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Celebrating an Anniversary?
If your business is celebrating a signifi cant anniversary (5, 10, 20 years or more …) 
send us a photo of your business, the owner(s) or the staff with specifi c information 
about your business and what you’re celebrating, and we’ll include them in an upcom-
ing issue.
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TK and Kindergarten registration for 2018-19 school year
Registration for Lafayette students entering TK and Kindergarten for the 2018-19 school year will take place 
Jan. 16 and 17. In addition, an informational presentation, “A Roadmap to Kindergarten” will be held at the 
Springhill Elementary Multi-Purpose Room from 6 to 7:30 p.m. Jan. 11 for all interested parents in the Lafay-
ette School District. Further information can be found at www.lafsd.org. 
Lafayette Kindergarten/TK registration times: Jan. 16-17
 Burton Valley Elementary: 9-11 a.m. and 1-3 p.m., 561 Merriewood Drive, Lafayette, (925) 927-3550
 
 Happy Valley Elementary: 9-11 a.m.,  3855 Happy Valley Road, Lafayette (925) 927-3560
 
 Lafayette Elementary 9 -11 a.m.,  950 Moraga Road, Lafayette (925) 927-3570
 
 Springhill Elementary 9-11 a.m.,  3301 Springhill Road, Lafayette (925) 927-3580
  
The Moraga School District TK and Kindergarten registration is scheduled from 9 a.m. to 2 p.m. on Feb. 
1-2 at Camino Pablo, Donald Rheem and Los Perales elementary schools.  For information about 2018-19 
registration, visit the MSD website at https://www.moraga.k12.ca.us/kindergarten.

The Orinda Union School District Transitional Kindergarten and Kindergarten registration for children 
entering an Orinda public school in August 2018 will be held from 9 a.m. to 1 p.m. at each of four elementary 
schools starting Monday, Feb. 5 through Thursday, Feb. 8. For additional information regarding registration 
instructions, please check the OUSD website: www.orindaschools.org.
 Kindergarten students must be at least 5 years of age on or before Sept. 1, 2018, and if a child has their 5th 
birthday between Sept. 2, 2018 and Dec. 2, 2018 they are eligible for Transitional Kindergarten.

Grocery store trends shift to the 
tech-savvy shopper
By Lou Fancher

Retail grocery is a moving ma-
trix. In Lamorinda, the ac-

tion swings from family-owned 
Diablo Foods to corporate Safe-
ways to healthy food Trader Joe’s 
and Whole Foods Markets—now 
owned by Amazon—to specialty 
food purveyors and farmers’ mar-
kets. Local residents have seen 
stores come and go—Moraga used 
to boast more than its single Safe-
way; Lafayette once had an Albert-
sons, and so on.
 Obvious to experts or casual 
observers of the industry, constant 
change isn’t unique to our com-
munity. Cutthroat competition 
everywhere means supermarkets 
and grocery stores operate like 
animated sudoku or nimble jig-
saw puzzles: constantly shifting to 
create bottom-line solutions and 
complete brand images. Because 
brick-and-mortar businesses sur-
vive only if the numbers add up ex-
actly—only if their perspective is 
near-perfect—retailers constantly 
evolve. To keep and attract custom-
ers in an everything-on-demand 
era, new technology and trends 
must be integrated—but always 
without sacrifi cing the mom-and-
pop, user-friendly experiences cus-
tomers continue to expect.
 So when Amazon recently 
bought Whole Foods Market—and 
opened Dec. 6 the East Bay’s fi rst 
365 Whole Foods at the Veranda 
shopping center in Concord—cu-
riosity about the impact of the two 
moves led to a case-study exami-
nation. What are the ripple effects 

caused by Amazon’s move? Will 
the value-driven slant or novelty 
of  Northern California’s fi rst 365 
store draw customers from Lamor-
inda, despite the 10-mile commute? 
What general trends are driving the 
industry?
 For people unfamiliar with 
365, the value-centric stores share 
WFM’s mission (since the com-
pany’s founding in 1980) to bring 
healthy food to customers. Unique 
to the 365 markets are smaller 
footprints, emphasis on in-house 
generic 365 products and quick, 
in-and-out convenience. At 29,200 
square feet, the Concord 365 of-
fers a reduced fl oor plan with open 
sightlines. Unlike the Lafayette 
WFM, a person at the entrance can 
see to the back wall and each cor-
ner of the store, making it easy to 
navigate with purpose.
 There are other highlights: a ta-
queria with order-at-a-screen tacos, 
burritos, and other items; Detroit-
style pizza; a do-it-yourself taco 
bar; full-size produce section with 
weigh-it-yourself scanning scales; 
and most notably, partner busi-
nesses known as “Friends of 365.” 
Richmond-based Urban Remedy, 
makers of plant-based packaged 
meals and beverages, occupies a 
619 square foot space and Oregan-
based Next Level Burger, with veg-
an burgers available at their 1,149 
square feet in-store eatery.
 But it’s technology and self-
serve options that refl ect broader 
trends and features introduced in 
response to customer demand, 

says Senior Marketing Director 
Kate Neu, during a private tour. 
“Experiential shopping,” she says, 
“is increasingly defi ned by conve-
nience.” At a screen kiosk in the 
wine and beer department, custom-
ers scan barcodes to see ratings and 
information about beverage selec-
tions. “If they don’t want to fi nd an 
employee but want to know more 
about their purchase, this makes it 
easy, instant,” says Neu.
 Community Relations Leader 
Paul Barron outlines reasons the 
365 store might appeal to Lam-
orinda customers. “They already 
know the Whole Foods experience: 
they’ll get the streamlined version 
here. It won’t supersede Lafay-
ette’s WFM, but they’ll jump in on 
the way home from work for things 
like the meal kits, fl ash fi nds picked 
by our buyers, 10 percent member-
ship discounts, the value-added 
365 brand—and here, we have a 
great parking lot.”
 Increased automation will sure-
ly result in job loss—right? Neu 
says Amazon’s purchase of WFM 
stabilizes and establishes the brand 
as permanent in the ever-changing 
food retail industry. Concord 365 
Team Leader Chris Tiger says the 
new store has approximately 90 
employees. Two-thirds were new 
hires from the area and 70 percent 
of the jobs are full-time, with ben-
efi ts. “We create jobs in a commu-
nity,” says Tiger.
 At a Nov. 14 community sym-
posium sponsored by the Moraga 
Chamber of Commerce at Saint 
Mary’s College, Jay Kerner, Presi-
dent/CEO of U.S. Realty Partners, 
said retail establishments have 
suffered “an apocalypse.” Kerner 
represents the regional commercial 
real estate operating company that 
owns the Rheem Shopping Center. 
He said, “Everyone is trying to re-
invent themselves to keep up with 
technology, to keep up with Ama-
zon.” Supermarkets and discount-
ers are sectors that are surviving 
well, if not easily. Shopping centers 
with known names, like Starbucks 
and Whole Foods, attract new busi-
nesses that bring valuable tax rev-
enue to communities, according to 
Kerner.
 Which makes the recent pur-
chase of Whole Foods Markets by 
Amazon an interesting maneuver. 
The fi rst evidence of the purchase’s 
impact in Lafayette were price re-
ductions on WFM products. The 
next wave might be Amazon lock-
ers. The company’s self-service 
parcel pickup and delivery service 
allows consumers to retrieve or re-
turn items ordered from Amazon. 
“Anyone who’s worried something 
might be stolen from their front 
doorstep will love the security of 
picking up their package and gro-
ceries in one location,” says Neu.

A screen kiosk in the wine and beer department allows customers to scan 
barcodes to see ratings and information about beverage selections.
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Schedule your FREE Consultation today!  

IT’S OUR BIGGEST SALE OF THE YEAR 
BIG SAVINGS ON THE STYLES YOU’LL LOVE.

Incredible Savings, Promotions, and Upgrades On
Shutters & More Going On Now!*

Contact your local Style Consultant for amazing offers in your area!

Custom Hardwood Shutters

*Applies to selected window treatments and Norman and PureVu® shutters sold through Budget Blinds®. Ask for details. Not valid with any other offers, discounts, or coupons. Valid for a limited time only. Offer good at initial time
of estimate only. At participating franchises only. ©2016 Budget Blinds, LLC. All Rights Reserved. Budget Blinds is a trademark of Budget Blinds, LLC. and a Home Franchise Concepts Brand. Each franchise independently owned and operate

Franchise opportunities available.

925-216-4857 //BudgetBlinds.com

 BAD
 INC.

 Bay Area 
 Drainage, Inc.

 Have You Checked Your
 Crawlspace Lately?

 • French Drains

 • Underfloor Drains

 • Downspout Systems

 • Subdrain Systems

 • Sump Pumps

 •  R etaining Walls

 •  Pavestone Driveway & Walkways

 A General Engineering Contractor

 Locally owned and Operated 

 Contractor LIC # 762208

 925•377•9209

 A General Engineering Contractor

 Locally owned and Operated 

 Contractor LIC # 762208

 925•377•9209
 visit our website

 www.bayareadrainage.com

 • French Drains

 • Underfloor Drains

 • Downspout Systems

 • Subdrain Systems

 • Sump Pumps

 •  R etaining Walls

 •  Pavestone Driveway & Walkways
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