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WHAT IT J 
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TO B E A 
GROCER 
Kroger proves you can still be 
a hometown hero while leading 
the way to radically transform 
the grocery business . 
By Jim Dudlicek 
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• 
Kroger that 
you see in t 
headlines: 
Buys meal 
kit company. 

Partners with Ocado. 
Pilots autonomous groce 
delivery. Launches wellness 
app. Commits to removing 
single-use plastic bags. MRtHGl 
And then there's the 

Kroger that consumers 
know, the folks who shop 
their neighborhood stores 
under Kroger* s many**"** 
regional banners. The 
Kroger whose associates 
know shoppers by name.^ 

Le Kroger that donates to 
»«metown organizations 
and local nonprofits. 
The Kroger that sends 
hydrangeas to the funeral 
of a longtime shopper 
who bought the flower for 
herself every week for years 
whenever she came to the 
supermarket. » 
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K r o g e r calls itself America 's grocer — an auda­
cious c l a i m t o be sure, despite the retailer's nearly 
2 ,800 stores i n 35 states. 

But it's n o t ha rd to reconcile that image w i t h its 
actions that both drive industry g r o w t h and innova­
t i o n , and endear consumers w i t h its c o m m i t m e n t to 
serving them day i n and day out , above and beyond. 

" W h a t we ' re t r y i n g t o do is t o real ly a l l o w a 
customer to engage w i t h us, a n y t h i n g they w a n t , 
any t ime they w a n t , anywhere they w a n t , " says 
Rodney M c M u l l e n , Kroger's C E O and c h a i r m a n . 
" W e t h i n k about those di f ferent channels a l o t 
m o r e t h a n the customer t h i n k s about the di f ferent 
channels. A l l they l o o k at is, they're t r y i n g to solve 
breakfast , dinner, l u n c h or whatever. Snacking. A 
b u n c h o f k ids showed u p at the house, and I 've 

Everything Kroger 
d o e s — from 
shopping a p p s to 
w e l l n e s s gu idance 
to persona l 
engagement — 
a ims to deliver a 
s e a m l e s s retail 
exper ience . 

got to feed t h e m . A l l we're t r y i n g to do is serve the 
customer and w h a t their desires are ." 

It's this c o m m i t m e n t to solut ions as p a r t o f a 
seamless shopping experience, this constant i n n o ­
v a t i o n to better serve consumers o n the ir terms, 
this v i s i o n fo r w h a t a grocer has t o be to thr ive 
i n a constant ly d i s rupt ive re t a i l m a r k e t t h a t made 
The K r o g e r C o . o u r clear choice fo r Progressive 
Grocer's 2 0 1 8 Retai ler o f the Year. 

" I f y o u t h i n k a b o u t a l l o w i n g the c u s t o m e r 
a n y t h i n g they w a n t t o eat, a n y t i m e t h e y w a n t 
t o eat i t , a n y w h e r e t h e y w a n t to eat i t , t h e n h o w 
d o a l l the pieces s tar t f i t t i n g toge ther t o s u p p o r t 
t h a t ? " M c M u l l e n muses. " W e f i n d t h a t a cus­
t o m e r is c o n s t a n t l y c h a n g i n g , so w e have t o be 
i n c r e d i b l y a g i l e . " 

Kroger Innovations 

K r o g e r S h i p d i r e c t -
t o - c o n s u m e r g r o c e r y 
de l i ve ry , b e i n g p i lo ted 
in f o u r U . S . c i t i e s , w i t h 
a d d i t i o n a l e x p a n s i o n 
u n d e r w a y 

30 p r o g r e s s i v e g r o c e r . c o m 

P a r t n e r s h i p w i t h e - s e l l e r 
A l i b a b a to s e l l K r o g e r ' s 
S i m p l e T r u t h p r o d u c t s in 
C h i n a v i a A l i b a b a ' s T m a l l 
G l o b a l p l a t f o r m 

- * • P a r t n e r s h i p w i t h U . K . -
b a s e d o n l i n e g r o c e r 
O c a d o to i n t r o d u c e i ts 
d e l i v e r y p l a t f o r m in t h e 
U n i t e d S t a t e s 

»• E x p a n d e d p a r t n e r s h i p 
w i t h I n s t a c a r t t o 
i n c r e a s e c u s t o m e r 
d e l i v e r y c o v e r a g e a r e a 
to 7 5 a d d i t i o n a l m a r k e t s 
t h r o u g h o u t t h e U n i t e d 
S t a t e s by l a t e O c t o b e r 

» 
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Thinking Big 
Analysts agree that Kroger is pursuing a wise strategy. 

"Kroger is expanding the definition of w h a t i t 
means to be i n the grocery business, w i t h investments 
i n automat ion and their move to sell own-label prod­
ucts i n China , " Bi l l Bishop, co-founder o f Barrington, 
Ill.-based consultancy Brick Meets Click, tells PG. 
"Expect that these moves w i l l drive no t only faster 
sales g r o w t h , but w i l l also make Kroger a m u c h stron­
ger company. Credit Rodney M c M u l l e n for this . " 

L ikewise , B r i t t a i n L a d d , an omnichanne l supply 
chain consultant w h o has w o r k e d for A m a z o n , De-
lo i t te , Capgemini and D e l l , notes tha t Kroger "rea l­
izes tha t i n order to be successful against a n o n t r a -
d i t i o n a l retailer l ike A m a z o n , [ i t ] mus t t h i n k and act 
l ike a n o n t r a d i t i o n a l grocery retailer." 

L a d d , a c o n t r i b u t o r t o Forbes, tells PG t h a t he 
"encouraged K r o g e r to t h i n k b i g and t o act w i t h 
a sense o f urgency. K r o g e r hasn't d i s a p p o i n t e d . " 

A n analysis t h a t L a d d conducted as a consul­
t a n t f o r K r o g e r " c o n v i n c e d me t h a t the grocer has 
the p o t e n t i a l t o increase its annua l revenue f r o m 
$123 b i l l i o n i n 2 0 1 7 to a staggering $175 b i l l i o n 
t o $ 2 0 0 b i l l ion-p lus a n n u a l l y , " he says. 

" G r o c e r y retailers are under intense pressure. 
K r o g e r has done an admirab le job o f prepar ing 
the c o m p a n y t o be m o r e c o m p e t i t i v e , " L a d d notes, 
add ing t h a t he estimates K r o g e r can increase its 
m a r k e t share fo r groceries f r o m 7.5 percent t o 13 
percent or m o r e . 

That 's cer ta in ly the k i n d o f g r o w t h Kroger 's 
leadership has i n m i n d . A year ago, w h e n unve i l ing 
the retailer's ambi t ious Restock Kroger p r o g r a m , 
b u i l t o n four p i l l a r s — redef in ing the customer 
experience, expand ing partnerships , developing 
ta lent , and l i v i n g the company's purpose t h r o u g h 
social and e n v i r o n m e n t a l impac t — M c M u l l e n en­
vis ioned a f o o d i n d u s t r y tha t cou ld double i n size, 
f r o m a r o u n d $800 b i l l i o n to $1 .5 t r i l l i o n . 

Kroger Innovations 

H o w does he a i m t o get there? By being a solu­
t ions provider . 

"People are increasingly becoming foodies and 
paying attention to trends on food , t r y i n g new fla­
vors, very open to t r y i n g new th ings , " M c M u l l e n 
observes. " H o w do y o u help support that customer's 
desire? . . . I t h i n k for a long t ime, we looked at the i n ­
dustry a l i t t le b i t too tradit ional ly . I f somebody's eat­
ing, we w a n t t o be feeding y o u , and we w a n t t o help 
y o u eat something that y o u love and enjoy. I f you're 
the person that's responsible for p r o v i d i n g a meal to 
somebody else, we w a n t to support y o u being a hero 
to y o u r family, y o u r kids, y o u r significant other. . . . 
H o w do we use o u r infrastructure and our love o f 
food? We've been i n the food business for over 135 
years. H o w do we use d ia t insight that we have o n 
the customers and help them be a hero?" 

"What we're trying 
to do is to really 
allow a customer 
to engage with 
us, anything they 
want, anytime they 
want, anywhere 
they want." 
— Rodney McMullen, 
CEO and chairman 

• S e a m l e s s c o v e r a g e a r e a 
i n c r e a s e d t o 8 0 p e r c e n t 
o f K r o g e r h o u s e h o l d s 
t h r o u g h c u r b s i d e 
p i c k u p a n d h o m e 
d e l i v e r y f r o m s t o r e s 

P i l o t i n g a u t o n o m o u s 
d e l i v e r y in S c o t t s d a l e , 
A r i z . , w i t h d r i v e r l e s s 
v e h i c l e s by S i l i c o n V a l l e y 
s t a r t u p N u r o 

O p t U p , a d a t a - d r i v e n a p p 
t h a t h e l p s c u s t o m e r s 
m a k e m o r e i n f o r m e d , 
h e a l t h i e r p u r c h a s e 
d e c i s i o n s , w i t h 1 3 0 , 0 0 0 
d o w n l o a d s in i t s f i r s t t w o 
m o n t h s t o w a r d a g o a l of 
1 m i l l i on d o w n l o a d s in 
o n e y e a r 

• E s t a b l i s h m e n t of n e w 
d i g i t a l h e a d q u a r t e r s in 
d o w n t o w n C i n c i n n a t i , 
w i t h p l a n s to g r o w t h e 
d i g i t a l t e a m to m o r e 
t h a n 1 ,000 o v e r t h e n e x t 
t h r e e y e a r s 
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Available, Accessible, Relevant 
Every in i t ia t ive tha t Kroger has been launching (and 
has cont inued to r o l l out , even w h i l e this issue was 
i n product ion) is designed w i t h a single overarching 
goa l i n m i n d : to provide f o o d to people h o w , w h e n 
and where they w a n t i t , be i t via c l ick-and collect, 
delivery, grab-and-go, heat-and-eat, sit-and-dine, or 
a t r a d i t i o n a l in-store shopping experience. 

" W e are o n a journey to really t r a n s f o r m Kroger 
and the customer experience, focusing o n the d ig i t a l 
aspect f irst , since these initiatives are digital-centric 
o r -related," says Yael Cosset, Kroger's chief d ig i ta l 
officer. " I t boils d o w n t o three big pi l lars w h e n y o u 
t h i n k about the d ig i t a l engagement of the customer 
experience: Y o u need t o be available. Y o u need to 
be accessible. A n d y o u need t o be re levant . " 

Since last October, Kroger has nearly doubled the 

C l i c k - a n d - c o l l e c t 
grocery pickup 
is among the 
s e r v i c e s Kroger 
offers to let 
c o n s u m e r s shop 
a s they w i s h , 
b a s e d on their 
current need . 

avai labi l i ty of its click-and-collect service. " A l m o s t 
1,300 stores today offer tha t convenience o f ser­
vice, w i t h unrestricted access t o the assortment they 
w o u l d n o r m a l l y shop i n the store available w i t h i n a 
short per iod o f t ime fo r p i c k u p , " Cosset notes. 

(Launched under the name Cl i ckL i s t , c l ick-and-
collect and delivery services are being redubbed 
Kroger Grocery Pickup and Kroger Grocery Del iv­
ery, according to the retailer's website.) 

De l ive ry service has seen a s imi lar accelerated 
r o l l o u t to as m a n y store locat ions after being p i l o t ­
ed barely a year ago. 

" T h e store real ly is becoming less and less re l­
evant w h e n y o u t h i n k about delivery, because the 
customer doesn't real ly m i n d w h e t h e r the order is 
p icked f r o m the store they shop or the store d o w n 
the street ," Cosset says. " F o r us, i t makes a b i g di f­
ference. I t a l lows us t o create density and make the 
service m o r e sustainable f inanc ia l ly t o execute." 

By the end of the year, Cosset anticipates, the ser­
vice w i l l be available for up t o 90 percent o f Kroger 
shoppers. That's i n a d d i t i o n to Kroger's summer 
launch o f direct-to-customer delivery, Kroger Ship. 

" I t ' s real ly an a d d i t i o n t o the p o r t f o l i o o f m o d a l ­
i t ie s , " Cosset notes. " T e n , 20 years ago i n the U.S. 
m a r k e t , 100 percent o f grocery and f o o d retailers 
w o u l d generate the i r sales t h r o u g h a b r i ck-and-
m o r t a r f o o t p r i n t . Fa s t - fo rward t o last year: W e 
added the cl ick-and-col lect , the p i c k u p service, the 
del ivery service and n o w [are] real ly accelerating 
o u r direct ship-to-home service." 

For M c M u l l e n , it's a l l about t a k i n g the f r i c t i o n 
o u t o f the shopping experience. 

" H o w do y o u just make i t super-easy fo r a per­
son t o be able t o do those things w i t h o u t h a v i n g 
to t h i n k about it? It's a l l pieces i n t o tha t overa l l 
puzz le , " he says. " W e ' r e f i g u r i n g o u t ways t o make 
i t i n c r e d i b l y easy, and then have the r i g h t product s 
located at the r i g h t spots. That 's w h a t makes this 

Kroger Innovations 

A g r e e m e n t w i t h t h e 
U n i v e r s i t y of C i n c i n n a t i 
t o o p e r a t e a n i n n o v a t i o n 
l a b w i t h i n t h e s c h o o l ' s 
1819 I n n o v a t i o n H u b 

M University i 

- CINCINNATI 
IBIS INNOVATION HUB 
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T h i r d N a t u r a l F o o d s 
I n n o v a t i o n S u m m i t in 
p a r t n e r s h i p w i t h 8 4 . 5 1 ° 

L a u n c h of B o o s t e d 
P r o d u c t s in s e a r c h e s o n 
K r o g e r d i g i t a l p r o p e r t i e s , 
w h i c h in o n e m o n t h 
d e l i v e r e d 2 0 0 mi l l i on 
p r o d u c t i m p r e s s i o n s 
f o r a d v e r t i s e r s 

*• P l a n to p h a s e o u t 
s i n g l e - u s e p l a s t i c 
b a g s a c r o s s a l l K r o g e r 
b a n n e r s b y 2 0 2 5 , t h e 
l a t e s t c o m p o n e n t of t h e 
c o m p a n y ' s Z e r o H u n g e r | 
Z e r o W a s t e p h i l a n t h r o p i c 
a n d s u s t a i n a b i l i t y 
in i t i a t i ve 



business so exc i t ing and so m u c h f u n . " 
T h e store, Cosset asserts, is being re invented to 

be m o r e centered o n experiences. 
" A s a customer, I m a y have different needs," he 

observes. " I f I ' m replenishing m y pantry w i t h dry 
goods or paper towels , I don ' t necessarily need to 
have the experience i n the physical stores. Of ten­
times, these are rout ine purchases that are o n a regu­
lar schedule. That's a perfect candidate for tha t i t e m 
t o be shipped direct ly to m y home . It's more con­
venient as w e l l . N o b o d y wants t o carry big items, 
whereas the delivery and p i c k u p are m o r e i m m e d i ­
ate i n terms o f service or expanse fo r the customer." 

Accelerating, Simplifying 
I t real ly shou ldn ' t have been a surprise to anyone, 
then , w h e n K r o g e r announced its partnership w i t h 
O c a d o , the U.K.-based onl ine grocer, w i t h w h i c h 
K r o g e r aims to solve the " l a s t - m i l e " quest ion fo r 
grocery deliveries i n the U n i t e d States. 

" W e had been h a v i n g conversations o f f and o n 
w i t h O c a d o fo r p r o b a b l y 2Vi years , " M c M u l l e n 
acknowledges . " I t t o o k a w h i l e f o r [Ocado C E O ] 
T i m [Steiner] to get comfor tab le w i t h o u r a m b i t i o n 
t o serve A m e r i c a . I t t o o k h i m a w h i l e to get com­
for tab le t h a t w e were serious. As they've g r o w n i n 
terms o f talent and capabil i t ies , their technology 
has made tons o f progress over the last few years, 
so i t rea l ly was a c o m b i n a t i o n of T i m get t ing c o m ­
for tab le , i n terms o f w h a t o u r aspirat ions were , 
and the technology t h a t they h a d real ly started. 
... T h e y were i m p r o v i n g u p o n something t h a t was 
p r e t t y g o o d and m a k i n g i t great, and so i t was real­
l y a l l those pieces w o r k i n g together. We've started 
the process o n i t . I ' m w o r k i n g o n seven cities f o r 
possible sites, bu t three where we're d o i n g the i n -
depth analysis, t r y i n g t o f i n d specific real estate." 

W h e n progressivegrocer.com reported o n the 
deal last M a y , Steiner said, " A s we w o r k t h r o u g h 

Kroger Acquires Home Chef 
L a s t J u n e , T h e K r o g e r C o . c o m p l e t e d i t s 

$ 2 0 0 m i l l i o n p u r c h a s e of m e a l - k i t s e r v i c e 

H o m e C h e f . I n t e n d e d t o s i g n i f i c a n t l y a c ­

c e l e r a t e t h e a v a i l a b i l i t y o f m e a l k i t s , t h e 

a c q u i s i t i o n w i l l h e l p K r o g e r f u r t h e r l e a d t h e 

w a y in " r e v o l u t i o n i z i n g h o w c o m p a n i e s s h o p 

for , p r e p a n d c o o k t h e i r m e a l s , " a s o r i g i n a l l y 

r e p o r t e d a t p r o g r e s s i v e g r o c e r . c o m . 

H o m e C h e f w i l l a s s u m e r e s p o n s i b i l i t y f o r 

K r o g e r ' s m e a l s o l u t i o n s p o r t f o l i o a n d b e ­

c o m e a s u b s i d i a r y of t h e r e t a i l e r , w h i l e a l s o 

m a i n t a i n i n g i ts e c o m m e r c e b u s i n e s s t h r o u g h 

i t s w e b s i t e . T h e s e r v i c e a l s o w i l l m a i n t a i n i t s 

d i s t r i b u t i o n c e n t e r s in C h i c a g o , A t l a n t a a n d 

S a n B e r n a r d i n o , C a l i f . , w h i c h t o g e t h e r r e a c h 

9 8 p e r c e n t of a l l c o n t i n e n t a l U . S . h o u s e h o l d s 

w i t h i n a t w o - d a y d e l i v e r y w i n d o w . 

•• L a u n c h of F e e d Y o u r 
F u t u r e c o n t i n u i n g 
e d u c a t i o n b e n e f i t fo r 
K r o g e r a s s o c i a t e s ; m o r e 
t h a n 1 ,800 a p p l i c a t i o n s 
r e c e i v e d t o d a t e f o r 
f i n a n c i a l s u p p o r t 

I n t r o d u c t i o n of a p p a r e l 
b r a n d D i p , d e v e l o p e d 
by g l o b a l l y r e n o w n e d 
f a s h i o n d e s i g n e r 
J o e M i m r a n 

I n t r o d u c t i o n of B r o m l e y ' s 
F o r M e n , a n e x c l u s i v e 
l ine o f s h a v i n g a n d 
g r o o m i n g p r o d u c t s 

E x p l o r i n g t h e s a l e of i t s 
T u r k e y Hil l d a i r y a n d 
b e v e r a g e m a n u f a c t u r i n g 
b u s i n e s s 

P^tochloMmondJ 
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volume. I t creates automat ion and effi­
ciency, w h i c h has a very positive f inancial 
impact for our shareholders and also al­
lows us to provide a service t o the cus­
tomer that's affordable. I t also allows us 
t o start d i s tr ibut ing what's referred t o 
i n the industry as a piece pack capabili­
ty, and start br ing ing orders or small re­
plenishment to different touchpoints for 
the customer. Smaller store formats can 
greatly benefit f r o m that asset. W h e n y o u 
t h i n k about reaching and being available 
t o al l of America , Ocado removes some o f 
these barriers ." 

Kroger further shook things up i n the 
last-mile equat ion w i t h this past sum­
mer's announcement o f pi lot-test ing gro­
cery delivery w i t h driverless vehicles de­
veloped by M o u n t a i n View, Calif.-based 
N u r o . Tests are under w a y at Kroger's 
Fry's Food Stores banner in A r i z o n a . 

" I t h i n k what's going to be important 
for us is t o make sure we have the r ight 
level of f lexibi l i ty in h o w we execute de­
livery fu l f i l lment , " Cosset says. "It's very 
different, the constraints bo th physical and 
economic for a $150 weekly order versus 
a $25 ' I am out o f m i l k or I need a pizza 
or I need a meal k i t i n the next 15 m i n ­
utes.' The expectation f r o m the customer, 
the complexity of ful f i l l ing is very differ­
ent. One is large-volume, typically planned 
ahead of t ime. The assortment in that bas­
ket and the size of d ia t basket is financially 
very different d ian m y $25 or $30 o r d e r " 

Kroger 's innovat ions are l i k e l y t o 
have r ipp le effects t h r o u g h o u t the gro­
cery re t a i l ing c o m m u n i t y . 

" T h i s is a substantial o p p o r t u n i t y i n an 
indus t ry w i t h margins ranging between 2 
percent and 5 percent , " K e n Fenyo, head 
of consumer markets at M c K i n s e y Fast 

"We are on a journey 
to really transform 
Kroger and the 
customer experience. It 
boils down to three big 
pillars: You need to be 
available. You need to 
be accessible. And you 
need to be relevant." 
— Yael Cosset , 

Kroger's chief digital officer 

36 p r o g r e s s i v e g r o c e r . c o m 
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the terms o f the services agreement w i t h Kroger in the c o m i n g 
m o n t h s , w e w i l l be p repar ing the business f o r a t rans forma­
t ive re la t ionship w h i c h w i l l reshape the f o o d re ta i l ing indus­
t r y i n the U.S. i n the years t o c o m e . " 

Cosset elaborates o n die U.S. in t roduc t ion o f the Ocado 
Smart P la t form: "Ocado is a w a y for us t o accelerate and s impli­
fy the fu l f i l lment of delivery, by concentrating and consolidating 

Kroger reportedly 
is c los ing in on 
s i t e s for three 
U.S. automated 
distribution 
c e n t e r s with U.K. 
grocery delivery 
partner Ocado . 

http://progressivegrocer.com


Progressive 2 0 1 8 RETAILER O F THE YEAR 
GROCER The Kroger Co. 

G r o w t h , and former V P o f loya l ty at Kroger, t o l d PG D i g i t a l 
and Technology Edi tor Randy Hofbauer w h e n the news o f the 
N u r o p i l o t broke i n August . " M o s t l ikely, retailers w i l l need to 
adopt a range o f last-mile delivery opt ions depending o n loca­
t i o n , demographics , compet i t i on and other factors, inc lud ing 
autonomous vehicles, drones, on-demand services, c l ick-and-

T e s t s of grocery 
delivery with 
dr iver less v e h i c l e s 
are under way at 
Kroger 's Fry 's Food 
S t o r e s banner in 
Ar izona. 

collect and even dedicated t r u c k s . " 
A c c o r d i n g to Cosset: " W e do n o t be­

lieve tha t it's go ing to be one size fits 
a l l . The customer expectation w i l l vary 
greatly depending on the t ime o f day, de­
pending o n w h a t their frame o f m i n d is, 
where they l ive . The constraints for the 
customers are different; the constraints 
for Kroger to f u l f i l l the orders are dif­
ferent. We w a n t to make sure w e create 
the most f lexible and broad p o r t f o l i o of 
capabilities so tha t we can be where the 
customer wants t o be i n an affordable 
and sustainable w a y fo r them, and a very 
efficient and scalable w a y for us." 

Investment in People 
Init iat ives o f this scope need a talent­
ed group to make them a reality, and 
Kroger is investing i n its team as w e l l , to 
the tune of $500 m i l l i o n , inc lud ing accel­
erat ing entry-level pay. 

U s i n g a t h i r d o f its t a x r e f o r m sav­
ings, K r o g e r created Feed Y o u r F u ­
t u r e , a p r o g r a m t h r o u g h w h i c h f u l l -
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a n d p a r t - t i m e associates can receive $ 3 , 5 0 0 a 
year, u p t o $ 2 1 , 0 0 0 , f o r c o n t i n u i n g e d u c a t i o n 
— a n y t h i n g f r o m a G E D t o an M B A . 

" W h e n y o u invest i n y o u r people, they stay lon­
ger," M c M u l l e n says. " W h e n they stay longer, our 
retent ion s ignif icantly improves , and the people f a l l 
i n love w i t h the things tha t we're great a t . " 

H e cont inues : " T o m e , there i sn ' t a n y t h i n g 
m o r e pleasurable t h a n w a t c h i n g somebody g r o w 
as a h u m a n being . I a lways w a n t , w h e n somebody 
comes to w o r k f o r Kroger , f o r t h e m t o stay forev­
er. B u t even i f they d o n ' t — the o t h e r day, I was 

Kroger a s s o c i a t e s 
(whose ranks 
include s o m e 
449 ,000 people) 
do communi ty 
out reach a c r o s s 
the country, s u c h 
a s this ce rea l 
drive last year 
for the Ch i ld ren 's 
Hospital of 
Michigan. 

t a l k i n g t o a gent leman at the c o n v e n t i o n center i n 
C i n c i n n a t i . H e was t e l l i n g m e : ' M y f i r s t j o b was 
at Kroger . I loved i t . I used to be rea l ly shy, and 
i t he lped me get used t o t a l k i n g t o people , and I 
w o r k e d [there] t h r o u g h h i g h school a n d college. 
A f t e r I got o u t o f college, I w e n t and d i d o t h e r 
th ings , b u t I s t i l l use some of those th ings t o d a y . ' " 

Seventy percent o f Kroger's store directors started 
out as h o u r l y associates. Get t ing i n o n the g r o u n d 
f loor is something M c M u l l e n k n o w s a l l too w e l l : H e 
joined the company as a teenager t o pay for college. 

" I started at Kroger for less money than I could've 
started somewhere else, because y o u get a tremendous 
amount of responsibility at a very young age, and y o u 
get to do something that's a constant change," he says. 
" I f you look at that, w h a t we're t ry ing to do is to help 
support people, to help them fal l i n love w i d i people 
and to help them fal l in love w i t h f o o d . " 

M c M u l l e n hopes that connect ion w i l l attract 
more y o u n g people to the business of food reta i l ing . 

" Y o u get t o engage w i t h people t w o t o three 
t imes a w e e k , " he notes. " Y o u ' r e there f o r m a n y 
o f the m o s t i m p o r t a n t m o m e n t s i n people's l ives. 
T h e o ther day, I was i n one o f o u r bakeries, a n d 
the associate was m a k i n g cupcakes fo r a reveal 
par ty . T h e couple d i d n ' t k n o w w h e t h e r i t was a 
boy o r a g i r l yet , because they w a n t e d t o learn at 
the same t i m e t h a t t h e i r f a m i l y learned. O u r bak­
ery associate k n e w and made the cake. Being able 
t o be p a r t o f t h a t occasion is p r e t t y d a r n special, 
because y o u get to be p a r t o f l i f e t ime events fo r a 
customer, and h e l p i n g m a k e t h a t l i f e t ime event a 

Kroger Partners w i t h University of Cincinnati on Innovation Lab 
T h e K r o g e r C o . h a s s i g n e d a n a g r e e m e n t w i t h t h e U n i v e r ­

s i t y of C i n c i n n a t i ( U C ) t o o p e r a t e a n i n n o v a t i o n l a b w i t h i n 

t h e s c h o o l ' s 1 8 1 9 I n n o v a t i o n H u b . 

" K r o g e r ' s n e w p a r t n e r s h i p w i t h t h e U n i v e r s i t y of C i n ­

c i n n a t i i s o n e m o r e w a y w e a r e i n v e s t i n g to c r e a t e t h e n o w 

a n d f u t u r e of r e t a i l , " C h r i s H j e l m , t h e g r o c e r ' s E V P a n d 

C I O , s a i d in A u g u s t , a s r e p o r t e d by p r o g r e s s i v e g r o c e r . c o m . 

" T h i s i n n o v a t i v e c o l l a b o r a t i o n i s d r i v e n b y R e s t o c k K r o g e r 

a n d p r o v i d e s t h e K r o g e r T e c h n o l o g y t e a m a n o t h e r c r e a t i v e 

s p a c e t o p a r t n e r a n d d e v e l o p s o l u t i o n s to r e d e f i n e t h e g r o ­

c e r y c u s t o m e r e x p e r i e n c e . " 

K r o g e r w i l l s t a f f t h e h u b w i t h r e s o u r c e s , i n c l u d i n g R & D 

e n g i n e e r s a n d s o f t w a r e d e v e l o p e r s , a l o n g s i d e U C f a c u l t y . 

T h e p a r t n e r s h i p w i l l a l s o f e a t u r e a d y n a m i c s t u d e n t c o - o p 

a n d i n t e r n s h i p p r o g r a m . 

" T h e 1 8 1 9 I n n o v a t i o n H u b i s a c o - w o r k i n g c o m m u n i ­

t y w h e r e w e w i l l b u i l d a n d d i s c o v e r t h e n e x t g e n e r a t i o n 

o f t e c h n o l o g y a n d t a l e n t , " H j e l m s a i d . " O u r v i s i o n i s t o 

c r e a t e a t a l e n t p i p e l i n e t h a t s u p p o r t s o u r b u s i n e s s a n d 

40 D r o a r e s s i v e a r o c e r . c o m 

p o s i t i o n s t h e r e g i o n a s a p l a c e f o r d i g i t a l a n d t e c h n o l o g y 

s t u d e n t s a n d p r o f e s s i o n a l s . " 

T h e h u b b o a s t s a 1 2 , 0 0 0 - s q u a r e - f o o t m a k e r s p a c e a n d 

m i c r o - f a c t o r y , a s w e l l a s s t a t e - o f - t h e - a r t c l a s s r o o m s a n d 

m u l t i p u r p o s e r o o m s . K r o g e r ' s 2 , 5 0 0 - s q u a r e - f o o t l a b i s 

e x p e c t e d t o b e c o m p l e t e t h i s m o n t h . 

E a r l i e r t h i s s u m m e r , K r o g e r a n n o u n c e d i t s d i g i t a l h e a d ­

q u a r t e r s in d o w n t o w n C i n c i n n a t i , w i t h p l a n s to i n c r e a s e 

i t s c u r r e n t d i g i t a l t e a m o f 5 0 0 a s s o c i a t e s t o 1 , 0 0 0 b y 2 0 2 0 . 

http://progressivegrocer.com
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l i t t l e b i t m o r e special is p r e t t y d a r n c o o l . W e have 
a t remendous success at ge t t ing people to come 
f o r a j o b t h a t becomes a career." 

Jessica A d e l m a n , g r o u p V P o f c o r p o r a t e affairs , 
says t h a t she hopes as m a n y associates as possi­
ble take advantage o f Feed Y o u r Fu ture , "because 
t h a t ' l l be better f o r K r o g e r a n d , o f course, better 
f o r t h e m i n the l o n g r u n . " 

The workplace , Ade lman notes, is t ransforming 

From Hearts to 
Homes offers 
p re -packed bags 
of g rocer ies that 
s h o p p e r s c a n buy 
at Kroger s to res 
for donation to 
local food bank 
par tners . 

in to something that offers 
purpose beyond selling. 

" I r r e s p e c t i v e o f gen­
e r a t i o n , people w a n t 
t o w o r k at an o r g a n i ­
z a t i o n w i t h a sense o f 
purpose , a n d they w a n t 
t o k n o w t h a t the place 

w h e r e t h e y w o r k has values t h a t m a t c h t h e i r v a l ­
ues , " she observes. "So w e d i d some r e a l l y deep 
w o r k o n o u r purpose — research, focus g r o u p s . 
W e t a l k e d t o a huge p o r t i o n o f o u r w o r k f o r c e 
and r e a l l y came across o u r purpose , w h i c h is t o 
feed the h u m a n s p i r i t . 

" T h e r e are t w o i m p o r t a n t legs o f t h a t , " A d e l ­
m a n continues . " O n e is o u r cu l ture : o u r purpose, 
o u r promise , o u r values. The second one is Z e r o 
H u n g e r I Z e r o Waste, w h i c h is Kroger's c o m m i t ­
m e n t to end hunger i n o u r c o m m u n i t i e s and e l i m ­
inate waste across the company by 2 0 2 5 . . . . L i v ­
ing o u r purpose every day is real ly i m p o r t a n t t o 
us. Every conversa t ion we have at K r o g e r today, 
o u r purpose is r i g h t at the t o p : t o feed the h u m a n 
spir i t . A n d it's unbelievable h o w m o t i v a t i n g people 
f i n d the idea t h a t we're go ing to t r y t o end hunger 
i n o u r communi t i e s and e l iminate waste across the 
company. People real ly r a l l y a r o u n d i t . " 

A cornerstone o f that commitment has been 
Kroger's partnership w i t h Feeding America, a n e t w o r k 

Kroger Opens Culinary Innovation Center, Expands Restaurant Concept 

O p e n e d l a s t F e b r u a r y in d o w n t o w n C i n c i n n a t i , T h e K r o g e r 

C o . ' s C u l i n a r y I n n o v a t i o n C e n t e r i s " a n e x c i t i n g s t a t e - o f - t h e -

a r t t e s t k i t c h e n a n d e d u c a t i o n c e n t e r , " s a i d D a n i e l H a m m e r , 

t h e c o m p a n y ' s V P of c u l i n a r y d e v e l o p m e n t a n d n e w b u s i n e s s . 

" A s w e f o c u s o n r e d e f i n i n g t h e c u s t o m e r e x p e r i e n c e a n d 

d e v e l o p i n g t a l e n t t h r o u g h f o o d i n s p i r a t i o n a n d upl i f t , a s 

o u t l i n e d in R e s t o c k K r o g e r , t h i s R & D lab wi l l a l l o w u s to a c ­

c e l e r a t e p r o d u c t d e v e l o p m e n t fo r O u r B r a n d s , p r o d u c e n e w 

r e c i p e s fo r P r e p + P a r e d M e a l K i t s , e x p l o r e n e w r e s t a u r a n t 

c o n c e p t s , h o s t f o o d t a s t i n g s a n d f o c u s g r o u p s , a n d i n c r e a s e 

o u r a s s o c i a t e s ' c u l i n a r y k n o w l e d g e , " H a m m e r n o t e d . 

A s r e p o r t e d e a r l i e r t h i s y e a r by p r o g r e s s i v e g r o c e r . c o m , 

t h e c o m m e r c i a l k i t c h e n o f f e r s m u l t i p l e c o o k i n g s t a t i o n s , 

s p a c e s a n d c a p a b i l i t i e s , i n c l u d i n g t e c h n o l o g y t h a t e n ­

a b l e s v i d e o s t r e a m i n g o f e d u c a t i o n a l s e s s i o n s t o K r o g e r 

a s s o c i a t e s a c r o s s t h e c o u n t r y . " T h e c e n t e r g i v e s o u r 

c u l i n a r y t e a m a f u n , m o d e r n s p a c e t o i n n o v a t e a n d e x p e r ­

i m e n t w i t h f o o d t r e n d s , f l a v o r s a n d i n g r e d i e n t s t o c r e a t e 

n e w e x p e r i e n c e s f o r o u r c u s t o m e r s , " H a m m e r s a i d . 

K r o g e r i n t r o d u c e d i t s f i r s t r e s t a u r a n t c o n c e p t , K i t c h ­

e n 1 8 8 3 , in N o v e m b e r 2 0 1 7 in B o o n e C o u n t y , K y . , n e a r 

C i n c i n n a t i , a n d r o l l e d o u t t h e P r e p + P a r e d l i n e in s t o r e s 

42 p r o g r e s s i v e g r o c e r . c o m 

a n d v i a i t s C l i c k L i s t o n l i n e - o r d e r i n g p r o g r a m e a r l i e r t h a t 

y e a r . In A p r i l , K r o g e r a n n o u n c e d a s e c o n d K i t c h e n 1 8 8 3 

s t a n d - a l o n e r e s t a u r a n t in t h e g r e a t e r C i n c i n n a t i a r e a . 

T h e r e s t a u r a n t c o n c e p t o f f e r s a f r e s h t a k e o n A m e r i c a n 

c o m f o r t f o o d w i t h a m a d e - f r o m - s c r a t c h m e n u i n s p i r e d by 

A m e r i c a n a n d i n t e r n a t i o n a l f l a v o r s , h a n d c r a f t e d c o c k ­

t a i l s , a n d a c o m m u n i t y - c e n t e r e d a t m o s p h e r e . 

http://progressivegrocer.com
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o f more than 200 food banks that feed more than 
46 m i l l i o n people i n the U n i t e d States t h r o u g h food 
pantries, soup kitchens, shelters and other c o m m u ­
nity-based agencies. Last year, Kroger provided 330 
m i l l i o n meals through the Feeding America n e t w o r k . 

" A s a percentage o f E B I T A , we've been named 
one o f America 's mos t generous companies , and 
as y o u k n o w , the grocery marg ins aren't b a n k i n g 
m a r g i n s , " A d e l m a n says, n o t i n g t h a t o f Kroger 's 
$ 3 6 0 m i l l i o n i n donat ions last year, about h a l f 
w e n t t o f o o d and food-related causes. 

" F o r m o r e t h a n three decades, K r o g e r has been 
a va lued par tner i n the f i g h t to end hunger i n 
A m e r i c a , " M a t t K n o t t , president of Chicago-based 
Feeding A m e r i c a , tells PG. " F r o m p h i l a n t h r o p i c 
investments i n loca l f o o d banks i n communi t ie s 
across the country , t o f o o d waste innova t ions t h a t 
prevent g o o d f o o d f r o m go ing to landf i l l s , K r o g e r 
has demonstra ted its c o m m i t m e n t t o h e l p i n g c h i l ­
d r e n and families w h o face hunger . " 

Making a Bold Statement 
Z e r o Hunger I Ze ro Waste also encompasses sustain-
ability, and Kroger is leading the industry here o n 
several fronts . The retailer made waves w i t h its an­
nouncement i n die run-up to press t ime o n this issue 
that i t w o u l d phase out its use of single-use plastic 
grocery bags by 2025 . 

Kroger's sustainability goals are "pre t ty auda­
cious , " Ade lman admits. " W e t h i n k that m a k i n g a 
bold statement l ike ending hunger in our c o m m u n i ­
ties, and e l iminat ing waste across the company, gives 
us a l o t t o w o r k o n . I feel really good about where we 
are o n o u r waste diversion goals. We were already 
o n track to become a zero-waste company by 2020 , 
as we commit ted to i n our sustainability goals. We're 
at 77 percent, w h i c h is great. Tha t is enormously 
helped by our manufactur ing operations: 34 out of 

44 p r o g r e s s i v e g r o c e r . c o m 

Food w a s t e is 
the latest i s s u e 
to be tack led 
by Kroger 's 
Zero Hunger 
| Zero Waste 
philanthropic and 
sustainabi l i ty 
initiative. 

our 36 plants are already zero waste, and our stores 
are coming along nicely. 

" T h e piece that ' s n e w f o r us, w h i c h is w h y 
w e need the 2 0 2 5 a d d - o n , is f o o d w a s t e , " she 
adds. " T h a t is an area — c e r t a i n l y i n c o n s u m e r 
consciousness, even i n a n a t i o n a l consciousness 
— t h a t people h a d n ' t r ea l ly been t a l k i n g a b o u t . 
C e r t a i n l y , we 've been t a l k i n g a b o u t r e c y c l i n g , 
and some o f the o t h e r e n v i r o n m e n t a l t o p i c s , f o r 
q u i t e some t i m e , b u t f o o d was te rea l ly has jus t 
b u b b l e d t o the f o r e f r o n t o f o u r n a t i o n a l c o n ­
sciousness as a m a j o r i ssue." 

Studies ind ica te t h a t 4 0 percent o f the f o o d 
p r o d u c e d i n the U n i t e d States is t h r o w n away, yet 
one i n e ight Amer i cans experiences hunger. T o ad­
dress th i s , K r o g e r is p a r t n e r i n g w i t h W o r l d W i l d ­
life F u n d t o c o n d u c t a comprehens ive f o o d waste 
analysis t o i d e n t i f y where the c o m p a n y stands 
today i n its j o u r n e y t o zero f o o d waste , and t o es­
t ab l i sh a f r a m e w o r k f o r measur ing and r e p o r t i n g 
f o o d waste r e d u c t i o n g o i n g f o r w a r d . 

A m o n g the actions being t aken : Kroger is start­
ing t o stock Apee l avocados, a var iety w i t h extra 
peel tha t extends the fruit ' s shelf l i fe . Th i s move , 
revealed at the one-year anniversary o f Z e r o H u n ­
ger I Z e r o Waste i n the weeks leading u p t o press 
t ime , is a par tnership w i t h Goleta , Calif .-based 
Apeel Sciences, f o u n d e d i n 2 0 1 2 w i t h a g rant f r o m 
the B i l l &c M e l i n d a Gates F o u n d a t i o n to help re­
duce post-harvest f o o d loss in developing countries 
tha t lack access t o re f r igera t ion . 

"Living our purpose every day is really 
important to us. Every conversation we have at 
Kroger today, our purpose is right at the top: 
to feed the human spirit. And it's unbelievable 
how motivating people find 
the idea that we're going 
to try to end hunger 
in our communities 
and eliminate 
waste across the 
company. 
People really rally 
around it." 
— J e s s i c a Adelman, 
Kroger's group VP of corporate affairs 

http://progressivegrocer.com
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Private Matters 
M e a n w h i l e , K r o g e r cont inues t o g r o w its o w n 
brands , b o t h i n stores and o n l i n e . As the c o m p a ­
n y r e p o r t e d i n its second-quarter earnings c a l l , 
since the A u g u s t l a u n c h o f K r o g e r Ship , 4 1 o f the 

t o p 5 0 i tems s o l d are i ts o w n - b r a n d p r o d u c t s ; i n 
center s tore , K r o g e r p r e m i u m labels l i k e Pr iva te 
Select ion, HemisFares and A b o u n d g r e w by d o u ­
ble d ig i t s d u r i n g Q 2 , w h e n o w n brands made u p 
w e l l over a q u a r t e r o f u n i t a n d d o l l a r sales. 

Leading the w a y is Simple Tru th , w h i c h , since its 
launch five years ago, has become the second-largest 
brand Kroger sells. This year, Simple T r u t h reached 
more than $2 b i l l ion in annual sales, mak ing i t die 
largest natural and organic brand i n America. 

Soon, consumers outside the United States w i l l f i n d 
out why, as Kroger has partnered w i t h Alibaba, one o f 
the world's largest internet companies, to sell Simple 
T r u t h products in China o n Alibaba's T m a l l Global 
p la t form. A n d products may be just the beginning. 

" I t ' s possible t h a t there s t i l l may be fur ther par t ­
nerships w i t h A l i b a b a , p a r t i c u l a r l y o n in-store 
technology — m o b i l e payments , ship-from-store 
in-store r o u t i n g and logistics — as this has been 
where H e m a [Alibaba's supermarket cha in] has 
been e x p e r i m e n t i n g the m o s t , " T o m Gehani , direc­
t o r o f cl ient strategy and research at N e w Y o r k -
based business intell igence c o m p a n y Gar tner L 2 , 
t o l d PG's Randy H o f b a u e r i n Augus t . 

" h i China , the importance o f na tura l and organic 



product is increasingly impor tan t , and customers are 
t h i n k i n g about i t and w o r r y i n g about i t just as much 
there as i n the U.S.," M c M u l l e n says. " [ A l i b a b a Pres­
ident] M i c h a e l [Evans] is f r o m Canada, but he lives 
i n the U.S., so he has a broad experience. H e obv i ­
ously k n e w about the strength o f our Simple T r u t h . 

" A l i b a b a w i t h T M a l l , they really make i t incred­
ib ly easy to introduce a product and introduce a 
store," M c M u l l e n continues. " T h e amount o f infor­
m a t i o n that they have that they're able t o share back 
w i t h y o u is very excit ing. I t was a conversation . . . 
and then [when] we started spending a l ittle b i t of 
t ime i n China and understanding more [of] w h a t the 
partnership could do, we got very excited. W e ' l l f ind 
out h o w i t w o r k s . It's one o f those things where w e ' l l 
go test and w e ' l l continue to learn, but w e really do 
believe the product , the brand itself, and the credi­
b i l i ty i n the brand has such strength that we believe 
there's a lo t of connection w i t h the customer there." 

Cosset expands on the oppor tun i t i e s to be had 
t h r o u g h the A l i b a b a par tnership : " I t a l lows us t o 
leverage o u r brands and monet ize t h e m t h r o u g h a 
di f ferent m a r k e t outside o f o u r borders i n a m a r k e t 
t h a t is extremely d e m a n d i n g o f U.S.-made p r o d u c t , 
especially i n this n a t u r a l and organic space. China 

Alibaba.com 
is an a lmost 'ecommerce-first ' m a r k e t today. T h e i r 
use o f technology, the w a y they engage customers 
a r o u n d payment , a r o u n d subscriptions and repeat 
purchases, w e w a n t t o learn . W e w a n t t o be o n the 
f o r e f r o n t o f this , ra ther t h a n catching u p . " 

Logistics partnerships w i l l be essential t o the 
deal as w e l l , Cosset asserts. 

"So far, because it's the early stage and we w a n t 
to l earn f r o m i t and op t imize as w e scale, we ' re 
leveraging partners w h o are experts at d o i n g t h i s , " 
he explains . " W e have partnerships w i t h a n u m ­
ber o f very s trong leaders i n the i n d u s t r y g lobal ly . 
That 's the p a t h we ' re t a k i n g r i g h t n o w , at least f o r 
the short t e r m . The Augus t l aunch is n o t an acci­
dent. The largest ecommerce sales day i n the w o r l d 
is o n N o v . 1 1 , called Singles' D a y i n C h i n a . A l i ­
baba last year, I t h i n k , netted $29 b i l l i o n i n sales 
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i n one single day. M i l l i o n s o f packages delivered 
the n e x t day. W e w a n t t o be there. W e w a n t t o be 
there obv ious ly and ready, and that's w h y an A u ­
gust l aunch a l lows us t o learn t h r o u g h the process, 
make sure we i r o n o u t any po ten t i a l qu i rks i n the 
process and the expanse." 

M c M u l l e n anticipates tha t strategic partnerships 
w i l l cont inue t o be centra l t o Kroger 's g r o w t h . 
"We 've always been open t o f i n d i n g people t h a t 
can help accelerate w h a t we ' re d o i n g ; smart c o m ­
panies w o r k i n g together can produce something 
t h a t y o u can't i n d i v i d u a l l y , " he says. " Y o u have t o 
have respect f o r each other, and real ly focus o n the 
customer, do something for the customer they're 
n o t ge t t ing today. I w o u l d complete ly expect t h a t 
y o u ' l l cont inue t o see partnerships tha t are done 
b o t h outside o f us and fo r us as w e l l . " 

Comfortable With Change 
W h a t issues are go ing t o be mos t s ignif icant to 
K r o g e r and grocery re ta i l ing i n general i n the fore­
seeable future? 

" I t h i n k this w a r f o r ta lent is cer ta in ly a b ig 
o n e , " A d e l m a n replies. " W e k n o w t h a t w e have 
t o earn everybody's c o m m i t m e n t every day. As a 
leadership team, we t r y t o foster the r i g h t cul ture 
and be relevant to the w o r k f o r c e . " 

T h a t goes fo r susta inabi l i ty as w e l l : " W e are 
l o o k i n g at h o w to get m o r e renewables, h o w do we 
just get better at the w h o l e reuse topic i n g e n e r a l . . . 
m a k i n g sure t h a t y o u are being a g o o d s t e w a r d , " 
she says. " Y o u have t o make sure that you ' re l i v ­
i n g those values and you ' re m a t c h i n g the values o f 
y o u r employees and y o u r cus tomers . " 

A d e l m a n notes tha t the Kroger Co . Foundat ion 
is establishing a $10 m i l l i o n i n n o v a t i o n f u n d t o ad­
dress the issue of f o o d waste. " W e are i n the process 
o f creating an entirely n e w f o u n d a t i o n , the Z e r o 
H u n g e r I Z e r o Waste F o u n d a t i o n , w h i c h w i l l be a 

S c a n , B a g , Go 
a l lows Kroger 
s h o p p e r s to ring 
up their own 
i tems a s they 
shop and pay via 
se l f - c he c k o ut or 
smar tphone app. 

public char i ty , " she observes. " W e could use i t as 
an innovator , an incubator, an accelerator, under the 
premise that some of the best t h i n k i n g i n f o o d waste 
solutions m a y n o t be c o m i n g f r o m nonprof i t s ; they 
m i g h t be c o m i n g f r o m some interesting person i n 
their garage in Silicon Val ley." 

The speed o f change i n the i n d u s t r y is unprece­
dented, according t o M c M u l l e n . 

" Y o u have t o be comfor tab le w i t h change, and 
y o u have t o be comfor tab le w i t h being u n c e r t a i n , " 
he advises. 'Every stress p o i n t creates an o p p o r t u ­
n i t y , and f i n d i n g t h a t o p p o r t u n i t y is w h a t makes 
i t exc i t ing and f u n . It's also one o f the reasons 
w h y I t h i n k it's go ing to be easier t o cont inue t o 
recru i t h igher talent go ing f o r w a r d . Y o u ' l l be able 
to help people see tha t they make a difference, a 
role where y o u can see t h a t you ' re h e l p i n g make 
the w o r l d a l i t t l e b i t better p lace . " 

Restock Kroger 
In fa l l 2017 , T h e K r o g e r C o . l a u n c h e d t h e R e s t o c k 

K r o g e r in i t i a t i ve a t t h e c o m p a n y ' s a n n u a l i n v e s t o r 

c o n f e r e n c e . R e s t o c k K r o g e r h a s f o u r m a i n d r i v ­

e r s , w h i c h t o g e t h e r c r e a t e s h a r e h o l d e r v a l u e : 

R e d e f i n e t h e G r o c e r y C u s t o m e r 

E x p e r i e n c e ( d a t a a n d p e r s o n a l i z a t i o n , 

d i g i t a l , s p a c e o p t i m i z a t i o n , O u r B r a n d s , 

s m a r t p r i c i n g ) 

E x p a n d P a r t n e r s h i p s to C r e a t e C u s t o m e r 

V a l u e ( i n f r a s t r u c t u r e a n d t e c h n o l o g y 

u p g r a d e s , a l t e r n a t i v e r e v e n u e s t r e a m s ) 

D e v e l o p T a l e n t ( a s s o c i a t e e x p e r i e n c e , 

i n v e s t i n g in a n d r e t a i n i n g s t o r e 

a s s o c i a t e s , h i g h - p e r f o r m i n g l e a d e r s a n d 

t e a m s ) 

L i v e O u r P u r p o s e ( Z e r o H u n g e r | Z e r o 

W a s t e , O u r C u l t u r e = O u r V a l u e s + O u r 

P r o m i s e ) 

-2017 Kroger Fact Book 

48 p r o g r e s s i v e g r o c e r . c o m 
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Scale for Good 
W h a t ' s a t y p i c a l day f o r a K r o g e r executive? Pre­
d ic tab ly , the ones PG t a l k e d t o say t h a t there's n o 
such t h i n g . 

"They all start the same: A big fire i n the belly, 
want ing t o accomplish five gigantic things for the 
day," Cosset says. "By the end of the day, y o u stil l have 
the fire in the belly and can't w a i t for the next day. 
But the things that were accomplished and the new 
ones that are added to the list are different than w h a t 
the day started w i t h . W h a t I ' m excited about every 
day is getting t o w o r k w i t h a team of very talented 
people coming f r o m all over the w o r l d , all kinds of 
disciplines, all kinds of background. Everybody brings 
a very different perspective. The level of collaboration 
is energizing. Very transparent culture. Very strong 
commitment to mak ing a difference. Changing the 
customers' lives every day is really exci t ing . " 

Adelman says: " I have all the government relations, 
I have al l the media relations, I have our Kroger foun­
dations and al l o f our corporate social responsibili­
ty. I have our associate communications, too, so I ' m 
responsible for everything that goes out to 452,000-
plus employees. So, n o t w o days ever look alike. . . . 
We start our day w i t h a daily huddle, where w e ' l l talk 

"I think for a long time, we looked 
at the industry a little bit too 
traditionally. If somebody's eating, 
we want to be feeding you, and we 
want to help you eat something 
that you love and enjoy. If you're 
the person that's responsible for 
providing a meal to somebody else, 
we want to support you being a 
hero to your family." 
— Rodney McMullen, CEO and chairman 

about one o f our Kroger core values, or one o f our 
behaviors . . . . Probably m y favorite days are w h e n I get 
to go out and ta lk about Zero Hunger I Zero Waste. 
That reminds me that what we have set out to do is 
really amazing and incredibly inspiring, and b o l d . " 

As for Kroger's C E O : "Every Monday , I have a lo t 
of meetings, and die rest of the week, I ' m able to go 
and spend time learning, understanding what's going 
o n i n the stores and learning at other places. . . . I feel 



Digital Transformation: 
How retailers are taking in-store experiences to the next level 

A PE R I O N 

S t e p i n t o an A m a z o n Go s t o r e i n S e a t t l e , 
and you're entering the streamlined shopping experience of 
the future. Synced to the Amazon Go app, the store stocks 
grocery essentials, ready-to-eat meals and meal kits, and its 
connected shelves track the customers selected products 
in a virtual cart. When the customer is done shopping, she 
simply walks out of the store, triggering automatic payment 
through her Amazon account. 

The digital transformation of retail isn't a marketing stunt 
or test case—its quickly becoming the new normal. To 
stay competitive, retailers are radically rethinking how 
they use technology to pursue new business models and 
shape optimized, just-for-you shopping environments that 
delight consumers and differentiate their stores. 

Beyond the shiny tech and cool gadgets, digital trans­
formation is a philosophy of change in order to solve 
problems and fundamentally improve lives. It's a uni­
versal concept, but one that hasn't been fully defined in 
the universe of retail. How do we truly measure success, 
both in terms of meeting customers' expectations and 
the goals of a profit-driven organization? And if the 
store of tomorrow is already here and open for business, 
whafs coming next—and will we be ready? 

Aperion and EnsemblelQ have partnered to provide the 
industry with a common lexicon, best practices, and case 
studies shaping the digital retail experience. In this paper, we 
explore some of the most innovative applications in digital 
transformation from leading brands and solutions providers 
across the customer journey. 

Smart tools that communicate 
with shoppers 
Far from being impersonal, digital technology can make it 
possible for retailers to provide personalized information 
and offers that multiply the shoppers opportunities for 
meaningful interactions with both brands and stores. 

Coop Italia, the largest supermarket chain in Italy, started 
testing smart shelves in 2015 inside an 11,000-square-foot 
test location. There, a shopper could pick up a product and 
automatically trigger interactive screens carrying detailed 
information about that product. And in 2018, Kroger began 
rolling out Kroger Edge digital shelf signage that will even­
tually communicate directly with an app on the shoppers 
phone—truly bringing the shelf to life. 

With its purchase of Whole Foods, Amazon will surely have 
an influence on the Whole Foods 365 store-of-the-future 

concept, which is run almost entirely on digital price tags 
and digital promotional signage. The Whole Foods mo­
bile app syncs shoppers with the store, enabling a digital 
loyally program that provides customized offers. The app 
works with in-store kiosks, such as a wine display that helps 
shoppers find the right wines and a TeaBOT kiosk to help 
shoppers blend their own teas. 

For items with a shorter shelf life, the company Wasteless 
has introduced technology used with a smart shelving 
display system to track and dynamically price food 
products based on their level of freshness. The digital 
labels on the shelf adjust prices in real time, changing 
them based on the product's expiration date. Wasteless, 

THE AUGMENTED 
REALITY/VIRTUAL REALITY 
MARKET INDUSTRY 
CONTINUES TO GROW: 
IT'S PROJECTED TO HIT 

$94.4 
BILLION BY 2023. 
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like many inventory management systems, uses RFID 
sensing on packaging to manage the real-time look at 
inventory and products. It then communicates with 
shoppers while they are standing in front of the shelf. 

Making space for augmented 
reality/virtual reality 
The augmented reality/virtual reality market industry 
continues to grow: It's projected to hit $94.4 billion by 
2023 as it embeds further into smartphone penetration.1 

And its no surprise why. With a few headsets, augment­
ed reality (AR) and virtual reality (VR) can take shop­
pers virtually anywhere and give them new tools to use 
in making purchase decisions. IKEA, for example, has 
tested arming shoppers with equipment so they can play 
in a virtual kitchen—everything from opening drawers 
to interacting with product, including frying up food. 
The company most recently launched an AR app that en­
ables consumers to overlay potential furniture purchases 
and more into their homes. That app is for smartphones, 
but IKEA tested a room for the app in a Dallas store that 
uses an HTC Vive headset. 

And many retailers are already using AR and VR tech­
nology in their stores. Lowe's Innovation Labs team led 
the way with the Holoroom concept, outfitting shoppers 
with Oculus Rift headsets so they could design and ren­
ovate a virtual room, including seeing how appliances or 
paint colors would look in their actual homes. Lowe's also 
tested an in-store Holoroom How To room where shoppers 

O 

Online 

The growing presence of online 
business models in the offline wor ld-
think Amazon bookshops and Go 
s tores -promises to continue pushing 
the boundaries between virtual 
shopping and brick-and-mortar stores: 

* Global giant Alibaba's cashierless location 
in China, called Tao Café, for in-and-out 
prepared foods 

* Google's flagship store in Chicago, a 
place to interact with products such 
as the Google Home voice assistant, 
Chromebooks, the Pixel smartphone and 
virtual reality (VR) headsets, as well as 
learn more about the brand 

* Rent the Runway's locations in California, 
Washington, D.C., Illinois and New York 
City for speeding up fashion returns, 
exchanges and pickup orders, plus self-
service kiosks for shoppers to use with the 
help of styl ists 

* Online eyewear company Warby Parker's 
locations across the United States 
and Canada that sell books and other 
merchandise to go along with more 
personal service when trying on glasses 

* Home and housewares online retailer One 
Kings Lane's large flagship location in a 
New York resort town 

* Amazon's deal with Kohl's to house an 
in-store concept shop for smart home 
products while also using Kohl's as a place 
for returns and customer service 

3 
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used headgear and handheld controllers to go through the 
motions of a home improvement project. In addition, the In­
novation Labs group has piloted an indoor mapping mobile 
app in two stores called Lowe's Vision: In-Store Navigation. 
It provided turn-by-turn directions to find products in the 
large stores and augmented an image of the product coming 
off the shelf, along with detailed info. 

On a smaller level, brands are leveraging AR through apps 
like Snapchat, creating location-based, exclusive lenses that 
users access when they're inside a specific store. The late Toys 
"R" Us developed AR overlays of its Geoffrey the Giraffe to 
welcome shoppers, and Disney and Six Flags have rolled out 
lenses for park visitors. 

Food retailers are also taking advantage of AR/VR brand 
campaigns. Walmart worked with NBCUniversal and its 
mobile game for the "Jurassic World: Fallen Kingdom" movie 
on a program where shoppers visit a Walmart store to take 
an AR photo or video of an in-store dinosaur that can be 
shared socially. 

Digital assistants find their voice 
Two years ago, Gartner Inc. pegged virtual personal assis­
tants and smart machine technologies as being five to 10 
years out from fully disrupting retail.2 Today, around 25 
percent of consumers say they prefer to use voice assistant 
technology rather than a website to find information, and in 
three years that number is projected to rise to 40 percent.3 

As smart fridges and voice-assist devices like Amazon's 
Alexa, Microsoft's Cortana, and Google Assistant see more 
home use by consumers, brick-and-mortar could see some 
disruption. At the same time, retailers are becoming more 
comfortable adopting voice assistant and smart machine 

technology in stores. Artificial intelligence (AI) and machine 
learning power digital assistants at retail, and the technology 
can include a voice-activated device on a display to find the 
right kind of craft beer, or an actual robot in the aisle. 

The key to the digital assistant is its ability to get hyper-per­
sonalized with a shopper. An A I machine, for example, can 
use facial recognition to read a shopper's emotion, such as 
Softbank Robotics' Pepper, a small robot that rolls around 
in 140 SoftBank Mobile stores in Japan to welcome, inform 
and amuse customers. Digital assistants have access to mas­
sive amounts of data so they can drill into shoppers' specific 
needs; shoppers no longer have to do research on their 
phones or sync their phones to a retail experience. 

Machine learning, too, is already having a large impact on 
retail stores, turning big data based on demographics into 
actionable, personalized promotions. With its ability to an­
alyze and automate big data, machine learning can create 
a tailored assortment for a store location, develop dynamic 
pricing to give stores the right price and manage promo­
tions at a retail store. It can power a more personal feel for 
a store, even if the look of that store isn't changing much. 

The evolution continues 
As technology continues to make the world smaller and 
becomes a more integral part of what it means to be 
human, the lines between online and in-store shopping 
will blur to the point of vanishing. The store will never 
again be simply a building to walk into, in the same way 
a screen isn't just something to look at anymore. Change 
is the only thing that will remain the same, and retailers 
with a strategic vision will unlock powerful new ways to 
turn this era of digital transformation into a more fully 
evolved connection with their customers. 

1 "Augmented Reality and Virtual Reality Market Overview," P&S Market Research, May 2018 
2 "Hype Cycle for Emerging Technologies, 2016," Gartner Inc., August 2016 
3 "Conversational Commerce: Why Consumers Are Embracing Voice Assistants in Their Lives," Capgemini's Digital Transformation Institute, January 2018 
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Are you ready for the digital transformation of retail? 
Aperion is helping to create the future of food retail through 
digital transformation. We focus on shoppers, what they buy, and 
the environments in which they buy. Our strategists, innovators 
and technology integrators come together to enable retailers to 
not only effectively compete, but to continuously drive tangible 
bottom line results that positively impact loyalty, revenue and 
profitability. 

http://aperionsolutions.com


Kroger Management Team 

>f̂ ^̂ ^ W. Rodney McMul len, 
Cha i rman and C E O 

, ¿stt McMul len joined Kroger 
, i in 1978 a s a part-t ime 
TE/ s tock c l e r k in Lexington, 
j"L Ky. Over the y e a r s , he has 

held the roles of a s s i s t a n t 
t reasurer , VP of planning and capital 
management , corporate controller, 
C F O , SVP, EVP, and v i c e c h a i r m a n . 
He w a s e lec ted to Kroger 's board of 
d i rectors in 2 0 0 3 , to president and 
C O O in 2 0 0 9 , to C E O in 2 0 1 4 and to 
cha i rman of the board in 2 0 1 5 . 

y ^ H H ^ ^ H J e s s i c a C . Adelman, Group 
VP of Corporate Affairs 

• H Adelman f o c u s e s on 
mL —• J¡ reputation management , 

H j . including external 
j P communicat ions and 

I brand public relations, 
environmental sustainabil i ty and socia l 
responsibility, media, government and 
regulatory affairs, c r i s is management , 
c a u s e marketing and corporate 
philanthropy, community relations, 
and a s s o c i a t e communicat ions and 
engagement . S h e is a lso president 
of T h e Kroger C o . Foundation. S h e 
h a s spent her c a r e e r in the food 
and agriculture industry, working for 
Monsanto, Cargill and Syngenta 
North Amer ica . 

H l ^ " I Yael C o s s e t , Group VP 
I and Chief Digital Officer 

1 ^ < l C o s s e t leads Kroger 's 
^^Hfl^^H overal l digital strategy, 

V^B e c o m m e r c e expansion and 
^jx^i^r 1 V i tacost . He f o c u s e s on 
^™ • estab l ish ing differentiated 

and personal ized e x p e r i e n c e s for 
Kroger c u s t o m e r s a c r o s s all digital 
platforms using technology and 
innovative c u s t o m e r ana ly t ics a s key 
levers . C o s s e t previously worked 
at Dunnhumby; 8 4 . 5 1 ° , a wholly 
owned subsid iary of Kroger; and 
MicroStrategy. 

Mary El len A d c o c k , Group 
VP, Retail Operat ions 
In her c u r r e n t post s i n c e 
J u n e 2 0 1 6 , A d c o c k 
h a s held the ro les of 
V P of opera t ions a n d 

J m e r c h a n d i s i n g for 
Kroger ' s C o l u m b u s D iv is ion , V P of 
natura l foods m e r c h a n d i s i n g , a n d 
VP of d e l i / b a k e r y m a n u f a c t u r i n g , 
in addi t ion to l e a d e r s h i p pos i t ions 
in manufac tur ing a n d h u m a n 
r e s o u r c e s . 

Stuart W. Ai tken, 
Group VP 
In his current post s i n c e 
J u n e 2 0 1 5 , Aitken is 
respons ib le for leading 
Kroger 's data ana ly t ics 
subsidiary, 8 4 . 5 1 ° . Prior 

to joining Kroger, he w a s C E O 
of Dunnhumby U S A and brings 
e x p e r i e n c e from leadership roles with 
other c o m p a n i e s , including Michae ls 
S t o r e s and S a f e w a y Inc. 

Robert W. Clark , 
SVP, Merchandising 
Having star ted his c a r e e r 
a s a Fry 's cour tesy c lerk in 
1985 , C lark h a s s i n c e r isen 

jf^k through Kroger 's leadership 
t^r r anks . He held var ious VP 

roles in the Fry 's , C o l u m b u s and Fred 
Meyer d iv is ions before being named 
to h is current post in March 2 0 1 6 . 

Michael J . Donnelly, 
E V P and C O O 
In his current post s i n c e 
D e c e m b e r 2017 , Donnelly 
h a s held the roles of E V P 

I and S V P of merchandis ing, 
.' president of the Ralphs and 

Fry's divisions, and S V P of drug/GM 
merchandis ing and procurement. He 
started with Kroger a s a c lerk in 1978. 

Chr is topher T. Hjelm, 
E V P and C IO 
Helm w a s named to h is 
cur ren t post in S e p t e m b e r 
2 0 1 5 after joining Kroger 
in 2 0 0 5 . His e x p e r i e n c e 
i n c l u d e s l eadersh ip ro les 

with C e n d a n t C o r p . , Orbitz, eBay , 
Exc i te s Home, Zoho C o r p . and 
Federa l E x p r e s s . 

Calv in J . Kaufman, S V P 
In his current post s i n c e 
J u n e 2 0 1 7 , Kaufman 
o v e r s e e s severa l Kroger 
retail d iv is ions. He a lso 
been president of the 
Louisvi l le division and of 

Kroger Manufactur ing and Corpora te 
B r a n d s . He joined Kroger in its Fred 
Meyer division in 1994 . 

J ^ ^ H k k Timothy A. M a s s a , 
I 1 Group VP, Human R e s o u r c e s 

H^̂ ^Ht ' and Labor Relat ions 
With more than two 
d e c a d e s of e x p e r i e n c e at 

A Procter & G a m b l e , M a s s a 
jo ined Kroger in 2 0 1 0 

and w a s named to h is cur ren t 
post in J u n e 2 0 1 4 . 

Stephen M. McKinney, S V P 
Named to h is current post 
in March 2 0 1 8 , McKinney 
o v e r s e e s severa l Kroger 
retail d iv is ions. He h a s 
held leadership roles in the 
Fry 's , Ra lphs and S o u t h w e s t 

d iv is ions s i n c e joining Kroger in 1981 
a s a c lerk with former Kroger banner 
Florida C h o i c e S u p e r m a r k e t s . 

J . Michael Sch lo tman, 
E V P and C F O 
Moving up Kroger ' s 
a c c o u n t i n g r a n k s s i n c e 
joining the c o m p a n y in 
1 9 8 5 , S c h l o t m a n w a s 
n a m e d to h is c u r r e n t 

post in S e p t e m b e r 2 0 1 5 . 

Er in S . S h a r p , Group VP, 
Manufacturing 
S h a r p jo ined Kroger in 2011 
a s V P of manufactur ing 
operat ions after working in 
S a r a L e e ' s bakery division. 
With more than 30 y e a r s of 

exper ience , s h e w a s named to her 
current post in J u n e 2 0 1 3 . 

A lessandro Tosolini , SVP, 
New B u s i n e s s Development 
Named to h is current post 
in D e c e m b e r 2 0 1 4 , Tosolini 
held numerous leadership 
roles with Procter & Gamble 
for 24 y e a r s , most recent ly 

a s S V P of global e - b u s i n e s s and V P of 
global e c o m m e r c e . 

Mark C . Tuffin, S V P 
S i n c e joining Kroger 's 
Smi th 's division in 1996, 
Tuffin h a s r isen through the 
ranks , attaining h is current 
post in J a n u a r y 2 0 1 4 . He 
o v e r s e e s severa l of 

Kroger 's retail d iv is ions. 

Chr is t ine S . Wheatley, 
Group VP, Secretary , 
Genera l C o u n s e l 
Wheat ley attained her 
current post in May 2014 . 
S h e jo ined Kroger in 
February 2 0 0 8 after being in 

private prac t ice for 11 y e a r s . 
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so incredibly lucky that I get to w o r k w i t h people that are 
incredibly smart. They care about m a k i n g the w o r l d a bet­
ter place, and eveiything that we're doing is t ry ing to give a 
good value for our customers and help them solve a need. 
That's so m u c h bigger than any o f us individual ly . " 

I n Adelman's op in ion , the best part o f w o r k i n g at K r o ­
ger is helping t o create w h a t she calls "scale for g o o d . " 

" W h e n Rodney was ta lk ing to me a little over three 
years ago about corning to Kroger, he asked me, basical­
ly, w h a t makes y o u t i c k , " she recounts. " A n d I said, 'I've 
spent m y whole career th ink ing about h o w are we going 
to feed 9-plus-billion people and not destroy the planet at 
the same t ime. ' A n d he said, 'Wel l , i f that's really w h a t mo­
tivates and inspires y o u , come w o r k for me, and I ' l l let y o u 
do something big. ' I love the idea that I could w o r k for 
a big company and make a difference. A t Kroger, we're 
doers. We r o l l up our sleeves, and we go get stuff done. " 

For his par t , M c M u l l e n considers h imse l f l u c k y to 
have w o r k e d alongside so m a n y talented people d u r i n g 
his 40 years at Kroger. 

" I 've never had a b o r i n g day i n m y career," he asserts. 
" Y o u get to w o r k w i t h people that are so m u c h better 
than w h a t y o u are, and learn f r o m t h e m and togeth­
er accomplish something. To be par t o f a journey that 
hasn't been done before is incredibly f o r t u n a t e . " P G 

About Kroger 
B a s e d in C i n c i n n a t i , T h e K r o g e r C o . i s o n e of 

t h e l a r g e s t r e t a i l e r s in t h e U n i t e d S t a t e s b a s e d 

o n a n n u a l s a l e s , r e p o r t e d a s $122.7 bill ion in t h e 

c o m p a n y ' s 2017 a n n u a l repor t . K r o g e r h o l d s 

j ^ N . t h e No. 18 r a n k i n g o n t h e F o r t u n e 100 

l ist p u b l i s h e d in J u n e 2017 a n d t h e No. 

2 s p o t o n Progressive Grocer's S u p e r 

50 a n n u a l r a n k i n g of top U . S . g r o c e r s , 

p u b l i s h e d in M a y 2018 . 

A s of F e b . 3 , 2 0 1 8 , K r o g e r o p e r a t e d , 

e i t h e r d i r e c t l y o r t h r o u g h i ts s u b s i d i a r ­

i e s , 2 , 7 8 2 s u p e r m a r k e t s u n d e r a v a r i e t y 

of l o c a l b a n n e r n a m e s , of w h i c h 2 , 2 6 8 h a d 

p h a r m a c i e s a n d 1 ,489 h a d f u e l c e n t e r s . K r o g e r 

o p e r a t e s 3 7 f o o d p r o d u c t i o n p l a n t s , i n c l u d i n g 

17 d a i r i e s , 10 d e l i o r b a k e r y p l a n t s , f i ve g r o c e r y 

p r o d u c t p l a n t s , t w o b e v e r a g e p l a n t s , o n e m e a t 

p l a n t , a n d t w o c h e e s e p l a n t s . 

F o u n d e d in 1 8 8 3 in C i n c i n n a t i a n d i n c o r ­

p o r a t e d in 1 9 0 2 , K r o g e r o p e r a t e s s t o r e s in 

3 5 s t a t e s u n d e r s o m e t w o d o z e n l o c a l a n d 

r e g i o n a l b a n n e r n a m e s , i n c l u d i n g K r o g e r , 

R a l p h s , K i n g S o o p e r s , D i l l o n s , S m i t h ' s , F r y ' s , 

Q F C , C o p p s , H a r r i s T e e t e r , M a r i a n o ' s , F r e d 

M e y e r , F o o d 4 L e s s a n d M u r r a y ' s C h e e s e . 
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