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Food Business & Labor Working Group       November 7, 2016 

 

Meeting Notes 

 Director Cidlowski opened the meeting and led introductions of the approximately 25 meeting 

attendees and presenters.  

 She shared information about the basic aspects of the FEED-DC Act the tax credit that is 

provided for large supermarkets to locate in areas lacking supermarkets, and to develop the 

healthy corner stores program. The D.C. Healthy Corner Store Program works to reduce food 

insecurity and improve D.C. residents' health by analyzing ways that small retailers could 

improve customer access to fresh produce, low-fat snacks, nutritious beverages, and other 

healthy foods in neighborhoods without adequate supermarkets and other sources of 

affordable healthy food. 

 A map was also shared that showed the location of the current grocery stores in DC and the 

locations where stores can potentially receive the current tax credit via the FEED-DC Act. A 

similar map is available online.  

 

Brief Presentations from Local Grocers 

 Danielle Vogel from Glenn’s Garden Market talked about her local grocery stores that have a 

focus on local and sustainable food. She opened the stores to have a direct and positive impact 

on climate change. There are two locations, one in Dupont Circle and one in Shaw, the larger 

one at 10,000 square feet in Dupont has received the supermarket tax credit through FEED-DC.  

 All of their food with very very few exceptions comes from within the local Chesapeake Bay 

Watershed. They use their bar/alcohol sales as an incentive to get people in the door and to 

grow the movement to provide local and sustainable foods to the community. Since opening, 

they’ve launched 66 local food businesses, including 34 that are women owned and 32 of which 

produce their products in DC. 

 Jamie Miller from Giant spoke about the history of Giant grocery as a chain that started in 

Washington DC. Giant has opened 3 new stores in DC since 2013, one in Cathedral Commons, O 

Street Market, and the H Street store. Giant’s store east of the river on Alabama Avenue opened 

in 2007 and has exceeded projected sales for that location. Stores typically take more than a 

decade to open and to get to a profitable level, and they are constantly looking for new store 

opportunities in DC.  

 Phillip Sambol from Good Food Markets presented about their store aimed at serving food 

deserts in NE along Rhode Island Avenue. Their hope is to set up a sustainable model and local 

supply chain and then scale up to other locations. They look at the potential ‘basket average’ 

perspective (how much do customers spend on average trips to the store). They utilized the 

Great Streets incentives as well as the FEED-DC tax credit. They’re planning to open a second 

location on South Capitol Street, working in conjunction with a developer.  

http://lims.dccouncil.us/Legislation/B18-0967?FromSearchResults=true
http://dcgis.maps.arcgis.com/apps/webappviewer/index.html?id=fabe75c9e20f4512866ca2191586ec37
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 Jonas Singer, founder of Union Kitchen and DC Food Policy Council member spoke about their 

local food business, distribution company, and corner grocery store. They have one grocery/deli 

location open at 3rd & F Streets NE and are planning to open a second at 9 & N Street NW in the 

convention center in 2017 and open others in the future. For a grocery to be successful rent can 

be only 2-4% of all cost, and you need a high volume of foot traffic.  

 The panel switched to general discussion about the needs of grocers and specific details about 

what it takes to open a new store. Typically takes 2-3 years to plan a new store. 

 Perception is an issue with locating a new store, such as perceptions that are bad and outdated 

on both the side of the equation for both retailers and customers.  

 Giant looks at trends in growth of population over 5, 10 or 20 years, projected income levels and 

dozens of other metrics to determine best location for a new store. They also look for a good 

sized piece of land, which are increasingly scarce in DC. Giant doesn’t publically announce new 

locations until they have agreements signed with developers. 

 We’re tired of having the conversation about why or how grocers don’t locate in our 

neighborhood and how much we need them. We want to figure out how to get them there in 

wards 7 & 8. 

 Metrics for how and where grocers decide to locate include the following 

o Spending that can support the stores 

o Early adopter shoppers 

o Construction offset/payroll and other labor costs 

 Examples of how to reduce initial labor costs include programs like ‘Project Empowerment’ from 

DOES program for returning citizens to be funded for up to 6 months wages paid, a long job 

training ramp up. Most that make it that long get hired full time in food service positions.  

 4 major Costs for Grocers include the following 

o Capital up-front costs (for example approximately 4 million for Giant up front) 

o Rent 

o Cost of goods sold (approximately 30%) 

o Labor/wages (up to 30%) 

o Leakage of food spending money into the surrounding jurisdiction 

 Potential incentives could include low cost (1%) loans to developers/stores 

 Eric Kessler shared information from our local Councilmembers on their thoughts on 

incentivizing grocers. Councilmembers are ready and willing to make this happen, it will take 

direct engagement with the Councilmembers in Wards 7 & 8, and it takes persistence and lots of 

time to make it happen. 

 We have to decide what kind of grocery options specifically we as a community want/need/can 

support in these communities. We have to avoid having one size fit all in our legislation. We 

need to understand the tipping point in what metrics or tipping points do stores use to invest in 

a community. Our Alabama Avenue Giant is a great case study for a white paper potentially, as 

they made more money than expected. We need to look at options and opportunities for the 

short medium and long term to get grocery to this area.  



 DC Food Policy Council Meeting Notes 

3 
 

 We need to pull together a white paper with options to update the incentives and develop an 

outreach strategy to get some traction behind these changes.  

 Access to vehicles and ability to carry groceries (estimate 2 bags at 12 pounds each) is a big issue 

for women, seniors and others having to walk long distances with groceries.  


