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INDEPENDENT COMMUNITY GROCERS ARE TRUE ENTREPRENEURS

INDEPENDENT GROCERS ARE AT THE HEART OF THEIR COMMUNITY

INDEPENDENTS ARE A SIGNIFICANT PORTION OF THE US ECONOMY

NGA retailer membership includes 1,500+

NGA members operate nearly 8,500 store fronts

$131 billion in 
revenue annually

1 million 
American jobs

Independent grocers operate in rural towns, 

urban metropolises and everywhere in between.

Independents

Create Nearly

Independent supermarket 

industry generates over

In addition to having retailer members in every state and every 

congressional district, NGA also provides benefits and offers

membership to the wholesalers and suppliers who service them.
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Who we are.

The National Grocers Association 
is the only national trade 
association representing 
independent community grocers 
in every congressional district 
across the country and their 
wholesaler partners.

By advocating for the growth and 
continuing innovation of these 
community business leaders, we 
help them bring choice, 
convenience and value to 
hardworking Americans. 
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The NGA Community
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The NGA Community
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The WHAT

The WHY

The HOW

Agenda
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Big Picture: The WHAT
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External Communications

The exchange of information or ideas with stakeholders 
outside of your organization or company.   
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External Communications – Reworked 

The authentic exchange of information or ideas with 
stakeholders outside your organization, maintaining 
consistency throughout. 
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NGA Case Study: New President & CEO

September 2019 new president and CEO 

Only the third president and CEO of the organization since its 

est. in 1982

Needed to elevate executive brand with stakeholders (i.e., 

members, policymakers, industry leaders)

Includes getting the right voice and telling the right stories
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A Closer Look: The WHY
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External Comms Objectives

Building a Brand

Establishing Reputation

Strengthening a Narrative

Fostering Relationships with various 
audiences

Supporting Organizational Goals

Navigating a Crisis



14

External Comms Key Strategies

Understand your Goals

Identify your Audience 

Craft Clear, Concise and Consistent 
Messages

Choose the Right Channels

And Right Outlets

Monitor and Respond
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NGA Case Study: Coronavirus Pandemic
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Takeaways and Best Practices: The How



Choose the Right Channels

o Right Media Mix for the right outlets

o Promote across channels

o Think outside the box

Craft Clear, Concise and Consistent Messages

o Identify spokespeople who are media 
trained

o Right spokespeople will help with 
enhancing credibility 

o Prep, prep, prep

Identify your Audience

o Message profiles

o Understand what motivates them

Understand your Goals

o Your goals are your North Star

o It’s OK to ask the Questions

o Not every opportunity presented is the 
right opportunity

Takeaways and Best Practices

18



19

What We Heard from Our Audiences

“At the end of the day, the independent grocers are the people in your communities, feeding your 
communities, and making your community better.”

- From Hill staffer

“Localize that for us. ‘Hey, we work with the ranchers in your district to get meat from there and provide it 
to families in your state.’”

- From Hill staffer

“They give back to the communities. They're the ones sponsoring Little League Baseball, their kids go to 
school with their customers’ kids. You can talk about “the need to drive business” and “the need to drive 
growth," but when you have that deeper connection to the people you're serving, it means you’re at the 
heart of that community.”

- Associate Member

“It's not just some story we tell. You can see it with the farmer coming in with his eggs. Here he is walking 
into your store— in the midst of shutdowns—and there’s a real feeling when you see that. That, to me, is 
the local connection.”

- Retailer Member
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Audience Messaging Profiles

FOR RETAILER AND WHOLESALER MEMBERS

NGA provides the advocacy, resources and peer-generated insights that help you compete in a highly 
competitive marketplace, and fulfill your vital role in the community.

FOR ASSOCIATE MEMBERS

Through their close local ties, our independent community grocers are the first to spot the consumer 
preferences and market trends that impact your business.

FOR THE HILL & THE PUBLIC

From the customers they see each day to the local producers who fill their shelves, no one has a better 
pulse on their community than independent grocers.

FOR INDUSTRY AUDIENCES

By advocating for independent community grocers and providing the tools and resources that make for 
competitive business practices, we help them bring choice, convenience, and value to hard-working 
Americans.



Choose the Right Channels

o Right Media Mix for the right outlets

o Promote across channels

o Think outside the box

Craft Clear, Concise and Consistent Messages

o Identify spokespeople who are media 
trained

o Right spokespeople will help with 
enhancing credibility 

o Collaborate
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Identify your Audience
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Takeaways and Best Practices
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NationalGrocers.org

Thank you



Questions?
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