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When Rick Ellis, business improvement boss for the Chapley Group’s 
Adelaide independent Foodland supermarkets, said the company’s 
mission was to maintain as normal a customer experience as 
possible during the pandemic, he meant the Chapley definition of 
“normal”. 
 

Normal for the group’s award-winning Frewville and Pasadena Foodland 
stores is a unique shopping experience that features live music, cooking 
demonstrations, cafés, restaurants, an impressive product range, and a 
family feel that embraces and draws in all of Adelaide, not just the locals. 

With the benchmark set so high, the two-time IGA Australian International 
Retailer of the Year Award winner (2016, 2017) kicked into action as soon as 
coronavirus cases started to spike in mid-March. 

On the morning of Monday, 16 March 2020 the Chapley Group’s small, but 
agile executive team including the business owners, convened to look at the 
positive changes they could implement quickly across the “two stores but 
one business” to ensure they were covid-safe and maintain the integrity of 
their customer experience. 

“It wasn’t about a profit opportunity. It was about ensuring the 50,000 
customers we serve across our two stores still wanted to shop with us 

through the crisis. And if new customers wanted to shop with us, that’s great, 
we’d look after them as well,” says Rick. 

 
The first 7 days: hygiene team and shop assist team 
Staff and customer safety were the group’s top priority, and the Hygiene 
team was mobilised within 24 hours to clean both stores 12 hours a day. 

Two people per store, dressed in green t-shirts, were charged with the highly 
visible job of constantly cleaning checkout areas, baskets and trolleys, flat 
surfaces, shelving if required, and any products thought to have risk 
exposure.” 

Next cab off the rank was the Shop Assist team in red t-shirts: “The team did 
nothing but walk around the store and help people while they were trying to 
shop in a state of panic. Customers have been so happy with the way the 

business has managed their ability to shop.” 
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They also ushered customers through to checkout and express lanes as 

they became available via a system of roped queues and floor markings 

“at the checkout for social distancing, crosses at the express checkout for 
social distancing, and floor media in the aisle that reminded people about 
social distancing,” says Rick. 

 

Where one door closes another door opens 
When the group’s in-store cafés closed down, and restaurants moved to a 
takeaway menu, the Chapley Group immediately redeployed hospitality 
staff that could have lost their jobs into the Hygiene and Shop Assist Teams, 
their customer service skills coming to the fore. 

“When hospitality staff were losing their jobs, we went the other way. We are 
so proud of our ability to keep these guys in work and trained up for new 
roles, while preserving our definition of customer experience,” says Rick. 

Other in-store initiatives implemented in the first seven days were safety 
messages broadcast across in-store Public Announcement systems and TV 
screens, advising customers of social distancing rules, COVID-19 safety 
messages, and the availability of free gloves, facemasks and sanitiser at 
entrance and exit points and the main contact points, such as the deli and 
fresh produce departments. Security was also increased over Easter and 
eased off after the Mother’s Day weekend to ensure “there wasn’t panic or 
madness at store entrances” during these peak shopping periods. 

 

The next 7 days 
The group also installed sneeze guards at checkout to protect staff and 
opened up its online business, hiring 10 additional staff and investing in new 
and upgraded equipment to fulfil the high volume of orders coming through 
to “service people who didn’t want to come to a supermarket, but still 
wanted to have the luxury of shopping at Frewvwille or Pasadena Foodland,” 
says Rick. “The other thing we did that was unique was the shop and drop 
service for our elderly customers struggling to get online deliveries through 
Coles and Woolworths.” 

 

The group created a service that allowed elderly customers living within a 
3km radius to call the team with their shopping list, have their order and 
payment finalised while they were on the phone, and have groceries 
delivered within the hour. 

 

 

 



 

 
 

 

 

 

Rick says 70 per cent of the measures will stay in place: “We covered a lot 

of ground in a fairly short period of time. It was about making sure that we 
managed the level of concern, that as many customers as possible still 

enjoyed being inside the shop, and had the sense that, ‘hey this is still my 
store’.” 

 


