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ABSTRACT 

This inquiry explores the notion of how an urban grocery store might improve its connection to 

the local community. Through interviews with four subject matter experts, sessions with the 

store management team, and an online customer survey, I assess the characteristics that allow the 

store to form a stronger connection to the community. Contributors were actual customers, 

allowing me to provide very specific feedback to the sponsor. My findings show that there is a 

strong link between positive one-on-one interactions that affect recurrence for grocery shoppers; 

cleanliness has significant interaction with high quality, fair prices, and good selection; and 

sporting team jerseys worn by the staff reflect positively towards the customer’s view of the 

store being a good community citizen. I conclude that organizations cannot connect directly with 

communities; however, staff can connect with individual shoppers, thereby contributing to the 

store’s association to the community. 
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CHAPTER ONE: FOCUS AND FRAMING 

Many organizations claim to have an interest in the local community. Arnold (2002) 

noted, “An empowering organisational culture makes store employees responsive to customer 

needs and the local community” (p. 566). For retail organizations, this interest may be seeded in 

the desire for profit or the intention of standing out amongst their competitors. Nonretail 

organizations may also be interested in community connection to fuel membership, garner 

support for their specific cause, or to just be known as a good community citizen. Organizations 

that are spread out over a large geographic area tend to have a central decision-making 

mechanism that may not be able to take into consideration a multitude of differing community 

interests. In order to be able to connect at the local level, a balance of central and community-

based decisions may be the optimal mechanism. 

If you want to stand out, you will probably have to adopt a model that combines central 

control and local/unit autonomy in a way that gives you control where it has the greatest 

strategic impact and empowerment where it most matters to the employees and 

customers. (Hall, 2004, p. 2) 

Humans have a basic need for connection and some organizations strive to make that 

connection directly with each individual customer. “To be successful in the current climate, 

brands need to look at more real, more innovative and more integrated ways to honestly and 

personally connect with the consumer on an individual level” (Ellias, 2006, p. 93). One potential 

innovative method to connect may be to form three-way connections, in which an organization 

simply facilitates opportunities for individual-to-individual interactions. “And finally we see 

brands helping people connect with themselves” (”Marketing Mix,” 2003, p. 52). These 

triangular associations not only have the potential to facilitate a unique form of community, but 

they may also stimulate a greater association with the responsible organization. As someone who 

has volunteered with community-based organizations for decades and has led teams to 
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developing countries and worked to improve the conditions in impoverished communities, the 

subject of community and connection with organizations is of expressed interest to me. Sinclair 

and Wilken (2009) used the global corporation McDonalds as an example when speaking of 

utilizing a form of balance between the context of corporate, which brings thoughts of large-

scale standardization, and local interest: “All of McDonald’s operations are in some way 

structured around global–local tensions” (p. 152). 

Through my discussions with the owner/operator of the neighbourhood Sobeys grocery 

store, and deliberating over a number of potential opportunities for further study, the prospect of 

performing an inquiry regarding community connection with a corporate entity emerged. The 

sponsor store is an owner-operated retail franchise that employs approximately 170 people, at 

any given time, and notes sales of over $27 million annually (K. Kozakewich, personal 

communication, April 11, 2012). Being a franchise and being located in a different region than 

the head office provided a targeted opportunity to study the local community to organizational 

connection in greater detail. Although the Sobeys corporation owns some Sobeys franchises, 

with hired management operating the store on the corporation’s behalf, this study focussed on a 

store with local ownership. 

This inquiry explored the issue of community and organizational engagement, and I 

involved the sponsor and advisors in an effort to identify, plan, and execute positive change 

within the sponsoring organization. It is my hope that any change implemented allows the 

sponsoring organization to better understand mechanisms that connect them to the community. 

As the researcher for the inquiry, I acted in a consultative role with the sponsoring organization 

throughout the process of constructing, planning, taking action, and evaluating the actions for 

effectiveness (Coghlan & Brannick, 2005). I am also a customer and a member of the 
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community in which this specific store is located. It should be noted that my oldest son is a part-

time employee at this Sobeys store and that I was previously acquainted with the sponsor, as we 

both attend the same church. 

The question for this inquiry was: How can an urban grocery store in Edmonton, Alberta, 

improve its connection to the local community? Subquestions to this inquiry include: 

1. What is meant by community? 

2. What constitutes a meaningful connection? 

Significance of the Inquiry 

During my first meeting with my project sponsor, I explained the idea of an 

organizational leadership project (OLP) as a means by which the organization’s leaders could 

examine one specific issue that they were facing and work through it using an action research 

approach. In my inquiry I used the following definition for action research: 

Action research seeks to change the social and personal dynamics of the research 

situation so that the research process enhances the lives of all those who participate. It is 

a collaborative approach to inquiry that seeks to build positive working relationships and 

productive communicative styles. (Stringer, 2007, p. 20) 

This inquiry was significant to the sponsor given that one of his prescribed goals is to 

connect with the local community in a way that supports his business. The Sobeys corporation 

provides franchise owners with copious amounts of research and sales information describing 

marketing, demographics, and product data. However, definitive information specific to local 

communities and what might connect the local store to community members is more difficult to 

ascertain and is unique to each location. The Sobeys corporation articulated the provision for the 

support of local communities as part of the organization’s commitment to “serve our 

communities” (Sobeys, n.d.c, para. 1). Sobeys (n.d.c) affirmed, “The major focus is placed on 
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the local communities where our employees and franchisees live, work and generously give their 

time and talent in support of community events and causes” (para. 2). 

In conducting this inquiry, I aimed to provide my sponsor with the first pieces of 

information in a potentially longer journey to discover connection points that enable greater 

contact with the local community. Beyond my sponsor’s specific store, there is a potential that 

this type of inquiry could be further utilized to understand connection points to other stores and 

their respective communities. At the extreme, it is my hope that the results of this research will 

facilitate a component of further understanding of what it means for any organization to connect 

with a community of people. 

Organizational Context 

Sobeys Inc. is a wholly owned subsidiary of Empire Company Limited (Empire), which 

was incorporated in Canada on February 12, 1963 (Empire Company Limited, 2012a) In 1981 

Empire purchased a controlling interest in Sobeys Holdings Limited, and then in 1987 Empire 

completed the purchase to wholly own Sobeys (Empire Company Limited, 2012b). Empire also 

owns a 42.9% equity interest in Crombie REIT (Empire Company Limited, 2012b), which 

focuses on the development and operation of shopping complexes, and an approximate 40% 

ownership in Genstar, which is focussed on residential land development (Empire Company 

Limited, 2012b). Figure 1 shows this entire system in which the parent organization, Empire, is 

involved in the development of residential communities, shopping complexes to support those 

communities, and grocery stores to help sustain those communities. 
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Figure 1. Structure of Empire Company Limited. 

Sobeys has a much deeper history, dating back to the mid-1800s when William Sobey, a 

member of the British Royal engineers, was stationed in Halifax where he eventually met his 

wife (Sobeys, n.d.b). In 1907, their son John William Sobey decided to start a meat delivery 

business using a horse-drawn cart in Stellarton, Nova Scotia. At the urging of John’s son, Frank, 

the business was expanded to a full line of grocery items in 1924 (Sobeys, n.d.b). By 1939 

Sobeys had six locations and continued to expand over the next 70 years to over 1,500 retail 

outlets and more than 95,000 employees across the country (Sobeys, n.d.a, para. 1, para 3). 

Sobeys is a large national Canadian food distribution company striving towards “building 

sustainable worth for each of our customers, employees, suppliers and shareholders through our 

focus on food, innovation and superior customer service” (Sobeys, n.d.a, para. 3). 
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Namao Centre Sobeys (NCS) is located in north-central Edmonton, Alberta, and, as 

previously noted, is owned and operated by the project sponsor. The store has just over 37,000 

square feet of retail food space, including an in-store bakery, deli, and pharmacy (K. 

Kozakewich, personal communication, April 11, 2012). NCS employs approximately 170 full- 

and part-time employees at any given time and affords annual sales of approximately $27 million 

(K. Kozakewich, personal communication, April 11, 2012). At the time of this inquiry, NCS was 

undergoing renovations to increase the effectiveness of the store, lower power consumption, and 

improve the layout to better serve its customers. 

The sponsor expressed that he focuses heavily on the community through a number of 

mechanisms. First, the sponsor had previously allowed the employees to wear local professional 

sporting teams’ jerseys on game day. In some ways this acts as a reward for the employees who 

appear to enjoy supporting their local team. This inquiry does not focus on the potential affect 

that the relaxing of the dress code has on the employees themselves, but rather how it may 

potentially be a visible mechanism to the local community that they support local professional 

sports interests. This practice was stopped after the completion of the renovations and a more 

regimented dress code was enforced by Sobeys corporate. The sponsor also utilizes flags 

symbolizing the various countries of known consumer groups to demonstrate that the store is 

aware of and focusing on their needs. For example, this might include an Italian flag located in 

the proximity of Italian-focussed products or the flag of the local military regiment in support of 

local military families. 

Systems Analysis of the Inquiry 

As Senge (1990) noted, a system is defined as “a set of variables that influence one 

another” (p. 70). Within the context of a local chain grocery store, there are a number of 
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variables that may interact when considering the character and uniqueness of the NCS outlet. 

Figure 2 provides a diagrammatic representation of seven major variables that are noted as 

having interaction with the central construct of NCS, which within itself is a system of 

purchasing, receiving, stocking, merchandizing, and selling grocery and sundry items. The seven 

variables are customers, community, local suppliers, Sobeys corporate, employees, competitive 

retailers, and other Sobeys grocery locations. Each of these will be explored in more detail here 

to understand the weight and nature of the interactions. The external nodes of the diagram are 

shown intersecting with the general store system; however, this representation has not been 

created to show how each of these external items interacts with the internal detailed system as 

represented in the inner circle. 

 

Figure 2. Systems diagram for Namao Centre Sobeys. 
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Customers are critical to the financial success for any retail organization, and NCS is no 

exception. Creating a good customer experience means repeat business and continuation of the 

selling cycle. As the Temkin Group Research (2012) noted, “In the U.S., where Temkin Group 

analyzed 18 industries, fast food chains, retailers, and supermarket chains experience the largest 

gains from customer experience improvements” (p. 38). This inquiry sought to understand this 

area and to explore opportunities that may assist NCS in improving customer experience through 

community connection. 

NCS exists within a geographic community in the north central area of Edmonton. For 

the purposes of this research, the concept of “community” encompasses all of the grocery 

shoppers at NCS. It should be noted that there might be need in the future to understand sub-

communities within the geographic boundary based more on social aspects of the resident 

population. Interactions between NCS and the community help provide another link to potential 

purchasers and demonstrate the organization’s commitment to the area within which it operates. 

Within the context of this inquiry, it was my hope that by seeking to understand the individuals 

within the community, the research may uncover ways to better engage them and thereby 

enhance the attraction of community members to the store. 

The purchasing of goods from local suppliers impacts the NCS in a positive manner by 

supporting local jobs, bringing wages into the community, and creating the potential for a 

reinvestment through these same local individuals making purchases from NCS. Local purchases 

may also have a positive impact on the environment given that the requirement for potentially 

polluting transportation is less, resulting in less greenhouse gas emissions (Box, Wakeman, & 

Smith, 2005). The impact of local suppliers on the connection of community to the NCS system 

is not currently known; however, as a result of this inquiry local suppliers may become a focus 



Connection Point   17 

point of further study. The system of purchasing goods from local suppliers may also have an 

effect on the customer system, in that customers may be inspired to greater levels of support for 

an organization that supports local industry (Sefang, 2006). 

As a franchise store, NCS is subject to the terms of its franchise agreement and directives 

from the corporate head office, including marketing materials, the use of the Sobeys banner, and 

access to equipment and products purchased in large volumes by the corporate entity. The head 

office also sets various standards for the store, such as its setup and layout, décor, and employee 

attire. This is the most involved system for NCS, given that the head office governs much of the 

local business operations. 

In order for NCS to be economically successful, the business requires dedicated and 

service-oriented employees to support the system of operations. These individuals power the 

internal system through receiving the goods, storing and shelving the items, merchandizing 

products, and offering services within the store that support the customer’s need to purchase 

goods. Bolman and Deal (2008) asserted that few employees truly feel responsible for, or 

understand their part in, an organization’s success and indicated, “People-oriented organizations 

have devised a variety of ways to align employee rewards more directly with business success” 

(pp. 146–147). An excellent area for further inquiry may be an attempt to better understand the 

aspects that affect employees within the context of a retail organization and community 

connection. 

The last two interactive systems deal with competitive situations, and, although they do 

not have the same kind of interaction as supportive systems, their inverse affects can be just as 

substantial. The first of these is competitive retailers who provide similar services and products. 

Recently, another large chain opened up a retail outlet in close proximity and NCS was bracing 
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for potential sales impact. This well-known banner may have had serious interactions with 

another important system—customers, which begin to affect the primary NCS system. Although 

not as threatening, the closest Sobeys location also provides competition to NCS directly. Both 

of these types of competitors are fuel to further understand community collaboration and to 

design supportive actions to enhance NCS’s community interactions. 

The diagram of the NCS system in Figure 2 may look unassuming, but inside its simple 

appearance lies a network of connectivity waiting to be discovered. This inquiry served to not 

only investigate these connections, but also explore opportunities to discover previously unseen 

ways to develop and enhance them. Bolman and Deal (2008) noted, “Pressures of globalization, 

competition, technology, customer expectations, and workforce dynamics have prompted 

organizations worldwide to rethink and redesign structural prototypes” (p. 51). This inquiry 

sought to reexamine existing structures and redesign them in a way that is beneficial for both 

NCS and the other related systems. 

Chapter Summary 

The remainder of this document is organized as follows. Chapter 2 includes a review of 

the available literature regarding the subject of community connection and the grocery industry. 

Chapter 3 describes the methodology and multiphase waterfall approach used to gather 

information for analysis, which was extruded into a series of findings and conclusions presented 

in Chapter 4. Based on the findings, recommendations and their implications are laid out in 

Chapter 5. Finally, a description of the metareflections, as noted through the action research 

approach of this inquiry, is provided in Chapter 6. 
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CHAPTER TWO: LITERATURE REVIEW 

With customers being a critical component in the success of retail grocery, it is 

imperative that a clear understanding exist of what motivates customers to frequent the store. 

Beyond an in-store experience, are there items that specifically drive customers to the conclusion 

that the store is “theirs” or that the store, as an organization, is somehow a part of their regular 

routine. In this portion of the literature review I explore the notion of the customer experience 

within the context of detractors, items of importance to customers, and what a positive 

experience looks like. Next I explore the notion of customer service and then complete the 

review with the subject of community. 

Customer Experience 

Customer experience in the grocery industry is key to bringing customers back to the 

store. In this section I look at three components of customer experience: detractors from positive 

experience, what is important to customers, and best-in-class experiences. 

Detractors from positive experience 

There is a reasonable amount of literature that deals with the subject customer 

experience, and this subject itself can be broken down into a number of different components of 

this experience. Aylott and Mitchell (1999) noted the idea of functionality, and if a trip to the 

grocery store is considered purely functional, then the shopping experience may be seen as 

negative; whereas Uusitalo (2001) described the grocery shopping experience as functional in the 

sense that it “helped to satisfy their utilitarian needs and accomplish their shopping goals” (p. 6), 

which places the experience in the positive category. Functionality was also represented through 

the use of technology in smartphones as a means to engage customers (Gunz, 2011), as well as 

valet parking during busy seasons and wellness centres to assist customers (Lazarus, 2008). 
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The concept of clutter seems to generally have a negative impact on customer experience. 

Aylott and Mitchell (1999) spoke of clutter in relation to product on the shelves or even how 

irregular aisles can lead the customer to the perception of crowding. This typically leads to a 

negative experience reaction. The concept of clutter need not be confined to the inside of the 

store. Androich (2011) noted, “First impressions count. The first thing people see in your parking 

lot shouldn’t be a tangle of grocery carts” (p. 41), which could detract from the customer 

experience before they even set foot in the store. 

From the literature reviewed, a number of the studies listed various aspects of social 

benefits and how they affect the customer experience. The idea of being able to provide a means 

of social connection to customers or even getting to know them in a more personal way would 

significantly bolster that customer’s encounter in addition to meeting their customer service 

needs (Aylott & Mitchell, 1999; Uusitalo, 2001). One study went even further with this idea and 

actually linked personal connection with the customer as a way of turning customers into repeat 

shoppers, and described the organization’s attention to the customers as fanatical (Abraham, 

2002). The connection cannot be forced or mechanical in nature, it needs to be warm and 

friendly, giving the customers a feeling of being special (Androich, 2011). Androich (2011) gave 

the example of the checkout as being a significant location in the store to interact with customers 

in a way that demonstrates an interest in improving the customer’s experience with the 

organization. In addition, Lazarus (2008) presented the idea of catering to the demographics in a 

personalized way as a means of creating a powerful moment. 

The size of the store appears to play a role in the customer experience. Uusitalo (2001) 

noted, “According to many informants the right size of a store is between small and big. The 

right size means that there is variety, which the consumer is able to get the items that he or she 
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requires” (p. 7). Uusitalo further described how the larger stores seem to provide for the shoppers 

utilitarian needs, which seems to indicate that the customer experience can be driven by the goals 

of the customer, and both small and large format stores can meet customers’ expectations. The 

literature also indicated that small stores are linked with the feeling of intimacy (Abraham, 2002; 

Uusitalo, 2001). 

Another mechanism to help improve the experience is to ensure that the customers can 

find the products they are looking for. Retailers should ensure that products are well marked and 

signage is visible is key (Aylott & Mitchell, 1999). Multiple studies referred to the problem of 

products frequently being relocated or out of stock as dampening the customer’s experience 

(Aylott & Mitchell, 1999; Uusitalo, 2001). Smaller stores are thought to have products that 

cannot be purchased at big-box stores, giving the impression of specialty store (Abraham, 2002; 

Lazarus, 2008). 

Pricing plays a role in the experience of the customers. Customers appear to have the 

impression that the larger stores come with better pricing (Gunz, 2011; Lazarus, 2008; Uusitalo, 

2001), but at the same time noted that this came with the requirement that the shopping may take 

more time (Aylott & Mitchell, 1999; Uusitalo, 2001). Quality of product was interconnected to 

price, in that low price is often associated with lower quality (Gunz, 2011; Uusitalo, 2001). 

Customer experience is a prime factor in “the willingness of consumers to buy more 

products from them, the reluctance of consumers to switch business away from them, and the 

likelihood of consumers to recommend them to friends and colleagues” (Temkin Group 

Research, 2012, p. 38). This study further noted that customer experience leaders enjoy a 

significant advantage over their counterparts that lag in this area. Good customer experience 
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leads to repeat business: “The experience is the reason people are coming back to their stores” 

(Lazarus, 2008, p. 45). 

What is important to customers 

Aylott and Mitchell (1999) proposed that low-stress situations are important to 

customers. These authors further described that customers consider grocery shopping as a routine 

experience and stressors such as lengthy waits in grocery store line-ups would increase the 

likelihood that they would not return (Aylott & Mitchell, 1999). It is interesting to note that these 

same authors described a culturally different situation in an Asian bazar, where visitors expect 

the situation to be crowded and might be disappointed if it were not. Related to price and 

increasing stress is the delay caused when items do not have a price label, which again increases 

situational stress. 

Aylott and Mitchell (1999) further noted that an important stressor for customers is 

overpriced goods. Arnold (2002) indicated that between 12% and 22% of the people surveyed 

make their choice of retail grocery because of price; a number which jumps to 65% to 82% when 

describing warehouse club stores. As stated earlier, the size of the store also seems to link to 

price and customer expectations. Larger stores are linked with larger amounts of goods at lower 

prices, whereas smaller stores are connected to more specialty items at a higher cost (Uusitalo, 

2001). Simply meeting these expectations may bring the retailer one step closer to providing 

something important to the customer. In support of a good pricing reputation, “A neighbourhood 

store with a strong price image—like Sobeys—is more often the best answer today” (Condon, 

2008, p. 114). Although one regional study noted that price was not something that local 

supermarkets focussed on, stating “that B.C. supermarkets don’t bother trying to compete on 

price with players such as the Real Canadian Superstore or Wal-Mart; instead, they cater to the 
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needs of their community” (Johnson, as cited in Lazarus, 2008, p. 45). In general, customers 

appear to link more products of lower price to a retail brand, thereby giving it a lower price 

image (Ofir, Raghubir, Brosh, Monroe, & Heiman, 2008). 

Service may also play an important role in meeting customer expectations. Parker, 

Pettijohn, and Rozell (2009) found, “Customer service and physical characteristics of a store 

(i.e., convenient store hours and parking) are of fundamental importance to the store-loyal 

shopper” (p. 72). Parker et al. noted a difference in the kind of shopper, indicating that single-

store customers (i.e., people who shop at one single store) use service as one of their deciding 

factors; Parket et al. connected these shoppers to loyalty programs offered by the retailer. 

Martinelli and Balboni (2011) echoed this sentiment and noted, “Service quality is crucial to 

achieve customer satisfaction and customer loyalty and, consequently, a differential advantage” 

(p. 1). Martinelli and Balboni went on to describe how even the perception of good service can 

affect customer behaviour: “perceptions of service quality affect feelings of satisfaction which, 

in turn, influence future purchase behaviour” (p. 12). 

Best-in-class experiences 

There are many ways to look at what constitutes a good experience for a shopper. Some 

describe it by way of the shopping environment: “We are suggesting that the environment has 

greater importance on the customer experience” (Iacobucci, Ostrom, & Grayson, 1995, p. 296), 

“Every five years they do some updating to stay ahead of trends . . . [to] make it a pleasant 

customer experience” (Adams, as cited in Lazarus, 2008, p. 1), or “The details of store layout 

and design, the flow of merchandise on offer, and the organization and appeal of shelf facings 

and displays all determine the perceived convenience of the shopping experience” (Quelch & 

Jocz, 2012, Chapter 2, para. 5). Others look at good experiences through the eyes of specific 
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behaviours of the organization. For example, “The [Experience Radar] report defines the five 

behaviors that companies can adopt to enhance customer experience and create value: Make it 

Fast . . . Emotionalize shopping . . . Balance high-tech with high touch . . . Avoid spoil . . . [and] 

Empower customers to make satisfying choices” (PriceWaterhouseCoopers, 2012, para. 5–10). 

Similarly, Green et al. (2007) noted, “Great customer service is not always the easiest solution 

and if it’s not something that is alive in the organization, it won’t happen” (p. 3). 

Other descriptions of the customer experience include the concept that the customer has 

to be involved in the process, “An experience cannot happen without the customers’ involvement 

. . . consumers as participants” (LaSalle & Britton, 2003, p. 29), or that the customer “must form 

the foundation of the customer experience—one that allows shoppers to come into the store, find 

everything they need and be delighted along the way” (Fraser, 2008, Headnotes section, para. 9). 

In the same vein, there are those sources that described good experiences in the form of positive 

interactions with customers; for example, Gentile, Spiller, and Noci (2007) stated, “The customer 

experience originates from a set of interactions between a customer and a product, a company, or 

part of its organization, which provoke a reaction” (p. 397). Meyer and Schwager (2007) held a 

similar view, stating, “Customer Experience is the internal and subjective response customers 

have to any direct or indirect contact with a company” (Meyer & Schwager, 2007, p. 118). 

LaSalle and Britton (2003) also agreed with this position: “This is what experience is all about – 

creating reactions in customers through their interactions with a product, a company, or its 

representatives” (p. 28). 

In-depth descriptions of the shopping experience reference a more holistic approach to 

the endeavour including pre- and post-shopping experiences. The literature cited definitions such 

as, “A good experience must holistically and consistently involve a person at different levels” 
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(Gentile et a. 2007, p. 397); “the customer experience encompasses the total experience, 

including the search, purchase, consumption, and after-sale phases of the experience, and may 

involve multiple retail channels” (Verhoef et al., 2009,, p. 37); and, “[provide] a positive retail 

experience for customers by focusing on convenience, value and quality” (Verhoef et al., 2009, 

p. 31). 

One other interesting way to describe a good experience is to describe it in the absence of 

issues. Meyer and Schwager (2007) described it this way: “a good experience is not a thrilling 

one but one that is trouble-free” (p. 119). Finally, expereince is described in terms of the end 

result of the process, or what a good experince in grocery shopping results in. Lasalle and Britton 

(2003) supported this by stating, “This is the power of experience. It gives us the ability to 

delight our customers and add new dimensions to our offerings, transforming them from simply 

ordinary into extraordinary and even priceless” (p. 28). “The research, which is based on a study 

of thousands of consumers, shows that customer experience is highly correlated to loyalty in 

both the U.S. and the UK” (Temkin Group Research, 2012, p. 38). 

Customer Service 

In any industry that deals with selling product to a customer, be it online or a traditional 

brick-and-mortar store, the notion of customer service will always be present. However, 

researching the concept of customer service has shown that there are as many definitions of 

customer service as there are organizations that offer it. Bator (2003) says, “Good service to one 

person may mean just simple kindness in saying hello or good morning. Another employee may 

feel that good service is handling a transaction efficiently without even saying a word” (p. 4). In 

this section of the literature review, I look at the varying definitions of customer service. 
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When defining customer service, some scholars focussed on the product and how the 

service component compliments the product offering. Piron (2001) noted, “All the features, acts 

and information that augment the customer’s ability to realize the potential value of a core 

product or service” (p. 51). McGuinn (2009) found, “Ninety per cent of customer service is 

having the right product on the shelf at the right time” (p. 58), and Zid (2005) stated, “Customer 

service is at least somewhat important when deciding to make a purchase” (p. 5). Other 

researchers looked towards the customer and focus on them specifically: “Since customer service 

is the only arena where the customer is so intimately involved in the production process, it seems 

a major omission that the way customers interpret their role within this process is not more 

closely examined” (Bolton & Houlihan, 2005, p. 686). 

Another dimension of the customer service definition appears to have a personal 

component—a quality that targets the customer and how the service is catering directly to them. 

Caision (1998) described this as “making their customers feel that they are receiving 

personalized attention” (p. 8), and Iacobucci et al. (1995) defined it as “customized service is 

perceived to be both more satisfying and of higher quality” (p. 291). Beyond personal, customer 

service is noted as being friendly: “a primary selection criterion for all new hires is that they be 

very friendly and helpful because this is the only way that superior customer service can be 

maintained” (Kiker & Kiker, 2008, p. 71). Merrill (1992) listed three things that make up 

customer service: (a) “the actions and attitudes that everyone in your company displays during 

day-to-day contact with your customers” (p. 36), (b) “creating a customer friendly organization” 

(p. 36), and (c) “the systems that run your company, is critical to customer satisfaction” (p. 40). 

Still others focus on the service portion of the definition, claiming that customer service 

is only realized when expectations are met: “Service could be defined as the difference between 
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expectations and experience. Good service is when the experience exceeds the expectations” 

(Handley, 2011, p. 3). McGuinn (2009) agreed, stating, “Customer service sets the procedures, 

provides staff and creates a satisfying experience for customers” (p. 58). Further to this is the 

concept of exceeding the customer’s expectations, which Netemeyer and Maxham (2007) 

described “as the degree to which the service employee ‘goes the extra mile’ and ‘helps 

customers beyond job requirements’” (p. 132). Handley (2011) also spoke about customer 

expectations, “Give good service, always go the extra mile” (p. 3), as did Piron (2001), who 

stated, “Customer service is equally concerned with how extra, and sometimes complementary, 

services (for example, delivery and installations, wrapping and packaging, alteration and repairs) 

are performed” (p. 51). 

Lastly, the notion that customer service is more broadly defined as a philosophy that 

needs to permeate organizations if they are to be successful at providing customer service was 

found in a number of sources. McGuinn (2009) stated, “Customer service is a philosophy that 

permeates all practices of an organization to serve the needs of customers in a manner that is 

mutually beneficial to all stakeholders and involves the facilitation of customer satisfaction, 

loyalty and goodwill” (p. 58). Merrill (1992) explained, “Customer service is more than a 

department in your organization. It’s a philosophy, a way of doing business and a way of life” 

(p. 42). Kisperska-Moroñ (2005) found that customer service “mainly deals with the total 

corporate philosophy and attitude leading to the planned action in the company and the market” 

(p. 122), and Green (2006) expressed, “Great customer service is not always the easiest solution 

and if it’s not something that is alive in the organization, it won’t happen” (p. 3). 

Given the wide range of thoughts about the concept of customer service, it is difficult to 

pin down just one definition. What is clear is that organizations seem to develop their own idea 
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as to what customer service is, potentially through their own service context, and then work 

towards making it at least acceptable to the customers whom they serve. Regardless of the 

definition, what seems to be consistent is customers only see the service when it fails to meet 

their expectations. “Bad service gets plentiful publicity and good service often goes unnoticed” 

(Handley, 2011, p. 3). 

Community 

When looking through scholarly works, there are many who reference the idea of 

community, but few who define it in the same manner. Hillary (as cited in Porter, 2004) 

described 94 different definitions of community, and Milton (2012) added to this complexity by 

stating, “As a phenomenon, community is defined as indivisible, unpredictable, and ever-

changing” (p. 25). In this section of the literature review, I look at the many themes of the word 

community and attempt to settle on one definition for the context of this inquiry. 

I have made two observations about the scholarly definitions of the word community. 

First, is that rarely is the definition definitive. In most cases observed, the concept of community 

is described by multiple characteristics and not a single identifiable trait. Secondly, I have 

observed that the one characteristic that stands out among all of the rest is that of a common 

geography. Shopes (2002) stated that community “typically refers to one defined by locale, to a 

group of interviews with people who live in some geographically bounded place” (p. 588). When 

discussing community, Freeman and Audia (2006) found “importance is attached to place and 

geographical distance, and such communities have a social identity as well” (p. 146). Holmes 

(2009) explained, “Community is defined by its location, culture, language, or area of interest” 

(p. 13) and Mauro (2002) stated, “community, the word evokes unique images in the minds of 
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participants. Many think of a physical place where they experienced a sense of community, such 

as the neighborhood where they grew up” (p. 54). 

As can be seen, even the definitions above are intertwined with other ideas such as social 

identity, and culture, language or area of interest. This trend continues adding concepts like 

common identity, family identity, and organizations that intermix with the geographic 

component. As Love (2011) explained, “Community could be geographic . . . a group with a 

common identity, illness, or situation . . . or a group with specific concerns or interests” (p. 52). 

Bowen, Gwiasda, and Brown (2004) stated, “Community is defined as a geographic location 

determined by its inhabitants and major actors, including community-based organizations and 

any systems with which it frequently interacts, such as law enforcement, educators, child 

welfare, faith community” (p. 366). Sundblad and Sapp (2011) indicated, 

With these theoretical issues in mind, we propose that community attachment be defined 

as a feeling of affinity for and a commitment to community. Community attachment 

thereby implies a sense of being bound to a geographic community not only by economic 

necessity or family ties but by attraction and commitment to the community as a social 

field. (p. 518) 

Some authors noted explicitly that community was not linked or limited to geography, 

but to some other tacit characteristics: Milton (2012) stated, “Community is lived and may be 

individual, group, or any number of person(s). It is not limited to a specific region or collection 

of individuals gathered for a specific purpose” (p. 25), and Rose (2000) commented, “Today, 

community is not primarily a geographical space, a social space, a sociological space, or a space 

of services, although it may attach itself to any or all such spatializations” (p. 1401). 

One of the more basic characteristics was the idea that community means having 

something in common. This was noted in a number of references to the definition of community, 

such as, “Urban community is defined as a harmonious community with psychological and 

regional congruence” (Ma, 2010, p. 141); “the term ‘community’ itself is vague and conceptually 



Connection Point   30 

limited, with generally positive associations and not entirely deliberate implications of 

commonality and comity” (Shopes, 2002, p. 588); and, “community, which is defined as a group 

of people who share a common interest and not necessarily a common geographical location” 

(Ahari, Habibzadeh, Yousefi, Amani, & Abdi, 2012, p. 2). 

Other writers noted the complexity of community and described it in terms of multiple 

connections in complex patterns. Freeman and Audia (2006) noted, “Community is a web of 

functional interdependencies” (pp. 145–146), and Clay and Olson (2007) stated, “Community is 

a fluid concept with a critical basis in both social and ecological relationships” (p. 34). Etzioni 

(as cited in Rose, 2000) expounded upon the idea of community being a web: 

Community is defined by two characteristics: first, a web of affect-laden relationships 

among a group of individuals, relationships that often crisscross and reinforce one 

another (rather than merely one-on-one or chainlike individual relationships), and second, 

a measure of commitment to a set of shared values, norms and meaning, and a shared 

history and identity-in short, to a particular culture. (p. 1401) 

Another set of authors described various social connections: “a community is defined as any 

group of individuals who are connected in some way such as living in the same neighborhood, 

participating in the same church or club, or sharing the same social identity” (O’Neil, Fragala-

Pinkham, Ideishi, & Ideishi, 2012, p. 111). 

Another way community was described was through the image of sharing common 

thoughts or ideals: “Although there is no commonly accepted definition of community, most 

definitions include similar characteristics. Community seems to be categorized by either sharing 

a common space or common interests” (Mauro, 2002, p. 54). Similarly, Stavitsky (1994) stated, 

“Community is defined in terms of shared interests, tastes, and values” (p. 19). Mauro (2002) 

also described community in terms of common actions, stating, “Community is defined partly by 

the behavior of its members” (p. 57). Lastly, there was the less complicated notion that 

community simply meant a group of people who can somehow be gathered together. Pyburn 
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(2011) described this as, “Community is defined with a description of a particular set of people 

or simply left undefined” (p. 29), and Ganguly (2005) stated, “A community is defined as a 

mutually identifiable group of people involved in intense, repeated social interactions amongst 

themselves” (p. 141). 

Given all the definitions for community that are listed above, there is one thing that 

seems to be common it all of them. Each definition is specific to the context within which the 

researcher was operating. Although there were many variations between them, once defined for 

the inquiry context, it was possible to understand the researchers’ intentions when it came to 

community. For the purposes of this inquiry, the definition of community will encompass the 

group of people who shop at NCS. 

Chapter Summary 

In this chapter I reviewed the available literature for the subject of customer experience 

related to the subjects of: detractors from a positive experience, what is important to customers, 

and explored what constitutes best-in-class experiences. I then looked into the subject of 

customer service, which is a critical element associated with this inquiry. Finally I investigated 

the many definitions of community and settled on one definition of the same for this study. The 

next chapter discusses the methodology and approached used for this inquiry. 
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CHAPTER THREE: METHODOLOGY AND APPROACH 

The question for this inquiry was: How can an urban grocery store in Edmonton, Alberta, 

improve its connection to the local community? Subquestions to this inquiry included:  

1. What is meant by community?  

2. What constitutes a meaningful connection? 

In this chapter I discuss the inquiry approach, participants, and inquiry methods. I close this 

chapter with a discussion of potential ethical issues and how they were addressed. 

Inquiry Approach 

The methodology for this research endeavour was the organizational action research 

model (Rowe, Agger-Gupta, Harris, & Graf, 2011), with a specific focus on the creating 

readiness for change within the organization. This approach has multiple complementing 

dimensions that identify the context and purpose, formally gather data, analyze the data, and 

formulate candidate change actions (see Figure 3). 

First, the approach is participatory in nature in that the members of the organization being 

studied are included in the research. This denotes that although the approach is structured in a 

scientific manner it also includes the participation subjects of the study who have a potential for 

direct benefit from the work. As Coghlan and Brannick (2005) noted, “The central idea is that 

Action Research uses a scientific approach to study the resolution of important social or 

organizational issues together with those who experience these issues directly” (p. 5). Through 

this approach, and within the context of the inquiry itself, it was my intention that this research 

act as a catalyst for change within NCS. 
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Figure 3. Organizational action research model. 

Note. From RRU School of Leadership Studies Organizational Action Research (OAR) (p. 1), by 

W. Rowe, N. Agger-Gupta, B. Harris, & M. Graf, 2011, Victoria, BC, Canada: Royal Roads 

University. Copyright 2011 by Royal Roads University. Reprinted with permission. 

Second, I intended for this action research project to be constructivist in nature in that I 

had expected the work to unveil information that might parallel the existing ideas within social 

construction. My desire was that the subsequent findings and conclusions would allow for the 

creation of a new or deeper understanding of the topic of inquiry and in turn lead to appropriate 

organizational action. My approach aligned with Stringer’s (2007) ideas of the researcher’s role: 

“The task of the community-based action researcher, therefore, is to develop a context in which 

individuals and groups with divergent perceptions and interpretations can formulate a 

construction of their situation that makes sense to them all – a joint construction” (p. 41). 
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The process began by developing the context and purpose for the inquiry that led to 

formal data gathering. This beginning of context was achieved through the use of interviews and 

focus groups with subject matter experts (SMEs) regarding grocery or community interaction. 

Stringer (2007) noted, “Interviews provide opportunities for participants to describe the situation 

in their own terms” (p. 69). There were four different groups that informed this first step, 

including a representative from Sobeys corporate, a local supplier of goods to this Sobeys store, 

a start-up business owner in the area of local food information, and a representative of the in-

store demonstration team. With this preliminary data gathered, I then brought the data forward to 

the leadership team of the store and inferences were drawn through group discussion to help 

further develop the customer survey. With the draft of the survey complete, I then shared the 

survey with a test group of survey participants that included various friends and family. The test 

group’s suggestions were then discussed with both the research supervisor and sponsor and 

incorporated into what became the final version of the survey. I then handed invitations out to 

patrons of the store over a 10-day period, at which time the survey was closed. I performed a 

detailed and systematic analysis of the information, which resulted in the discovery of findings, 

the formulation of conclusions, and the development of actionable recommendations. 

Participants 

There were three stages of participant groups that played an important role in this inquiry. 

Each successive stage informed the inquiry topic with more specific information. I had no 

organizational position within the inquiry, which alleviated any potential ethical and positional 

conflicts for the research. This independent position allowed me to act effectively as a facilitator 

of the action research process, unencumbered by internal issues and political posturing. 
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The first stage of information gathering included SMEs who were engaged to assist in 

bringing clarity to issues that surround this specific topic. The information gathered here, which 

was accumulated through one-on-one interviews with the identified group, was brought forward 

and utilized in stage two of the inquiry. The perspective obtained from stage one was critical to 

aid in informing the next stage of information gathering. 

The second stage was a focus group session with the leadership team of the store in 

which information gathered from stage one of the process was introduced to the leaders. In a 

collaborative manner, the focus group made further refinements to the customer survey. The 

leadership team at the store consists of the heads of each of the departments in the store and the 

store owner/operator. Participation in this leadership team focus group was voluntary. At this 

stage it was also possible to incorporate questions that the leadership team had been struggling 

with in the past in relation to connecting to the community. One example is the inference by the 

leaders that wearing sports jerseys of local professional sports teams on game days demonstrates 

community connection to the customer. 

The final stage brought a community context to the inquiry. In this process I invited 

customers to take a survey by handing out paper invitations at various times and from various 

locations within the store. The survey participants were randomly selected, which allowed for the 

research to focus on identifying what is important to the customers of this specific store in 

relation to the subject of the inquiry. The survey was offered in an online format only. It is 

recognized that performing the survey in this manner limited the survey to only those who have 

access to a computer and the Internet. Given this format, the sample size was expected to be 

approximately 50 participants. Participation in all three stages of the data gathering process was 
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fully voluntary and adhered to the ethics guidelines as noted in the Royal Roads University 

(2011) Research Ethics Policy. 

Inquiry Methods 

In this section I describe the inquiry methods used to derive my primary data. I start with 

the data collection tools used, advance to the study conduct, and close this section with a 

description of the data analysis. 

Data collection tools 

This research project utilized three methods of data collection of data: one-on-one 

interviews, focus groups, and surveys. In order facilitate these methods a number of tools were 

utilized to eventually gather data for analysis. These tools were: written invitations, consent 

forms, and an online survey. Each of these is discussed in more detail below. 

The invitations were created utilizing guidance from the Royal Roads University (2011) 

Research Ethics Policy. Each invitation included an introductory section that indicated my name, 

an invitational statement, and provided the contact information of Dr. Niels Agger-Gupta so that, 

should potential participants desire to validate my credentials, they had the information required 

to do so. The invitation further described the objective of the research, the nature of the desired 

participation (interview or survey), and described how the data from their participation would be 

captured, stored, handled, and disposed of. The invitation clearly stated that participation was 

optional, and I provided contact information for me should there be any questions. The SME 

invitations specifically referenced interviews and noted that the sessions would be recorded and 

transcribed. The leadership team invitations also explained that the sessions would be recorded. 

The online survey invitation was modified to be able to be printed and handed out to potential 

participants in the store. Cashiers and the in-store sample team handed out invitations to the 
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survey. Invitations to the test survey were less formal, and I sent these out as emails to various 

friends and relatives. Samples of each kind of invitation can be found in the appendices at the 

end of this document. 

The consent forms followed a similar structure to the invitations, including all the same 

sections and information. Added to this was a signature section that included a line for the 

printed name of the participant, a separate line for the signature of the participant, and another 

separate line for the participant to record the date of which they gave their consent to participate. 

Both the SME and leadership team consent forms were produced in a hard copy format. The 

online survey consent form was integrated into the survey itself and required that the potential 

participants choose the “yes” radio button and press the “submit” button before the survey would 

allow them to move through to the questions. If the participant chose “no,” then the survey 

displayed a short thank-you message and terminated the survey. Samples of the consent forms 

can be found in the appendices at the end of this document. 

The online customer survey was used to gather the perspectives of the people who shop 

at NCS and as a means to gather data from a larger number of sources. This approach was in line 

with Stringer’s (2007) recommendations regarding surveys: “In later stages of action research, 

however, a survey may provide a very useful tool for extending the data collection process to a 

broader range of participants” (p. 78). In order to alleviate any concerns relating to the United 

States Patriot Act (2001) the online survey was hosted by FluidSurveys (n.d.a), a Canadian 

company, that ensured that all of the survey data stayed in Canada. The survey was augmented 

by any understanding or areas of specific interest that emerged from the SME interviews, the 

reflections from the leadership team, and a test survey with participants from my friends and 

family network. My approach aligned with Booth, Colomb, and Williams (2008) suggestions for 
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conducting research: “The more you plan by determining exactly what you want to know, the 

more efficiently you will get what you need” (p. 82). 

In order to increase the accuracy of the information collected, the various sessions were 

audio recorded and transcripts from the recordings were created in electronic format. The 

recordings were made using a Blackberry PlayBook tablet and the native voice recorder software 

was used. As a secondary means of ensuring that the raw data were accurate, I forwarded the 

transcripts to the participants to give them the opportunity to validate or add to the thoughts that 

were captured. The audio recordings were stored in an encrypted format in a secure location with 

backups of the information to ensure that data were not lost prior to any analysis. 

Study conduct 

I performed this study utilizing a modified version of a sequential mixed model design, 

which allowed the evolution of questions for each subsequent phase of the research from the 

analysis of the previous phase’s data (Tashakkori & Teddlie, 2003). The utilization of this 

process also afforded the continuous narrowing of focus culminating in the production of the 

final survey. As noted previously, the inquiry engaged a local grocery store with the intention to 

drive out mechanisms to better connect with the local community. The steps undertaken to 

perform the research were as follows: 

1. I created a research proposal that outlined the intended inquiry, and then submitted the 

proposal and an ethics review request to Royal Roads University for approval to proceed 

with the study. 

2. I arranged and performed separate semistructured interviews with four SMEs regarding 

community connection and then analyzed the data from these sessions bringing forward 

key findings. Copies of the SME artifacts can be found as follows: the invitation is 
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located in Appendix A, the consent is located in Appendix B, and the interview questions 

are located Appendix C. 

3. I reflected on the findings in conjunction with the sponsor, leadership team (focus group), 

and thesis supervisor and noted final items to be brought forward in the customer survey. 

Copies of the leadership team artifacts can be found as follows: the invitation is located 

in Appendix D, the consent is located in Appendix E, and the questions are found in 

Appendix F. 

4. I drafted an online survey that incorporated the findings from the previous phases. 

5. I ran the draft survey as a test with participants who were friends and family. I reviewed 

the feedback and incorporated changes to improve the quality of the survey. Copies of the 

customer survey artifacts can be found as follows: the invitation is located in Appendix 

G, the consent is located in Appendix H, and the questions (with the corresponding 

results) are located in Appendix I. 

6. I discussed the results and feedback from the test survey with the thesis supervisor and 

made final adjustments to the survey. 

7. I ran the online survey by handing out paper invitations in the store over a 10-day period. 

8. I closed the survey and analyzed the data in conjunction with the thesis supervisor. 

9. I formulated draft recommendations from the findings (supported by the research) and 

discussed these with my supervisor and then sponsor. 

10. I drafted the final report, which included further literature connections and formal 

recommendations specifically aimed at meeting the defined change goals. 

11. I shared the draft final report with the sponsor, thesis supervisor, and external reviewer 

and incorporated pertinent feedback into the final submission. 
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The first data collection method to be used was to perform select one-on-one interviews 

with targeted SMEs in various fields to better understand the kinds of questions that needed to be 

asked in the customer survey. I interviewed an individual from the corporate head office in order 

to gather any areas of interest that would make the work being done by this research more 

applicable to the larger organization. I also interviewed a local supplier to provide a 

semidetached perspective on grocery stores and community connection. This interview also 

added value to meet with a special interest group that focuses on local purchasing and 

community connection providing another dimension on connecting with the community. The 

format of the interviews was in person except for the Sobeys corporate interviewee, as 

scheduling an in-person session would have resulted in a rather long delay. As a result, the SME 

questions were sent electronically to the individual and the interviewee responded in kind. The 

interviews were made up of semistructured questions in a way that helped to identify major areas 

of further exploration. This format followed Glesne (2011) approach: “Generally, qualitative 

researchers begin with some interview questions and remain open to reforming and adapting to 

them throughout the research process” (p. 102). 

The next inquiry method involved an appreciative inquiry focus group with the leadership 

team at the sponsor location. This session brought forward the items identified in the previous 

phase and further drove out items that the leadership team was interested to understand with 

respect to engagement with the community. From previous discussions with the sponsor, there 

were known areas of interest around community engagement. Glesne (2011) advised, “The 

questions you ask in ethnographic inquiry should be anchored in the cultural reality of your 

respondents” (Glesne, 2011, p. 104). Although the approach I employed was an appreciative one, 

questions aimed at the leadership team were more focussed on their daily interactions with the 
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community. The intention of the questions was to enlighten some areas to help the leadership 

team understand their successful interactions better and include lessons learned from previous 

analysis. 

The final set of inquiry questions came in the format of an online survey aimed at 

customers of the NCS location. I developed the survey in two phases: the first phase was a test 

survey to help validate the questions and provide input into scoping down the questions for the 

final survey. I distributed the test survey to my friends and family for feedback and I considered 

their input for incorporation into the final survey. I created the final survey with the input of all 

of the previous inquiry methods. Cashiers and an in-store demonstration team delivered the 

survey invitation to NCS patrons. This invitation contained the instructions and the website 

location for the customer survey. The informed consent portion was designed as the first page of 

the electronic survey, and the participant was required to click on the button marked “Yes” 

indicating his or her agreement before being allowed to continue. A click on the “No” button 

terminated the survey. A mind map of the full inquiry process is provided in Appendix J. 

Data analysis 

To analyze the data gathered, I utilized a modified form of a sequential mixed analysis 

method called “Sequential Qualitative-Quantitative Analysis” (Tashakkori & Teddlie, 2003, 

p. 367). Using this method, each successive phase was designed to inform the data gathering of 

the subsequent phase. For example, the meta-analysis of SME interview data provided 

preliminary information for the leadership team focus group, then an analysis of the outcome 

from the leadership focus group session provided preliminary data for the online test survey, and 

based on an in-depth review of the feedback from the test survey I made adjustments to the final 

version of the survey. The progression of each successive analysis stage moved from a 
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qualitative type of analysis, in which general themes and ideas were identified and then refined 

into a more quantitative type of analysis of the data collected. 

Glesne (2011) noted, “Data analysis involves organizing what you have seen, heard and 

read so that you can figure out what you have learned and make sense out of what you have 

expereinced [sic]” (p. 184). In order to interpret the metadata in phase one and two of the 

process, I reviewed the data to form themes. “The generation of themes requires moving beyond 

a description of a range of categories; it involves shifting to an explanation or, even better, an 

interpretation of the issue under investigation” (Green et al., 2007, p. 549). Interpretations were 

then used to shape the questions for the final online customer survey. 

Analysis of the online customer survey data took a more quantitative form. I examined, 

compared, and contrasted answers to specific questions in conjunction with the answers to other 

questions. For example, I contrasted the percentage of the respondents who live in the immediate 

area and make this location their default grocery shopping location with those who live outside 

of the area. The findings from these types of data comparisons were utilized to help identify 

forms of connection to the community. I further segmented the survey data to help identify 

recurring themes or pertinent facts. These breakdowns included: 

 those with minors present in the household versus those who do not, 

 those who know the name of a department head or store manager versus those who do 

not, 

 those who shop at the store at least once a week versus those who shop at the store 

less than once a week, 

 generational divisions—Silent Generation, Baby Boomers, Generation-X, and 

Generation-Y, 
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 male versus female, 

 those who interact with staff often versus those who rarely interact with staff, 

 those who live in a close geographic proximity versus those who do not, 

 those who feel local food is important versus those that do not, 

 marital status, and 

 those who like to grocery shop versus those that do not. 

In each of the cases above, I reviewed the results in parallel and question by question, and I 

documented variances that exceeded the sampling error rate of 8.8%. I then reviewed the full list 

of variances and noted common themes for validation and the formulation of conclusions and 

recommendations. 

To add further depth to the findings, I created a mind map that included all four aspects 

of data collected, including general quantitative survey results, general qualitative survey results, 

segmented quantitative survey results, and qualitative SME results. I coded each of the results 

with a tag that allowed for further filtering of the data. Each tag could then be viewed on its own 

to see how pervasive it was through the fours aspects. A sample of the full mind map can be 

found in Appendix K. 

Ethical Issues 

In order to help ensure that the appropriate ethical considerations were applied to this 

inquiry, the entire process was subject to the Royal Roads University (2011) Research Ethics 

Policy in accordance with the Tri-council Policy Statement on Ethical Conduct for Research 

Involving Humans (Canadian Institute of Health Research, Natural Sciences and Engineering 

Council of Canada, & Social Sciences and Humanities Council of Canada [TCPS], 2010). 

Section D of the Royal Roads University (2011) Research Ethics Policy provides guidance 
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indicating that the research undertaken will conform to the principles of respect for persons, 

concern for welfare, and justice (p. 2). 

Further, as prescribed by the Royal Roads University (2011) Research Ethics Policy, the 

I listed the expected benefits and risks to participants within the informed consent portion of the 

survey, and, before being permitted to complete the survey, the participant was required to 

provide free and informed consent. 

I ensured privacy and confidentiality requirements were met by removing all personally 

identifiable information attached to the data before sharing the data. I identify all quotes from the 

survey that appear in this final report using in generic terms such as “survey participant.” I was 

the only person who had access to the raw survey information. I used the FluidSurveys (n.d.a) 

survey tool, which is based in Canada and has “servers [that] are protected with generally 

available security technologies, including firewalls and data encryption” (FluidSurveys, n.d.b, 

Security section, para. 1). Although no information security treatment is completely failsafe and 

there is always a chance that data could be breached and potentially shared or posted without 

permission, I took all possible precautions to protect participant anonymity and confidentiality. 

Chapter Summary 

This chapter began with an in-depth look at the approach taken for this research project. I 

described the three participant groups: SMEs, the store leadership team, and store patrons. I then 

discussed the inquiry methods noting the data collection tools used, the conduct of the study, and 

the data analysis. Lastly, I noted any potential ethical issues and how they were mitigated. In the 

next chapter I provide the findings and offer conclusions based on those findings. 
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CHAPTER FOUR: FINDINGS AND DISCUSSION 

The focus of this research was: How can an urban grocery store in Edmonton, Alberta, 

improve its connection to the local community? The following sub-questions were also 

investigated: 

1. What is meant by community? 

2. What constitutes a meaningful connection? 

As noted previously, the data to support the findings for this report were acquired through 

a multidimensional analysis of the information gathered including the following: SME 

interviews, test survey data, and the final online production survey. The test survey was 

performed prior to the production survey to gather feedback and help improve the final version. 

The test survey was open from January 5, 2013, to January 9, 2013, and provided 62 responses, 

40 of which were completed. Some of the comments from the test survey participants were not 

about the mechanics of the survey itself, but focussed on the subject of the research, and in some 

cases I have used test survey data to support the findings. 

The production survey was delivered online with paper invitations handed out to 

customers in the store that relayed the website and provided a Quick Response code (a code that 

is readable by cell phones or smart phones) that linked to the survey. The survey was open for 12 

days between January 19, 2013, and January 30, 2013, and garnered 170 responses, 128 of which 

were completed. Three of the 170 respondents did not agree to the free and informed consent, 

and as such, their surveys terminated without moving forward to the survey questions. Of the 

respondents who gave their consent, 39 did not complete the full allotment of questions; 

therefore, their responses were marked as incomplete. Of the 39 who did not complete, the 

average time before they abandoned the survey was just under 4 minutes; I omitted these surveys 
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from the data analysis as they were incomplete. The remaining 128 respondents completed the 

survey in its entirety with an average time of just over 14 minutes. The survey results 

demonstrates and completion rate of 75% and exceeded my expectations of gathering 50 

completed responses. The survey contained 40 questions distributed over 10 electronic pages 

varying in the following formats: Yes/No, free-form text response, multiple choice, multiple-

choice grid, and dropdown responses. 

The first few pages of the online survey dealt with basic demographic information about 

the participants. A total of 68% of the respondents were female and 32% were male. The survey 

respondents had a wide distribution of ages, with the oldest being born in 1940 and the youngest 

in 1994, providing an age range of 54 years, a median age of 42 years, and no single mode value. 

Table 1 shows the breakdown of the respondents into the generational groups, indicating that the 

majority of survey respondents were Baby Boomers or members of Generation X.  

Table 1 

Generational Distribution 

Generation Years Count Percentage 

Silent Generation 1925 to 1945 3 2% 

Baby Boomers 1946 to 1964 44 34% 

Generation X 1965 to 1981 51 40% 

Generation Y 1982 to 2000 30 23% 

 

N = 128. 

Of the 128 respondents, 45% of respondents had a minor under the age of 18 living in the 

household, leaving 55% of the respondents without dependent children. From a geographic 

perspective, 73% of respondents lived in the surrounding communities (listed by name in the 

online survey), whereas 27% came from outside those boundaries, or the “Other” category. The 
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largest group of “Other” neighbourhoods noted was Lancaster Park, at 14%, which is located on 

the military base north of the store. Lastly, 89% of respondents indicated that they were the 

primary grocery shopper in their household. A full listing of the results of the online survey can 

be found in Appendix I. 

To help maintain the anonymity of all of the participants, the participant codes have been 

utilized when directly referencing material from the interviews and the two surveys: T1 through 

to T62 represent test survey participants and P1 through to P170 represent production survey 

participants. Given the few number of SMEs, I refer to them with only the letter S to help ensure 

their anonymity. 

Study Findings 

In order to identify pertinent findings, I compared the data by looking at multiple facets 

of the information and noting areas where there were multiple instances of difference greater 

than the sampling error rate of 8.8% and then grouped the information into general themes. As a 

result, the following are the pertinent discoveries: 

1. Being local plays a noteworthy role in linking customers to the store. 

2. Interaction improves the connection. 

3. Knowing a store leader has broadly positive implications. 

4. Service is significant. 

5. Keep it clean. 

In the remainder of this chapter, I provide the details surrounding these findings, 

including the relevant data, pertinent material from the participants in the research, and a 

discussion of the conclusions drawn. 
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Finding 1: Being local plays a noteworthy role in linking customers to the store 

The concept of being local was present in all four of the results categories as noted 

through the tagging process of the MindJet mind map found in Appendix K (Mindjet, 2013). 

This topic reveals itself through three distinct subjects: geography, local food, and local sporting 

team support. I explore each of these subjects as part of this finding. 

Geography 

In the interviews, I first asked SMEs to provide their definition of community. 

Overwhelmingly, the idea of a physical “geography” (S) or “neighbourhood” (S) was prominent 

in all of the discussions. One SME referred to community as “people that live and work in the 

neighbourhood.” Another participant responded, “Knowing who lives and works in your 

neighbourhood” (S), which reinforces the idea of community having a component of proximity. 

SMEs again noted this subject when asked about customers’ motivations to frequent a specific 

grocery store; SMEs described the ideas of “proximity” and “convenience or location.” Survey 

results for the sense of store location revealed that 85% of respondents felt that being close to 

where they live is either important or very important. Another 19% of respondents noted location 

in their free form answers about “other” items that are important to them about shopping at this 

store; location was second only to product availability, quality, and selection when customers 

described the three things they liked about the store. One respondent indicated, “Location – it’s 

placed perfectly on the string of stores we shop at on a weekly basis and it’s always our last 

stop” (P98), and another respondent noted, “It is close to other services I use” (P22). 

Local food 

The second component of local is in relation to local food. When asked if having locally 

produced food available for purchase helps make the store a good community citizen, 81% of 
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respondents either agreed or strongly agreed. When broken down further, this subject provides 

some interesting data. Of those respondents who indicated the importance of local food in the 

store compared to those who do not, I found: 

 16% more respondents indicated that they enjoy grocery shopping. 

 17% more respondents indicated they browse and wander in the store. 

 21% more respondents indicated that it is important that the store is a good 

community citizen. 

 22% more respondents indicated that it is important to employ people from the local 

community. 

 21% more respondents see friends or community members in the store regularly. 

 25% more respondents see the store as a potential meeting place. 

 21% more respondents may be willing to join a social media group specific to the 

store. 

A closer examination of this list shows that respondents who embrace the idea of local 

food enjoy grocery shopping more, will spend more time in the grocery store, and have a greater 

tendency to see the grocery store as a place to connect with others. The SMEs whom I spoke 

with also noted the subject of local food and importance to their local community through ideas 

such as “a sensitivity to local customer needs,” “balance the products and local needs,” “products 

match the community,” or the ability to adapt to the local demand. This idea may run contrary to 

a more standardized corporate approach to products; however, the solution may be an 

appropriate balance between allowing the store some autonomy to meet local demands and the 

goal of connecting with their community. 
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Local sporting team support 

The final component of local dealt with the subject of professional sports and its use to 

aid in connection to the community. While in the initial phases of discussing this research subject 

with the sponsor, the subject of the staff wearing professional sports jerseys on the day the team 

was playing was explored. The sponsor indicated that he felt sports jerseys were a visible 

mechanism to demonstrate the store’s connection to the community as well as provide a perk for 

the staff by way of relaxing of the standard dress code. However, there was no empirical data to 

substantiate his claim. The survey asked participants if they felt it demonstrated community 

involvement when the store staff wore local sporting jerseys on game day. In the general survey, 

78% of respondents agreed with the statement. To prompt for further information, the survey 

then asked if staff wearing sports jerseys negatively affected the participant’s grocery shopping 

experience. A total of 96% of respondents indicated that the sports jerseys did not detract from 

the encounter. 

Another interesting segment was to examine the difference between those who felt local 

food was important and those who did not. There was a 12% increase in support for the wearing 

of local sports jerseys if the respondent indicated they felt that local food was important—a 

potential connection to the previous subject of local food. There was also a noticeable difference 

when this question was looked at in terms of generational boundaries. For those generations that 

indicated “yes,” wearing the sports jersey demonstrates community involvement, their support 

steadily increased as the generational age decreased: 

 Baby Boomers – 70% 

 Generation-X – 81% 

 Generation-Y – 90% 
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The Silent Generation was represented in the data collected; however, the sample size for 

this generational cohort was within the margin of error and, therefore, was not statistically 

significant. However, as an observation, their relative position to the list above would be less 

than the 70%. As a result of these findings, it is possible to state that there is support for the 

wearing of the sports team jerseys as a means to demonstrate community involvement. A further 

area of study may be to understand the staff perspective on this subject and how it may positively 

or negatively affect staff morale or general working environment, or to go beyond the sport team 

jerseys to another segment of the community, as noted by a research participant, “wearing 

support [for] the troops, [a] yellow ribbon [or] pins would be a nice touch” (P38). 

Finding 2: Interaction improves the connection 

General survey results provided a window into the idea that interaction is a key 

component of connection. A total of 80% of respondents indicated that “yes” or “sometimes” 

they considered the grocery store a place where they could meet and have a short conversation 

with friends or other community members, 51% may be interested in joining a social media 

group specific to the research store location, and 69% indicated that “yes” or “sometimes” they 

wanted to be recognized and chat with the store staff. 

Segmented further, 82% of the respondents who indicated they interacted with staff often 

were female. Participants who felt that local food was important showed higher results in seeing 

friends or community members in the store (83%), viewing the grocery store as a meeting place 

(90%), and being willing to join a social media group specific to the store (60%). These 

participants also tended to know the name of a store leader more often than the general survey 

population, which is the subject of further discussion in Finding 3. 
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I reviewed the free form text answers to the question: What three things could NCS do to 

improve its connection to the community? From this I identified that 50% of the respondents 

indicated some kind of sponsorship or event. This far exceeded the second category of responses 

for communication and friendliness, which registered at 18%. Participants included items such 

as, “sponsor soccer” (P86), “free BBQ days held on site” (P111), and “family-type events like 

teddy bear hospitals and fundraisers for local charities – BBQs, raffles, etc. at the store” (P142). 

Notably, 37% of the “host events” type of suggestions were community barbeques, the most 

popular suggestion by far. 

The SMEs interviews also imbued the idea of interaction in a variety of ways. “I find the 

older people, they like the interaction. Because a lot of times for them – they are on their own 

and they don’t talk to anybody unless they come out to a store” (S). This was also expressed 

through the idea of relationship: “I think that, that area of Northern Edmonton has a strong sense 

of and identity around Namao and also their relationship with the Military base” (S). Another 

participant spoke about the store owner/operator’s relationship with customers: “It probably 

influences, the way that Kirk interacts with his community. Because he’s going to be meeting the 

needs of his clients who may constitute, you know a large sort of group, people and families; 

their priorities and lifestyles” (S). Also on the topic of relationships, another SME stated, 

I mean the [store] I shop in, I talk to one of the ladies, she’s in produce, she’s 

handicapped and I always make a point of talking to her. So they kind of know me when 

I walk in there too. So it is nice. 

Interactions themselves need to be positive ones, as the SMEs noted that negative 

interactions might deter customers from coming back: “I think that for a place you go to twice a 

week, that you want to like it—nobody wants to hate that trip” (S), “So, I mean if I went in there 

a few times too and I had a cranky cashier all the time, I’d probably say, ‘You know what, I 
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might just go somewhere else’” (S), and “a lot of them like [going] back because of the friendly 

staff” (S). 

Finding 3: Knowing a store leader has broadly positive implications 

Numerous points of interest were revealed when I segmented data into those participants 

who indicated that they knew a leader in the store compared to those who did not. A total of 84% 

of respondents who knew a leader in the store shopped once a week or more. By contrast, 62% of 

respondents who did not know a leader in the store shop once a week or more, presenting a 22% 

decrease in those who shop at least weekly. This trend continues, as 90% of respondents who 

knew a leader in the store said they really enjoy grocery shopping or that grocery shopping is 

okay, as opposed to only 74% of respondents who did not know a leader. In this case there was a 

decrease of 16% when the customer does not know a leader. Other data points for participants 

who indicated they knew a leader in the store compared to those who did not know a leader are 

as follows: 

 13% more indicated that they will wander around the store, 

 10% more indicated that the store was a good community citizen, 

 21% more indicated that they often or always see friends or community members in 

the store, 

 25% more indicated that they see the grocery store as a place to have a short 

conversation with friends or other community members, 

 14% more indicated that they yes or maybe would join a social media group specific 

to the store, and 

 12% more indicated that they wanted to be recognized and have staff chat with them. 
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In conjunction with this data, of the respondents who felt that local food was important, 15% 

knew a leader in the store as opposed to only 4% who indicated they knew a leader and did not 

feel local food was important. 

Finding 4: Service is important 

On the survey I asked participants: What is important to you about grocery shopping at 

Namao Centre Sobeys? A total of 96% of respondent indicated that service was important or 

very important, and 29% of the “other” responses for this question were related to the service 

hours of the store, as it is open 24 hours. Survey responses included the following: “Its [sic] great 

that it is 24 hour” (P12), “They are available 24 hours, although not every department” (P111), “I 

enjoy the convenience of the store being 24 hours” (P159), and “Namao being open 24 hours is 

nice for me because I can come in late after my little guy goes to sleep” (P170). Other service-

related items that were noted were “Good Services” (P72), “service” (P76), “Samples like 

Costco does” (P138), and “Deli being open with the same hours that the store is opened” (P160). 

When asked, “What three things do you most like about Namao Centre Sobeys,” 6% of the 

responses were services related. Respondents noted items such as “carry out service” (P5), 

“friendly helpful staff” (P46), “good service” (P50), “service” (P70), “good services” (P72), 

“service” (P76), “good customer seervice [sic]” (P112), and “fast checkouts” (P152). 

The SMEs noted service as an important item in both retaining customers and in repelling 

them. Regarding retention they noted, “I do like good customer service” (S), “giving the 

customer the help that they want” (S), and “service/store experience” (S). On the same topic, 

another SME stated, “They could have someone in the store, greeting people too, I mean if that 

ever came down to it. You know, ‘Can I get you a buggy?’” Participants also identified that 

simply acknowledging customers and being friendly was a form of good service and being able 
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to efficiently get them through the grocery shopping process (S). Service items that the SMEs 

indicated would negatively affect the customer’s desire to return to the store included the 

following: long lineups at the cashier, consistently bad customer experience at any point of the 

grocery shopping process, bad or poor service, and unfriendly staff. In relation to service 

detractions, one SME noted, “Creating a positive environment is often more complicated than 

getting rid of the worst” (S), underlining the intricate nature of ensuring good service. 

In the interviews asked: How might a grocery store change or develop its culture to 

promote a better customer connection? The SMEs provided some great insight into service, 

indicating the importance for staff to understand the clientele and cater to them a little more, 

specifically train employees for better customer interactions, and engage the customer. One 

participant stated, “You have to cater to people that live in the area” (S). In reference to poor 

service, one SME indicated, “If they don’t acknowledge you or they just throw your stuff. They 

could train their staff how to package groceries a little bit better. Nothing ticks me off more than 

when I get home and my bread is squished.” 

Finding 5: Keep it clean 

On the survey participants were asked: What is important to you about grocery shopping 

at Namao Centre Sobeys? Of respondents, 98% indicated that cleanliness was very important or 

important. Only two other responses garnered this high of a response, fair prices and high 

quality. This result also appeared in the results for the open-ended question, “What three things 

do you most like about Namao Centre Sobeys,” in which 5% of the responses related to 

cleanliness. The respondents noted, “Clean store” (P13), “Cleanliness” (P130), and “It is very 

clean” (P144). Being clean keeps the customers coming in. Table 2 shows the Pearson 

correlation coefficient of cleanliness with four variables that show a high correlation at 100% 
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significance using a two-tailed model. What this indicates is that there is, from a statistical 

perspective, virtual certainty around the connection between NCS customers’ perspective on 

cleanliness and product selection, fair prices, high quality, and good service. Exactly what this 

means in the minds of the customers is subject to hypothesis; however, it does not change the 

fact that they are somehow connected. A full correlation table for these subjects can be found in 

Appendix L. 

Table 2 

Pearson 2-Tailed Correlation with Cleanliness 

 

Product 

Selection 

Fair 

Prices 

High 

Quality 

Good 

Service 

  

Cleanliness 

0.55 0.50 0.64 0.48 

 

Pearson Correlation 

0.00 0.00 0.00 0.00 

 

Sig. (2-tailed) 

128 128 128 128 

 

N 

 

SMEs further noted that when a store is unkempt it may repel customers from that store. I 

asked the SMEs: What are the top three reasons that would deter a customer from coming back 

to a grocery store? All of the interviewees included the aspect of cleanliness in their response. 

The subject of smell or odour also encroached on the subject of cleanliness. One SME stated, 

“That there is not a funny smell when I walk by, you know, the broccoli section.” Another 

interviewee explained, “There is a [store] on [location] . . . there is a smell there . . . right when 

you walk in. Bad – very bad. I can’t go back there; not when there is [sic] other choices” (S). Yet 

another SME related, “Walking into a space that smells good, the deli is cooking something, you 

can smell the bread, those are things that actually influence my shopping” (S). 
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Study Conclusions 

The results of this research reveal noteworthy information regarding the connection of an 

urban grocery store with the community in which it resides. Conclusions noted in this section are 

based on the analysis of the customer survey data and interviews with SMEs. Where applicable, I 

substantiated conclusions with related published literature to provide support in answering the 

research question. As such, I have reached the following four conclusions. 

1. Connection must be focussed at the community level. 

2. Positive interactions with customers are powerful connectors. 

3. Good customer service builds better community connection. 

4. Cleanliness is table stakes. 

The remainder of this chapter is dedicated to developing a deeper explanation of the conclusions 

listed above. 

Conclusion 1: Connection must be focussed at the community level 

As noted previously, the working definition of community, for the purposes of this study, 

was written as encompassing the group of people that shop at NCS. With the research location 

being a semipermanent structure (admittedly, the corporation could choose to move to another 

physical site) it is fixed within a community, from the geographic perspective. A detailed review 

of the study participants showed that 95% were located within roughly a 6-km radius of the 

store, which in and of itself (although it is a potential circular reference), lends some credence to 

the working definition of community. Historically, communities are made up of the individuals 

who live within the specified geographic area, and these are the individuals who have direct 

interaction with the store. Piron (2001) affirmed, “Proximity of store location is a significant 

determinant of store loyalty and patronage” (p. 55). 
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Needless to say, different communities are made up of different individuals and, 

therefore, have different characteristics. For example, a community on the south side of the city 

may have a completely different age demographic, ethnic makeup, or may have less military 

families when compared to the community in which this research was performed; thereby 

displaying a different set of wants or needs—a fingerprint of sorts. These community-specific 

desires are placed on the community’s grocery store, and in order to thrive, the store would need 

to not only be sensitive to the desires, but correctly interpret and then translate them into the 

appropriate service and product adjustments. 

Secondly, providing local food improves the perception of community involvement 

because people connect the availability of local food with a positive impact to their own 

community. As noted in Finding 1, of those respondents who indicated an importance towards 

local food, 16% enjoyed the grocery shopping event more than their counterparts and 17% 

indicated that they do more browsing in the store more than their counterparts, which means a 

greater chance they will shop and buy (Hui, Bradlow, & Fader, 2009, p. 490), and the increased 

time in the store may have a positive influence on customer store satisfaction (Miranda, Konya, 

& Havrila, 2005, p. 227). Of all the respondents, 81% agreed that having locally produced foods 

in the store helps make it a better community citizen, 56% of respondents indicated that it was 

important or very important that NCS offer locally produced goods, and 69% of respondents 

designated that they always, often, or sometimes looked for locally produced goods when they 

grocery shopped. Quelch and Jocz (2012) reported, 

But almost every McDonald’s outlet is locally owned and locally staffed, and, wherever 

possible, uses locally sourced supplies. Each franchisee is encouraged to invest in the 

local community; and the global hamburger leader goes to great lengths to customize 

menus to local tastes. (para. 18) 
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However, when respondents were asked what was important to them in a multiple-choice 

grid-style question that included “availability of local products” with other items such as 

“product selection,” “fair prices,” and “good service,” the ranking of local product availability 

came last out of the 12 available choices. A total 19% of respondents indicated that availability 

of local products was only somewhat or not important. The discrepancy between responses to the 

two survey questions may be explained by the idea that the concept of local food has been slowly 

making its way into the minds of the consumers, but it has not yet reached a point where it is 

ranked as important as things like price, quality, and selection. Although respondents felt buying 

local food was important, they may be unwilling to substantially act on that notion. 

Lastly, allowing the staff to wear local sporting team jerseys builds connection because 

the team jersey provides a highly visible cue that is associated with the community. This is 

supported by the survey data in which 78% of all respondents indicated that NCS staff who wore 

sporting jerseys on game day demonstrated community involvement. I noted an interesting trend 

when the data were examined from a generational perspective. As the age of participants 

decreased, the support for this concept grew, as follows: 70% of Baby Boomers, 81% of 

Generation X, and 90% of Generation Y indicated sporting jerseys demonstrated community 

involvement. I also observed that 83% of women were supportive of the sporting uniform 

concept in comparison to only 67% of men. I have hypothesized that there may have been a high 

percentage of “hockey moms” in the area, who were generous with their support for this 

question, although this inquiry produced no evidence to support that assertion. I asked survey 

participants, “when the NCS staff wears local sporting team jerseys, does it negatively affect 

your grocery shopping experience,” and 96% of respondents indicated that it did not. Fraser 

(2008) confirmed, 
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Every retailer in the country does a good job merchandising the Super Bowl and gaining 

an impulse purchase, but what if a retailer could be agile enough to take advantage of 

weekly events: Survivor Thursday, CSI Tuesday or the Leafs versus the Flames on 

Saturday night? The basket implications are enormous. (Abstract section, para. 1) 

Conclusion 2: Positive interactions with customers are powerful connectors 

In the same way that a community is made up of a group of individuals, a grocery store is 

also made of a group of people, the staff. Without staff, the grocery store system would not exist 

as it is the staff who order, receive, merchandize, stock, and sell the product to customers. 

Customers interact with the staff, which in turn connects customers to the store. Therefore, in 

essence, the inquiry question, which looks at how a local grocery store can increase its 

connection to the local community, is really asking about how to connect community members 

to the staff at the store. Robbin (2012) stated, “As technology and other avenues for 

organizations to connect with customers continue to evolve, we still believe the fundamental 

human connection of a person serving another person is the biggest area of untapped potential 

for all companies” (p. 3). Robbin went further in his report to note, “They need to drive real 

growth by empowering employees to do what’s right in their customers’ eyes” (p. 4). 

Staff connecting authentically with customers improves the store’s connection to the 

community because when the store (which consists of various staff) and the community (which 

is comprised of the customers) forms a meaningful link, the store’s connection to the community 

increases. “By respecting local values and local tastes, by rooting themselves in the community, 

global brands broaden their appeal and build deeper trust with their consumers” (Quelch & Jocz, 

2012, Introduction section, para. 34). This was demonstrated through information extracted from 

the survey, in which 78% of respondents indicated that they sometimes, often, or always interact 

with the staff; leaving only 22% who indicated that they rarely or never do. A total of 16% of 

respondents indicated they interact with staff just to chat with the staff members they see 
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regularly. The largest segment of respondents, 65%, indicated that they interact with staff when 

they are looking for something that they cannot find in the store. Of the “other” responses, 55% 

interact with the cashier. When respondents were directly asked if they wanted to be recognized 

and have staff chat with them while they were in the store, 69% indicated yes or sometimes. Of 

those who answered sometimes, 38%, the largest of the sample, gave the reason as being time 

dependent; they would be willing to chat if they were not in a hurry. Respondents commented, 

“As long as I’m not in a hurry (carrying my baby in the car seat carrier) then I am always up for 

a short chat” (P38), “When I’m not in a rush or hurry” (P155), or “When I am in for a large load, 

I have time then, but often it’s a quick run in and out between sports games for me. That’s why I 

prefer to chat at the tills” (P165). 

Respondents also noted the importance of genuineness in the interactions. Making 

interactions contrived, mandated, or script-like may actually inhibit authentic connections with 

staff and move the store further away from connecting with their community. This was directly 

stated by one of the participants, “It would need to be very random and not forced. Forced 

conversations feel like the employees are instructed and makes it feel not genuine” (P62). 

Another participant clarified that “authentic recognition and chit chat not forced or contrived” 

(P164) would be well received. Other research has also pointed out that, “by contrast, upbeat 

moods at the front lines benefit a business. If customers find interactions with a counterperson 

enjoyable, they start to think of the store as a ‘nice place’ to shop” (Goleman, Boyatzis, & 

McKee, 2002, p. 16). 

Conclusion 3: Good customer service builds better community connection 

If you have shopped, for anything, you have experienced bad customer service at least 

once. Interestingly, a single bad experience can taint a customer’s perspective against the 
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organization—not just the individual with whom the incident occurred. I can recall a bad service 

incident in my past, and I have not returned to that location in over 5 years. On the other hand, 

when people receive service that exceeds their expectations, the opposite occurs. Happy 

customers tell people and send them to the establishment, giving the business their personal 

stamp of approval. 

Good service attracts—poor service repels. Positive person-to-person interactions build 

relationships and connection, whereas negative person-to-person interactions break rapport and 

lead to separation. A total of 96% of all respondents indicated that good customer service was 

important or very important. Of the items noted by respondents when asked, “What three things 

do you like about Namao Center Sobeys,” 6% indicated service-related items. However, this 

number might actually translate to somewhere near 8–10% if the items that were noted as 

“helpful staff” were also included in this statistic. Customers noted items such as: “Help taking 

my groceries to the car, I have health problems and the assistance is greatly appreciated” (P106), 

“They pack your groceries” (P164), and “the staff are available to help” (P144). Interestingly, 

when I asked participants, “What three changes at Namao Centre Sobeys would bring you back 

more frequently to do your shopping here,” 9% of the respondents indicated service-related 

items. The services participants noted included “shorter check-out line ups” (P58), “better 

service at the deli” (P56), “more tills open” (P71), and “better service” (P70). One grocery 

shopping research report noted, “By any standard, supermarkets are earning a barely passing 

grade” (George, 2005, p. 1). 

SMEs also provided some valuable insight into the category of service, noting that 

service involves interacting with the customers and being able to efficiently get them through the 

whole process. The SMEs added a deeper dimension by suggesting that service-related items 
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were the key to promoting a better customer connection and a deeper customer understanding, 

which in turn would allow the store to better meet the needs of their community through product 

and service. Dan Bane, CEO of Trader Joe’s (as cited in Abraham, 2002), stated the following 

when talking about customer service: 

Our third value is to produce wow customer experiences. We publish some great stories 

every week in our bulletin celebrating the special way we treat and relate to our 

customers. We think retailing is all about the customer’s experience, and that is really 

what differentiates us. (p. 32) 

One test survey customer had much to say about one specific service that most grocery stores 

offer: 

I hate paying hundreds of dollars for perishable foods to have it handled like juke by a 

uneducated teller. Packing Boys!!!! All staff who pack your groceries should have to go 

through a stiff training program and become certified grocery packer boys. No employees 

should touch a paying customers food if they are not certified . . . the teller and the packer 

MUST work together to assist you in getting your groceries home in the same state they 

are displayed in the store – that means no bruises, no leaks, no squished breads!!!!! Also, 

every certified packer should wear a very large badge on his chest that identifies him as a 

certified packer!!!!! (T6) 

Conclusion 4: Cleanliness is table stakes 

Cleanliness retains customers because individuals relate the cleanliness of the store to the 

quality of the food. In this study, 98% of respondents indicated that cleanliness was important or 

very important, and 5% of participants reiterated the subject again when describing what they 

like about NCS. Multiple sources intimate that grocery store cleanliness is table stakes when it 

comes to connecting with customers (Esbjerg & Bech-Larsen, 2009; George, 2005; Martinelli & 

Balboni, 2011; Parker et al., 2009; Piron, 2001; Richards & Hamilton, 2006), and the results of 

the survey show that NCS customers have a strong correlation between cleanliness and product 

selection, fair prices, high quality, and good service. SMEs all noted the lack of cleanliness as 

one of the items that would detract customers from coming back to the store. One SME stated, 

“To me, I personally like to shop in a clean place . . . if you are going in there and you see mice 
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running around and your dodging them, it’s like, ‘Okay, I’m outta here’” (S). Another relayed a 

story about a specific odour, stating, “There is a [store] on [location] . . . there is a smell there . . . 

right when you walk in. Bad – very bad. I can’t go back there – not when there is [sic] other 

choices” (S). 

As Min (2010) noted in a recent study, cleanliness is one significant way to help keep 

customers coming back to the store: 

“Atmospheric” impression such as cleanliness of the store seems to be significant, 

because grocery items displayed in the cleaner store may look more sanitary to the 

customers. That is to say, freshly cleaned floors in the supermarket can play a significant 

role in improving its customers’ impressions of service quality and thereby retaining its 

customers. (Min, 2010, p. 290) 

Another researcher reported, “While no one enjoys cleaning the restrooms or sweeping the 

floors, the results of this study show the physical characteristics of the store are important to the 

store-loyal customer” (Parker et al., 2009, p. 81). Finally, a third researcher indicated, “The 

Progressive Grocer study confirms the FMI [Food Marketing Institute] research in terms of the 

importance of the non-customer service variables, namely, cleanliness, quality and price” 

(George, 2005, p. 3). 

Summary of study conclusions 

Green et al. (2007) stated, “What is critical about data analysis is the process of 

examining the information collected and transforming it into a coherent account of what was 

found. It is, in other words, the route by which study conclusions are reached” (p. 545). After 

reviewing 48 pages of SME transcripts, 62 test survey responses, 128 completed production 

surveys, and producing over 40 pages of noteworthy outcomes and dozens of maps and charts, I 

have distilled the information into five findings resulting in four pertinent conclusions. The 

research concludes that authentic connection with the community happens at the local level, at 

which positive interaction between staff and exceptional customer service to customers create 
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effective connections individually and in turn with the community. Lastly, cleanliness is not a 

differentiator, but a requirement to stay in the game. 

Chapter Summary 

In this chapter, a thorough discussion of the survey data was presented prior to the listing 

of the five findings and four conclusions. Both findings and conclusions were supported using 

survey data, SME interview results, and some information gathered from the test survey. In 

Chapter 5 I provide the implications of the inquiry, reveal the recommendations for the 

sponsoring organization, and discuss the limitations of this inquiry. 
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CHAPTER FIVE: INQUIRY IMPLICATIONS, RECOMMENDATIONS FOR THE 

ORGANIZATION, AND RESEARCH LIMITATIONS 

The question for this inquiry was: How can an urban grocery store in Edmonton, Alberta, 

improve its connection to the local community? In this section I discuss study recommendations, 

organizational implications, and the research limitations identified. 

Study Recommendations 

With 91% of respondents indicating that NCS is a good community citizen, it may appear 

contrary to think about providing recommendations to improve its connection with the 

community. However, in a business that is driven by razor-thin margins, any change that brings 

even the slightest increased business into the store, and keeps it coming back, is significant. 

Moreover, if the concepts are applied to more than one store, the exponential growth could be 

explosive. Table 3 provides a set of recommendations that I formulated through the lens of 

previous academic study and are based on the current research undertaken, the detailed analysis 

performed, the findings uncovered, and the conclusions made. The recommendations formulate 

and explain what should be done, placing the decisions of how to implement the 

recommendations in the hands of those who best understand their business. 

Table 3 

List of Recommendations 

No. Recommendation 

1 Create a means to note the staff who live in the community 

2 Showcase locally produced food in the store 

3 Show support for local sports teams 

4 Start a social media group specific to NCS 

5 Create a space for customers to connect with each other 
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6 Sponsor or host events that bring the community together 

7 Train staff on how to have friendly interactions with customers 

8 Empower the store leadership to get to know customers 

9 Find unique ways to provide service to the customer 

10 Provide more food health information to customers 

11 Ensure that there is a continuous focus on cleanliness 

 

Kaner (2007) stated, “If people don’t participate in and ‘own’ the solution to the 

problems or agree to the decision, implementation will be half-hearted at best, probably 

misunderstood, and, more likely than not, will fail” (Forward section, para. 5). As a result, I 

suggest that the detailed discussions of how to implement recommendations be undertaken with 

the inclusion of the managers and assistant managers so that the mechanisms created are owned 

by those who will be integral in carrying them out. 

Recommendation 1: Create a means to note the staff who live in the community 

One way to help ensure that there is at least a small connection to the community is to 

hire employees from the surrounding area. If employees live in the community that the store 

serves, then the store can count on at least some connection to local customers through the staff’s 

existing relationships. This mechanism has been utilized by other large organizations. For 

example, “McDonald’s has long been committed to utilizing local staff and promoting from 

within, and this has the benefit of developing managers ‘who understand both the corporate and 

local cultures’ (Vignali 2001, 107; Watson 1997, 12–14)” (Sinclair & Wilken, 2009, p. 152). 

However, even if all of the employees come from the local area, how are the customers to 

know this? Given that 84% of survey respondents felt that it is important that NCS employs 

people from the local community, I recommend that the store design a mechanism to relay when 

this is true. For example, the store may have a patch made that can be put on the apron of the 
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standard uniform that indicates something like “I Live in this community!” Alternatively, the 

store could take portraits of all of the staff who live in the community and post them close to the 

entrance where patrons can see them when they first come in, with a big sign that says something 

like “We live in this community!” This specific example would even aid in helping the regular 

customers get to know the employees and create another means by which they could connect. 

This would need to be undertaken with all of the appropriate privacy issues addressed. The 

intention is to inform customers that the store hires people from the local community. 

Recommendation 2: Showcase locally produced food in the store 

Consumers are becoming more aware of the effect their purchasing habits have on the 

environment. One study indicated, “44% have changed their consumption habits to reduce the 

environmental impact of their purchases” (Anonymous, 2009, Going Green section, para. 7). Part 

of those purchasing decisions involves the idea of buying food that is grown or produced locally. 

Welsh (2010) stated, “Environmentalists have made the case that shipping food thousands of 

kilometers around the world creates carbon dioxide emissions that contribute to climate change” 

(p. 5). Welsh went on further and stated, “Increasingly, shoppers are spending their grocery 

dollars on local, organic or fair trade food” (p. 5). Add to this that 81% of survey respondents 

indicated that having locally produced food helps make NCS a better community citizen and 

there is an impetus to not only provide greater choice in local product but to find a way to let the 

customer know about these local items. 

There are a number of ways this could be accomplished. One may be to just utilize a 

mechanism that helps provide information to customers on the local content of the products in 

the store. Another mechanism may be to create a special local food section in the store and 

showcase local producers by having them come into the store and engage customers. Another 
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idea might be to simply engage customers in a panel discussion or event to talk about local food 

with an expert on the subject. This could also tie into the idea that was mentioned in the survey 

for a local chef to teach aspects of cooking with local ingredients, giving a multifaceted approach 

to engaging the customer and working with the concept of local food and bringing community 

together. 

Recommendation 3: Show support for local sports teams 

When participants were asked, “Does it demonstrate community involvement when 

Namao Centre Sobeys staff, wear local sporting team uniforms on game day,” 78% of the 

respondents indicated that yes it did. To ensure that the wearing of team jerseys did not somehow 

adversely affect the customers encounter, I asked a second question: When the Namao Centre 

Sobeys staff wears local sporting team jerseys, does it negatively affect your grocery shopping 

experience? Of respondents, 96% indicated that team jerseys did not adversely affect their 

encounters. Interestingly, only 67% of men indicated that wearing sporting team jerseys 

demonstrated community, as opposed to 83% of women. I found it even more fascinating that as 

the respondents generational cohort decreased in age, the support increased, with 70% of Baby 

Boomers,. 81% of Generation-X, and 90% of Generation Y indicating the sports jerseys 

demonstrate community. 

There are certain nonverbal symbols that carry universal meaning, and the sport jersey is 

one of those items (Docksai, 2010). When customers see a staff member wearing a jersey, they 

can immediately relate to the community from which the jersey came. For example, if a staff 

member is wearing an Oilers jersey, whether or not the customer is a hockey fan, the customer 

still can relate to the Edmonton Oilers being the local professional team. That seems to create a 
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link between the staff and the city. Further, I surmise that if the customer is a hockey fan, then 

one of two scenarios may play out: 

1. If the customer happens to be a fan of the jersey being worn, then there is an 

immediate bond between the customer and the staff, in so much as, “You like the 

same team I do—we have something in common.” This could lead to a discussion 

about how the team is doing, if the team might win tonight, and so forth, which 

creates familiarity between the customer and the staff member. 

2. If the customer is not a fan of the jersey being worn, then there is still a bond between 

the customer and the staff, but it now relates to the game and not the team (i.e., “You 

enjoy the same game that I do”). This might still lead to a discussion, like: “They are 

going to lose tonight—the Jets are going to cream them.” Once again, the discussion 

creates familiarity. 

One research paper described this phenomenon as “social inclusion” (Alonso & O’Shea, 2012, 

p. 658). 

With recent changes at the store, standardized uniforms are now required, which makes 

wearing a professional sports jersey noncompliant with franchise requirements. With this most 

recent research there may be an opportunity to review this subject again with the head office to 

see if there is some form of arrangement that can be made to allow this practice, given that it 

clearly provides a means of connecting with their community. Other options may include having 

a patch or button that can be attached on an appropriate place on the uniform, wearing a sash 

overtop of the uniform that symbolizes the team, put up flags in specific locations of the store of 

the team that is playing that day, and so forth. Whatever the mechanism, given the results of the 
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study, wearing or displaying a team jersey provides a very simple means by which the store can 

further connect with the people in the community. 

Recommendation 4: Start a social media group specific to NCS 

In his article in the Canadian Grocer, Gunz (2011) noted the importance of social media 

and the retail grocery industry: 

You’re probably tired already of hearing how grocers need to pay attention to social 

media. But I’m going to ring that bell one more time. Globally, mastering Twitter and 

Facebook is becoming as crucial to success as standard retail skills such as implementing 

pricing strategies and curbing out-of-stocks. Enormous amounts of online connections are 

taking place among retailers, consumers and manufacturers. (p. 2) 

This recommendation is based on the premise of (a) an alternate means by which to connect with 

customers, and thus the community; and (b) the survey result that demonstrated 51% of 

respondents indicated yes or maybe to the question asking if they would join a social media 

group specific to NCS. 

Gunz’s (2011) comment above is aimed at the corporate side of the grocery store; 

however, I believe that a scaled-down version can be useful at the store level. I suggest starting 

with something as simple, such as a Twitter (2013) account, and posting the note on the store 

sign asking patrons to “follow us on Twitter.” The tool could be used to let patron’s know about 

in-store specials or even “Twitter specials” that you create and give to those who bring in the 

Twitter message. Utilizing social media requires a dedicated effort to keep people connected. I 

suggest that a Tweet go out at least once a day and at most three per day, then gauge the response 

after a few months and decide if NCS wants to take the plunge into something more involved 

like Facebook. 

It should be noted that some recent research has found that social media may not be all it 

is hyped up to be. Quelch and Jocz (2012) found, 
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Facebook, Myspace, LinkedIn, and other social networking sites have added 

geographically agnostic virtual communities to the list of forces weakening the 

importance of social ties based on face-to-face proximity. . . . Yet now that the novelty 

has worn off, we predict these sites will increasingly be viewed as incomplete substitutes 

for the physical presence of friends and neighbors, or for the network of social, cultural, 

and political institutions of an actual village, town, or city. (Introduction, para. 38) 

Social media may not take the place of face-to-face interactions, but it can provide another 

means by which the store can connect with customers. 

Recommendation 5: Create a space for customers to connect with each other 

One test survey participant made an interesting comment related to this subject. The 

participant stated, 

[This store] has something that I like, it is a few tables in the middle of the deli where you 

can go and get a coffee and some food. When I am there, I like to see a husband sitting 

and sipping a coffee while his wife shops (or that is what I am thinking is happening). 

This creates an amiable atmosphere and makes your local store more like home. (T6) 

When I asked participants, “Do you consider the grocery store a place where you could meet and 

have a short conversation with friends or other community members,” 80% of respondents 

indicated yes or sometimes. When taking age into consideration, the responses yes or sometimes 

were indicated by 70% of Baby Boomers, 81% of Generation X, and 90% of Generation Y. 

The store recently went through a significant renovation to aligning NCS with the new 

corporate standard, and it is not known how the corporation would respond to undertaking 

renovations for a community gathering space. During one of the meetings with the leadership 

team, a leader noted that some stores did have a small coffee area for customers—but those had 

been removed. Regardless, it is hard to ignore that fact that a large portion of the respondents see 

the store as a possible meeting place, and this finding should be capitalized on in some way. 

Recommendation 6: Sponsor or host events that bring the community together 

“Managing customer expectations, building relationships with customers and creating an 

emotional connection are extremely difficult concepts to achieve on a global scale, but they will 
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set a retailer apart from its peers” (Lewis, 2008, p. 98). One way to help create these emotional 

and relationship bonds may be to host events specific to customers. Some research suggests that 

the connection does not have to be directly with the staff of the store, simply creating an event 

where customers can connect with each other has positive effects on the facilitator of the event. 

“And finally we see brands helping people connect with themselves” (“Marketing Mix,” 2003, 

p. 52). 

Three possibilities became evident as part of this inquiry. First, when I asked participants, 

“What three things could Namao Centre Sobeys do to improve its connection to the community,” 

the largest response category was to sponsor or host events. One of the most popular suggestions 

was to host a barbeque. It may be possible to organize a community barbeque in the parking lot 

of the store and to work with local providers to help sponsor the event and even showcase some 

of the Sobeys product all at the same time. 

Second, one of the survey questions asked participants: If Namao Center Sobeys brought 

a local chef to the store to put on various kinds of cooking sessions/seminars, would you attend? 

In response, 70% of participants indicated yes or they were not sure (30% were an outright –no). 

There were many suggestions of the kinds of cooking classes that could be taught, everything 

from basic to advanced skills (perhaps offer a certificate of some sort), dinner party food, baking 

and cake decorating, quick meals, health cooking, dietary restrictive meals, and various ethnic 

dishes. This method allows for a number of local components including a professional from the 

local area, participants from the community learning together, and value-added information 

about food (some of which could be local). The actual food used in the class could come from 

the store itself with a special value pack that could be purchased after the class. There are many 



Connection Point   74 

possible iterations of this. Ideas should be explored with the staff and a local chef to ensure that 

whatever is created can be delivered. 

Lastly, the idea of holding a regular Farmers Market at the store was discussed by one of 

the SMEs. This concept has a number of potential value propositions in that it (a) involves local 

food, (b) involves local producers of food, (c) brings the community together to attend the event, 

and (d) allows NCS to act as the hub and be seen as the connector. The SME noted, 

If you start creating a cross relationship between the two, then not only would I buy my 

locally grown kale in the parking lot, but then I go in and I buy all the other ingredients 

that are not at the farmers market. And, my awareness and understanding of the grocery 

store has shifted. (S) 

Recommendation 7: Train staff on how to have friendly interactions with customers 

If the means to connect the store to the community is to engage the staff to connect with 

the customers, then the mechanism is through discussion. Piron (2001) stated, “Service 

encounters have the potential to significantly influence customer loyalty” (p. 51). From the 

survey, 94% of all respondents feel that friendly staff are important or very important, with 26% 

of survey respondents noting “staff” or “friendly staff” when asked about what they liked about 

NCS. Communication and friendliness was the second highest category of responses to the 

question: What three things could Namao Centre Sobeys do to improve its connection to the 

community? Over half (55%) of the “other” interactions with staff were cited as being with the 

cashier. 

Train the staff (but especially the cashiers) in the art of conversation. Everyone goes 

through a cashier, and this is the last interaction customers have with the staff unless they head to 

customer service or receive help to carry their purchases. 

Create a program that allows staff to nominate another staff member for an award when 

they see coworkers interacting in a friendly or novel way with a customer. Develop a way for a 
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customer to nominate a staff member for an award when they experience friendly interactions. 

This also engages the customer in the process that encourages another form of connection. 

Remember that the interactions need to be natural, not scripted or contrived. I can tell you that 

from personal experience, I do not want to hear, “Did you find everything okay today,” because I 

know that they are being forced to ask me this question. Respondents to the survey noted this as 

well, as identified in Chapter 4. 

Recommendation 8: Empower the store leadership to get to know customers 

Out of all the different ways the data from this inquiry was segmented, the most 

surprising results came when I examined the difference between those who knew a leader in the 

store and those who did not. Statistic after statistic showed support for the connection between a 

store leader and the customer. For example, 84% of respondents shop once a week or more if 

they know a leader as opposed to only 62% of respondents that did not; 90% of respondents who 

did know a leader indicated they really enjoy shopping or grocery shopping “is OK,” as opposed 

to 74% of respondents who did not. Surprisingly, 100% of respondents who knew a leader 

indicated that they will wander around the store some as opposed to 87% of respondents who did 

not know a leader. In addition, 100% of respondents who knew a leader indicated that NCS is a 

good community citizen, as opposed to 90% of respondents who did not, and 88% of those who 

interact with staff often or always shop at least once a week, as opposed to only 43% of those 

who interact with staff rarely or not at all—that is a 45% increase. These are not all of the 

statistics that support this recommendation—the list is immense. Robbin (2012) stated, 

The connection between employee and customer has to be central to what every leader 

and every manager is thinking every single day. If they don’t think about that connection, 

they will either miss out on the maximization of the employee or miss out on an 

opportunity with their customers. (p. 6) 
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In their highly acclaimed book on leadership, The Leadership Challenge, Kouzes and 

Posner (2007) listed what they call, “The five practices of exemplary leadership” (p. 3). The first 

of these practices is “Model the Way” (p. 14). When NCS store leaders engage customers in 

meaningful and authentic dialog, it is seen by all the staff as a model for how to make that 

connection. I suggest that all store leaders have a significant portion of their performance rating, 

and thus their time, allocated to customer interactions so that they are interacting with customers 

to gain the benefits as shown by the survey results and demonstrate to their subordinate staff how 

to make that connection happen. The survey results indicated that these interactions are critical to 

being able to connect with the community. 

Recommendation 9: Find unique ways to provide service to the customer 

In a 2008 report published in the Canadian Grocer, Terry Johnston (as cited in Lazarus, 

2008), an evaluator for the Canadian Federation of Independent Grocers, noted of some very 

successful grocery stores in the British Columbia region “that at least part of their success is 

because they keep looking for things to offer that the major supermarkets either can’t or won’t. 

‘A lot of it has to do with offering personalized service and catering to the demographics of their 

area’” (Lazarus, 2008, para. 8). Service is vital: 96% of all respondents felt that good service is 

important or very important. Service was mentioned nine times in the qualitative responses when 

participants were asked what would bring them back more often. The SMEs also noted good 

service as one of the factors that would bring back customers and added that poor service 

experiences would be one of the significant items that would drive customers away. Clearly this 

must be an area of focus to help ensure connection to the community. 

One mechanism to help bring in new service ideas may be to engage employees in a 

service development exercise. Given all of the situations that staff are exposed to on a day-to-day 
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basis, there may be some ideas that just naturally develop. Another mechanism could be to 

engage customers and ask them what kinds of services they would like to see. Choose one that 

fits and develop a service around it. For example, a variation of the carry-out service may be that, 

for military families, groceries are delivered to the family when one member of the family is 

deployed overseas. Whatever services NCS chooses to develop, they need to fit the store’s ability 

to deliver them and the community’s desire to have them. 

Recommendation 10: Provide more food health information to customers 

On study noted that a greater selection of healthy foods and the free advice of a registered 

dietician may help retain customers and help meet their changing needs (Min, 2010). From this 

inquiry, 70% of respondents indicated they read the labels for health and fitness reasons. One test 

respondent noted: “Obesity has topped the 70% mark for North America and grocery stores have 

to take their share of the responsibility” (T6). Another participant suggested that NCS “set up 

regular teaching sessions that re-educate your community on how to eat healthy” (T8). 

There are many potential ways to accomplish this idea, some of which include providing 

copies of health-related periodicals at the cash register, mounting signs by products educating 

customer about the specific health benefits of that product, mount monitors at various locations 

and have video-based information cycle through on a loop; utilize newer technologies like iPads 

that could be mounted and display various forms of health-related information (even 

interactively) that allow customers to touch the screen and learn about something they may be 

interested in. As mentioned earlier in the report, use a Twitter (2013) account to relay one food 

health tweet per week (or whatever frequency could be supported by the store). There are many 

potential options. Involving staff or the community to select health items for education, 

showcasing, or promotion would be ideal. 
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Recommendation 11: Ensure that there is a continuous focus on cleanliness 

From the survey, 98% of all respondents felt that fair prices, high quality, and cleanliness 

were important or very important. Further to this, cleanliness appeared in the qualitative survey 

responses in the category of things that respondents most liked about the store (5% of the 

responses) and the subject of cleanliness came up in all SME interviews. Cleanliness was also 

highlighted in the literature: “Cleanliness, too, is important and having a clean, sparkling store 

could tempt shoppers, who have the time, to stay longer and spend time perusing the variety of 

products” (Min, 2010, p. 292). 

Some ways to keep this in mind include the following: at every occurrence possible, 

remind staff about cleanliness, their responsibility around helping to keep the store clean, and 

how important it is to keep customers coming back; recognize employees when they go above 

and beyond, such as cleaning something when they come across it in the store, even if it is not 

their department; provide a mechanism for customers to let staff know when things are not clean 

or there is a bad smell; or emphasize the good smells (i.e., find a way to ensure that the smell 

from the bakery makes its way through the store—granted it is currently at the entrance already, 

but maybe there is a way to have that great bakery smell make its way through the entire store). 

Organizational Implications 

To be clear, this inquiry was undertaken to assist NCS to add to its already positive level 

of engagement with its customers. With 91% of the respondents indicating that the store is a 

good community citizen, NCS is clearly connecting with the people who frequent its location. 

This level of engagement can also be seen through the following participant comments: “I like 

Namao Centre Sobeys because of the good produce and now the reasonable prices on many of its 

selection” (P19), “We shop there often and it is extremely seldom when we have any problems” 
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(P21), “I stop by the Sobeys in Namao Centre often and I have always had a great experience” 

(P38), “I enjoy shopping at Namao Sobeys as they have good service and quality items” (P75), 

“love Sobeys!” (P109), “This is a great store, always clean, well-stocked, friendly staff, good 

sales. What more could you ask for” (P148), and “most of the time I’m stuck going to Wal-Mart 

or Superstore . . . Sobeys is like a breath of fresh air!” (P170). 

I believe that the reason this research went forward is best described by a sentiment from 

Kouzes and Posner (2007), which articulated, “Leaders are pioneers. They are willing to step out 

into the unknown. They search for opportunities to innovate, grow, and improve” (p. 18). This, 

in my opinion, describes the leadership team at NCS—a small group of dedicated professionals 

who have years and years of experience in the grocery business and are always looking for ways 

to improve. The question that remains is what to do next and how to move forward. 

With 11 recommendations in hand backed by clear findings, strong conclusions, and 

academic research, NCS will need to develop a clear path forward. A number of the 

recommendations will require a collaborative effort between the local store and the head office. 

Therefore, this report should be shared with the corporate office, giving them time to digest its 

contents and engage the store with some of their thoughts or ideas.  

Prioritization of the recommendations should also be performed in conjunction with the 

known future plans and objectives of the store. Some of the recommendations may augment 

existing plans; still others may enhance or cause the formation of new plans in order to 

implement the specific recommendation. Once priorities have been set, the task of assigning 

resources, such as leaders for specific initiatives and budgets to support them, will need to be 

undertaken. Plans will need to be formulated, dates set for execution, and the various milestones 

identified to help ensure the efforts stay on track. To help identify if the newly implemented 
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items are effective, metrics should be determined at the outset to help ensure that successes can 

be recognized when they do occur. 

Although it my I hope that all of the recommendations listed here are implemented in 

some way to the benefit of the local organization and the broader company, I understand that 

some of the items will require some significant compromise with the corporation. For example, 

any change to the standardized uniforms to allow the showing support to local sporting teams 

would require the local store and the corporation to agree that this was beneficial to their goals of 

fostering a stronger bond within the community they serve. Holding a Farmer’s Market in the 

parking lot of the store, creating a meeting place in the store for customers to interact, or 

allowing more local product in the store would once again demand a collaborative effort between 

the brand and the local store to customize the services provided to the local community. This 

creative tension between corporate standardization and local interest is noted in many studies. 

Sinclair and Wilken (2009) stated, “Corporations have a strong economic disincentive against 

cultural adaptation” (p. 148), while Quelch amd Jocz (2012) indicated, “To win in the grocery 

industry, you have to become the best local retailer. That means tailoring product assortments to 

each store. It also means tailoring store type to neighborhood” (Chapter 2, para. 52). 

Lastly is the challenge that comes with simply incorporating a change into a well-

established organization. In the early 1500s Niccolo Machiavelli (2012) wrote, “There is nothing 

more difficult to take in hand, more perilous to conduct, or more uncertain in its success, than to 

take the lead in the introduction of a new order of things” (Machiavelli, 2012, Chapter 6, 

para. 5). It will take a concerted effort on the part of the store leadership to see these 

recommendations through to completion. However, through my general observations during the 

process of this inquiry, I believe the desire exits for NCS to be the best that they can be. 
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Implementing the recommendations will simply help NCS move forward in achieving a goal that 

they have already set. 

Research Limitations 

The focus of the inquiry was to understand how an organization might better connect 

with its community; as a result, it was not possible to delve into a number of tangential topics 

that surfaced along the way. One question that arose is: What is the relationship between a 

store’s community engagement and competitive advantage over other local and regional stores? 

This question was noted by the external reviewer and would have required significant study into 

aspects of how retail grocery stores compete, identify suitable metrics to note whether one or the 

other had any form of advantage, and then be able to acquire data that could help answer the 

question, which would most likely require the involvement of competing entities. Although a 

fascinating subject, the requirements needed to answer this question were well outside of the 

scope of this inquiry. The subject of community connection as a competitive advantage is a 

worthy topic for future research. 

This inquiry was limited to NCS, a Sobeys store in Edmonton Alberta, and the customers 

who patronized it over the period of 12 days (between January 19, 2013, and January 30, 2013). 

The survey was only offered online, with no paper form, and was therefore limited to those who 

had access to the Internet. At one point the sponsor and I discussed offering the survey in a paper 

format at customer service for those who wanted to participate in that manner, but in the end we 

decided against it because we felt that there would be a significant number of individuals who 

would be able to complete the survey online. To ensure that there was a diverse pool of 

respondents, the sponsor ensured that the invitations to participate were handed out at various 

times of the day and during the night, as the store is open 24 hours. 
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From a demographics perspective, one generational group, the Silent Generation, was 

noted as being within the margin of error (+/- 8.8%) and was, therefore, not used in the findings. 

This may have been due to the fact that the survey was only provided in an electronic format and 

participants from the Silent Generation may not have had access to or have felt comfortable 

answering the survey online. In the future, to help ensure that this generation is adequately 

represented, or at least given adequate opportunity to participate, it would be advisable to offer 

the survey in a paper format and then input the data into the electronic format for comparative 

study. 

Chapter Summary 

In this chapter all 11 recommendations that were formulated from analysis of the data, 

the discovery of findings, and the formation of conclusions were discussed with support for the 

research data and other scholarly research material. I identified specific organizational 

implications of the noted recommendations, including the project management components of 

actioning the identified items and the local–corporate creative tension that may exist in the 

fulfillment of some of the recommended items. In the next chapter I discuss metareflections on 

the inquiry process and root out any broader discoveries in the field of leadership study and 

development. 
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CHAPTER SIX: META-REFLECTIONS ON INQUIRY 

Leicester (2012) defined metathinking and stated, “‘Meta’ means ‘above’ or ‘higher.’ 

Meta thinking is both taking an overview (view from above) and represents a higher (more 

critical) level of thinking skill” (p. 50). Leicester went on further to note metathinking “requires 

understanding and interpreting and evaluating this information in order to form your own ideas 

about what is claimed” (p. 50). In this chapter, I explore metareflections on the process of this 

research project in terms of four different perspectives. The first is reflection on the process of 

this research project, in which I reflect on what it was like being a consultant and not part of the 

organization I was engaged with in inquiry. Second, I will provide metareflections on first my 

participation and then the stakeholders’ participation in the change process. Third, I look at my 

own personal learning on the inquiry subject and explore the next steps within the context of the 

action research changes. Finally, I discuss overall contributions of the project. 

Action Research Reflections 

As an independent consultant I found the process of locating an appropriate sponsor a 

long and difficult one. As I observed my cohort members, there were a few others who were 

consultants as well, but most came from established organizations that were already supportive 

of the leadership program. This clearly gave them a head start in the process of obtaining a 

sponsor for an action research project in that they had an organization that was supportive of 

change leadership; their context was clear and their knowledge of the nuances of the organization 

would be helpful in navigating the action research aspects. There was also a good chance one of 

the existing leaders in the organization already knew about the program and what was to be 

experienced, which could be passed on to the student. In some ways, the impetus for change 

began before the student even arrived for the first day of class. 
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My experience as a consultant was nothing close to what is described above. I employed 

various means to look for a potential sponsor who I thought would be a good candidate. I started 

a process with one, and actually started my proposal on this first subject, when it became 

apparent to me that there was no real desire for change within that organization. I subsequently 

started from scratch with a new sponsor, writing a new proposal from the ground up. I found this 

process extremely taxing, and if I was to pass on any information to new students it would be to 

impress upon them the importance of finding a dedicated sponsor from the outset, one who will 

be able to stick with the process until it is complete. I found starting from scratch a second time 

to be time consuming and it added to the stress of the whole process. 

The second thing that I have noted from my reflections about the action research process 

is that I spent far too much time worrying about understanding what action research was. Little 

did I know that the general concepts of action research are a part of every person’s daily life. As 

noticed in Chapter 1 of this report, Coghlan and Brannick (2005) provided a common definition 

of action research, which was used throughout the Master of Arts in Leadership program: 

“Action research uses a scientific approach to study the resolution of important social or 

organizational issues together with those who experience these issues directly” (p. 5). After 

performing this process, my personal definition of action research is a violent collision between a 

practical problem-solving approach and an academic means by which to record and share it. By 

way of example, let me share the following scenario that demonstrates how “everyday” action 

research can be. 

I like to improve things; I guess it is just part of who I am as a person. One day, while 

emptying the dishes out of the dishwasher, I noticed that the butter knives were not as clean as I 

think they should be. I thought about it for a few moments and wondered if putting the knives in 
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the basket handle down or blade up would make a difference. When the dishwasher was empty 

of the clean dishes, I loaded it with the impending dirty ones, but this time I placed the butter 

knives in the basket with the handle down. The next day, when I opened the dish washer and 

examined the knives, I noticed that they were cleaner than the day before and I mentioned it to 

the rest of the family. From that day forward, we place the knives handle down in the 

dishwasher. The story I just described to you is a full iteration of action research. Here are the 

different parts: 

1. Context and purpose—I like to improve things so I watch for opportunity to do just 

that. 

2. Look—I noticed that the knives were not very clean. 

3. Think—I wondered if turning the knives around would make them any cleaner. 

4. Act—I put the next set of dirty knives in the dishwasher handle down. 

5. Reconstruct—I checked the newly placed knives, noted that they were cleaner, and 

passed the information on to the rest of the family. 

That, in its simplest form, is action research, and I would not have spent as much time worrying 

if I understood it had I known how straightforward it really was. 

Engagement and Participation 

Given that I am an independent consultant, I surmise that my engagement in the change 

process was not as involved as it would have been if I was a member of the sponsoring 

organization. This is not unusual, as I have learned from being a consultant for over a decade. In 

my role as researcher, I acted as the catalyst for change, bringing to the table information that the 

leaders of the organization could use to make changes that will better their business. I did not 

make the changes per se, but I could help illuminate areas of interest, provide advice and 
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information that is compelling, and even facilitate sessions in which the discussion on “how” 

was undertaken. As a consultant, I am always cognizant of the fact that my placement within the 

organization is temporary, and I will not have to live with the changes that are made. I have 

found that this is an important fact to keep in mind as the people you are working with are 

thinking it. It also helps motivate me to ensure that I build a relationship of trust with the people I 

am working with so that they are less likely to dismiss my suggestions. Merron (2005) discussed 

the consultants role and stated, “The goal of consulting mastery is simple: to have an impact on 

the fundamental patterns of the client organization in order to produce profound and deep 

change” (p. 11). 

As a learner, I was fully engaged in the process. Without a strong commitment to the 

entire process, there is little possibility of being able to complete the program. The subject of 

leadership is a personal passion, and I looked to each phase of the program as a time when I 

could discover something new and interesting about the field of leadership. 

My sponsor was highly engaged in the process. I believe there are a couple of reasons for 

his enthusiastic level of engagement. First, he cares about the business he is in and wants to 

improve it. As a business owner, there is a certain level of desire to be successful at what he 

does, and the thought of being able to learn about something that may give him an edge is 

appealing. The leadership team was also enthusiastic about the process, and most participated by 

offering their experience through suggestions and discussion regarding inquiry topics. Each time 

the owner and I had planned an event with his leadership team, he would say to me something to 

the effect of: “Don’t worry about how much time it takes. We could have conversations about 

the subjects you have all daylong; this is the fun stuff.” Another motivation was the fact that part 

of the sponsor’s personal goals, as set by the larger corporation, was to engage the local 
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community. I believe that his enthusiastic support of the research was built on his desire to see 

something that he could actually use to help meet this goal. This leads to the next section in 

which I undertake the discussion regarding how the recommendations might be implemented. 

“As a consultant, you facilitate people to ‘own’ their culture change, to get engaged, inspired and 

energized and come up with ideas, improvements and really make the change as a group” 

(Bremer, 2012, p. 35). 

Personal Learning and Next Steps 

If I were sponsored by an organization to be a part of the Master of Arts in Leadership 

program at Royal Roads University, I could understand how the two subjects of personal 

learning and next steps would be linked. However, as a consultant, these two ideas are distinct, 

so I will discuss them separately. My personal learning involves a more developed sense of 

community, and the next steps, I’m very happy to say, include me working with the organization 

to facilitate a session with the leaders on developing ways of accomplishing the 

recommendations. 

It is interesting how easy it is to say something like, “engage the community,” but I when 

those words are said I wonder if there is enough understanding about what community means 

and what it could take to truly engage a community. From my time in this inquiry I have come to 

a new understanding of what it might take for an organization to connect with a defined 

community. Communities are made up of people, so in essence, if there is going to be any form 

of connection with the community at all, there has to first be a connection with the people, on an 

individual level. As organizations are made up of people (usually staff or volunteers – depending 

on the type of organization that is being referred to), for an organization to connect with a 

community, the people within the organization need to undertake the connection. Organizations 
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cannot connect with community; however, people can connect with other people. When people 

from an organization connect with people from their defined community, the result is an 

organization that connects with the community. 

Communities are complex systems. They include people of different ethnic backgrounds, 

ages, occupations, socioeconomic positions, and religious beliefs. Communities are constantly 

changing with people moving in, moving out, people passing away, and babies being born. In 

order for an organization to stay connected to a community, the individual people within the 

organization need to be sensitive to the people they encounter and how things are changing. Over 

time, the way the people of the organization need to connect to the community may not be the 

same as the way they connect to it now. This calls for constant vigilance if the connection is to 

be maintained. 

After showing the sponsor the draft recommendations and the process undertaken to 

arrive at these items, I asked for his response to what he had seen so far. His words were, “This 

has exceeded my expectations” (K. Kozakewich, personal communication, February 15, 2013). 

In terms of next steps, I was asked by the sponsor to help take things to the next level by creating 

a presentation that will be given to all the senior managers as well as the assistant managers that 

shows them the kind of data that were obtained through the online survey. Connected to this 

presentation will be a working session at which the managers help to generate ways in which to 

bring life to the most appropriate recommendations. I am exploring the possibility of using a 

world café style of session for the “how to” component of the day. This session is expected to be 

an all-afternoon event and is tentatively scheduled for April 9, 2013, and although it goes past 

the requirements for the program, I am excited and very willing to be a part of it. 
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Overall Contributions 

The first option I explored for my research project involved a church organization and its 

desire to connect to its local community. When I discovered that I needed to seek out a new 

sponsor, I did not set out to look for another project that covered a similar topic. As a matter of 

fact, the very first inquiry question that I explored and began preparing a research proposal for 

had nothing to do with the community. As events unfolded, my sponsor and I ended up shifting 

the subject to the current topic as a means by which to help my sponsor with one of his main 

goals. As I consider if there are any potential broader social benefits to the work performed in 

this inquiry, I keep coming back to the same thought. I hope that this work, along with the 

plethora of knowledge produced in the many journals available and other scholarly literature, can 

be included to form a small part of knowledge for organizations looking to connect with their 

communities. Even if after looking at this material, the only thing the reader walks away with is, 

“Gee, connecting with the community is complex and is going to require an incredible personal 

effort on the part of our organization,” then it will have been a third–person success. Of course, I 

also hope that the sponsor is able to utilize the recommendations listed in this work and produce 

something practically useable, something that helps him to stand out among others in his line of 

work. 

This work turned out to be about people connecting with people. I think Robert Greenleaf 

said it best when he stated, “An institution starts on a course toward people-building with 

leadership that has a firmly established context of people first” (Greenleaf, 2002, p. 54). 
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APPENDIX A: SUBJECT MATTER EXPERT INVITATION 

Invitation to Participate in a Research Project 

Hello, my name is Curtis Blais and I would like to invite you participate in a community research 

project that I am conducting as part of the requirement for a Master’s Degree in Leadership, at 

Royal Roads University. My credentials with Royal Roads University can be established by 

calling Dr. Niels Agger-Gupta, Program Head, Masters of Arts in Leadership at [telephone 

number] or emailing: [email address]  

The objective of my research project is to better understand the importance of a retail grocery 

store’s community connection. In addition to submitting my final report to Royal Roads 

University in partial fulfillment for a Masters of Arts in Leadership degree, I will also be sharing 

my research findings with the Namao Center Sobeys leadership team and the Sobeys corporate 

office. 

My research project will consist of an interview or focus group if more than one person will be 

participating. The session is expected to last up to an hour and the questions will focus on 

community connection, grocery shopping and expectations or experiences of grocery shopping 

customers. 

Information will be electronically recorded, and where appropriate, converted into a transcript 

and then summarized in anonymous format in the body of the final report. At no time will any 

specific comments be attributed to any individual unless your explicit agreement has been 

obtained beforehand. All documentation will be kept strictly confidential within the research 

team. Please note that if you participate in a focus group that your anonymity cannot be 

maintained. 

The raw data will be retained until confirmation of graduation from the program at which time 

the raw data will be destroyed. Before receipt of graduation conformation, the raw data from the 

survey will be encrypted and stored in a secure location. If you withdraw from the session before 

you complete it, none of the data will be used in the report and the electronic copy of the session 

will be destroyed. A copy of the final report will be published and archived in the RRU Library. 

There is no debriefing session planned for this endeavor; however, should you be interested in a 

summary of the results please let me know and I will arrange a mutually beneficial time. 

You are not compelled in any way to participate in this research project and, should you choose 

to participate, you are free to withdraw at any time without prejudice. 

If you would like to participate in this research project, please contact me at: [email address] or 

call me at [telephone number] and I will schedule a mutually agreeable time and location for the 

session. Should you have questions, please feel free to contact me at your convenience. 

Sincerely, 

Curtis L. Blais 
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APPENDIX B: SUBJECT MATTER EXPERT CONSENT 

Consent to Participate in a Research Project 

My name is Curtis Blais and this community research project that I am conducting is part of the 

requirement for a Master’s Degree in Leadership, at Royal Roads University. My credentials 

with Royal Roads University can be established by calling Dr. Niels Agger-Gupta, Program 

Head, Masters of Arts in Leadership at [telephone number] or emailing: [email address]. 

This document constitutes an agreement to participate in my research project with the objective 

to better understand the importance of a retail grocery store’s community connection. In addition 

to submitting my final report to Royal Roads University in partial fulfillment for a Masters of 

Arts in Leadership degree, I will also be sharing my research findings with the Namao Center 

Sobeys leadership and Sobeys corporate. 

My research project will consist of an interview or focus group if more than one person will be 

participating. The session is expected to last up to an hour and the questions will focus on 

community connection, grocery shopping and expectations or experiences of grocery shopping 

customers. 

Information will be electronically recorded, and where appropriate, converted into a transcript 

and then summarized in anonymous format, in the body of the final report. At no time will any 

specific comments be attributed to any individual unless your explicit agreement has been 

obtained beforehand. All documentation will be kept strictly confidential within the research 

team. Please note that if you participate in a focus group that your anonymity cannot be 

maintained. 

The raw data will be retained until confirmation of graduation from the program at which time 

the raw data will be destroyed. Before receipt of graduation conformation, the raw data from the 

survey will be encrypted and stored in a secure location. If you withdraw from the session before 

you complete it, none of the data will be used for the report and the electronic copy of the session 

will be destroyed. A copy of the final report will be published and archived in the RRU Library. 

There is no debriefing session planned for this endeavor; however, should you be interested in a 

summary of the results please let me know and I will arrange a mutually beneficial time. 

You are not compelled to participate in this research project. Should you choose to participate, 

you are free to withdraw at any time without prejudice. Similarly, if you choose not to participate 

in this research project, this information will also be maintained in confidence. 

By signing this letter, you give free and informed consent to participate in this project. 

Name: (Please Print): ____________________________________________________ 

Date: ___________________________ Signature: _____________________________ 
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APPENDIX C: SUBJECT MATTER EXPERT QUESTIONS 

Below is a list of sample inquiry questions directed at the SMEs in a semi-structured interview or 

Focus Group process: 

1. How would you define “community”? 

2. Why is it important that a grocery store be involved in the community? 

3. What can a retail grocery store do to be visible in the community it resides? 

4. What one crazy idea might make a retail grocery store really stand out? 

5. Is there something that you wish retail grocery would do to better connect with you or 

with their customers or the community? 

6. What are the top three motivators for customers to shop at a specific grocery store? 

7. How might a grocery store change or develop its “culture” to promote a better customer 

connection? 

8. What are the top three reasons that would deter a customer from coming back to a 

grocery store? 

9. Is there anything else you think is important about the connection between a customer, 

the community and a grocery store that has not been asked here? 
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APPENDIX D: LEADERSHIP TEAM INVITATION 

Invitation to Participate in a Research Project 

Hello, my name is Curtis Blais and I would like to invite you participate in a community research 

project that I am conducting as part of the requirement for a Master’s Degree in Leadership, at 

Royal Roads University. My credentials with Royal Roads University can be established by 

calling Dr. Niels Agger-Gupta, Program Head, Masters of Arts in Leadership at [telephone 

number] or emailing: [email address]. 

The objective of my research project is to better understand the importance of a retail grocery 

store’s community connection. In addition to submitting my final report to Royal Roads 

University in partial fulfillment for a Masters of Arts in Leadership degree, I will also be sharing 

my research findings with Namao Center Sobeys and Sobeys corporate. 

This portion of the research project will consist of a focus group of participating Namao Sobeys 

leadership personnel. The session is expected to last up to an hour and the questions will focus 

on themes from previous interviews, community connection, grocery shopping and expectations 

or experiences of grocery shopping customers. 

Information will be electronically recorded, and where appropriate, converted into a transcript 

and then summarized in anonymous format, in the body of the final report. At no time will any 

specific comments be attributed to any individual unless your explicit agreement has been 

obtained beforehand. All documentation will be kept strictly confidential within the research 

team. Please note that if you participate in this focus group that your anonymity cannot be 

maintained. 

The raw data will be retained until confirmation of graduation from the program at which time 

the raw data will be destroyed. Before receipt of graduation conformation, the raw data from the 

survey will be encrypted and stored in a secure location. If you withdraw from the session before 

you complete it, none of the data will be used in the study. A copy of the final report will be 

published and archived in the RRU Library. There is no debriefing session planned for this 

endeavor. 

You are not compelled in any way to participate in this research project and, should you choose 

to participate, you are free to withdraw at any time without prejudice. 

If you would like to participate in this research project, please contact me at: [email address] or 

call me at [telephone number] and I will set up a mutually agreeable time and location for the 

session. In the meantime, should you have questions, please feel free to contact me at your 

convenience. 

Sincerely, 

Curtis L. Blais 
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APPENDIX E: LEADERSHIP TEAM CONSENT 

Consent to Participate in a Research Project 

Hello, my name is Curtis Blais and this community research project that I am conducting is part 

of the requirement for a Master’s Degree in Leadership, at Royal Roads University. My 

credentials with Royal Roads University can be established by calling Dr. Niels Agger-Gupta, 

Program Head, Masters of Arts in Leadership at [telephone number] or emailing: [email 

address]. 

This document constitutes an agreement to participate in my research project, the objective of 

which to better understand the importance of a retail grocery store’s community. In addition to 

submitting my final report to Royal Roads University in partial fulfillment for a Masters of Arts 

in Leadership degree, I will also be sharing my research findings with Namao Center Sobeys and 

Sobeys corporate. 

My research project will consist of a focus group. The session is expected to last up to 90 

minutes and the questions will focus on themes from previous interviews, community 

connection, grocery shopping and expectations or experiences of grocery shopping customers. 

Information will be electronically recorded, and where appropriate, converted into a transcript 

and then summarized in anonymous format, in the body of the final report. At no time will any 

specific comments be attributed to any individual unless your explicit agreement has been 

obtained beforehand. All documentation will be kept strictly confidential within the research 

team. Please note that if you participate in this focus group that your anonymity cannot be 

maintained. 

The raw data will be retained until confirmation of graduation from the program at which time 

the raw data will be destroyed. Before receipt of graduation conformation, the raw data from the 

survey will be encrypted and stored in a secure location. If you withdraw from the session before 

you complete it, none of the data will be used for the report and the electronic copy of the session 

will be destroyed. A copy of the final report will be published and archived in the RRU Library. 

There is no debriefing session planned for this endeavor. 

You are not compelled to participate in this research project. Should you choose to participate, 

you are free to withdraw at any time without prejudice. Similarly, if you choose not to participate 

in this research project, this information will also be maintained in confidence. 

By signing this letter, you give free and informed consent to participate in this project. 

Name: (Please Print): ____________________________________________________ 

Date: ___________________________ Signature: _____________________________ 
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APPENDIX F: LEADERSHIP TEAM QUESTIONS 

Below is a list of sample questions for the Focus Group at the local store which will entail the 

leadership team. The focus group questions will be modified based on the findings of the 

interviews, but will be based on and related to the following questions: 

1. Why is it important for Namao Center Sobeys to be connected to the community? 

2. Why is this Sobeys store a good community citizen? 

3. What things has Sobeys done to show their support for the community? 

4. What one activity has been the most successful in connecting Namao Center Sobeys to 

the community? 

5. If there was nothing standing in the way, what one idea might make Namao Center 

Sobeys really stand out in its connection to the community? 

6. What experiences have you personally have seen that show customers from the 

community connecting with the store? 

7. What direct feedback from customers have you had regarding positive connections? 

8. What part do you as a leader play in demonstrating Sobeys connection to the community? 

9. What three things do you feel would improve the shopping experience here? 
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APPENDIX G: CUSTOMER SURVEY INVITATION 

The Customer Survey invitation will be handed out by the cashier at the time of purchase. All of 

the required consent has been identified on the first page of the online survey so this text is 

intentionally shorter and geared at getting the participants attention. The invitation text was as 

follows: 
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APPENDIX H: CUSTOMER SURVEY CONSENT 

This text constitutes an agreement to participate in my research project, the objective of which is 

to better understand the connection between a grocery store and the community. In addition to 

submitting my final report to Royal Roads University in partial fulfillment for a Masters of Arts 

in Leadership degree, I will also be sharing my research findings with the Namao Centre Sobeys 

leadership and Sobeys corporate. 

My research consists of this electronic survey which is expected to take between 10 and 15 

minutes to complete. This survey includes questions pertaining to demographics, 

community/geographic information and questions regarding your grocery shopping experience. 

Your answers will be recorded, and where appropriate, summarized in anonymous format in the 

body of the final report. At no time will any specific comments be attributed to any specific 

individual unless your explicit agreement has been obtained beforehand. All documentation will 

be kept strictly confidential. 

The raw data will be retained until confirmation of graduation from the program at which time 

the raw data will be destroyed. Before receipt of graduation conformation, the raw data from the 

survey will be encrypted and stored when not in use in a secure location. If you withdraw from 

the survey before you complete it, the data from the questions that you answered will be retained 

with anonymity. A copy of the final report will be published and archived in the Royal Roads 

University library. There is no debriefing session planned for this endeavor. 

You are not compelled to participate in this research project and if you do choose to participate, 

you are free to withdraw at any time without prejudice. 

If you complete the survey and choose to input your name and contact information at its 

completion, you will be entered into a draw for one of three Sobeys Gift Cards worth 

$100.00. 

Do you give your free and informed consent to participate in this research project? 

Please note that if you respond "No" to this question - the survey will terminate. 

 Yes 

 No 
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APPENDIX I: CUSTOMER SURVEY (ONLINE) QUESTIONS AND ANSWERS 

Do you give your free and informed consent to participate in this 

research project? 

   Response Percentage Count 

Yes 100% 128 

No 0% 0 

 

What is your gender? 

  

   Response Percentage Count 

Male 32% 41 

Female 68% 87 

 

What year were you born? 

 

   Response Percentage Count 

1940 2% 2 

1944 1% 1 

1946 2% 2 

1947 1% 1 

1948 1% 1 

1949 1% 1 

1950 1% 1 

1951 2% 2 

1952 1% 1 

1953 1% 1 

1954 1% 1 

1955 2% 3 

1956 1% 1 

1957 2% 3 

1958 2% 2 

1959 2% 2 

1960 2% 3 

1961 5% 6 

1962 5% 7 

1963 1% 1 

1964 4% 5 

1965 4% 5 

 



Connection Point   106 

Response Percentage Count 

1966 2% 3 

1967 2% 2 

1968 3% 4 

1969 2% 2 

1970 2% 3 

1971 4% 5 

1972 2% 3 

1974 2% 2 

1975 2% 3 

1976 5% 7 

1977 2% 3 

1978 2% 2 

1979 1% 1 

1980 4% 5 

1981 1% 1 

1982 2% 3 

1983 5% 6 

1984 3% 4 

1985 1% 1 

1986 2% 3 

1987 2% 3 

1988 1% 1 

1989 2% 2 

1990 3% 4 

1991 1% 1 

1994 2% 2 

  

128 

 

What is your marital status? 

  

   Response Percentage Count 

Single, Never Married 13% 17 

Married 66% 84 

Living with Partner 9% 12 

Separated 1% 1 

Divorced 5% 7 

Widowed / Widower 2% 2 

Prefer Not to Answer 4% 5 
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Are there children under the age of 18 living in your household? 

   Response Percentage Count 

Yes 45% 57 

No 55% 71 

 

Do you work in the grocery industry? 

  

   Response Percentage Count 

Yes 2% 2 

No 98% 126 

 

What neighborhood do you live in? 

   Response Percentage Count 

Baturyn 10% 13 

Beaumaris 3% 4 

Belle Rive 5% 7 

Canossa 2% 3 

Chambery 4% 5 

Dunluce 2% 2 

Eaux Claires 5% 7 

Elsinore 4% 5 

Klarvatten 8% 10 

Lago Lindo 13% 17 

Lorelei 3% 4 

Mayliewan 3% 4 

Ozerna 5% 6 

Schonsee 4% 5 

Do not know 1% 1 

Other, please specify... 27% 35 

 

Who in your household does MOST of the grocery shopping? 

   Response Percentage Count 

I do 85% 109 

Someone else in my household does 15% 19 

 

How would you best describe your thoughts/feelings about grocery 

shopping? 
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Response Percentage Count 

I really enjoy grocery shopping. 27% 34 

Grocery shopping is OK. 50% 64 

I'm indifferent about grocery shopping. 14% 18 

I'd rather not have to go grocery shopping. 8% 10 

I do not like to grocery shop at all. 2% 2 

 

How often do you shop at Namao Centre Sobeys? 

 

   Response Percentage Count 

Every day 2% 2 

2 to 3 times a week 38% 48 

Once a week 26% 33 

2 to 3 times a month 23% 30 

Once a month 8% 10 

Less than once a month 3% 4 

This is my first time here 1% 1 

 

Which choice below typically describes you when you are in the grocery store 

shopping for your items? 

   Response Percentage Count 

I like to wander around and look at all the items while I shop. 19% 24 

I know what I want, but I will browse around a little while I'm 

shopping. 70% 90 

I only go to the areas where the items that I'm looking for are located. 9% 11 

I get in and I get out as fast as I can. 2% 3 

 

 

What is important to you about grocery shopping at Namao Centre Sobeys?

Product selection 1 1% 1 1% 2 2% 61 48% 63 49%

Fair prices 1 1% 0 0% 1 1% 41 32% 85 66%

High quality 1 1% 0 0% 2 2% 47 37% 78 61%

Availability of local products 6 5% 18 14% 33 26% 44 34% 27 21%

Good service 1 1% 1 1% 3 2% 46 36% 77 60%

Friendly staff 1 1% 1 1% 6 5% 57 45% 63 49%

Good sales and promotions 1 1% 1 1% 6 5% 46 36% 74 58%

Cleanliness 1 1% 1 1% 1 1% 34 27% 91 71%

Close to where you live 3 2% 2 2% 14 11% 47 37% 62 48%

The store is a good community citizen7 5% 2 2% 35 27% 55 43% 29 23%

Parking availability 2 2% 3 2% 20 16% 63 49% 40 31%

Decor  9 7% 13 10% 68 53% 29 23% 9 7%

Layout of the store 1 1% 8 6% 29 23% 64 50% 26 20%

Not at all Important Somewhat Important Neutral    Important  Very Important
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Other than what is noted in the previous question, is there something 

that is important to you about shopping at Namao Centre Sobeys? 

   
Category (coded) Percentage Count 

24 Hours of Service 23% 6 

Product related 23% 6 

Location 15% 4 

Service related 12% 3 

Price / Sale 8% 2 

Miscellaneous 19% 5 

 

If Namao Center Sobeys brought a local chef to the store to put on 

various kinds of cooking sessions/seminars, would you attend? 

   Response Percentage Count 

Yes 25% 32 

No 30% 38 

I'm not sure 45% 58 

 

If you answered "Yes" to the question above, what kind of 

session/seminar would you be interested in? 

   

Category (coded) Percentage Count 

Basic – Advanced 32% 12 

Baking / Cake Decorating 16% 6 

Time Sensitive / Single Pot 16% 6 

Healthy / Fitness 14% 5 

Dietary Restriction 11% 4 

Ethnic 11% 4 

 

What three things do you most like about Namao Centre Sobeys? 

   

Category (coded) Percentage Count 

Product Availability / Quality / Selection 27% 64 

Location 26% 62 

Staff 11% 26 

Prices / Sales / Promotions 8% 18 

Service 6% 13 

Cleanliness 5% 12 

Hours of Operation 4% 9 
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Size / Layout / decor 3% 8 

Parking / Parking Lot 3% 7 

Rewards Programs / Extras 3% 6 

Miscellaneous 3% 6 

Military 1% 3 

 

What three changes at Namao Centre Sobeys would bring you back more 

frequently to do your shopping here? 

   

Category (coded) Percentage Count 

Product Selection / Availability / Quality 38% 40 

Prices 33% 35 

Rewards Programs / Extras 10% 10 

Service  9% 9 

Layout 7% 7 

Hours Related Items 2% 2 

People / Staff 2% 2 

 

How important is it for Namao Centre Sobeys to offer locally 

produced goods? 

   Response Percentage Count 

Very Important 16% 21 

Important 40% 51 

Somewhat Important 38% 49 

Not at all Important 5% 7 

 

Do you specifically look for locally produced goods when you 

grocery shop? 

   Response Percentage Count 

Never 9% 12 

Rarely 21% 27 

Sometimes 42% 54 

Often 25% 32 

Always 2% 3 

 

Do you read product ingredient labels before you buy the product? 

   Response Percentage Count 

Never 1% 1 
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Rarely 5% 7 

Sometimes 34% 43 

Often 42% 54 

Always 18% 23 

 

If you read the product ingredient label before you buy the 

product, why do you read it? 

   Response Percentage Count 

For allergy/medical reasons 30% 38 

For health/fitness reasons 73% 93 

General interest in the ingredients 38% 49 

Looking for local labeling 12% 16 

I do not read the labels 2% 2 

Other, please specify... 4% 5 

 

Do you think that the Namao Centre Sobeys is a good community 

citizen? 

   Response Percentage Count 

Strongly Agree 12% 16 

Agree 79% 101 

Disagree 2% 2 

Strongly Disagree 1% 1 

N/A - a grocery store is not a citizen of a community 6% 8 

 

Is it important that Namao Centre Sobeys employs people from the 

local community? 

   Response Percentage Count 

Yes 84% 108 

No 16% 20 

 

Does it demonstrate community involvement when Namao Centre 

Sobeys staff wear local sporting team uniforms on game day?  

   

   Response Percentage Count 

Yes 78% 100 

No 22% 28 
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When the Namao Centre Sobeys staff wears local sporting team 

jerseys, does it negatively affect your grocery shopping experience? 

   

   Response Percentage Count 

Yes 4% 5 

No 96% 123 

 

Does having locally produced foods in the Namao Centre Sobeys 

help make it a better community citizen? 

   

   Response Percentage Count 

Strongly Agree 16% 20 

Agree 65% 83 

Disagree 4% 5 

Strongly Disagree 0% 0 

N/A 16% 20 

 

How often do you see friends or other members of your community 

in the store shopping? 

   Response Percentage Count 

Never 5% 6 

Rarely 17% 22 

Sometimes 53% 68 

Often 22% 28 

Always 3% 4 

 

Do you consider the grocery store a place where you could meet and 

have a short conversation with friends or other community members? 

   Response Percentage Count 

Yes 39% 50 

No 20% 26 

Sometimes 41% 52 

 

Would you join a Social Media group that was specific to Namao 

Centre Sobeys? 

   Response Percentage Count 
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Yes 10% 13 

No 48% 62 

Maybe 41% 53 

 

How often do you interact with the staff at Namao Centre Sobeys? 
   

Response Percentage Count 

Never 2% 3 

Rarely 20% 25 

Sometimes 53% 68 

Often 21% 27 

Always 4% 5 

 

For the most part, why do you interact with the Namao Centre Sobeys staff? 

    

Response Percentage Count 

When I am looking for something I cannot find 65% 83 

When I am looking for a product that appears to be out of stock 10% 13 

When I want to complain to someone about something 1% 1 

Just to chat with a staff member that I see regularly when I'm in the 

store 16% 20 

Other, please specify... 9% 11 

 

Do you want the Namao Centre Sobeys staff to recognize you and chat with you while you 

are grocery shopping? 
   

Response Percentage Count 

Yes - I want to be recognized and have staff initiate a short conversation 

with me 22% 28 

No - I want to be left alone 31% 40 

Sometimes - depending on the circumstances 47% 60 

 

If you answered "Sometimes" to the previous question, please provide 

the circumstances that would allow for a short chat. 
   

Category (coded) Percent Count 

Time Dependent 38% 14 

Small Talk / Short Exchanges 22% 8 

When Looking for Something 14% 5 

Being aware of customers  14% 5 

Product Information 8% 3 

Authenticity 5% 2 

 

Do you know the first name of at least one of the department 
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leaders at Namao Centre Sobeys? 

   Response Percentage Count 

Yes 10% 13 

No 90% 115 

 

Do you know the name of the Store Manager at Namao Center Sobeys? 

   Response Percentage Count 

Yes 8% 10 

No 92% 118 

 

Does knowing one or more of the leadership at Namao Centre Sobeys 

make it more likely that you would grocery shop there more often? 

   Response Percentage Count 

Yes 11% 14 

No 61% 78 

I don't know 28% 36 

 

What three things could Namao Centre Sobeys do to improve its connection 

to the community? 

   

Category (coded) Count Percent 

Sponsor / Host Events 19 50% 

Communication / Friendliness with People 7 18% 

Prices 4 11% 

Recognition of local groups 4 11% 

Things are Good 4 11% 

 

Is there anything else that was not asked in this survey that you feel would be beneficial 

in understanding the Namao Centre Sobeys connection to the community? 

   
Category (coded) Percentage Count 

Fund Raising for Local groups 50% 3 

Further Discounts – for locals 33% 2 

Awareness 17% 1 

 

Do you have any final comments?  
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 Category (coded) Percentage Count 

General Positives 60% 12 

Staff (Friendly) 25% 5 

Rewards Programs / Points 15% 3 
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APPENDIX J: INQUIRY MIND MAP 

Below is a mind map of the inquiry process starting with the corporate interview moving through 

to the analysis, feedback and final report with recommendations. 
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APPENDIX K: FINDINGS MIND MAP 
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APPENDIX L: CORRELATION TABLE – “WHAT’S IMPORTANT TO YOU?” 

 

 

 


