big-hearted 
approach to business here, which 
is rare in a country where colonial-
ism has been a part of its history 
for centuries, and corruption and 
extreme poverty are the norm. 
Just like our Co-op, Mocha Joe’s is 
an enterprise that has more than 
money as its bottom line.

Through the story of Mocha 
Joe’s Roasting Co., the startling 
interconnectedness of our world 
is revealed. One can see how reli-
ant we are on other people, some 
of them clear across the globe, 
for even the most basic neces-
sities. And buying Mocha Joe’s 
beans in our Co-op’s bulk bins is, 
in a sense, completing the circle: 
here in Brattleboro you can buy 
this amazing coffee, made with 
love, which started its journey 
down the street, traveled around 
the world, and has come home to 
roost. Or roast.

Join us at the Co-op on Friday 
3/23, from 12-2pm to sample 

Mocha Joe's coffee.

Continued from page 7.
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and the type of food they receive. 
Pasture-raised chickens generally 
means that chickens are put out 
to pasture at least some of the 
year, when possible, and eat what-
ever may be outside, but it is not 
clear what foods are given when 
they are not out to pasture. Most 
egg yolks do contain naturally 
occurring omega-3's but when 
chicken's diets are specified on 
the label as supplemented these 
chickens produce eggs that con-
tain more vitamin E and omega-3 
fats—in some cases double the 
amount. Chickens are generally 
fed clover and alfalfa, which are 
natural sources of omega-3 fats, 
and omega-3-enriched eggs are 
from chickens whose diets are 
supplemented with processed fish 
oils, flax oil, or algae. The organic 
label requirements for eggs state 
that chickens must be fed organic 
food, not necessarily pasture food, 
and while outdoor roaming time 
is part of the organic require-
ments, the amount of time is not 
well defined. Many questions may 
arise after reading egg labels. More 
specifics about the eggs from the 
chicken farms can be obtained by 
contacting the farm directly or 
requesting more details from the 
BFC Dairy department about the 

farms and their egg production. 
Fortunately here in Vermont we 
have access to a variety of eggs 
from around this area and from 
relatively small-scale farms, not 
the humongous egg-factory farms 
where the chickens are kept in 
small cages and are hardly able 
to move! Support your local egg 
farmers!

Eggs are an easy food to prepare 
and can be cooked in so many 
ways. They are a very quick way to 
increase the protein in your diet 
and compared to other animal-
protein sources, they can always 
be found at a low cost, even now 
with price increases. 

The egg recipe that is featured 
here is for a custard that many 
people are familiar with but this 
is not just any custard—this is a 
recipe from my dear, dear friend 
Esther Falk, who was a long-
time Co-op shopper and Co-op 
member. She passed away three 
years ago this winter but her 
legacy lives on! 

Esther made this delicious cus-
tard for many people. She was also 
known to share her many other 
homemade treats (scones, almond 
rusks, etc.) with people here at 
the Co-op and elsewhere. She was 
an inspiration to many because 
of her giving and inquisitive spirit, 
her positive and open mind, her 
love of nature, and her passion 
for life. She made many friends 
throughout the community and 
often left people with something 
she made—a special gift, a baked 
custard, and other goodies as well.

ENJOY!! 

Custard
INGREDIENTS
• 3 cups whole milk 

(scalded, but not 
boiled)

• 3 eggs (beaten)

• 1/2 cup maple syrup

• 1/4 tsp salt

• 1/2 tsp vanilla

• nutmeg

DIRECTIONS
1. Scald the milk, 

then strain it into a 
baking dish.

2. Whisk in the 
remaining 
ingredients. If 
available, grate 
fresh nutmeg on 
top, or just use 
ground nutmeg 
from the Bulk 
Department.

3. Place the baking 
dish in another dish 
which has water 
in it, and place in 
a 350 degree oven 
for one hour.

4. Let it sit on a 
counter until 
it cools before 
refrigerating.

Serves 6-8.

ESTHER FALK’S 
DELICIOUS

HEARTH 
STONE  

Family Health Care
Jesper Brickley, DO

Edward Mulhern, MD
Direct Primary Care Practice

ACCEPTING NEW PATIENTS 

Call for appointment 
802-365-4318

Food for Thought 
E-newsletter 
advertising.

Reach 3,000 
people via 
email for $50.

We are booking 
one ad per month so 

reserve your spot now!
Contact Jon for more 

details @ 802 246 
2813 or jonmr@

brattleborofoodcoop.coop

NATURALLY DYE EGGS
Plants and veggies are great for 

dying eggs. In fact, you have 
dye-worthy ingredients in your 
kitchen. Examples are turmeric, 
beets, spinach and blueberries. 

Here is how to dye eggs at home:

1. Simmer the dye ingredients 
(water, vinegar and dye 
matter) for 20-30 minutes or 
longer, until the dye reaches 
your desired shade.

2. Allow the liquid to cool and 
submerge hard-boiled eggs 
in the dye for at least 30 
minutes.

3. Carefully remove eggs with a 
slotted spoon and air dry. 

For more details visit  
strongertogether.coop

Q: What is 
the difference 

between a brown 
egg and a white egg?

A: The genetics 
of the chicken 

breed.
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CO-OP 
BASICS

Looking to stretch your grocery 
budget? So are we! Look for the 

purple Co-op Basics logo across our 
entire store. From pasta to meat to 

seafood and produce you can get 
food staples at a great price!

CO-OP DEALS
We work closely with other food 

co-ops to harness buying power to 
pass along savings to everyone who 

shops at the Co-op. These deals 
change every other week and apply to 

nearly every department!

FRESH FLYER
On the 15th of every month we run a 

one week special on six fresh items. From 
seafood to meat to deli to produce and 

cheese we have some great deals for 
you! Look for our flyer in store, on our 
website and in the Reformer on the 15th 

of every month!

MONTHLY SPECIALS
Look for our monthly specials in every department— 
we have the flyer in store, on our website and in the 

Commons on the first Monday of every month!  

BUY A CASE
We love to pass along discounts for 
buying a case of food, whether it be 

a case of almond milk or a  
ten pound bag of rice.

FOOD FOR ALL
If you qualify for food assistance programs such 

as EBT, WIC, SSI, 3SquaresVermont or have 
a referral from a local agency you can obtain 
10% off at the Co-op (with a few exceptions). 
Stop in to Shareholder Services or visit our 
website for more information and become a 

Shareholder owner of the Co-op.

WORKING SHAREHOLDER
By working the store and/or volunteering in the community for two hours 
a month we offer an 8% discount on all purchases (with a few exceptions). 

Stop by Shareholder Services to become a Shareholder owner, engage in your 
community and get a nice discount on your weekly food shopping trip!

Yes! You can 
save at the 

Co-op.

FOOD for ALL

DEALS
Fresh
FLYER

Monthly
SPECIALS



FREE STORY & SNACK HOUR
March 2, 9, 16, 23, 30 (Fridays)

10:30-11:30am
Bring the kids to KidsPLAYce for a story 

and healthy snack from the Co-op.
Free Event for Kids

KidsPLAYce (20 Elliot Street)

FRIDAY SAMPLINGS
WITH KATHERINE

March 2, 9, 16, 23, 30 (Fridays)
11am-1pm

Try something new and fabulous with 
Katherine Barratt @ the Demo Counter.

Free Tasting for Everyone.

FREE SAMPLING DURING 
GALLERY WALK

March 2 (Friday) 4-6pm
Stop at the Co-op during your Gallery 

Walk in town for a special sampling.
Free Tasting for Everyone.

FREE SPIN CLASS
March 5 (Monday) 5:15-6:00pm

Take a FREE spin class 
with Susie (from Seafood) 

@ Body in Harmony 22 High Street.
Free Class for Shareholders

BOARD OF DIRECTORS 
MEETING

March 5 (Monday) 5:15pm
@ BFC Conference Room

FREE CLASS FOR ADULTS
FERMENTED VEGETABLES 101
March 6 (Tuesday) 6:00-7:30pm
Meet Hosta Hill's Mark Phillips as he 

teaches us how to ferment vegetables 
safely and effectively at home. He will 
share some theoretical yet practical 

understanding of how the process works, 
the health benefi ts of fermented foods 
and how fermented vegetables can be 

easily incorporated into your diet.
Instructor: Mark Phillips is a vegetable 

fermentation enthusiast, passionate about 
the intersection of food, health, 

culture and ecology.
@ BFC Cooking Classroom

FREE YOGA CLASSES 
March 7, 14, 21, 28 

(Wednesdays) Noon-1pm
Join us for an inspiring, all-levels, yoga 

class. Bring your own yoga mat. 
Arrive early. Space is limited.
Free Class for Shareholders

@ Cooking Classroom/Community Room

FREE CLASS 4 KIDS
 FUN FOODS FROM    
     AROUND THE 
 WORLD: IRELAND

March 7 (Wednesday) 3:30-5pm
In honor of St. Patrick's Day this month, 
we will make soda bread and sweeten 
it with local maple syrup, the Vermont 

Harvest of the Month. Irish soda bread is 
a hearty, nutritious, and aromatic quick 

bread that anyone can make. We will also 
study the language and culture of Ireland 

while the bread is in the oven. 
Instructor: Lizi Rosenberg

@ Cooking Classroom/Community Room

BOARD TABLING
March 7 (Wednesday) 5:30-7pm

Meet with board members 
Mary Bené and Arion Thiboumery 

in the store for conversation.

WINE* & CHEESE
A FREE SAMPLING

March 8 (Thursday) 4-6pm
Sample this month's featured wine*

along with paired local cheeses.
Free Tasting for Everyone

PI (π) DAY CELEBRATION
ALL AGES WELCOME
March 14 (Wednesday)

Join us to celebrate Pi (π) Day! Taste 
Pizza Pies and Sweet Pies from the BFC 
Deli and other brands/producers sold at 
the Co-op. ENTER TO WIN a FREE 
Sweet Pie from Saxxy Chef and a Fresh 

Pizza Pie from our Deli!
Note: (π) Pi Day is an annual 

celebration of the mathematical constant pi. It is 
observed on 3/14 because 3, 1, and 4 are 

the fi rst three signifi cant digits of pi. 

Free Event for Everyone

    WHAT'S ON TAP?
A FREE BEER* SAMPLING

March 15 (Thursday) 4-6pm
Sample what's on tap at our 

Growler Station. Take home a 
growler at a special event price.

Free Tasting for Everyone

 ST. PATTY'S DAY 
FREE TASTING

March 16 (Friday) 11am-1pm
Friday Sampling with Katherine Barratt 
will feature our BFC Deli Corned Beef!

@ the Demo Counter.

CLASSES FOR ADULTS
PEDIATRIC CHINESE 

MEDICINE SERIES
March 17, 24, 31 

(Saturdays) 10am-Noon
Join Licensed Acupuncturist 

Michaela Wood for a 3 part series 
on Chinese Medicine and Pediatrics.

Class #1 This class will focus on Herbal 
and Dietary Strategies to support kids’ 

digestive and immune systems.
Class #2 This class will focus on the 
5 Element Theory and how these are 

refl ected in kids’ personalities, 
behaviors and health.

Class #3 This class will focus on cooking 
with the Elements and making her recipes 

for teas, broths and nourishing foods.
Instructor: Michaela Wood, L. Ac, 

M.Ac. DiplOM practices at Two Trees 
Healing Center in Brattleboro. 
$5 per class/$3 Shareholders

@ BFC Cooking Classroom/
Community Room

FREE CLASS 4 KIDS
FUN WITH FOOD AND ART: 

MAPLE & MOVEMENT
March 27 (Tuesday) 3:30-5:30pm

Meet us at the museum fi rst for an 
up-close look at the current art exhibit 
followed by a hands-on creative activity 

there led by Linda Whelihan, educator for 
the BMAC. Then we will walk up to the 

BFC Kitchen to make something 
delicious at our Community Kitchen.

Instructors: Linda Whelihan 
and Lizi Rosenberg

@ BMAC & 
BFC Teaching Classroom/Community Room

THE DAY 
KITCHEN

FREE 
TASTING & 

INSTRUCTION
March 28 (Wednesday) 4-6pm 

Join Donna Lee at the Demo Counter for 
simple, delicious, and seasonable recipes. 

We make it. You taste it. 
You take home the Free Recipe!

     Classes, Demos & Events @ the Co-op
like us on facebook!

Full descriptions and any changes or updates can be found at BrattleboroFoodCoop.coop 
Changes and updates are also posted on facebook.

BRATTLEBORO FOOD CO-OP MAKES THESE CLASSES AND EVENTS AVAILABLE TO EVERYONE IN THE COMMUNITY! 
MOST ARE FREE OF CHARGE AND ALL ARE FUN, INFORMATIVE AND ENGAGING.

All classes (kids & adults) require pre-registration. To register for a class, contact Shareholder Services:
Shareholder Services is available in-store every day from 10am-7pm, by phone at 802-246-2821, and by email at msbfc@sover.net
Be sure to give us your name, student's name and a telephone number where we can reach you. It is important you tell us kid's ages, and if they have allergies to wheat, dairy or nuts. All of 
our classes are open to everyone in the community. Kids classes are open to children of any age. Kids under 12 may not attend adult classes. All classes require a minimum of 3 students to 
run, and  unless otherwise noted, take place in the BFC Cooking Classroom and Community Room.

MARCH

*Please note: Must be 21+ years of age with valid ID to sample alcohol 
in accordance with Vermont state law.

MARK YOUR CALENDAR!

PRODUCER OF THE MONTH
March 23 (Friday) 12-2pm

Come to the Co-op to meet 
the folks from Mocha Joe's 
Coffee Roasters and taste 

their coffee!
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Brattleboro Food Co-op
Brookside Shopping Plaza
2 Main Street
Brattleboro, VT 05301

facebook.com/
DottiesDiscountFoods

Dottie's
DISCOUNT FOODS

77 Flat Street, Brattleboro  
802-246-0053 • Open 7 Days

Grains • Snacks • Coffee • Pasta • Milk • Juice 

SAVE UP TO 80% 
EVERY DAY!

facebook.com/
DottiesDiscountFoods

Look for this logo in-store for 
Every-Day Low Prices!

Look for this logo in-store for 
Rotating Sales!

Co-op Deals circular, coupons, and monthly In-Store Flyer are available at the store entrance and online at BrattleboroFoodCoop.coop

➘➘

Producer of the Month:  
Mocha Joe’s

GM Report: What's Cookin'
BOD Report: Plans and Goals  
for 2018
The Miraculous Egg
And so much more...

What’s Inside:
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thoughtFOR

March 8, 4-6pm
Free to all!

Wine & Appetizers 

Must be 21+ years of age with valid ID to sample alcohol.

SAVE THE DATE
TRUCKLOAD 

SALE
MAY 19 

& 20


