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Valley Natural Foods Co-op works in partnership with the 
South Metro community to support health and well-being 

through education and expertise in local, sustainable food and 
wellness services.

• The Year in 
Expansion

• A Message from the 
CEO & Board

• Member-Owner 
Profiles

• Valley’s OwnTM 

Bakehouse

• Financial Report

• Cooperative 
Community Fund 
Recipients

The Annual Meeting will be held on Thursday, Oct. 25 
from 6–8 p.m. at the Minnesota Zoo–Discovery Bay 
Room. (The zoo closes to the public at 4 p.m.; no ad-
mittance prior to 6 p.m.)

Minnesota Zoo 
13000 Zoo Blvd. 

Apple Valley, MN 55124

RSVP at www.valleynaturalfoods.com/ownership/rsvp/ 
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HIGHLIGHTS:
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Earlier this year, in late spring when the ground had finally thawed, we broke 
ground on our expanded store. The old car wash came down, a new roof 
and walls went up, and cranes, dump trucks and bull dozers became regular 
fixtures around Valley Natural Foods. 

Anyone who has shopped at the co-op in the months since then is aware of 
the considerable changes going on both inside and outside the store.  As a 
service to our shoppers, we made the decision to remain open throughout 
the duration of the remodel. We realize that this has at times presented chal-
lenges, both for staff and for member-owners and customers. We recognize 
the hard work that has gone into the project so far, and we thank everyone 
for their patience and continued support of the co-op.

The expansion and full-store remodel ushers in a new chapter in Valley Natu-
ral Foods’ 40-plus-year history. The expanded Valley Natural Foods will enable 
the co-op to provide an improved shopping experience, which will feature:

• An increased store footprint of nearly 8,600 square feet;
• Increased retail, kitchen and production space;
• An additional 40 parking spaces; and
• A wider variety of hot and ready-to-eat housemade meals.

The remodeled store will also feature a newly expanded seating area. The 
classroom, now the Susan McGaughey Education Room, will be remodeled, as 
well, to give the space a more communal atmosphere.

We are working diligently to complete the entire project prior to the holi-
days, hopefully in November of this year. We are excited to see all our work 
come to fruition, and we hope you will enjoy shopping, dining and meeting 
your fellow co-op member-owners in the newly remodeled Valley Natural 
Foods.

THE  YEAR IN EXPANSION

EX
PA

N
SI

O
N

2018 Annual Report     3



J

Thank you all for your continued support and 
patronage of Valley Natural Foods. The 2018 
fiscal year (July 2017–June 2018) was a year 

of significant change for Valley Natural Foods, and 
we appreciate our member-owners’ patience with 
and enthusiasm for everything that has been hap-
pening. A snapshot of some of the changes during 
the last year includes: a new CEO, closure of Valley 
Natural Meats, rebranding and new leadership at 
Valley’s Own Bakehouse, the launch of our quar-
terly community dinner, and an updated mission 
statement that more clearly directs the actions 
and activities of leadership at the co-op.  
Our financial performance for the year was a 
mixed bag. Sales decreased year-over-year for the 
second straight fiscal year. Increased competition, 
from brick-and-mortar retailers 
carrying many of the same prod-
ucts we carry, to an increase in 
delivery and click-and-pick options, 
all contributed to our ongoing 
sales decline. These challenges have 
driven us to ask ourselves how we 
can get better at what we do and 
ensure our customers enjoy their 
trips to the co-op. 

Despite a continued decrease in our sales volume, 
we worked hard to keep expenses proportionate 
to sales and generated a strong $460,000 oper-
ating income. This performance would not have 
been possible without the talent and dedication 
of our excellent managers and staff. Unfortunately, 
the performance of Valley Natural Meats (VNM) 
generated losses that were almost on par with 
the operational performance of the store and the 
bakehouse. As with any startup, we planned for 
losses at VNM. However, the losses were more 
than double what we had anticipated, with our use 
of cash about $100,000 every 45 days. Efforts to 
turn around performance at the plant were unsuc-
cessful. We realized that continuing to operate the 
plant could have put the co-op in financial jeopar-

dy, so we ceased operations at the 
end of January 2018. 

At the same time VNM was strug-
gling financially, we were trying to 
secure financing and finish planning 
our store expansion. The expan-
sion costs had grown to more than 
$10 million, which was financially 
unfeasible. This prompted us to go 
through process of value-engineer-

“These challenges 
have driven us to ask 
ourselves how we can 

get better at what 
we do and ensure our 
customers enjoy their 

trips to the co-op” 

A MESSAGE FROM 
THE CEO & 
BOARD OF DIRECTORS
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ing to align the scope of the project with our financial 
reality. As we worked to secure financing, it became 
clear that we were going to need to conduct a capital 
campaign with our member-owners as part of a fi-
nancing package. By late April, we had raised $250,000 

in member-owner invest-
ments and closed on our 
loan. Construction began 
shortly thereafter.

A huge thank you to the 
member-owners who 
invested in the co-op 
to support our expan-
sion becoming a reality. 
Member-owners invested 

through direct loans and purchasing Class C shares of 
stock in the co-op. A 4% dividend was declared and 
paid on all shares of Class C stock. Without this in-
vestment and trust in your co-op, this expansion would 
never have gotten off the ground. Thank you.

In the last year, we also made a major investment in 
a rebranding of our wholesale gluten-free bakehouse 
products. Previously known as “Down in the Valley,” 
the bakehouse became “Valley’s Own.” Sales at Valley’s 
Own were $449,000 in the fiscal year, up 7% over the 
previous year. In addition to the rebrand, we promot-
ed Renee Johnson from Sales Account Coordinator to 
Manager of the bakehouse as it enters what we believe 
will be a period of significant growth. Valley’s Own 
products can be found in grocers and retailers across 
the upper Midwest, including at Valley Natural Foods. 

As our combined financial statements included in the 
annual report indicate, we had a small net income 
for the year. Our taxable net income will be $0 due 
to losses carried forward from the first year of op-
erations of the meat plant. As there are no profits to 
distribute, we will not be declaring a patronage re-
fund this year. We anticipate returning to profitability 
in fiscal year 2021. We promise the inconvenience of 
construction will be over soon. Our expansion project 
is on track to wrap up by the year’s end. In January, we 
will hold a grand reopening that will culminate with 
our third Community Dinner. We hope you and your 
family and friends can join us in celebrating our ex-
panded and refreshed store! Thank you all for your pa-
tience and continued support of Valley Natural Foods 
during this year! 

Nick Seeberger,
CEO

Mike Jensen,
Board President

“A huge thank you to 
the member-owners 
who invested in the 
co-op to support our 
expansion becoming 

a reality.” 

A MESSAGE FROM 
THE CEO & 
BOARD OF DIRECTORS
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12,238 MEMBER-OWNERS 
AND GROWING

MEET OUR 
MEMBER-OWNERS
by Charli Mills
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Diedre Jones is no stranger to natural foods. She maintains 
a specific standard for her body, which she learned as a 

third-generation health-food enthusiast. Her grandmother fol-
lowed the Rodale natural food movement, the pioneering forerun-
ner to organic farming and its connection to health. “Natural foods 
are the way to heal,” she says.

After Diedre’s grandmother attended a lecture by J. I. Rodale in 
the 1940s, she and her husband began ordering wheat germ from 
flour mills in Minnesota. Back then, the companies considered 
wheat germ to be an unwanted byproduct. Diedre’s grandparents 
created something like a resealable baggie and sold bags of wheat 
germ as a health food product. Diedre grew up with an under-
standing that whole foods are vital, and pesticides are harmful.

Later, Diedre moved to Minnesota and naturally fell in with the 
food cooperatives. “I’d rather shop at a co-op,” she says. She pre-
fers co-ops because they put the interests of people first, not prof-
it. It’s also a trust issue. An avid label reader, Diedre does not trust 
stores that carry products with labels listing unhealthy ingredients. 

Diedre believes in being proactive when it comes to health. “I’d 
rather spend my money on food than medicine.” She likens a 
healthy lifestyle to the way you would treat a car. We all know that 
you can’t expect a car to run on water, but people often have no 

clue about what to put in their bodies. Knowledge is vital to health.

As a former board director of Valley Natural Foods, Diedre encourages member-owners to get involved with 
the co-op. She understands not everyone wants to or has time to serve actively, yet she also feels that involve-
ment creates a broader sense of respect. Ultimately, co-ops are good for everyone’s overall health.

Diedre Jones

Photo: CEO Nick Seeberger converses with member-owners at a Community Dinner



MEMBER-OWNER PROFILES

If Jim Madland is not enjoying the company he finds at Valley Natural 
Foods, he’s likely up north, building his cabin. Jim first came to Valley 

Natural Foods to garden. He believed that to eat better he could join 
the co-op, work a community garden plot and meet other like-mind-
ed people. “I wanted to eat healthier, and that prompted the whole 
thing,” Jim says.

Gardening led to canning. Jim picked up a book and a canner to learn 
how to preserve what he grew or bought on sale. His cost-saving 
strategy includes buying bulk produce on sale to freeze, canning the 
mid-level fruit, and making pancake sauce out of the rest. “To the 
make the most of it, I look for sales,” he says. “Then I spend a Saturday 
canning.” 

When a health crisis led Jim to address inflammation, he eliminated all 
sugar and grains from his diet. In a single day, he cleared out 12 bags 
of groceries from his pantry and started a ketogenic (or “keto”) diet. 
Keto is a low-carb diet, wherein the body turns fat into ketones for 
use as energy.

Not only has Jim found improved health through his new way of 
eating, he’s now hoping he can encourage others at the co-op. Already, 
he’s working with the Meat & Seafood department on procuring spe-
cial cuts of grass-fed beef and talking to staff at the Deli about some 
of his grab-and-go ideas, such as “fat bombs” (popular to the keto 
diet). What makes a co-op special is that it’s about people first. It’s a 
place where owners can talk about their dietary needs and suggest 
ideas or changes. The co-op is a vital part of Jim’s healthy lifestyle.

Jim Madland

Brenda Carroll keeps busy with her two young grandchildren 
and volunteer work at her church. For her, a balanced life-

style includes family, God and maintaining a healthy body. Her 
joy of eating fresh, healthy food is something her father passed 
down to her.

When Brenda’s dad was a boy, his mother had cancer. Of all 
the physicians who came to the house, he remembered the 
alternative-medicine doctor because he helped ease his moth-
er’s pain the most. Brenda’s dad grew up to become an alterna-
tive-medicine doctor, as well.

Fresh food was a natural way of life for Brenda. She remem-
bers spending time with her dad in the garden and eating fresh 
green beans. Her dad taught her about supplementation and 
understood what ingredients were in different vitamins from 
the shelf. It’s knowledge she passes on to her family. 

Brenda still loves gardening and had a garden of her own until 
she sold her home. For a few years, she maintained a garden 
plot at the co-op. Today, she has a small deck garden at her 
condo. Her daughter gardens, too, and this likely has influenced 
her young grandchildren who love fresh spinach leaves. Every 
day, her grandkids eat an avocado along with other fresh fruits 
and vegetables. 

Back in the 1970s, the rise of the co-op culture brought farm-fresh food to urban areas. Brenda enjoys the co-
op experience and has been shopping at Valley Natural Foods for a long time. She loves that her co-op sup-
ports the community by rounding up change at the registers and holding community events. 

Although her life is full, she makes time for fresh food. Brenda prepares smoothies with seasonal ingredients 
and eats at the co-op almost every day. It’s a lifestyle that honors her dad.

Brenda Carroll
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MEMBER-OWNER PROFILES

Anthony Sonifer manages Valley Natural Foods’ Meat & Seafood depart-
ment. He lives in the area and shops the co-op for most of his food. 

When he took his new position at VNF, Anthony joined as a member-owner, 
too. “I wanted to invest in something that invests in me,” he says.

Of course, one of his favorite products in the store is one he carries. “I’m a 
fan of Grazing Acres farm out of Elko, Minn., for natural buffalo and beef,” he 
says. He’s built a relationship with the farm based on shared values. He’s also 
a fan of the Deli’s homemade gluten-free brownies and muffins, and he loves 
all the produce.

When it comes to his job, Anthony wants to convey to fellow member-own-
ers that the co-op’s expansion is for them. “We are bringing the co-op into 
the future,” he says. For his department, that means animal welfare has a 
high priority. Anthony commits to working with farmers and processors who 
practice humane animal husbandry. It’s about common values and working 
with producers before their product reaches the shelves at Valley Natural 
Foods.

This priority extends to seafood, too. Anthony explains that he also works 
with fishers and fish farmers. Whether wild-caught or farmed, seafood prod-
ucts are not always available. And that’s fine. Anthony accepts that he can’t 
always carry all products. It’s more important that he supports the sustain-
able values of the producers.

How Anthony builds relationships with his producers reflects his belief in 
how to lead a healthy life. It involves time, personal life balance, positive relationships with people and the en-
vironment, and being oneself. “Eat in a way you listen to your body,” he says. At the co-op, it comes down to 
healthy choices and people supporting people in ways that serve one another and the greater community.

Anthony 
Sonifer
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Wendi Crane likes egg salad—a lot. The first time she 
came to Valley Natural Foods, she had an egg salad 

sandwich and was hooked. It’s one of the signature items 
made from scratch and served in the Deli. The discovery of 
food that tastes so good as to be memorable has kept her 
coming back. 

“And here I am years later, hanging out!” Wendi says.

Like many member-owners at the co-op, Wendi strives for a 
balanced lifestyle. Food that tastes good brought her in, but 
the convenience to support healthy lifestyle choices keeps 
her coming back. As a shopper, she met several cashiers over 
the years who helped guide her toward supplementation.

In the Wellness department, Wendi acknowledges that it’s 
convenient to get her vitamins from staff who can help her 
find what she needs. When her husband decided he wanted 
to try a paleo protein powder, she knew she could ask some-
one at Valley Natural Foods to help. Wendi feels she can trust 
the suggestions of those who work there. 

Beyond the convenience of the Wellness and Deli depart-
ments, Wendi has come to look for seasonal offerings. She can 
mark her year by anticipation of different fresh salsas in the 
Produce department—watermelon in summer and cranberry 

in winter. Wendi says cranberry-salsa season helps her get through the winter. 

All the different pieces of Wendi’s lifestyle come together at Valley Natural Foods. She’s looking forward to 
the current improvements to expand the store and Deli. “I can only assume it’s going to be wonderful” she 
says. As wonderful as an egg salad sandwich from the Deli.

Wendi Crane



In 2011, Valley Natural Foods started Valley’s 
Own™ Bakehouse, a dedicated gluten-free bak-
ery founded on the belief that everyone should 
be able to enjoy great-tasting baked goods. Over 
the last year, Valley’s Own has gone through sev-

eral changes. Early in 2018, the bakehouse rebrand-
ed and launched its new logo and packaging. Later 
in the year, Renee Johnson, who has worked at the 
bakehouse for the past four years, became the Man-
ager of Valley’s Own. She brings her expertise and 
passion to making a truly great product. 

Valley’s Own has grown ever since its inception, 
undergoing its most significant growth this year. 
Over the past several months, Valley’s Own has 
had several opportunities to expand its reach, with 
the addition of three new warehouses to service 
through United Natural Foods, Inc. (UNFI) and 
another distribution center with SuperValu. The 
new outlets now give the bakehouse a presence in 
Illinois, Indiana, Iowa and Wisconsin. 

Johnson says that with these additional locations, 

the bakehouse is budgeting for 20% growth in the 
new fiscal year and looking forward to another year 
of unprecedented growth.

Valley’s Own continues to satisfy an increasing need 
for gluten-free products produced in a safe facility 
with commitment to great taste. In fact, the goal 
of the bakehouse is to produce gluten-free baked 
goods that are so good everyone will want to eat 
them.The result is a lot of satisfied customers.

“I have never worked for a company that has so 
much positive feedback from its customers,” John-
son says, “people who go out of their way to thank 
us for what we do.”

VALLEY’S OWN™ BAKEHOUSE 
CONTINUES TO GROW

“I have never worked for 
a company that has so 
much positive feedback 
from its customers,” 

— Renee Johnson
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“As a celiac myself, I know how hard it is to 
find quality gluten-free products—products 
made with quality ingredients, great taste 

and texture,” Johnson says. “So, when I saw 
an opening to work with a company that I 

fully enjoy and support, I couldn’t pass it up.” 

Valley’s OwnTM Bakehouse Staff in their certified 
gluten-free kitchen in Burnsville, Minn. 

G
LU

TEN-FREE BAK
EH

O
U
SE



FINANCIAL REPORT
Fiscal Year 2018 ended June 30,2018.  With all the increased competition that has happened in our area, our sales 
have declined by 5.06% from the previous year.  We also saw the start of our long-awaited expansion project.

Net Income declined significantly due to losses from Valley Natural Meats, which ceased operation at the end 
of January 2018. 

COMBINED 2018 2017 % CHG
Revenue (Net)  $16,151,644  $17,011,772 -5.06%
Cost of Goods  10,461,162  11,112,792 -5.86%
     Gross Profit  5,690,482  5,898,980 -3.53%

Labor  3,803,003  3,904,436 -2.60%
General & Admin Costs  1,811,254  1,851,700 -2.18%
     Operating Costs  5,614,257  5,756,136 -2.46%

Operating Income  76,225  142,844 
Other Inc./Exp.  (64,129)  16,536 -487.81%
     Inc. Before Income Taxes  12,096  159,380 

Income Taxes  2,075  -   
     Net Income  $10,021  $159,380 -93.71%

    

COMBINED 2018 2017
Cash  $2,309,731  $3,939,934 
Inventory  475,403  508,471 
Prepd Exp/Current Receivables  222,628  270,936 
     Current Assets  3,007,762  4,719,341 

Property & Equipment, Net  4,542,888  4,844,523 
Construction In Progress  1,183,181  240,255 
Equity in Other Co-ops  329,982  320,468 
Other Receivables  263,282  277,734 
    Total Assets  9,327,095  10,402,321 

Current Liabilities  1,206,642  1,214,358 
Long Term Debt  208,716  1,424,843 
     Total Liabilities  1,415,358  2,639,201 

Member Equity  5,672,560  5,608,435 
Retained Earnings  2,239,177  2,154,685 
     Total Equity  7,911,737  7,763,120 
     Total Liabilities & Equity  $9,327,095  $10,402,321 

INCOME STATEMENT

BALANCE SHEET
The 2018 balance sheet for FY18 has some changes from FY17. Cash has decreased, due to the cash outlay for 
the expansion as well as sustaining Valley Natural Meats. Valley Natural Foods was able to pay off our original 
mortgage. We also paid off the loan for Valley Meats and assumed a part of their debt with the bank. Debt also 
increased due to the Owner Capital Campaign for the expansion. 



Pounds of food donated to 
area food shelves

3,000

As planned, cash flow was a negative for the year due to the funding of Valley Natural Meats, as well as the output 
of cash due to the expansion and loan payoffs. Our cash position remains strong, with 55 days of cash on hand.

In September, Valley Natural Foods began participation in the Wellspring 
program. Currently, 25% of energy from Dakota Electric is from re-
newable resources. Going forward, we will invest in ensuring the other 
75% is renewable. This will bring in new renewable energy to Dakota 
and support their overall growth. VNF will now be able to claim 100% 
renewable energy.

RENEWABLE ENERGY

Valley Natural Foods customers are invited to round-up their purchase 
as part of our Register Round-up program. That spare change then goes 
to local community organizations. As a cooperative, we give back to our 
community as part of the co-op principle: Concern for the Community. 
When you round-up, you are sharing your change with local community 
projects. Past recipients include Open Door Pantry, 360 Communities, 
Midwest Food Connection and Echo Park Elementary School.

In FY2017–18, Valley Natural Foods owners and customers generous-
ly donated $16,290 through the Register Round-up program and an 
additional $2,388 through our Green Stamp (which allows customers to 
donate a 5-cent credit for every reusable bag they bring to the co-op). 
That’s a total of $18,678 going to local organizations doing good works 
in our community.

REGISTER ROUND-UP PROGRAM

COMMUNITY IMPACT

$18,678
Donated to local nonprofits 

through Register Round-up/Green 
Stamps

COMBINED 2018 2017
Net Income  $10,021  $159,380 
Deprec & Amort  271,548  335,723 
(Inc.)/Dec. in Inventory  33,068  (14,707)
(Inc.)/Dec. in Receivables  674  13,552 
Gain/Loss on Equipment  (3,667)  (3,684)
Deferred Inc. Tax  -    (99,277)
(Inc.)/Dec. in Assets  (23,181)  (73,962)
Inc./(Dec.)  Current Liabilities  (139,527)  (609,059)
     Cash Flow from Operations  148,936  (292,034)
FROM INVESTING
Inc./(Dec.) in Fixed Assets  (1,063,013)  (1,808,906)
Inc./(Dec.) in Other Assets  -   
     Cash Flow from Investing  (1,063,013)  (1,808,906)
FROM FINANCING
Inc./(Dec.) in LT Liabilities  (716,126)  863,712 
Inc./(Dec.) in Equity  -    (26,100)
     Cash Flow from Financing  (716,126)  837,612 

Total Cash Flow  (1,630,203)  (1,263,328)
Beginning Cash  3,939,934  5,203,262 
     Ending Cash  $2,309,731  $3,939,934 

CASH FLOW

18.1

19.6

20.7

20.0

17.1

16.0

$0 $10 $20 $30

2013

2014

2015

2016

2017

2018

MILLIONS

ANNUAL SALES



13750 Co. Rd. 11, 
Burnsville, MN 55337

COOPERATIVE COMMUNITY 
FUND  RECIPIENTS

360 Communities is a leader in healthy food 
distribution in the state of Minnesota. A network of 
five food shelves provides healthy food options and 

other immediate aid to individuals and families. 
www.360communities.org/.

The Open Door Pantry is a hunger relief 
organization in Eagan committed to ending local 

hunger through access to healthy food. 
www.theopendoorpantry.org/. 

The Co-op Community Fund (CCF) is an endowment fund wherein the interest earned each year is 
donated to nonprofits and cooperatives in the community. The fund is administered by the Twin Pines 
Cooperative Foundation. This foundation provides an avenue to grow such funds and contributes to 
the growth and creation of cooperatives. This year,  VNF had $3,718 in the fund, which it distributed 

between local food shelves The Open Door pantry and 360 Communities.


