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A Note from the Owner
One of the most rewarding aspects of my role as owner is to be involved each year on the store’s benefit 

corporation’s goals for the next year. ET lives by its five values, but it’s absolutely necessary to quantify and be 

held accountable by the Mission Review Board. We welcome their feedback.

2019 initiatives that stood out to me were going 100% GMO Free in 

the grocery, dairy and frozen departments; using the highest quality 

Sadeg Olive Oil with our fresh department dishes; increasing and 

highlighting our 100% local honeys in-house and to our customers; 

the use of local eggs throughout the store; launching our Glass 

Return Program; and leveraging our health coach program.

Our mission review board becomes stronger each year with 

more and more valuable feedback from customers and 

stewards. Meetings are open and frank and I believe lead to 

great new initiatives for the next year. I continue to be proud 

that we manifest to our community that we exist for many 

other benefits to our community beyond just profit making.

Rick Hood

What is a Benefit Corp.?
In 2016, Ellwood Thompson’s took the legal steps to become Virginia’s first natural food store to reorganize its 

corporate organization to be an official Benefit Corporation under Virginia law. This new legal status means that 

as part of its corporate and business operations, Ellwood Thompson’s has adopted certain formal values meant 

for the public good and that align with Ellwood Thompson’s mission in serving the public. By Virginia law, each 

year as a Benefit Corp., the Mission Review Board evaluates how well it is serving its stated values and mission, 

and provides its assessment along with future recommendations through this Benefit Corp. Annual Report.

Specifically, Ellwood Thompson’s has created a Mission Review Board that conducts its annual review and 

evaluation of how well Ellwood Thompson’s is serving its stated public values. This Benefit Corp. Report is a result 

of a year-long process to review all aspect of Ellwood Thompson’s operations and to understand where Ellwood 

Thompson’s is doing its mission and operating by its public values and where it can improve in the future.
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Ellwood Thompson’s formed a Mission Review Board 

for the purpose of defining procedures to measure 

whether ET achieves its mission and upholds its core 

values on a year-by-year basis. ET views community 

members as its stakeholders and believes that true 

change can only come through diverse perspectives. 

As such, the Review Board is comprised of 

employees, customers, and outside interests, 

who all provide a unique perspective. Ellwood 

Thompson’s management strives to understand 

different perspectives in order to better achieve its 

mission. The management team regularly meets 

with the Review Board Chairman and ET’s Food 

Advocate to learn and discuss important food issues. 

MISSION REVIEW BOARD MEMBERS 

Hanna Lynch, Ellwood’s H.R. Generalist 

Colin Beirne, Ellwood’s Marketing Director 

Taylor Richardson, Ellwood’s Marketing Manager 

Jason Sullivan, Ellwood’s Creative Manager 

Karen Stephens, Long-time Ellwood’s Customer 

Chamie Valentine, Long-time Ellwood’s Customer

METHODOLOGY FOR 
SURVEYING CUSTOMER & 
EMPLOYEE PERSPECTIVES

In 2019, the Mission Review Board formulated 

procedures for defining and measuring how 

well Ellwood Thompson’s was achieving its 

social mission and upholding it core values on 

a yearly basis. One important factor was the 

implementation of a customer and an employee 

survey to gauge their perceptions on how well 

Ellwood Thompson’s was achieving its mission 

and core values. Upon viewing the results and 

the areas that were identified for improvement 

(or lack thereof), the Review Board determined that 

it would be more useful to allow our stewards and 

customers to guide us in a less structured format- 

specifically, soliciting open ended advice and feedback.

In the coming year we have/will:

• Establish more extensive onboarding 

for our new stewards

• Establish better educational training programs 

for our managers and stewards

• Provide information to our cashiers about 

Ellwood’s environmental and social programs 

to better inform our customers

• Increase the number of new local 

items brought into the store

• Offer new varieties of healthy grab and go food options

• Highlight local businesses and vendors on the website

Ellwood’s continually works to offer a supportive 

environment and education for our Stewards. This 

includes extensive onboarding, training, and outlets 

for feedback so Stewards are equipped to succeed 

and be productive and happy within the company.

Ellwood’s strives to be a best-in-class employer and 

attracting and retaining top talent in the increasingly 

competitive grocery industry will be vital to our 

success both financially but also in fulfilling our mission 

to “feed the heart and soul of our community.”

Supporting local businesses, vendors, and farmers 

is a core value at Ellwood’s, especially in 2020 when 

restaurants have had to close their doors due to the 

COVID-19 pandemic. We do not want to see our 

local food proverys suffer and we are in a unique 

positive to highlight them and offer our support.

Mission Review Board
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Accomplishments and 
Recommendations by  
Each Core Value in 2019

CORE VALUE #1

Provide healthy and local food for our customers
Product Standards: We provide you with a diverse selection of products with an emphasis on local, organic, 

minimally processed, and sustainable foods.

Food & Product Safety: As a customer and part of our community, we believe you deserve food and products 

with superior standards and clear labeling. We are a buying agent for you, not a selling agent for our suppliers. 

We prioritize keeping a healthy community above making profits.

ACCOMPLISHMENTS IN 2019:

• Grocery, Dairy and Frozen Department have 

gone 100% GMO-Free in 2019.

• These same departments increased organic 

items by 8.5%.

• All house-made Bakery products are now 100% 

GMO-Free.

• We used over 600 gallons of small-farm, 

organic, California extra virgin olive oil in our 

recipes in the Kitchen, Bakery, and Deli.

• 98.41% of customers agree that Ellwood’s 

provides healthy food.

• 98.42% of customers agree that Ellwood’s 

provides local food.

RECOMMENDATIONS FOR 2020

Offer new varieties of healthy grab and go  

food options.
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CORE VALUE #2

Support our local economy by promoting, selling 
and partnering with local vendors and businesses
Local Love: The great City of Richmond is our home. We work with local organizations, source local products, 

and encourage the buying of local goods throughout our community. Our market showcases local artists who 

share our social consciousness and add to Richmond’s rich historical culture. We define local as a 100-mile 

radius from Ellwood’s, as the crow flies.

ACCOMPLISHMENTS IN 2019:

• We brought in 657 new local items, bringing 

the total to 2,725 local items on our shelves.

• We used 100% local honey in house in our 

bakery, kitchen, and juice bar and sold over 

2,892 pounds of local honey in the store.

• We Used over 300,000 local eggs in our 

bakery, kitchen, and deli and sold even more 

than that to our customers during 2019.

• Through ET’s sponsorship of Shalom Farms’ 

Summer Kickoff, we helped cover the 

cost to grow 15,000 lbs of produce.

• We raised $41,993.81 for local non-

profits through our monthly 5% Day 

intitative. Recipients include: I am RVA, 

Birdhouse Farmers Market, Shalom 

Farms, and Habitat for Humanity.

• 98.17% of customers agree that Ellwood’s 

supports local vendors and businesses.

• 98.39% of customers agree that Ellwood’s sells products from local vendors and businesses.

• 98.16% of customers agree that Ellwood’s promotes local vendors and businesses.

RECOMMENDATIONS FOR 2020:

• Increase the number of new local items brought into the store by 10% to 723 or higher. 

• Highlight local businesses and vendors on the website and social media.

“ Ellwood Thompson’s leads the 
way in supporting local farmers 
and businesses. I’m very grateful 
that we have an independent 
store like ET in Richmond.”
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CORE VALUE #3

Value our employees by supporting their well-being  
and providing rewarding work
The employees of Ellwood Thompson’s are a proud, knowledgeable and diverse group of down-to-earth, talented, 

quirky and inspired individuals who are dedicated to a clear mission. This is why we call our employees “stewards.”

Respect for Stewards: In this digital age with robots replacing human interaction, we focus on increasing staff 

and offering better salaries. Diversity, equality, and ethical treatment of employees is of utmost importance at 

Ellwood Thompson’s. A collaborative management style adds to the entrepreneurial spirit of our employees, 

breeding all-around responsibility.

Paying it Forward: The success of our mission allows us to give back to our community, support our employees, 

and provide you with high quality products and fresh, locally produced foods. We have taken significant steps to 

further understand how well we live our values during our second year as a Benefit Corp. Our team developed 

surveys that ask our Customers and our Stewards how well they feel we live and embody our values. 

ACCOMPLISHMENTS IN 2019:

• 91.48% of customers agree that employees at 

Ellwood’s enjoy working there.

• 93.07% of customers agree that Ellwood’s 

supports their employees.

RECOMMENDATIONS FOR 2020:

• Establish more extensive onboarding for our 

new stewards.

• Establish better educational training programs 

for our managers and stewards.

“ Ellwood Thompson’s is always a joy to shop at. Great selection, 
knowledgeable, engaged employees.”
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CORE VALUE #4

Support environment and social consciousness
Environmental Impact: We work to reduce the impact we have on the world - for our sake and the sake of 

all other species. Ellwood’s supports sustainable agriculture, recycling, harnessing solar energy, composting, 

donating waste, and rewarding customers who travel in environmentally friendly ways.

Animal Welfare: The rights of animals are especially important to us. We only buy from farmers who ethically 

and humanely treat their animals and do not use growth hormones, antibiotics, or irradiation in raising them.

Envirocredit: Part of our mission is to play our part in making Richmond one of the most eco-friendly cities in 

the world, and we like to reward those who choose environmentally friendly travel. We’ll take 25-cents off your 

purchase when you get to our store by walking, biking, bussing, running, skipping, skating, or any other means of 

travel that helps reduce emissions. Just mention your mode of transportation to your cashier to get your discount.

“ Of the many grocery 
stores in Richmond and 
the surrounding areas, 
Ellwood Thompson’s by 
far is the best in terms of 
social consciousness and 
environmental responsibility. 
I love to shop here because 
of their outstanding 
values as a company, and 
because supporting local 
is important to me.”

ACCOMPLISHMENTS IN 2019:

• In 2019 we saved our customers:

 » $13,226.40 in reusable bag credits (10¢/ea).  

That’s 132,264 bags.

 » $2,237.20 in container credits (10¢/ea). 

That’s 22,372 containers.

 » $6,062.50 in bike/walk Envirocredits (25¢/ea). 

That’s 24,250 motor vehicle trips.

• We launched our Glass Return Program, which took 

2,480 deposits and 873 returns.

• Through our partnership with NOPE Composting, 

Ellwood’s diverted 100,840 lbs (50.42 tons) of 

valuable resources (food scraps) from the landfill.

• We made a 10% reduction in products containing 

palm oil, a major driver of deforestation of some of 

the world’s most biodiverse forests.

• 96.28% of customers agree that Ellwood’s 

supports the environment.

• 93.54% of customers agree that Ellwood’s supports 

social consciousness.

RECOMMENDATIONS FOR 2020: 

• Provide information to our cashiers about 

Ellwood’s environmental and social programs to 

better inform our customers.
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CORE VALUE #5

Encourage and support community 
and educational engagement
Community Consciousness: We stay engaged by supporting the RVA community with events and causes that 

reflect our mission and lead to positive change. We promote sustainably produced products that add to the well-

being of our local area.

ACCOMPLISHMENTS IN 2019:

• Offered 154 educational events in The Beet in 

2019, up from 150 in 2018 and 124 in 2017.

• Hosted Wellness Practitioner Meet & Greet.

• 94.45% of customers agree that Ellwood’s 

supports community engagement.

• 93.98% of customers agree that Ellwood’s 

supports educational engagement.

RECOMMENDATIONS FOR 2020: 

• Introduce health and wellness focused  

classes online.

• Introduce signage regarding “already reordered” 

products when out of stock.

• Introduce Health Coach shelf talkers 

identifying healthy products.

“ I like that Ellwood’s has free and open community talks and 
events in The Beet. I have seen two screenings of climate change 
documentaries and learned a lot while enjoying a local beer. 
Ellwood’s always has interesting events on the calendar.”
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