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TARGETING NEW CONSUMER PREFERENCES

Farinetti founded Eataly with pro-
ceeds from the sale of UniEuro, which 
he built from a family-owned busi-
ness into one of Italy’s largest sellers 
of electronics. Farinetti said he was 
inspired by the “Slow Food” movement 
— an early advocate for local foods and 
“good, clean and fair” production.

“At Eataly, we believe this philosophy 
indicates quality,” Eataly’s CEO, Fari-
netti’s son Nicola Farinetti, told SN in an 
interview. “Eataly’s mission is to bring 
quality in everyday life and to convince 
people to invest more in what they put 
inside of their body than outside. Our 
unique format — retail, restaurants and 

school all in one marketplace — aims to 
focus the attention on the ingredients, 
on the producers and on the quality of 
the raw materials.”

Italian foods make an ideal vehicle 
for that approach because “traditional 
Italian cuisine is about simplicity: us-
ing few ingredients that are lightly and 
gently cooked in order to highlight the 
quality of the raw materials.” 

At Eataly, shoppers will fi nd a wide 
selection of imported pastas, sauces, 
olive oils and wines, alongside food 
court stations for desserts and coffees, 
service meat and fi sh counters, selec-
tions of home goods and cookware, and 
several sit-down restaurants. Loca-

tions also offer a variety of dem-
onstrations, classes and “walking 
tours.” 

Eataly opened in New York for 
the fi rst time in 2010, and more 
recently opened a 63,000-square-
foot unit in Chicago. According to 
published reports, those units are 
doing $85 million and $50 mil-
lion, respectively, in annual sales. 
Farinetti has plans for additional 
U.S. units in Boston, Los Angeles 
and a second New York store in 
the next two years.

“I think what we do best is create a 
unique experience that differentiates 
ourselves from the crowd,” Nicola Fari-

netti said. “Looking for ways to be dif-
ferent is crucial for retailers.”

 —Jon Springer 

Continued from page 36

Italian specialty store Eataly combines 
elements of RETAIL AND RESTAURANTS in 
high-volume, fun-to-shop stores.

W
hile providing local, green-
house-grown produce on a com-
mercial scale year-round is itself 
a departure from the way su-

permarkets have traditionally sourced 
produce, what really sets BrightFarms 
apart is its business model. 

“Throughout millennia, people have 
built farms and then sold the food. We 
did it the opposite way,” BrightFarms 
CEO Paul Lightfoot said in an interview 
with SN. “And people thought I was cra-
zy, I think, when I started talking about 
this. We basically won’t build a farm un-
til all the food has been spoken for.”

That means a long-term contract 
with a retailer with fi xed prices on spe-

cifi c products and minimum volume 
requirements. 

“And what this means it that our 
greenhouses essentially have their rev-
enue guaranteed when we start build-
ing them. And this enables us to raise 
project fi nance capital, rather than typ-
ical farm capital. And this enables us to 
scale at a faster rate than we would be 
otherwise,” said Lightfoot. 

Begun as a non-profi t in 2006, New 
York-headquartered BrightFarms tran-
sitioned into a for-profi t consultancy 
before settling on building and operat-
ing greenhouses. 

“I became CEO in early 2011,” said 
Lightfoot. “And sort of my story is that 
I had become increasingly zealous in 
how I fed myself and my family during 
my 30s, and by the time I reached 40 
I was really ready to sort of bet my ca-
reer on bringing Americans food that 
was healthier and better for them and 
for the environment.” 

BrightFarms currently has two 
large-scale greenhouses in operation 
with another set to open in early 2016. A 
56,000-square-foot facility in Yardley, 
Pa., supplies McCaffrey’s Market, Best 
Yet Market and most recently Kings 
Food Markets, while a newly opened 
120,000-square-foot operation in Elk-
wood, Va., exclusively caters to Ahold 
USA’s Giant, Martin’s and Peapod. 

Roundy’s banner Mariano’s will 
be the retail partner for BrightFarm’s 
160,000-square-foot greenhouse in 
Rochelle, Ill. 

“We have made a strong commit-

ment to using locally grown produce 
in Mariano’s stores,” said Donald G. 
Fitzgerald, GVP and chief merchandis-
ing offi cer of Roundy’s. “By partnering 
with BrightFarms, we are able to offer 
a new option for locally grown produce 
that is available year-round.”

Despite its unique model, Bright-
Farms does have some competition. 
New York-based Gotham Greens de-
buted a 75,000-square-foot rooftop 
greenhouse in Chicago — its fi rst out-
side of the Big Apple — earlier this 
year. Similarly, in October Mighty-
Vine opened a 7.5-acre hydroponic 
greenhouse — over twice the size of 
BrightFarm’s latest venture — also co-
incidentally in Rochelle, Ill. 

While Lightfoot applauded Gotham 
Greens and MightyVine for promoting 
local food and keeping food spend-
ing in the community, he said Bright-
Farms’ business model will keep it 
ahead of the pack. 

“We think this puts us in a unique 
position to more powerfully disrupt the 
long-distance old guard produce in-
cumbents,” said Lightfoot.

He said Kansas City, Mo., would 
likely be the next site for expansion in 
2016. The company hopes to open fi ve 
greenhouses in 2017 and 10 in 2018. 

“We’ll be a real player at that point. 
We’re still an insurgent. We’re still a 
small upstart. Growing quickly, but 
from a small base. By the end of 2018 
we want to really make an impact on 
the industry and the market.” 

 —Liz Webber 

Paul 
Lightfoot
CEO, BrightFarms

HOW HE’S DISRUPTING: 
CEO Paul Lightfoot makes sure there’s 
an established market for BrightFarms’ 
greenhouse-grown produce before 
constructing a new project, allow-
ing the company to scale faster than 
competitors. 
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