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By Patrick Lapinski

A RETURN TO ROOTS

LOVE CREAMERY'S THIRD LOCATION
IS IN THE CITY WHERE IT ALL BEGAN

or the past year the excitement
and buzz has been steadily
growing about the opening of
Love Creamery in Billings Park.
The latest retail scoop shop is
the third for the award-winning creamery
and marks a long-anticipated arrival in Su-
perior where the business first took root.
Like any small business, it started with
an idea, combined with a bit of uncertain-
ty. “Back in the day, when I first was doing
my research, probably about 2010, I was
looking to start my ice cream business, but
I did not want to be all in at that time,” re-
called Wilde. “It was just something I was
exploring, to see if I wanted to really make
ice cream for a living.”

Wilde liked her idea, but it wasn't the
only one she was thinking about. She de-
cided it would take some research to really
understand what she would be undertaking
should she go forward.

ENVIRONMENTAL
UNDERPINNINGS

For Wilde, starting a business was
important, but it had to be something she
could be proud of in ways that extended be-
yond making a dollar.

“I always wanted, at one point in my
life, to run my own business, and I've always
been an environmentalist,” says Wilde. “My
first job was an internship with the Nation-
al Audubon Society in Washington, DC,

working on the Endangered Species Act.
I went on to work in the Peace Corps and
AmeriCorps; both on projects that were
focused around health and sustainability. 1
have a real passion for our planet and all the
things that live on our planet. It’s just some-
thing I've had since I've been a kid catch-
ing salamanders and playing in the forest;
something that’s very primal to me."

She wanted to embody those values
and passions in a business.

“I thought perhaps one way I could have
maybe a bigger impact than what I was doing
for the nonprofits was to do something that
has a sustainable bent in a capitalist economy.”

For Wilde, that meant sourcing foods
locally, lowering that carbon footprint for



“WHAT | REALLY LIKE ABOUT THIS PARTICULAR
LOCATION IS THAT IT'S IN A COMMUNITY. | LIKE
THE IDEA THAT NEIGHBORS COULD WALK HERE
AND GATHER AFTER A SPORTS GAME, OR JUST
COME HAVE A COFFEE WHEN THEY’'RE WALK-
ING THEIR DOG, OR KIDS COULD COME AFTER
SCHOOL.”

- NICOLE WILDE, OWNER - LOVE CREAMERY

bringing food to your plate. “If you can
go local and work with businesses that are
doing more sustainable organic practices, [
feel like that’s contributing to a reduction
of our impact on our ecosystem.”

Wilde, a native of Wauwatosa, Wis.,
likes to farm and loves the outdoors. She
started to think of ways she could possibly
use what she farmed in a product.

“I had multiple iterations of a business
idea, including a native seed company to a
very big kind of organic hamburger compa-
ny. Atany rate, I did land, after doing several
business plans, on maybe just learning how
to do one thing really well. That I could use
organic ingredients and ice cream seemed
to be something no one was really focusing
on locally in that space at the time. That’s

really how it started.”

Following up on her idea, Wilde start-
ed making recipes and attending classes,
learning about different ways to infuse
cream with plants she grew and make sor-
bets from fruit grown in her garden. “It just
seemed to blossom from there.”

Translating her idea into action was
going to require more than just a passion
for sustainability. “I started with the prod-
uct and a vision of the kind of business I
wanted, but I wouldn’t say I was gonna do
exactly two stores and do this,” she said
about her current business model. “As a
matter of fact, I was planning on doing
more wholesale up front than doing the
scoop shops.”

To that end, she embarked on a research
road trip, traveling to both coasts to “visit”
with ice cream manufacturing companies.

“They were so kind to meet with me
and show me their operations and share
their insights, which was incredibly help-
ful. They were all very different. I mean,
they're all making ice cream and they were
doing the artisan ice cream; I focused on
that piece, but they had different business
models, different products, different sug-
gestions on supply chains.”

Some of the things she gleaned right
away was how big a walk-in space she would
need to start with, the dos and don'ts, chal-
lenges in the marketplace, what it’s like to
deal with a local dairy, ideas on how to pro-
cess some things, and packaging.

“Hardcore” was how Wilde described
her visits, touring the operations, talking
about their financials as opposed to saying
hello and having a cup of coffee. “I gleaned
a ton. I would say I probably did about 12
of those.”

After her trip, it was time to put ideas
into action.

SUPERIOR BUSINESS CENTER'S
COMMERCIAL KITCHEN

Wilde started out with an ice cream
cart at local farmers markets, but it really
wasn't making money. She was at a cross-
roads; either just end the operation or try
to take it to the next level, a retail store.
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Looking for a community commercial
space to make ice cream without having all
the initial investment, Wilde learned about
the Superior Business Center and its com-
mercial kitchen.

“It was great because I had all the
equipment I needed, except for my ice
cream machine and a blast freezer. It had a
walk-in and dry storage, all the ovens and
other things that we use to make nuts and
inclusions that go into our ice cream,” said
Wilde. “That really was where 1 launched
the business. I was in there from 2014 until
2018 when I opened our first retail location
in Duluth.”

For a food business, the commercial
kitchen plays a vital role in the local small
business economy. Prior to starting her busi-
ness, Wilde's only food industry experience
was working as a server during college.

“Once 1 started doing the business
plan, I was like, gosh, I need all this equip-
ment, and [ really don't know if I want to do
this. I mean, it’s just an idea at this stage,”
reflected the entrepreneur. “Spending
$150-200,000 getting my own commercial
space, which would be a small footprint,
was more than I was willing to put into for
something | wasn’t sure | wanted to do.”

The commercial kitchen allowed Wil-
de to test the waters without having all the
capital investment on the equipment.

“It was also nice just to have some
peers alongside that I could bounce ideas
off of, get ideas or just advice. The mod-
el works really nice because, again, I was
just trying this idea. 1 was only making ice

cream in the summer, so in the offseason, |
was paying a minimal amount for storage,
but I wasn't having this big, large rent when
I wasn’t making ice cream. It worked out
very nicely.”

BATCH PROCESS &
SUSTAINABLE SOURCING

There's two ways you can make ice
cream, by the batch or continuously. Love
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Creamery is considered a small batch ar-
tisan ice cream shop. Not sure what that
means?

“Think of it as making brownies. You
put a recipe into a mixer, but there’s only
so much that mixer can hold, and that’s a
batch. It’s the same with ice cream. You
have an ice cream freezer that can only hold
so much, and that’s a batch,” says Wilde.
“With our batches, we can put 12 quarts

P S

184S, T / _




in two of our freezers. When we do our 12
quarts we're making about 2.5 tubs of ice
cream. That’s how small it is. In the summer
we can go through a lot of those a day, of
any flavor; they're small batches.”

The folks at Love Creamery are always
coming up with new flavors. All three Love
Creamery scoop shops carry four core fla-
vors; mint chocolate chip, vanilla, choco-
late and salted caramel, but be forewarned,
not all scoop shop batches are created
equally. Aside from the core four, the goal
is for each shop to have unique flavors not
found in the other locations.

Traditionally, Wilde has come up with
the new flavors, but recently she has in a
sense, opened Pandora’s box, allowing staff
and customer input for adding new items
to the menu.

“Most of our flavors either started
with an ingredient I wanted to play with
and make a flavor from, or were inspired
in other ways,” Wilde explains. “Maybe I
went out to dinner and had a dessert and
thought, ‘Oh, I can just deconstruct that
and make an ice cream flavor out of it, or
I've read something in a cookbook and

thought that could be an interesting ice
cream flavor.”

Historically, it started with items from
Wilde’s farm, like the mint that has become
mint chocolate chip, one of her core flavors,

Staying true to her ideals, Wilde makes
every effort to sustainably source her in-
gredients. “When it comes to more exotic
things like chocolate or vanillas, we play

with those ingredients to make a flavor. If
it’s single origin, orifit’s just more of a blend
of different cacao beans, we've vetted it for
where it comes from and how it’s harvested.”

Local delicacies like honey and maple
syrup are mainstays in the Love Creamery
kitchens.

“We have a lot of honey flavors. We
have maple flavors; things that grow in our
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in our woods, in our backyard. We also play
with heritage types of things. We have alot
of Finns here, so we have a salted licorice
flavor, as well as lingonberries and cloud-
berries; things that are a nod to the area’s
Scandinavian heritage. I lived in the Ca-
ribbean in the Peace Corps so I'm always
pulling in Latino flavors from there. 1 was
in India a couple years ago, so pulled flavors
from there,” explains Wilde, whose travels
gravitate to food and inspiration.

THE DAIRY

The ingredients add the flavor, but the
dairy is the magic. “When I started, I had to
find a dairy that would supply us, and that
was a lot harder than you think, because
we're teeny; we don't buy a lot.”

A lot of organic dairies were selling
to Organic Valley. “They milk their cows,
a tanker comes up, they grab the milk, and
they're gone, and they've sold it all." The
farmers had no incentive to do all the extra

work to sell her what amounted to almost
nothing. She needed to find an operation
willing to work with her.

Wilde finally discovered a creamery in
the Cities who were getting some of their
mix from the DeRosier family’s Crystal
Ball Dairy in Osceola.

“They were willing to work with me
and we began fine-tuning my recipe,” ex-
plained Wilde. “In the meantime, I talked
to another dairy, Pat Daniger’s Autumn-

ON BEING A WOMAN BUSINESS OWNER

finds herself in somewhat rarified company for a woman-owned

business in Wisconsin. Small businesses, according to Statistics
from the U.S. SBA Office of Advocacy “..make up 99.4 percent of
all businesses in Wisconsin. While precise, updated, state-specific
counts of women-owned firms vary, nationally, over 90 percent of all
women-owned businesses have no employees.”

Women-owned businesses in Wisconsin and Minnesota repre-
sent a significant portion of the state's economy, roughly 41 percent
in both states according to statistics from the SBA Office of Advocacy
and the Minnesota Chamber of Commerce.

As the sole owner and entrepreneur, Wilde can trace her success
from a combination of life's experiences, determination and hard work.

“Entrepreneurship has been very rewarding for me. | am so
happy | did it. | wish | had done it earlier, but at the same time, all my
life experiences have probably helped me accomplish what we've ac-
complished to date. So, maybe earlier wouldn't have been as good,”
she reflects. “It can be pretty grueling from time to time, especially as
you're growing a business and trying to learn new things and stretch
people and not have all your processes in place; that's a little bit
what we're experiencing now.”

Each new success for Love Creamery has been built upon a
series of goals, steps and successes, somewhat like reaching the
next level in a video game, but with real-world consequences. Wilde
calls them learning curves.

“I'd say there are learning curves; you learn them, and then
you find out there's another learning curve. It just seems to be a
never-ending climb in terms of understanding how to scale up, work
smarter, work good for your customers.”

I n respect to having employees, Nicole Wilde of Love Creamery

The rewards for Wilde, however, are not limited to popularity or
making money. “For me, what's really important is being a good place
where people want to work. That's really critical to me. There are all
these moving parts to trying to just make the orchestra play the songs.”

Despite her success, Wilde still faces challenges that she be-
lieves are gender-based versus business-based. “I'm questioned a lot
more than men are,” notes Wilde, “As an example, when I'm in a room
and | throw an out idea and it's questioned, and then somebody else
throws out an idea and it's not questioned? That's been interesting.”

In response, Wilde questioned her own sensitivities about the
gender bias, but over time has come to a different understanding.

“At first | was like, ‘Oh, this is not a thing,' and then | realized now
this truly is a thing. It's not intentional; | think it's just culturally how
we've been raised, and it comes off in the business environment,” she
says, “but, when you're the one paying the bills and paying the people
and you're still questioned, it can get frustrating, but | roll it off.”

One aspect that does tickle Wilde about being a woman busi-
ness owner is supporting other women-owned businesses.

“I do seek out other women owned businesses when I'm trying
to make business decisions on who we partner with,” Wilde said. "It
won't be the only reason, but | definitely will make sure that we're
looking at @ woman-owned business, if there is one in our decision
making. | also love hiring women; young women and seasoned folks
because | can do some mentoring, especially to the younger group,
about possibilities.”

On the flip side, Wilde also benefits from their advice and coun-
sel. “| appreciate just having other women around who can also give
me advice. As a woman business owner and a woman leader, | really
appreciate that.”



wood Farm in Forest Lake, but they didn’t
want to do it. Unfortunately, my dairy
burnt down eight weeks before we opened
the first store.”

For Wilde, the silver lining which
emerged from the tragedy was that
Daninger happened to be friends with the
DeRosier family and started helping them
out, which included making the base that
Nicole and Barb DeRosier had developed
for the ice cream.

“The great success story here is, it was
not only great for us; it was a value-add-
ed product that they didn't have. It didn't
fluctuate with commodity pricing. Pat
Daninger told me the other day, “We went
from, how do we keep our doors open to
how do we keep people away from our

doors.” They now supply nearly all the ice
cream manufacturers. So, when somebody
says, were you using local dairy? I can say
without a doubt - we were there, we're
the reason they're using local dairy. This is
something I'm very proud of]” says Wilde.

Love Creamery is diligent about not
only making delicious ice creams, they are
committed to providing allergen- and glu-
ten-free products for their customers.

“We really focus on trying to be glu-
ten-free as much as we can. We have a pret-
ty big following in that category of people

that have an allergen; they love coming
here because we really cater to them. We
have folks that choose to come here be-
cause of that; they can come here and enjoy
something and not be left out. That’s our
goal,” says Wilde. “People can say they're
into sustainability, but I can say, without a
doubt that we are really into sustainability.
We have led other businesses to be able to

do what they're doing, which just means
we're innovators.”

THE RIGHT INGREDIENTS:

LOVE CREAMERY SCOOP SHOPS
The commercial kitchen in the Supe-

rior Business Center was a stepping stone

in the progression of the fledgling Love

Creamery.
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“It's an incubator where people
should eventually get up and go and grow
their business someplace else, which is
exactly what I did,” explained Wilde.

Her first store opened in West Dulu-
th's Lincoln Park in 2018, followed by a
second location in the Canal Park district
and, now, Love Creamery has come full
circle with a third retail store in Superior.

On average, Love Creamery has be-
tween 30 to 40 employees, a number that
roughly doubles by mid-summer. “We're
always hiring people, either teachers or
high schoolers or college people that are
off for the summer.”

While all of Love Creamery’s scoop
shops feature a full espresso bar, plus
goodies like custom ice cream cakes, ice
cream sandwiches and bars, Wilde says
the Superior store will have something
new, a bakery, replete with a pastry chef.

“She’s really good, and has devel-
oped some new, gluten-free baked items.
We're doing scones and galettes and dif-
ferent cookies while focusing on that glu-
ten-free bandwagon. We now have those
things in the morning, and folks are start-
ing to come in.”

On the Superior side of things,
Wilde is very excited to be here. *

We're making this our new head-
quarters. We now have what we haven't
had before; office space, meeting space
and our own place to connect on a daily
basis together as a team. I'm super excit-
ed about that,” says Wilde. “The goal is to
grow this up from a couple scoop shops
to a real manufacturing business where
we're offering our super creamery prod-
ucts to people in the Midwest and maybe
beyond via online sales.”

Owner Nicole Wilde is also excited
about the location and the benefits it has
to offer.

“What I really like about this par-
ticular location is that it's in a commu-
nity. I like the idea that neighbors could
walk here and gather after a sports game,
or just come have a coffee when they're
walking their dog, or kids could come af-
ter school,” says the Wisconsin native. “I
like that it's off of a busy street, so it's a lit-
tle bit quieter. It's near the park, near the
ski trails, near the bike trails. There're just
so many great things about it.” &

Patrick Lapinski is a freelance writer who grew up
in Superior
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