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It's like we're navigating a storm inside the company while trying to stay afloat in a 

rapidly changing sea… We need to adapt, but not at the cost of losing our soul? 

Empty shelves, disgruntled employees, and plummeting customer satisfaction plague the newly 

formed company, leaving Elena at a crossroads. Green Grocer, formed in 2022 by the merger of 

Nature's Basket and Fresh Fields, faced significant challenges one year later. Elena Rodriguez, 

the Chief Operating Officer (COO) and former Vice President of Operations for Nature's Basket, 

found herself at a critical juncture as the company struggled with internal conflicts, declining 

performance, and a new restructuring plan proposed by CEO Amed Patel. She faced a decision 

that could define her career: should she support the CEO’s vision for restructuring, find a 

compromise, or walk away? Elena contemplated this question as she stared out her Pittsburgh 

office window at the sprawling cityscape, as a knot of anxiety tightened in her stomach. Just a 

year ago, this merger, which she championed, promised to revolutionize the organic food 

industry. Now, "Green Grocer," the ambitious offspring of that union, was wilting on the vine. 

Elena Rodriguez, a passionate advocate for sustainable agriculture and fair trade, found herself in 

an impossible position at Green Grocer. As COO, she was caught in a crossfire of conflicting 

priorities and declining consumer confidence, a direct result of the merger between her beloved 

Nature's Basket and the tech-driven Fresh Fields. 

Nature's Basket, the company Elena helped build from the ground up, thrived on a decentralized, 

relationship-focused approach, valuing deep connections with local farmers and a community-

centric ethos. Fresh Fields, their counterpart, operated with a starkly different centralized, data-

driven system, prioritizing efficiency and technological innovation above all else. Predictably, 

their cultures mixed about as well as oil and water. 

Now, a year into this unstable union, CEO Amed Patel dropped a bombshell: a sudden, drastic 

restructuring plan. This plan threatened to erase Nature's Basket's identity entirely, further 

 

1 Copyright © 2025, Correy Retzloff and Jason Cherubini. This case was prepared for the purpose of class 

discussion, and not to illustrate the effective or ineffective handling of an administrative situation. Names and some 

information have been disguised. This case is published under a Creative Commons BY-NC license. Permission is 

granted to copy and distribute this case for non-commercial purposes, in both printed and electronic formats. 
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centralizing operations, shifting sourcing away from local farmers, and pushing a solely tech-

driven agenda. Elena felt a surge of protectiveness for her team, the core values she championed, 

and the loyal customers who had come to depend on Green Grocer to deliver on its promises of 

ethical and sustainable food. Patel's vision for the future left Elena with a profound sense of 

unease. She was deeply torn between her loyalty to the merged company and her unwavering 

commitment to the foundational principles of Nature's Basket. Elena Rodriguez had one shot to 

get it right! 

The Organic Food Industry: A Snapshot in Time 

The organic food industry experienced explosive growth, fueled by increasing consumer demand 

for healthy, sustainable, and ethically sourced products. This trend led to a significant surge in 

organic agriculture across the United States. In fact, the U.S. organic food market was estimated 

at US$65.55 billion in 2024. Driven by growing health consciousness and a desire for sustainable 

practices, this market is projected to expand significantly, with a Compound Annual Growth 

Rate (CAGR) of 10.35% from 2025 to 2033, potentially reaching US$159.04 billion by 2033 

(ResearchAndMarkets.com, 2025). This growth was evident regionally as well; the 2022 Census 

of Agriculture showed a 32% increase in organic sales between 2017 and 2022, with the 

Northeast playing a crucial role. While California remains the leader in organic production, 

states like Pennsylvania and New York have demonstrated remarkable growth, collectively 

exceeding $1 billion in regional sales. This overall expansion highlighted a growing awareness 

of the environmental and health impacts of conventional agriculture, along with a strong desire 

for greater transparency and traceability in the food supply chain. 

Several core principles characterized the organic food sector. Firstly, a strong focus on 

sustainability was paramount, with organic farming practices prioritizing environmental 

stewardship, promoting soil health and biodiversity, and reducing reliance on synthetic pesticides 

and fertilizers (Organic Trade Association, 2023). Secondly, according to the Sustainability 

Directory (2025), ethical sourcing was a key consideration, with many organic food companies 

emphasizing fair trade practices, supporting small farmers, and ensuring reasonable wages and 

working conditions throughout the supply chain. Community engagement was also a defining 

feature, as organic food retailers often cultivated strong relationships with local communities by 

supporting farmers' markets, promoting educational initiatives, and fostering a sense of shared 

community and environmental values. Additionally, due to higher production costs and increased 

consumer demand, organic food products typically command a premium price compared to 

conventional alternatives (Jacobowitz, 2023). Finally, as the organic food market expanded, 

competition intensified with established players and new entrants vying for market share (Grand 

View Research, Inc., 2024). 

However, the industry faced several challenges. Maintaining authenticity was a significant 

concern, as mainstreaming organic food raised the risk of greenwashing, the making of 

misleading claims about products' sustainability or ethical sourcing (Ali & Bharali, 2025). 

Balancing growth with core values also proved challenging, as scaling up organic operations 



   

while maintaining high sustainability and ethical sourcing standards demanded careful 

management (McKinsey & Company, 2022). The complexity of the supply chain presented 

another hurdle, as sourcing organic ingredients and ensuring traceability throughout the supply 

chain could be particularly difficult, as demand increased and companies expanded 

geographically (Ali & Bharali, 2025). Lastly, despite the growing demand, price sensitivity 

remained a barrier for many consumers, limiting the accessibility of organic food to certain 

population segments (McKinsey & Company & NIQ, 2023). 

The Shifting Landscape: Opportunities and Challenges in the Organic Food 
Market 

The organic food market was dynamic, with trends and consumer preferences evolving rapidly. 

Recent market research painted a picture of both promising opportunities and intensifying 

challenges: 

Growth and Demand: 

• Booming Market: The organic food market was experiencing a surge in popularity and 

was projected to grow at a robust 12% annually over the next five years. This aligned 

with reports from the Organic Trade Association (OTA), which showed consistent 

double-digit growth in the sector, driven by increased consumer awareness of health and 

environmental benefits (OTA, 2023).  

• Conscious Consumers: Consumers were increasingly prioritizing locally sourced and 

ethically produced food. Research by Nielsen supported this, indicating that shoppers 

were willing to pay a premium for products with transparent sourcing and sustainable 

practices (McKinsey & Company & NIQ, 2023).  

• Rise of E-commerce: Online grocery shopping and delivery services were rapidly 

gaining popularity, especially among younger consumers and busy professionals 

(Chicory, 2023).  

• Plant-Based Boom: The demand for plant-based and alternative protein products was 

skyrocketing, driven by health concerns, environmental awareness, and ethical 

considerations (Grand View Research, Inc., 2024).  

Technology and Competition: 

• Digital Transformation: Technology was rapidly changing the grocery landscape. 

Online ordering and delivery services were gaining traction, demanding Green Grocer 

invest in its digital infrastructure to remain competitive. A report by McKinsey 

highlighted the rapid growth of online grocery shopping, accelerated by the COVID-19 

pandemic and changing consumer habits (McKinsey & Company, 2022).  

• Crowded Market: The organic food retail sector was a highly competitive arena, with 

large national chains and smaller niche players fiercely competing for market share. 

Major players, including club stores like Costco and mass merchandisers such as 

Walmart and Target, had seen significant gains, with their organic sales increasing by 

8.67% and 8.11% respectively. Meanwhile, "Supernaturals" like Whole Foods and 

Sprouts, along with conventional supermarkets, added substantial revenue, with increases 
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of $1.19 billion and $1.175 billion respectively. Even "Compact Grocers"—stores under 

20,000 square feet, such as Aldi and Natural Grocers—demonstrated strong performance, 

contributing an additional $622.7 million in natural organic sales (Jacobowitz, 2023).  

Nature's Basket 

Founded in 2005, Nature's Basket grew from a small cooperative of environmentalists and 

community activists into a leading regional organic food retailer with 27 locations (Exhibit 1). 

Committed to regionally sourced products, sustainable agriculture, and fair trade, Nature's 

Basket cultivated a loyal customer base who valued its ethical and community-oriented 

approach. 

Nature's Basket's operational philosophy was rooted in its decentralized structure, which 

empowered individual stores and regional managers to directly cater to local preferences and 

needs. This approach fostered incredibly strong community ties, built through active engagement 

with local farmers and producers, dedicated support for farmers' markets, and the creation of 

impactful educational programs. By prioritizing long-standing relationships with suppliers, 

Nature's Basket consistently ensured fair prices for its partners and upheld sustainable practices 

throughout its supply chain. Despite these deeply ingrained strengths in community and ethical 

sourcing, the company notably lagged in technological adoption, operating with only a basic 

website and very limited online ordering capabilities. 

Fresh Fields 

Founded in 2010 by the visionary, tech-savvy entrepreneur Amed Patel, Fresh Fields quickly 

carved out a unique and prominent position in the organic food sector, primarily through its 

relentless pursuit of technological innovation (Exhibit 1). Patel's core ambition was to 

revolutionize the entire grocery experience by harnessing the power of data analysis and 

automation. 

Fresh Fields operated with a distinctly centralized management structure, a stark contrast to 

traditional organic retailers. This enabled them to meticulously use data analytics to optimize 

inventory levels, streamline complex logistics, and precisely track customer preferences. While 

offering a diverse selection of organic products sourced both locally and internationally, Fresh 

Fields consistently leveraged technology to maximize efficiency and elevate customer 

convenience. Their suite of digital tools, including robust online ordering platforms, intuitive 

mobile apps, and advanced automated warehouse systems, significantly streamlined all 

operational aspects. Every critical decision, from product selection and pricing to marketing 

strategies and even store layouts, was meticulously data-driven. Demonstrating its commitment 

to cutting-edge solutions, Fresh Fields' flagship store in San Francisco boasted a state-of-the-art 

vertical farm, growing fresh produce indoors using hydroponics and LED lighting. 

 



   

The Merger: Green Grocer, the Best of Two Companies 

In 2022, Nature's Basket and Fresh Fields merged to form Green Grocer, aiming to become a 

national leader in the organic food industry. The merger was driven by a shared goal: to expand 

the reach of organic food and make it more accessible across the country. However, the two 

companies had distinct strengths and weaknesses, presenting both opportunities and challenges 

for the newly formed entity. Amed Patel, founder of Fresh Fields, expressed optimism about the 

merger, stating: "This merger represents a pivotal moment in the organic food industry. By 

combining Fresh Fields' technological prowess and operational efficiency with Nature's Basket's 

deep-rooted commitment to ethical sourcing and community engagement, we are poised to create 

a truly unparalleled customer experience and redefine what it means to be a leader in this rapidly 

evolving market." 

Green Grocer anticipated several benefits from the merger. The merger combined Nature's 

Basket's strong presence in the Northeast with Fresh Fields' dominance on the West Coast, 

creating a national footprint. Nature's Basket's expertise in ethical sourcing and community 

engagement complemented Fresh Fields' technological prowess and operational efficiency. 

Green Grocer's combined size provided greater leverage in negotiating with suppliers, potentially 

leading to cost savings and improved product quality. By integrating Fresh Fields' technology 

with Nature's Basket's focus on customer relationships, Green Grocer aimed to create a seamless 

and personalized shopping experience. 

Challenges and Conflicts 

Despite the anticipated benefits, integrating Nature's Basket and Fresh Fields proved far more 

challenging than expected. Elena acutely recognized that Green Grocer's internal struggles were 

escalating. She confided to a colleague, "It's like we're navigating a storm inside the company 

while trying to stay afloat in a rapidly changing sea... We need to adapt, but not at the cost of 

losing our soul." Indeed, the two companies' distinct organizational cultures, operational models, 

and leadership styles created significant friction, ultimately hindering the realization of the 

merger's goals and negatively impacting Green Grocer's financial performance. 

Nature's Basket's decentralized, relationship-focused culture clashed with Fresh Fields' 

centralized, data-driven approach, leading to communication breakdowns and conflicting 

priorities. This clash was further complicated by differing views on key sustainability practices. 

Nature's Basket prioritized local sourcing and long-standing relationships with small farmers, 

even if it meant slightly higher costs. Fresh Fields, on the other hand, focused on maximizing 

efficiency and securing the lowest possible prices, even if it meant sourcing from larger, more 

distant suppliers. This difference in approach led to internal debates about the true meaning of 

"sustainability" and how to balance environmental concerns with economic realities. 

Integrating Fresh Fields' sophisticated technology systems with Nature's Basket's limited IT 

infrastructure proved complex and time-consuming, disrupting supply chain management and 

inventory control. Leadership disagreements arose over strategic direction, resource allocation, 

and branding, creating uncertainty and hindering decision-making. These disagreements often 
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revolved around ethical considerations, such as whether to prioritize fair trade practices over cost 

reduction or how to ensure transparency in the supply chain. 

The merger also led to layoffs and restructuring, causing anxiety and uncertainty among 

employees from both companies. The cultural differences and leadership conflicts further 

contributed to low morale and decreased productivity. These challenges are reflected in the 

decline in same-store sales growth, decreased inventory turnover ratio, decline in net income and 

profit margin, and a surge in employee turnover rate (Exhibit 1), as well as in negative feedback 

from customer surveys (Exhibit 2). 

A Farmer's Perspective 

Amidst these internal struggles, the concerns of external stakeholders, particularly long-term 

suppliers, began to surface. Maria Sanchez, a small Vermont organic berry farm owner and long-

time supplier for Nature's Basket, voiced her concerns about the merger. "This merger has me 

worried," she confessed. "Nature's Basket always valued our commitment to sustainable 

practices and fair prices. They understood the challenges small farmers face." Maria's 

apprehension stemmed from the fear that Green Grocer, with its emphasis on efficiency and cost 

reduction, might pressure smaller farms to lower prices and compete with larger, industrial 

operations, potentially jeopardizing their livelihoods. Her concerns mirrored those of other local 

suppliers who feared being squeezed out of the market. 

Maria's worries underscored the challenges Green Grocer faced. To capitalize on the growing 

organic food market, Green Grocer needed to resolve its internal conflicts, including cultural 

clashes, employee morale issues, and supply chain inefficiencies. Failure to do so would likely 

result in continued financial underperformance, as seen in the declining profitability and 

increased supply chain costs (Exhibit 1). Furthermore, embracing technology and enhancing 

online delivery services were essential to meet evolving consumer expectations and compete 

effectively. This was crucial given the rise in e-commerce and the need to improve the customer 

experience, which has suffered post-merger as indicated by declining customer satisfaction 

scores (Exhibit 2). Green Grocer also needed to strengthen its commitment to ethical sourcing 

and develop a clear competitive strategy to differentiate itself in a crowded market. This was 

crucial considering Green Grocer's declining same-store sales growth and increased supply chain 

costs since the merger (Exhibit 1). These external market forces added another layer of 

complexity to Elena's decision-making process, requiring her to consider not only the internal 

impact of her choices but also how they would position Green Grocer for success in a rapidly 

changing market. 

Elena Rodriguez: Chief Operating Officer 

Elena Rodriguez, a passionate advocate for sustainable agriculture and fair-trade practices, 

joined Nature's Basket in 2007 after graduating with a degree in Environmental Studies. Quickly 

rising through the ranks, she held roles as customer relationship manager, supplier developer, 



   

and regional manager, her dedication to organic food and social and environmental responsibility 

evident throughout. Her leadership potential was recognized early on, culminating in her 

appointment as Vice President of Operations. Following the merger, Elena was appointed Chief 

Operating Officer of Green Grocer, tasked with integrating the two companies. 

Elena's leadership style was characterized as transformational, collaborative, and empathetic. She 

inspired and motivated her team by articulating a clear vision and empowering them to 

contribute their ideas and talents. She believed in building consensus and fostering open 

communication, creating a sense of shared ownership and responsibility. Elena was also sensitive 

to her employees' needs and concerns, prioritizing their well-being and professional 

development. 

Throughout her tenure at Nature's Basket, Elena played a pivotal role in expanding community 

outreach programs. Notably, she established a scholarship fund to support young farmers 

interested in organic agriculture. In 2018, she spearheaded Nature's Basket's "Grow with Us" 

initiative, partnering with local schools to create organic gardens and educate students about 

sustainable food systems. This program provided fresh produce to school cafeterias and fostered 

community engagement and environmental stewardship among young people. 

Challenges and Dilemmas: Post-Merger Integration 

Following the merger, Elena was appointed COO of Green Grocer and tasked with the complex 

challenge of integrating two companies with vastly different operational styles and cultures. This 

put her in the difficult position of balancing competing priorities and navigating a complex 

organizational landscape. Elena struggled to reconcile Nature's Basket's deeply ingrained focus 

on ethical sourcing and community engagement with Fresh Fields' emphasis on efficiency, 

technology, and profitability. This often-meant mediating between decisions that prioritized 

sustainability versus those that maximized profit margins. 

Bridging the cultural divide between the two companies proved to be a significant hurdle. 

Nature's Basket had a decentralized, collaborative culture that valued relationships and employee 

empowerment. In contrast, Fresh Fields operated with a centralized, data-driven approach, 

emphasizing efficiency and individual performance. Elena had to find ways to foster a sense of 

unity and shared purpose among employees from these diverse backgrounds. 

The merger brought about a wave of uncertainty and anxiety among employees. Layoffs, 

restructuring, and the general upheaval of the integration process led to low morale and a sense 

of distrust (Exhibit 3). Elena had to find ways to rebuild employee morale, address their 

concerns, and create a sense of stability during a period of significant change. 

Elena also found herself caught in the crossfire of disagreements among executives from the two 

legacy companies. These conflicts often revolved around strategic direction, resource allocation, 

and fundamental differences in values. Elena had to navigate these political tensions while 

advocating for her vision of a sustainable and ethical business model. This was particularly 

crucial given the significant differences in employee satisfaction and perceptions of leadership 

between the two legacy companies (Exhibit 3). 
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The CEO's Restructuring Plan 

One year after the merger, Green Grocer's CEO, Amed Patel, announced a comprehensive 

restructuring plan with the stated goals of streamlining operations, centralizing decision-making, 

and increasing profitability. The plan entailed significant changes, including shifting supplier 

operations from the Northeast to the South, aiming to reduce costs by leveraging lower operating 

expenses and potentially accessing new supplier networks. This raised concerns about the impact 

on existing relationships with Northeastern farmers and the potential disruption to the supply 

chain. 

The plan also included actively seeking new suppliers in Mexico to further reduce costs and 

diversify the supply chain. This raised concerns about the environmental and ethical implications 

of sourcing from international suppliers, potentially conflicting with Nature's Basket's 

commitment to local and sustainable sourcing. 

Several departments, including marketing, human resources, and purchasing, would be 

consolidated at the corporate level to reduce redundancy and streamline operations. However, 

this raised concerns about potential job losses and a disconnect from local needs. 

All stores would be required to adopt Fresh Fields' technology platform, including its inventory 

management system, automated ordering processes, and customer data analytics tools. This 

aimed to improve efficiency and provide consistent customer experiences, but it also meant 

phasing out Nature's Basket's existing systems and potentially losing valuable data and insights. 

The plan also included relocating key personnel, including Elena, to California to centralize 

leadership and facilitate closer oversight of the restructuring process. However, this raised 

concerns about disrupting existing teams and potentially losing valuable local knowledge and 

connections. 

Implications for Elena and Nature's Basket 

This restructuring plan posed significant challenges for Elena and the legacy Nature's Basket 

team. The centralized structure threatened to erode Nature's Basket's decentralized approach, 

potentially stifling innovation and responsiveness to local needs. The emphasis on Fresh Fields' 

technology platform could marginalize Nature's Basket's ethical sourcing and community 

engagement expertise. Standardizing procedures and practices could lead to a loss of Nature's 

Basket's unique culture and values. The restructuring could further exacerbate employee 

anxieties and lead to resistance from those who felt their values and contributions were being 

disregarded. This was particularly concerning given the already negative perception of the 

merger's impact on employee roles (Exhibit 3). 

 



   

Elena's Dilemma 

Elena found herself at a critical juncture. The CEO's restructuring plan threatened to undermine 

the core values of Nature's Basket, creating a difficult situation with no clear answers. Her 

decision would have a ripple effect, impacting Green Grocer's employees, customers, and the 

future of sustainable food. As she prepared to face Patel, she understood the gravity of the 

situation. This was not just about strategy; it was about preserving the heart and soul of Green 

Grocer. Elena had only one shot to get it right. 

Decision Points 

1. Embrace the Restructuring: 

Embracing the restructuring offers the potential for alignment with the CEO's vision, 

potentially leading to improved efficiency and profitability. This approach could also 

create new opportunities for growth and innovation within Green Grocer. However, it 

carries the risk of losing Nature's Basket's unique identity and values, which could 

alienate employees and customers who valued its community-focused approach and 

commitment to ethical sourcing. Furthermore, it could result in job losses, damage 

employee morale, and disrupt established relationships with local suppliers. 

2. Champion a Hybrid Model: 

Championing a hybrid model involves seeking to integrate the best aspects of both 

companies' cultures and operational approaches. This strategy holds the promise of 

creating a more balanced and sustainable business model for Green Grocer. However, 

developing and implementing such a model could be complex and time-consuming, 

requiring significant negotiation and compromise. If not carefully managed, it may also 

lead to confusion and inconsistencies within the organization. 

3. Prioritize Cultural Integration: 

Prioritizing cultural integration focuses on rebuilding employee morale, addressing their 

concerns, and fostering a unified company culture. This approach could lead to improved 

employee satisfaction, reduced turnover, and enhanced collaboration within the merged 

entity. However, it might not immediately address the underlying operational and 

strategic challenges facing Green Grocer. Additionally, it could be a slow process that 

requires significant time and resources. 

4. Resign and Advocate for Sustainable Values: 

 

Resigning and advocating for sustainable values allows Elena to maintain her integrity 

and stay true to her principles. This decision provides a platform to publicly voice her 

opposition to the restructuring and advocate for a more sustainable and ethical approach. 

However, it means giving up her position and influence within Green Grocer. This could 

also be a risky career move with potential financial implications for Elena. 
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Key Considerations for Elena 

• Stakeholder Impact: How will each decision affect employees, customers, suppliers, 

and the company's reputation? 

• Shifting Landscape: What new market could Elena direct the company to give them a 

competitive advantage? 

• Ethical Implications: Do the options align with Elena's values and the company's 

commitment to sustainability and ethical sourcing? 

• Financial Performance: What are the short-term and long-term financial implications of 

each option? 

• Long-Term Sustainability: How well does each option position Green Grocer for long-

term success? 

• New Option: Is there an option Elena hasn’t thought of? 

Conclusion 

Elena's dilemma highlights the complex challenges of merging two companies with distinct 

cultures and operational models. Her decision will have far-reaching consequences for Green 

Grocer, its employees, and its customers. By carefully analyzing the pros and cons of each 

option, considering the broader context, and staying true to her values, Elena can navigate this 

difficult situation and chart a course for Green Grocer's future. Ultimately, Elena must carefully 

weigh her options and make a decision that balances the needs of various stakeholders while 

staying true to her values and the company's mission. 

This case study provides a rich context for classroom discussion, exploring themes of leadership, 

organizational culture, change management, and ethical decision-making in a dynamic industry. 

It encourages students to analyze complex situations, evaluate different perspectives, and 

develop creative solutions to real-world business challenges. The attached teaching notes provide 

a road map for instruction optimization. 
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 Exhibit 1: Financial Performance Data 

 

Metric Nature's Basket 

(Pre-Merger) 

Fresh Fields 

(Pre-Merger) 

Green Grocer 

(Post-Merger) 

Annual Revenue $500 million $750 million $1.1 billion 

Net Income $30 million $60 million $40 million 

Profit Margin 6% 8% 3.60% 

Same-Store Sales 

Growth 

5% 10% 2% 

Customer Acquisition 

Cost 

$50 $30 $60 

Employee Turnover Rate 10% 15% 20% 

Inventory Turnover 

Ratio 

8x 12x 7x 

Supply Chain Costs (as 

% of revenue) 

15% 12% 18% 

Analysis: 

• Green Grocer's post-merger revenue increased as expected, but profitability declined, 

indicating potential inefficiencies and integration challenges. 

• Same-store sales growth slowed significantly, suggesting customer dissatisfaction and a 

loss of competitive advantage. 

• Customer acquisition costs increased, highlighting the difficulties in attracting new 

customers in a competitive market. 

• The employee turnover rate surged, reflecting low morale and potential cultural clashes. 

• The inventory turnover ratio decreased, indicating potential supply chain disruptions and 

inventory management issues. 

• Supply chain costs as a percentage of revenue increased, suggesting inefficiencies in the 

integrated supply chain. 



   

Exhibit 2: Customer Satisfaction Survey Results 

 

Question Nature's Basket 

(Pre-Merger) 

Fresh Fields 

(Pre-Merger) 

Green Grocer 

(Post-Merger) 

Overall satisfaction with the 

shopping experience 

4.5/5 4.2/5 3.8/5 

Satisfaction with product 

quality 

4.6/5 4.0/5 3.7/5 

Satisfaction with customer 

service 

4.7/5 3.8/5 3.5/5 

Likelihood to recommend to 

a friend 

4.8/5 4.0/5 3.6/5 

Analysis: 

• Customer satisfaction scores declined across all categories after the merger, negatively 

impacting the customer experience.  

• Customers perceived a decline in product quality, potentially due to supply chain 

disruptions or changes in sourcing practices.  

• Customer service satisfaction decreased, suggesting challenges in integrating different 

service approaches and managing employee morale.  

• The likelihood of customers recommending Green Grocer to a friend dropped 

significantly, highlighting the need to address customer concerns and rebuild brand 

loyalty. 
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Exhibit 3: Employee Feedback Survey Results 

 
Question Nature's Basket 

Employees 

Fresh Fields 

Employees 

Satisfaction with company culture 4.5/5 4.0/5 

Alignment with company values 4.7/5 3.8/5 

Confidence in company leadership 4.6/5 3.5/5 

Satisfaction with communication and 

transparency 

4.4/5 3.2/5 

Perception of merger's impact on their 

role 

3.8/5 3.0/5 

Analysis: 

• Nature's Basket employees reported higher satisfaction with company culture, alignment 

with values, and confidence in leadership compared to Fresh Fields employees. 

• Fresh Fields employees expressed lower satisfaction with communication and 

transparency, indicating potential challenges in integrating different communication 

styles and organizational structures. 

• Both groups negatively perceived the merger's impact on their roles, highlighting the 

need to address employee anxieties and provide clear expectations and support during the 

transition. 

 


