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BY KAREN HAYWOOD QUEEN
PHOTOS COURTESY OF DOMINION ENERGY

Twenty-seven miles east of Rudee Inlet, two wind turbines 
tower 600 feet above the water line, taller than the Washington 
Monument. These silvery white giants are surprisingly quiet up 
close. You have to concentrate to hear the soft, slow rhythmic swish 
the bottom blades make as they swoop down toward the Atlantic. 

These are not your great grandfather’s scenic windmills dotting 
the Dutch countryside. Dominion Energy’s sleek wind turbines 
extend an additional 80 feet to the ocean floor and another 121 
feet beneath the ocean floor. Each produces six megawatts (MW) of 
power; together, enough to power 3,000 homes. The turbines were 
built by Denmark-based offshore wind company Ørsted. 

With a two-turbine pilot program up and running  
and a nearly $8 billion expansion on the way, Coastal Virginia  

is poised to become a leader in the offshore wind industry

FEATURE
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Leading the Way Offshore 

T hese two turbines are a pilot 
program—the advance team for a 
nearly $8 billion project with 180 
turbines, a mile east, with more 

than 800 feet above the water line. Each 
of those turbines will produce 14 MW of 
electricity, says Bonita Harris, Dominion 
Energy’s eastern region policy director. 

Dominion Energy’s parent company, 
Dominion Energy Inc., is contracting 
to build the first Jones Act compliant, 
U.S.-flagged wind turbine installation 
vessel, the Charybdis, which will first 
be leased to Ørsted projects in New York 
and New England and then to the Domin-
ion project, says Kevin Carroll, Coastal 
Virginia Offshore Wind operations and 
maintenance manager. The Jones Act 
requires goods shipped between U.S. 
ports to be transported on ships that are 
U.S. flagged—that is built, owned and 
operated by United States citizens or 
permanent residents.

The Charybdis will be a game-changer 
because, without it, turbine components 
can not be brought directly to the United 
States from Europe where they are made, 
says Katharine M. Bond, vice president for 
public policy and state affairs at Domin-
ion Energy. Components for the first 
two turbines were shipped to Canada, 
assembled there and then brought to the 

offshore site because there was no U.S. 
flagged vessel, Bond explains.

“Because we didn’t have a Jones Act 
compliant vessel, we couldn’t bring the 
components to the Port of Virginia—we 
had to make trips back and forth from 
Canada to complete the installation 
process,” Bond says. 

Without such a vessel, the United 
States—and Coastal Virginia—“foregoes 
the economic opportunities that are 
part of the buildout of the offshore wind 
industry,” Bond says. “This will be a 
game-changer for the U.S. offshore wind 
industry. It will also provide opportuni-
ties to bring economic development and 
supply chain development to the United 
States, so it’s not entirely European.”

The wind farm also will be:

• The largest offshore wind project  
in the United States

• The second offshore wind farm  
in the United States

• The first wind farm in  
federal waters

• The only wind farm owned and 
operated by a United States utility 

September marked the one-year anni-
versary of Dominion Energy’s pioneering 

project, which was 10 years in the making, 
Harris notes. Earlier this year, Dominion 
announced plans to invest $37 billion in 
solar and offshore wind through 2035.

“We are creating the first generation of 
offshore wind in the country,” says Kevin 
Carroll, Coastal Virginia Offshore Wind 
operations and maintenance manager. 
“We are setting the foundation and the 
tone of how offshore wind is going to be.”

Dominion Energy is working with 
Siemens Gamesa Renewable Energy to 
build and initially maintain the wind 
farm. Construction begins in 2024. Trans-
mission lines will come ashore near NAS 
Oceana. 

Leaders of the Hampton Roads Alli-
ance are focusing on promoting Coastal 
Virginia as an East Coast hub for wind 
energy. “Dominion is building the larg-
est offshore wind project in the United 
States,” says Matt Smith, director, off-
shore wind development for the Hampton 
Roads Alliance. “That’s gained us a lot of 
attention.” (See related story on page 28)

“Offshore wind makes sense for some 
basic reasons,” Smith explains. “The 
wind blows more offshore. You can build 
bigger turbines so they’re more efficient. 
As technology develops, offshore wind 
will become more and more competitive.”

FEATURE
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BIZ BEAT

For more than four decades, McK-
enzie Construction Corporation 
(MCC) has been an industry leader 
in the mid-major company size 
category. Their reputation for 

excellence is exemplified by the consistently 
high ethical standards they set for themselves 
and by the build quality of the numerous 
commercial, municipal, health care and 
educational projects in their portfolio. One 
would be hard-pressed to travel anywhere 
in Coastal Virginia or northeastern North 
Carolina without encountering one of their 
beautifully constructed buildings. 

A brief client list reads like a Who’s Who 
compilation: Norfolk Botanical Gardens, Cape 
Henry Collegiate School, Checkered Flag Auto 
Group, Tidewater Community College, City of 
Chesapeake, Lynnhaven Mall, NASA Langley, 
Wycliffe Presbyterian Church, Old Donation 
School’s Brickell Academy for Advanced 
Academics and Arts and the Department of 
Defense. 

“When we embark on a construction proj-
ect, it’s always with an eye toward the future 
and a desire to elevate the surrounding 
community,” Company President Robert H. 
McKenzie Jr. explains. “It’s a school that will 

educate future creators, engineers or perhaps 
a future senator. It’s a 911 facility that sup-
ports first responders, training classes and 
municipal disaster mobilization. It’s a library 
where people can study or a commercial 
destination that will grow the local economy. 
We take pride in the fact that we’re not just 
in the business of building structures—we 
want our buildings to support generational 
growth. We want our buildings to last.”

It’s that attitude that caught the eye of 
South Carolina-based company M.B. Kahn 
Construction Company’s leadership in the 
mid-’90s when they were involved in a joint 

M.B. Kahn acquires Virginia Beach’s 
McKenzie Construction Corporation, 

expanding on a distinguished legacy to advance 
its growth in the Southeast and mid-Atlantic 

By Beth Hester

McKenzie’s 
Next Move

McKenzie’s Old Donation School

McKenzie’s Bow Creek Recreation Center

McKenzie’s Virginia Beach Parks &
Recreation Administration Building

McKenzie’s Virginia Beach City Hall

McKenzie’s VistaGraphics, Inc. in Virginia Beach

McKenzie’s Newport News Transportation Center

Bob McKenzie, 
McKenzie Construction 
Corporation
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A fter a stint in the U.S. Air Force, Tommy Heath returned to 
Portsmouth in 1971 to help his father run the family feed 
store. But he had two conditions: “No more live chicks, 
and no more Christmas trees!” Heath was recalling the 
frigid holiday seasons he’d spent as a boy manning his 

post on the store’s corner lot selling trees to customers. 
Heath smiles, “It was a Charlie Brown-esque situation back then. 

Happily, we don’t sell live chicks anymore, but we’re back to selling 
Christmas trees. The autumn and winter holidays are very special 
times for us, our families and for our customers.” 

And that holiday spirit is in full swing at Norfolk County Feed & Seed, 
a Portsmouth institution that’s been helping customers navigate the 
gardening and animal care landscape since 1947. 

While Heath and staff field questions about plant pests, mulch 
and fertilizer, dozens of pumpkins, corn stalks and hay bales are 
being snapped up for seasonal displays, and regular customers will 
be ordering poinsettias and fresh bows for wreaths, doors and swags. 

Around Thanksgiving, they’ll open their second annual “A Walk 
Through Christmas” display in a building adjacent to the store—com-
plete with a model train, holiday music and brightly trimmed trees. 
Visitors can sip hot chocolate while savoring an experience that, on 
a small scale, brings to mind the beloved Coleman’s Nursery displays 
of yore.

It’s a new tradition established by Norfolk County Feed & Seed associ-
ates as a gift to the community at large. It boosts holiday spirit and 
generates feelings of goodwill. If it’s 80 degrees outside, Heath will even 
turn on the air conditioning to replicate suitable winter temps. This 
kind of open-hearted community engagement exemplifies the qualities 
that have made the business successful for more than seven decades. 

Norfolk County 
Feed & Seed

Celebrating its 75th anniversary year, 
how a thriving family-owned business 

in Portsmouth is beating the odds 

Words & Photos By 
Beth Hester

PHOTO COURTESY OF TOMMY HEATH

BEHIND THE BIZ
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SEEDS OF SUCCESS
A Portsmouth institution 
since 1947, Norfolk County 
Feed & Seed owner Tommy 
Heath (pictured facing 
page, top left) says, “A lot 
of our success comes from 
the way we treat people.” 

During his tenure, Heath has seen the business evolve to meet chang-
ing customer needs, and he’s shepherded the store through periods of 
economic decline: the stagflation and energy crisis of the 1970s, the Great 
Recession of 2007-2009, and most recently, the COVID-19 economic down-
turn. Through it all, the business has demonstrated a kind of elasticity 
that has helped it survive and thrive despite increasing competition from 
big box discount stores. 

“My father came from a rural share-
cropping background, and my mother 
was brought up in West Virginia coal 
country, and we started small,” Heath 
explains. “When the store opened, it 
measured 15 feet by 30 feet. Now there’s 
a warehouse, a nursery and green-
house, and the main store has expanded 
over time to accommodate new stock, 
a plant-wrapping and custom bow-
making station, and a popular bird and 
small animal-feed section. 

“Back in the day, we saw competi-
tion from discount stores like W.T. 
Grant at Mid-City. Then came K-Mart, 
Walmart, Tractor Supply and online shopping. Pricewise, the big box 
stores could eat us and spit us out, but we’re still here while many of 
the old school feed and general stores have long since closed.”

We sat down with Heath to learn more about how the business has 
managed to adapt to changing customer needs and why the store 
remains such a popular destination in the face of pricing competition 
and the tightened purse strings of shoppers.

“A lot of our success comes from the way we treat people. You’ll notice 
that the door to my office is open,” Heath points out. “I want to make 
myself available to people, and I genuinely regard our customers as 
neighbors and friends. They bring us examples of garden and lawn pests 
to identify, they want help diagnosing a fungal or viral disease that’s 
plaguing their tomatoes, or they have questions about the effectiveness 

and purity of a specific grass seed.
“Though I find myself spending more time at 

my computer sourcing goods because we’re still 
emerging from COVID shortages and the freight 
situation, if it comes down to pricing, or having a 
product in stock for customers, I’ll choose to have 
it in stock for them. We’re customer-driven.”

Heath and staff stay abreast of what’s hap-
pening in the gardening world. They identify 
trends so they can anticipate what products 
home gardeners will need. “Active listening is a 
dying art,” Heath explains. “We want to uncover 
what our customers really want and need, not 
what we think they need. We try to give everyone 
personalized attention, and we treat everyone 
with courtesy and respect.” 

Heath says that he feels humbled and blessed to be able to run the 
kind of business that engenders multigenerational loyalty. How do Heath 
and his staff stay so cheerfully motivated? 

“Every day is a fresh start,” Heath relates. “Every day brings the 
opportunity to do something right. The time to help a person is when 
they need help—not when you feel you’re ready to give that help. It’s a 
great feeling.” 
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CoVa BIZ: How much do you think inflation matters 
to most people as they’re shopping for the holidays?
Atwater: I can’t speak to the holidays, but let me 
share how I think of inflation. Inflation is far 
more a psychological issue than an economic one. 
Why inflation matters is it generates feelings of 
vulnerability [the opposite of confidence] and, at 
the extreme, feelings of scarcity that ‘I don’t have 
enough money.’ Being vulnerable changes not only 
how we feel, but how we think and all of the choices 
we make. If I look at the low end of the economy, they 
almost always have stacked vulnerabilities [financial 
vulnerabilities, racial vulnerabilities, educational 
vulnerabilities, health care vulnerabilities]. It’s not 
one thing that is holding them back: it’s six or seven.

By Kristen De Deyn Kirk 

Inflation and  
Consumer  

Confidence
What you think matters, says Peter Atwater, 
author of the new book The Confidence Map.

A n adjunct professor at William & Mary and president of 
Financial Insyghts, which advises investors and Fortune 500 
companies, Peter Atwater is a sought-after commentator on 
consumer confidence and decision making. His observations 
and research have been featured in The New York Times, The 

Wall Street Journal, Financial Times, Barron and other media outlets.   
His upcoming book, The Confidence Map, due out in fall 2023, explores 

how changes in confidence change how we feel. His advice in the book: Stop 
focusing on how you lost confidence because the cause is not important. 
It’s the feelings that really matter, not the source. Instead, if things feel 
uncertain, and you feel powerless, recognize that those moments do pass. 
You’ve experienced them before, and, unknowingly, have figured out how to 
get back to your comfort zone. 

Following are edited excerpts from Professor Atwater’s conversation 
with CoVA BIZ about inflation, consumer confidence and spending: 

RETAIL

“Its economic impact is relatively 
minor, when you look at the dollar 
and cents of it, but its psychological 
impact is overwhelming. It’s a constant 
reminder that ‘I am vulnerable.’” 

 — Peter Atwater on gas  
and food prices 
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SWIPE OUT
MERCHANTS FACE CRUSHING SWELLS  

OF CREDIT CARD FEES  

I t’s a tiny-looking thing. Sometimes you can’t even find it on 
the counter, but it’s merchants’ second highest expense after 
labor: Those small, black credit card payment processors. 

Every time you swipe or tap, a retailer is charged a fee. Last year, 
the fees rocketed 24%. They broke records with fees totaling 
$137.8 billion, says the National Retail Federation (NRF). Estimates 
put the annual cost of the fees at $900 per average family. 

Retailers asked Congress for relief. In the spring, senators acted, 
holding bipartisan hearings and introducing a bill in the summer. 

A NRF media release notes: “When swipe fees on credit and 
debit cards go up,” Senate Judiciary Committee Chairman 
Richard Durbin (D-Ill) said, “it increases inflation and consumers 
ultimately pay the price.”

The committee’s senior Republican, Sen. Charles Grassley of 
Iowa, said fees “are eating into already-tight margins, especially 
for small business owners.” 

Sen. Marsha Blackburn (R-Tenn.) said the increase means “a 
package of Oreos is going to cost more” for parents packing lunches 
for their children.

Please, keep inflation in check, and never, ever put Oreos at risk.
Durbin and Sen. Roger Marshall, M.D. (R-Kan.) sponsored the 

bipartisan Credit Card Competition Act of 2022 in July. The bill 
calls for credit card-issuing banks to offer retailers a choice of 
networks that can process credit transactions, with the hope that 
more competition results in lower fees. 

Jessica Fischer, owner of six 7-Eleven franchises in Coastal 
Virginia, was scheduled to join a dozen 7-Eleven franchisees 
in supporting the bill in meetings with Washington leaders in 
September. 

They and other backers—including the Retail Industry Leaders 
Association, the National Federation of Independent Business and 
the National Association of Convenience Stores—say much of 
the rising fee cost is due to two credit card companies, Visa and 
Mastercard. They dominate the market, collecting 83% of the fees. 

The bill currently sits with the Committee on Banking, Housing, 
and Urban Affairs. 

FAST  
FACTS

Credit card  
swipe fees paid  

by merchants rose 

24% 
in 2021. 

The average family 
experiences price 

increases of 

$900 
annually to cover 

merchants’ costs of 
swipe fees. 

Visa and Master-
card collect 

83% 
of swipe fees. 
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Deals at DaaBIN
POPULAR DEEP DISCOUNT FRANCHISE  

COMING TO NEWPORT NEWS

Lace your sneakers and pump your 
muscles—you’ll need the support and 
strength when a DaaBIN Store opens 

in Newport News. The deep discount store is 
coming to Turnberry Crossing Shopping Center, 
12638 Jefferson Avenue.

Started in the Midwest by the Weichers 
family, Delaney, Amanda, Andy and Beau (the 
DaaB in DaaBIN), the franchise stores stock 
liquidated merchandise. They restock on Thurs-
days and Fridays, never knowing what they’ll 
get. They open their doors five minutes early on 
Saturday for customers who have purchased a 
$50 pass. Items are $7 each. Passholders get first 
dibs diving into the bins loaded with stuff, some 
of it still in boxes and plastic wrap. On Sunday, 
everything is priced at $5; Monday, $3; Tuesday, 
$1. On Wednesday you can go wild: $10 for an 
entire, Ikea-sized blue bag. 

Asked to not push, the DaaBIN bargain-
finding pros must have a sixth sense as to which 
bins will have the best deals. Some keep what 
they find; others re-sell the merchandise for 
double, triple or quadruple—or more—what 
they paid. The DaaBIN websites boasts that 
some items retail for $500-plus. With practice 
and Facebook Marketplace, an eagle-eyed shop-
per’s bank account can soar with resale profits. 

A date for a grand opening at the Newport 
News store, the only so far in Virginia, has 
not been set, says Shelby Crowther, DaaBIN 
corporate director of operations. Watch for an 
announcement on Facebook. 

—KDK

BY THE 
NUMBERS

Retail value of select 
items at DaaBIN 
liquidators, soon  

to open in  
Newport News: 

$500
The consumer cost: 

$1-$7
The price to enter 
DaaBIN five min-

utes early after new 
merchandise is 

stocked: 

$50
The number of days 
DaaBIN closes each 

week to re-stock: 

2
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RETAIL

Chris Knight, 17, had an idea 
since middle school. He moved 
from Richmond and noticed 
something about Williamsburg: 
It didn’t have a cookie store. A 

few years later, he baked up plans for Cookie 
Chris, located at 1408 Richmond Road.

But first he tried a recipe easier than retail: 
Baking cookies at home and delivering them.

“I started baking seriously during Covid,” 
the senior at Warhill High School says. 

During the height of the pandemic, he filled 
orders, keeping his business model simple. 
Call in an order; pay by Cash App.  

Then he moved from straightforward to 
storefront this summer.  

“I was getting a lot of love and support when 
I was doing deliveries,” Knight says during 
a speaker phone call, with his mom, Fran, 
listening in. “I wanted to give Williamsburg 
a great experience, a place where they can 
come in and get a good cookie.” 

The store satisfies customers’ eyes as 
much as their tastebuds. The front, with a 
pink and blue Cookie Chris sign in the shape 
of a cookie and “Hot & Ready” and “Freshly 
Baked” neon blue signs, is lowkey. High key 
hits inside, where blue walls and pink trim 
and more neon signs pop against white 
chairs and tables. Bold and bright—and 
social media worthy. 

“I’ve learned that in the cookie business, 
customer service is key,” Knight says. “And 
not just having a great cookie, but when 
they come in, they also have a great experi-
ence. And that’s why we take pictures of our 
customers, to let them know that we really 
appreciate them and let them know that 
they’re part of the Cookie Chris family.”

A visit looks to be memorable for sure. And 
it’s a good thing: Chain competition—Crumbl 
Cookies and Insomnia Cookies—aren’t far 
away. Word of their openings came about the 
same time as the opening of Cookie Chris. 

Knight’s mom declined questions about the 
competing stores. She focusses on her son’s 
cookies, describing them as crunchy on the 
outside, gooey on the inside. The cost: $3.99 
for one; $35.99 for a dozen. Flavors—includ-
ing Fruity Pebble, Cotton Candy and Iced 
Oatmeal—rotate. Look for holiday-inspired 
options coming soon. 

Knight, a 4.0 student who’s applying to 
William & Mary, Harvard, Yale and Princeton 
with hopes of one day being a lawyer, may or 
may not be spotted frequently in the store 
during the holiday season and into the winter. 
In addition to baking, his hobbies include 
hoops. This coming up basketball season will 
be his second as starting point guard for his 
high school—leaving people to wonder which 
Knight prefers most: dunking cookies or dunk-
ing basketballs. 

 —KDK

One Smart Cookie One Smart Cookie 
High school student opens retail storefront in Williamsburg

Chris Knight  
opened his  
retail location in  
July 2022. 
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CoVaBIZ presents,  
in the highest quality print and 
digital magazine format, valued 
content that both reflects and 
enhances the business community 
in Coastal Virginia and the lifestyles 
of those who drive the success of 
these businesses.

IMPECCABLE 
CONTENT  
& DESIGN

Profiling the notable 
personalities and 
organizations that 
impact in the region

An overall business 
state of region 
report from area 
municipalities.

The latest trending 
tidbits and hottest 
topics in the  
CoVa business 
community.



CoVaBIZmag.com
A dynamic dedicated website that includes a virtual online magazine that contributes to total 
readership while providing an interactive component for surveying and querying our readership. 
Additionally, the site will add more in-depth content and information in area events including 
CoVaBIZ events.

A  D I G I TA L
 PRESENCE  THAT 
IS THE PERFECT 
COMPLEMENT

PUBLISHED 6 TIMES 
THROUGHOUT THE YEAR

JANUARY, MARCH, MAY
JULY, SEPTEMBER, NOVEMBER 2023

2023-24 Advertising Space Deadlines: 
11/23, 1/27, 3/4, 5/25, 7/28, 9/23

2023 Ad Approval Deadline:
 12/1, 2/2, 3/30, 6/2, 8/4, 9/30

CoVaBIZ 
Social Media
• Tagged Post: $50
  20-40 words of copy pertaining to a business 

event, anniversary, new hire, etc., one image 
(940 x 788), a direct link to either your website 
or sponsored content on CoVaBIZmag.com and 
tagged with appropriate Facebook handle.

Connect with us! 

@covabiz

Published every Thursday, the CoVaBIZ Break reaches the ideal audience to promote your business/networking event or 
recognize an award, honor or promotion bestowed on a company  or employee.

The Main Feature (one sold per newsletter): $250
• Includes living as the top spot with claimed email subject,  

40-50 words of copy and one image (800 x 540) in the  
newsletter with a link to a dedicated event listing

Featured Event: $125
• Includes 40 words of copy and one image (384 x 275)  

in the newsletter with a link to a dedicated event listing
Block Event: $75
• Includes 25-30 words of copy and one image (260 x 147)  

with a link to a dedicated event listing

Banner: $25
• Banner size is 296 x 144 and links directly to your website
On the Move: $25
• A special highlight for new hires, promotions and   

accomplishments. Head shot (260w x 147h), Name, Business,  
Title and 25 words of copy

Email: $500
Customized Email to subscribers produced to your approval

We’ll catch you up on local business news, networking events and takeaway tips.
CoVaBIZ BREAK

Leaderboard Ad (w728 pixels x h90 pixels)
• Monthly Price = $200
• Annual Price = $2400
Block Display Ad (w300 pixels by h250 pixels)
• Monthly Price = $100
• Annual Price = $1200

Sponsored Content
Editorial provided for print transformed to live in 
appropriate section on the web, promoted via 
social and CoVaBIZ Break e-Newsletter
• Monthly Price = $100
If purchased for 3+ months, will receive a 
complimentary Main Feature in CoVaBIZ Break 
($250 value)


