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Introduction
Kroger Company is a retailing company based in America and was started by Bernard Kroger. It is among the largest supermarkets in revenue in the United States, the second-largest general retailer and the seventh-largest company in the United States. 
The Kroger Company manufactures its food and the food they sell in the supermarket; the firm operates a chain of supermarkets and also jewellery stores, a chain of stores and even convenience shops in the United States. These organizations affiliated to Kroger are located in America, Kroger companies managed most of its operations either directly or through its subsidiaries (Xiao Yun, 2018). 
The company’s operations so far can be considered as smooth, however as a company just like any other, there are some unavoidable challenges that Kroger has faced including price fluctuations of seafood; prices of seafood has the ability to fluctuate by 10 -40% in a matter of days, there isn't any demand or supply pattern of the sea products this is because Kroger still depends on the hunted species, due to this reason they are unable to count on the supply at any one time and lastly the inability to predict customers’ demands has also been a significant challenge in the operations of Kroger (Pekny, et al. 2018). All these aspects, in my opinion, need the initiation of a transformational change. However, for a successful change within an organization such as Kroger, hard work must be considered as crucial coupled with building and planning of good foundation and implementation of changes would subsequently increase the chances of succeeding (Xiao Yun, 2018).
It is important to note that the Kroger companies need some carefully thought transformations to improve the results of its operations and to address the underlying challenges effectively. 
Just like other organizations that have the desire to carry out some specific changes within their operations systems, the management of Kroger companies with their intention for transformational change will automatically turn to John Kotter's 8 step model as a guide to help them in achieving their much-desired change. Having in mind, ignoring either of the steps might result in a fail of the whole change process (Pekny, et al. 2018).
CREATION OF URGENCY
The idea of change is necessary for the success of an organization and through the creation of urgency; an environment is subsequently created where all the stakeholders of the organization are aware of the existing problem as well as intended change. The nature of urgency results in a high likelihood of having most of the stakeholders behind the change. According to Kotter, it is essential to create an environment where people's views are heard through open discussions whereby ideas are generated and discussed to help forge forward (Pekny, et al. 2018).
Change is very fundamental if the whole company is interested in it, Kroger needs urgency to improve the company. This made differences and also led to motivational ideas.
At this point, it is important to open an honest and convincing dialogue with the various stakeholders, more so employees about what is happening in the market systems between your organization and your competitors. This open and honest discussion will work to ensure that most members of the organization are convinced to realize the need for change and consequently back it up (Xiao Yun, 2018). Creating urgency involves several steps with which I have highlighted some of them below;
· What is more likely to be done is to identify threats and to identify areas with what could be done later.
· I am seeking an opportunity that could be done and worked on the act as remedies to the fast failing situation. 
· Starting honest discussions and giving dynamics that could convince people and give them positive reasons to motivate people. In case employees are on the verge of losing their jobs, through the open and honest discussions, they would be aware of how the issue needs to be handled.  
· You are requesting customer support, involving stakeholders to strengthen your arguments.
According to Kotter, for a successful change, a large number of the firms' management needs to buy the replacement. This means that Kroger Company has to work the extra mile to spend significant time and energy on building urgency (Pekny, et al. 2018). 
Kroger has subsequently informed employees that their jobs are jeopardy in so that they can fully be committed to making changes deemed necessary to secure the longevity of their careers and the company as a whole.
FORMATION OF A COALITION
During this point, the employees are fully aware of how urgent the change is, Kroger has to decide on who his guiding coalition will be. He needs to build a coalition that would help him in directing the others (Work et al. 2015). While forming this coalition, Kroger has to consider, among other factors, the range of skills and levels of experience to ensure the maximization of its effectiveness.  This coalition will help Kroger in spreading the message concerning the proposed change throughout the company's branches. Kroger should understand that with a powerful alliance, the transformation change process would be made more accessible, and the difference is more likely to become successful. The guiding coalition will provide the necessary direction for developing and implementing the new strategies at the Kroger Company (Warshawsky, 2016).
During the process of formation of a coalition, the Kroger has to apply a lot of seriousness since it among the needed keys to convince people. This might need firm leadership from people in the organization; hence managing the desired change, which is not easy to lead.
Finding effective leaders throughout the Kroger Company, there is a need to bring together coalition or team that can affect those whose power comes from many sources, including job titles, political and status importance. 
Once the formation of the coalition, need for teamwork which continuously builds urgency and momentum around the need for change. This entails a lot to be done:
· Identifying true leaders in an organization plays a significant role as well as the stakeholders. 
· Getting emotional support people.
· Working on the changed coalition.
· Checking on potential areas the low areas and ensuring there is a mix of people from other places within the firm.
CREATING A VISION FOR CHANGE
The initiative for transformation often presents very complicated scenarios that can always be hard to understand especially to the junior employees including the employees, due to this reason, creating a vision regarding this change is very necessary (Warshawsky, 2016). Kroger needs to create an image that is easily understood and encompasses the overall desire for the difference. Again this is important for Kroger to amass the support from the employees as it is common for people to take part in initiatives that they aware of fully.
When thinking about the change for the first time, there are probably many ideas and different resolutions fixed everywhere to settle for in this case Kroger has therefore linked its employers to the concept the overall visualization that people can adapt to and recall (Xiao Yun, 2018).


A dream that is clear to the company has helped everybody to appreciate why they are being enquired to do something, however, when people see for themselves whatever the achievement that the company is aiming at then whichever the role they are given tends to make more sense (Pekny, et al. 2018). 
There are several ways that the Kroger company has applied to attain this, this by:
· Defining the standards that are key to the change.
· Practising visional speech often
· Creating a policy to execute the change
· Ensuring that your change partnership can describe the vision in less timing.
· Developing an instant that seizures the prospect of your organization.
COMMUNICATING THE VISION
[bookmark: _GoBack]Creating the vision isn't enough for a manager to generate the necessary support from the people; it is, therefore, essential to communicate the idea throughout the company. In the Kroger Company, this had been an excellent opportunity to put to use the coalition Kroger had previously formed. Kroger might be facing issues such as the uncertainty in the supply of kinds of seafood and within the dominant coalition consists of people with extensive market connections that could help in solving this problem. Spreading and communicating this message of the proposed change will work to ensure that competition is guaranteed. (Kotter 2012)


Whatever you do after the creation of a vision will determine your success, The Kroger Company has tried to deliver change that has active cooperation from other daily communications within the company, so there is need to communicate regularly and more powerfully and embed it within everything that everything is done within the company (Pekny, et al. 2018).
Instead of calling for special meetings to communicate the company’s vision, always talking about the change every time you get a chance to.
Use the idea on regular bases while constructing decisions and during problem-solving has helped Kroger Company to make changes when making it fresh in everyone’s mind, the employees have remembered everything and started implementing on it. 
It has been essential to work on and establish the kind of behavior that you want from others; often speaking about your change can help bring the type of change that it expects
Addressing people’s concerns and anxiety openly and honesty has helped to lead to the expected type of change. However, applying this idea to all aspects of actions from exercise to acts has played a vital role (Xiao Yun, 2018). 
REMOVING OBSTACLES
In advance, a change initiative is fully recognized in the organization; it is essential to look out for obstacles that are likely to its chances of surviving. The obstacles in the way of the success of a company can either be the unwillingness of some of the employees to accept the change (Xiao Yun, 2018). 

For this reason, Kroger has to carefully take time to identify the underlying obstacles with the ability to slow down this intended change. Kroger should, therefore, try and use the available resources at his disposal to ensure that these obstacles and other opposing factors are entirely suppressed.  
After implementing the desired change, the Kroger Company is sure that before the transformation is recognized at all stages, it essential to transforming or if need be to eradicate problems that could challenge the vision.
Engaging in discussion with all workforces has brought about teamwork in the company hence making it clear to whoever repelling the change. To inspire approval of the vision by all the employees, the Kroger has involved its employees in the ideas that are incorporated in the change-making process (Pekny, et al. 2018).
CREATION OF SHORT TERM WINS
Kroger has to realize that the process of a change has to take some short duration before his company can recognize any meaningful returns and this can subsequently result in the loss of the support as people might think that their strength has gone into waste (Warshawsky, 2016). For this reason, Kroger has to develop some short term goals to demonstrate the achievements of the new strategies; these short term wins would act as motivational factors to the supporters of the change as well show the direction in which the change is taking.
According to Kotter (2012), the Kroger Company has to create some short time goals so that the employees have a definite hint of what is going on in the firm. 
By doing this, nothing motivates more than success, so the employees have been driven. Whenever the desired goals are attained, the employees are encouraged to fine-tune, and the change implemented. 
BUILDING ON THE CHANGE
It has been noted that many change processes always tend to fail towards the end, and the intended projects are correctly completed. For this reason, Kotter has argued that it is essential to sustain the change into the organizational culture for long even after its accomplishment. Kroger has to keep on setting goals and analyzing what he has to do to ensure the continued improvements in his company (Xiao Yun, 2018). 
ANCHORING THE CHANGES IN CORPORATE CULTURE
Rooting the resulting changes means ensuring that the changes turn out to be part of the principal of an institute, this is necessary to ensure long-lasting effects are achieved from the change. To achieve this objective, Kroger has to keep the senior stakeholders on board with a consequent encouragement of the employees to adopt the new changes, in this way he is sure to promote the shift in the core of the organization (Xiao Yun, 2018).
To make sure that the change is permanent in the Kroger Company, it has to become part of the values of the organization. Kotter has argued that 70 % of the changes have been found to fail because the managers do not push the change process into the core of the organization.
Doing constant hard work to guarantee that the change is seen in every part of the society, this has helped Kroger company give that change a reliable place in the company's culture. 
It is also essential that these company leaders will continue supporting the change within it; this includes its existing staff and new leaders who are brought in (Warshawsky, 2016). Kroger needs to talk about the shift progress every chance he gets, telling of successful stories about the organization will help to improve the desired change.
Including the changed ideas and values when hiring and training the new staff hence making it familiar with them. Creating plans to replace key leaders of change as they move on, this helps the company to ensure that its legacy is not lost or forgotten (Xiao Yun, 2018). Public recognition to the members of the set change coalition and making sure that the rest of the staff both new and old, remembers the part that they played and contribution while bringing the intended change (Warshawsky, 2016).
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