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Executive Summary 
The goal of this recommendation is to shift people’s opinion on Kroger from simply just liking Kroger to loving Kroger. In order to achieve this goal the word love must be broken down into three separate words of emotion, perspective, and relationship all of which make up the word love. Once the different words that frame love are established and known Kroger can then work on each part of love individually and from there can equally combine each part to build the love towards Kroger customers. 

The first part in this process is redefining Kroger’s current mission statement to one that shifts the emotions people feel when they think of Kroger. The shift in emotion will occur by constructing a mission statement that puts people over profit. By doing this Kroger will create a happy and friendly environment where customers want to shop. Not only will customers benefit but so Kroger because when employees are happy at work employees are not only more productive but the company profit also increases. This shift in customer emotion towards Kroger is simple a part of customer’s loving Kroger. 

A shift in customer perspective of Kroger will occur through the addition of the “Kroger Kitchen” in upscale and mainstream locations. The “Kroger Kitchen” will give customers engaging classes to participate in which will help redefine Kroger as a destination opposed to a retailer in the eyes of its customers. By doing this Kroger will further the happiness and love associated with its stores through the knowledge and unique customers gain participating in the various cooking classes. The reason people love destinations is the new skills and unfamiliarity people experience at destinations. The shift in the perspective is second part of building customer love toward Kroger. 

The final shift that will occur is the relationship customers have with Kroger through the implementation of the “Healthy Sticker” into the already existing rewards program. The “Healthy Sticker” will build relationships with customers by displaying to customers that Kroger not only cares about customer’s wallet but also their health. By doing this Kroger will display to its customers a major level of appreciation which is the cornerstone of building lasting relationships. The “Healthy Sticker” will also build relationships with health insurance companies through the partnership that the program creates. The shift in relationship with Kroger that will result is the final step in displaying love to customers because without a relationship love is not possible. 






Introduction 
The Kroger Company has achieved its great success over the many years of operation because of four main reasons, Kroger’s people are great, prices are good, products customers want plus some, and the experience makes people want to return. Yet, there is still something Kroger lacks and that is customers loving Kroger. Therefore, a change must take place. This change must focus on how to incorporate the fundamental aspects of Kroger while altering the emotions, perspectives, and relationship customers associate with Kroger. The answer to this question, if approached and implemented correctly will result in customers loving Kroger. 

The first step Kroger must take is to redefine its mission statement to one that puts the focus on the people, both customers and employees, rather than on profit alone. When this shift in focus takes place, Kroger will excel in creating an environment where people not only want to work but are happy when they are working. Happy employees’ equal happy customers and an emotional transformation of love in the consumers’ eyes. 

The next step in the process would be for Kroger to develop an engaging activity such as various cooking classes offered in upscale and mainstream Kroger store locations. These activities would work to branch Kroger into an attraction in the eyes of the consumer. By viewing Kroger as an attraction people would frequent the store more often as well as derive a feeling of happiness and love with Kroger. 

The final step involves expanding upon Kroger’s already outstanding rewards program. The current rewards program is something that loyal Kroger customers appreciate and enjoy about Kroger. By expanding the rewards program in the areas where the current buying trends are headed Kroger can reap the benefits if a system is put in place. The expansion of the rewards program to fit future and current purchasing trends will display to customers that Kroger cares and will bridge the road to customers loving Kroger. 

While all of these ideas are strong and capable of implementation individually, the relationship between the different steps in the process is what builds the full circle recommendation. Each individual part is simple a leg of the triangle that without the rest is incomplete. The center that each leg supports equally is the love between customers and Kroger. By implementing the entire triangle Kroger will begin to display love to its customers which results in customers loving Kroger. 






Mission Statement 
An effective mission statement for an organization is pivotal to the organization’s success. Mission statements are often overlooked, yet is truly key in determining the direction and decisions in the future for companies. 

Overview 
Kroger needs to redefine its company mission statement to putting people over profits. 
Currently Kroger’s focus is geared more towards being the best in the distribution of goods as shown by its current mission statement: 

"Our mission is to be a leader in the distribution and merchandising of food, pharmacy, health and personal care items, seasonal merchandise, and related products and services” (The Kroger Co. - Home).

The process of changing the mission statement is not as simple as solely changing the words to the mission statement that already exists. For an effective change to occur all Kroger employees must participate in reworking the mission statement because “Without involvement, there is no commitment” (Covey 143). Once a mission statement for the Kroger company is established each individual store will compose its own derivative of the mission statement to fit the stores own specific situation, time, and environment. From there the stores will uses its mission statement which is in harmony with the overall Kroger mission statement as the criterion for every decision. Not only does the grow unity in the organization but it also grows the relationship between Kroger and its employees by creating a happy and healthy work environment. The new and improved mission statement of Kroger should incorporate the same core beliefs as this mission statement:

“Our mission is to be the leader in creating and building lasting relationships with both customers and employees by placing people at the center of our principles.” 

Significance 
By redefining its mission statement, Kroger is taking an inside out approach to solving customer happiness. By creating a happy and exciting environment from the core with its employees, Kroger is then able to reflect that same environment outward on its customers. And who doesn’t want happy customers. Happy customers are what drives the success of companies. Not only does a redefined mission statement of Kroger establish and create a happy work environment but it also begins to build customer’s love towards Kroger because of the positive emotions they experience when they are in Kroger stores as well as simply when they think of the words “Kroger.” 


Data
There is significant data that displays the positive effects of both employee and customer happiness. When employees are happy and engaged at work studies show that both profit and productivity rise over 20% compared to when workers are unhappy (Do Happier Employees Really Mean Happier Customers?). Employee happiness transcends to customer happiness. According to a Harvard Business article when customers are happy they spend 140% more than compared to unhappy customers (Scientist finds satisfied customers spend more than double unhappy ones). 

Results
The results of Kroger adopting a new mission statement are great financial return on investment as well as building lasting relationships with both employees and customers. The relationships that Kroger will build by implementing an effective mission statement will yield high returns which will “accrue over time through loyalty, recommendations and sharing” (RUBIN, T). The overarching results will if implemented correctly are accurately described in The 7 Habits of Highly Effective People:

“An organizational mission statement – one that truly reflects the deep shared vision and values of everyone within that organization – creates a great unity and tremendous commitment. It creates in people’s hearts and minds a frame of reference, a set of criteria or guidelines, by which they will govern themselves. They don’t need someone else directing, controlling, criticizing, or taking cheap shots. They have bought into the changeless core of what the organization is about” (Covey 143). 

Classes
Attractions are things or places that draws visitors by providing something of interest or pleasure. By adding classes to a retailer, it becomes an attraction in the eyes of the consumer because of the interest and pleasure the classes provide. 

Overview 
Kroger needs to develop various in store cooking classes for customers to participate. The classes would be a part of a new segment of Kroger called, “Kroger’s Kitchen” which is a movement toward culinary education something very present in our society today. There is a movement towards cooking shows on Television such as Chopped, or the Netflix original series Chef’s Table. Companies like Kroger have the opportunity to allow customers to “emulate at home what they see on TV” (Black, J). The skill level of these classes would vary from beginner level classes to expert level so all Kroger customers would be able to participate. The classes would also have different genres that span from healthy breakfast classes to extravagant desserts. The main focus of the classes though would be of healthier meals since there is a culture shift toward healthier eating (Beck, M.). After every class participants, will receive a recipe of the food made that includes where to find the ingredients for the recipe in the store. 

Significance
“Kroger’s Kitchen” will establish Kroger as a destination in the perspective of the customer as well establish Kroger as a healthy retailer. Destinations are a place people make a point to go and are associated with happiness and love. The reason for this happiness and love is that destination allow people to “experience something unfamiliar and leave with new skills or knowledge” (Goldberg, B., & Says, F. C.). The “Kroger Kitchen” will also appease those focused on healthier items who usually turn to a Kroger competitor for those goods. This will be accomplished by using the “Kroger Kitchen” market the healthier options offered Kroger will be able to expand its customer base while appealing to the interests of current loyal customers. These factors from the “Kroger Kitchen” confirm in the customer’s mind an organization that cares and in turn the customers begin to love Kroger.  

Data 
The data supports adding classes to Kroger will both make Kroger a destination and shift Kroger into a retailor that carries a variety of healthy foods. Kroger already offers a wide array of organic and natural foods, with “Natural foods being a $4 billion to $5 billion category for Kroger” (Nancy, G)., with many of these options being house brands. By marketing these healthy products through the classes Kroger begins to educate the customer more on the products Kroger carries which in turn drives sales (Black, J). From the destination standpoint by Kroger offerings its customers’ classes where customers can learn something new a system of customer renewal is created. As stated by a managing director at a well-respected consulting firm, “Activities cater to visitors’ and residents’ needs, help create customer renewal and, ultimately, increase spending” (Young, S.). 

Results 
There are tremendous positive financial benefits of Kroger implementing “Kroger Kitchen” to upscale and mainstream locations. The benefits will be seen by an increase in healthy food purchases and Kroger house brands through the improved marketing of healthily foods and house brands offered by Kroger. This will result in a new health-minded population to consider making Kroger their grocery store of choice as well as appealing to those who are already loyal Kroger customers. The health food sector is growing, “According to a new report that puts a compound annual growth rate of 14% on the sector” (Daniells, S.). This growth results in a steady finical return for Kroger. Kroger will also see an even larger revenue growth from its house brands by using those brands in the “Kroger Kitchen.” Those house brands used in the cooking classes will result in brand awareness from the customers when shopping in Kroger stores. This brand awareness results in higher sales and revenue. According to a well-respected marketing director, “Brand awareness plays a critical role in revenue models. Once someone is aware of your brand, it literally kick starts the buyer’s journey” (Bilbruck, D).
Kroger will not only witness a significant financial return from the “Kroger Kitchen” but also witness a customer attachment to Kroger through both the knowledge gained in the classes and the relationships customers build with the Kroger employees during the class. In order to love a company people must first have a relationship with that company and by instituting “Kroger Kitchen,” Kroger is taking the first step into building a relationship where the customer can love Kroger. 

Rewards
Rewards are key in building lasting relationships with the customers. Rewards allow companies to encourage shoppers to continually come back to its store by offering an incentive to spend money. 

Overview 
Kroger needs to expand upon its already strong rewards program by adopting the “Healthy Sticker” rewards program. The idea behind the “Healthy Sticker” is to place a big green sticker on organic and healthy foods that are part of Kroger’s Simple Truth brand. Kroger will then partner with big health insurance brands such as Anthem, Humana, Independence Blue Shield and UnitedHealthCare. For every item with a sticker that is purchased, five cents will be taken off customer’s health insurance premium if they have health insurance with one of the companies Kroger has teamed up with. From there, Kroger will pay the health insurance company ten cents per item, and increase the price of the items with the health stickers by twenty-five cents to cover the expense and increase their profits. This will be working in tandem with the Kroger app, and with every item scanned, the total premium savings will appear in the app. To receive these benefits, customers will need to have a Kroger card. As an extra incentive, one type of item a month will be worth ten cents off the premium rather than the original five, and Kroger will be paying the insurance company twenty cents. These monthly items will be themed; for example, organic candy options in October.

Significance 
The “Healthy Sticker” will improve upon Kroger’s reward system in an area where the rewards program is lacking as well as create an incentive for both customers and health insurance companies to participate. Kroger’s current rewards system is one that focuses on giving the customer the best bang for their buck (The Kroger Co. – Home). By adding the “Healthy Sticker” to the current rewards Kroger will shift the focus of the reward system to one that cares both for the customer’s wallet and health. The incentive for participation in the “Healthy Sticker” is one that is mutually beneficial to all. The customers will benefit by being encouraged to eat healthier and by doing so will see a decrease in their health insurance premium. According to a USDA study that took place in 2012, “42% of working age adults and 57% of older adults reported using the Nutrition Facts Panel most or all of the time when making food choices” (Hennessy, M.). This means that health and nutrition matter to people, and that customers will be willing to pay the extra couple of cents to live a healthier life. Kroger will benefit because its profits will increase. Customers are willing to pay more for healthier foods, and according to a poll taken by Forbes Magazine in 2015, 88% of people agree with that sentiment (Gagliardi, N). Simple Truth is Kroger’s own brand, meaning that even more of the profit will go directly to Kroger, and its popularity will only grow with this added incentive. The insurance companies Kroger partners with will also benefit, as the companies will be receiving five cents for every item bought. Insurance companies will also take comfort in knowing that customers are eating healthier thus living healthier lives. 

Data 
The data is there to display that adding the “Healthy Sticker” to Kroger’s rewards program will increase customer motivation to shop at Kroger. The “Healthy Sticker” addition to the rewards program will do three things, all of which play a huge role in customer motivation. The first is provide Kroger customers with a personalized incentive and per the 2016 Customer Loyalty Statistics, “56% of consumers said receiving a personalized incentive would improve consideration of the brand” (Carter, B). The second area the “Healthy Sticker” will differentiate Kroger is by providing customers with rewards based on purchase history. According to the 2016 Customer Loyalty Statistics, “63% of consumers prefer reward based on purchase history” (Carter, B). The final way the “Healthy Sticker” will separate Kroger is by displaying Kroger’s appreciation to its customers through a reduction in customer health care costs. According to the 2016 Customer Loyalty Statistics, “77% of consumers like when brands demonstrate their appreciation” (Carter, B).

Results 
The results of the “Healthy Sticker” will be an increase in brand loyalty, an increase in profit, and a strong foundation for a new relationship between Kroger and health insurance companies. Kroger is already attractive to customers because of its reward program. Therefore, by adding rewards for customers choosing healthier options Kroger will see an increase in brand loyalty. The increase in both customers and purchases from the “Healthy Sticker” will provide greater revenue for Kroger. Finally, the “Healthy Sticker” builds a foundation for a new relationship with health insurance companies where future opportunities are endless. 
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Conclusion
Kroger needs a transformation so that customers can love Kroger. The transformation must incorporate the fundamental aspects of Kroger while altering the emotions, perspectives, and relationship customers associate with Kroger. The change must also take an inside out approach for ideal results to occur. The first step in this process involves redefining Kroger’s mission statement to one that puts people over profits. Once a new mission statement is agreed upon Kroger can then work to implement “Kroger Kitchen” into the selected stores. The final step in the transformation process requires the application of the “Healthy Sticker” to the already existing Kroger rewards program. 

Each step in the process is equally important in the overall success of the plan. The mission statement is where Kroger shifts the emotions its customers feel about Kroger by creating an environment people love. The “Kroger Kitchen” will shift the perspective of Kroger in the customer’s eyes to a destination opposed to a retailer, and creating a destination customer’s love. Finally, the “Healthy Sticker” will shift the relationship customers have with Kroger by displaying to customer’s that Kroger not only cares about customer’s wallet but also customer’s health. When a clear relationship is present customers are finally able to love Kroger. 

Kroger needs to implement the proposed triangle of ideas to display to customers that Kroger loves them. The triangle will accomplish this by putting equal focus on the three legs of the triangle. The legs are comprised of emotions, perspectives, and relationships all of which are equally important and equally represent in the proposed solution. The emotions are represented in the mission statement; perspective is emphasized by implementing the “Kroger Kitchen,” and relationships are coved by executing the “Healthy Sticker.” The center of the triangle is love and by putting equal focus on each leg, Kroger displaying its love to its customer will be the result. 

People will love Kroger once Kroger begins to love its customers. By implementing the triangle Kroger will better communicate its love to customers which in turn will result in customers loving Kroger. Love is a two way street and for a person to love something often times that something must love that person first. 

The next steps in the process involves hiring Revolution Consulting Group to implement the desired plan for the Kroger Company. 

Thank you for the opportunity to recommend possible solutions for Kroger to get customers to love Kroger. Kroger Company has a strong reputation as the second largest retailer in the United States and Revolution Consulting Group is excited to hear the recommendation Kroger selects. 
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