[bookmark: _Hlk143292649][bookmark: _Hlk153274843]Table III: Summary of the interviews with managers

	[bookmark: _Hlk198405675]Nr
	Company
	Informant
	BMI's component
	Content (expert from the interview)
	Emerging cognitive ability/activity (mental schema)
	Supporting “form" of thinking (metaphor, analogy, trope, euphemism, and association)

	1
	Unes-U2
	CEO
	Process simplification and assortment complementarity’
	“We were looking for something divergent and unconventional compared with the status quo, something that might lead to innovation, looking inquisitively at what was being offered in the sector, also trying to recombine the existing competitive factors differently. We wanted to simplify the EDLP offering and processes, eliminating anything superfluous for both customers and ourselves (i.e., promotions, leaflets, loyalty schemes). Our challenge was to make our massive organisational effort tangible and palpable for customers, thus creating value. Like an iceberg, the assortment components on the surface represent tangible and everyday value for customers and are thus readily identifiable. In contrast, those hidden, inanimate, and submerged processes, technologies, and partnerships are not visible outside the company, but they are even more important in our effort to innovate our value proposition”.
	Questioning and associating
	Iceberg

	2
	Sole365
	CM
	Process simplification-assortment complementarity’
	“To encourage loyal customer affiliation towards a clear and reliable offer”
	Questioning and associating
	Affiliation

	3
	Dodecà
	Coldani
	Process simplification-assortment complementarity’
	“The EDLP is a model that provides a simplified assortment, to communicate a clear and readable price scale to the consumer. It provides a low-price positioning, in which the PL plays an important role in expressing the concept of convenience”.
	Questioning and associating
	Simplification

	4
	Dodecà
	CD
	Process simplification-assortment complementarity’
	“The assortment is chosen based on the product category and can be 3-pronged or, to take it to the extreme, even 2-pronged: there is the leader, a follow-up and then the PL, or leader and PL”.
	Questioning and associating
	Assortment choice

	5
	Sole365
	CM
	Value for money creation
	“Compared to Carrefour, Sole365 is always at 80 in terms of the price index. To increase value for money in 2017, Sole365 launched an innovative online sales project [Così comodo con Selex] based on multi-hour purchasing slots for customers seven days a week. For us, online sales represent a cultural system aimed at including potentially different and conflicting buying behaviour”.
	Associating and observing
	Cultural system

	6
	Dodecà
	CM
	Value for money creation
	“We work starting from couples, we match our PL with the leading brand in the reference product category, in this way we drive the perception of convenience directly on the shelf. Convenience is not an absolute concept, but it is a perception; therefore, it concerns how the customer reads the shelf content that I propose”.
	Questioning and associating
	Convenience is perception

	7
	Dodecà
	CM
	Value for money creation
	“We set up the display plan of the month with an off-counter, which becomes our ambassador of convenience for a short time, this happens for all the departments, each department has its off-counter, I choose the off-counter based on the season and based on the forecast purchasing statistics, at Christmas I will have panettone but also pasta in a particular shape or peeled tomatoes and oil from a premium brand. The off-counter also helps us test new products and brands, and to appear up-to-date and proactive. Furthermore, all the off-counter are distributed across the entire surface, there are no dedicated areas”.
	Observing, experimenting, associating
	Ambassador

	8
	Sole365
	SM
	Process innovation
	“At the moment, the fundamental problem in omnichannel business management is that it is difficult to charge consumers for the delivery of goods purchased online. Consumers aren’t prepared to pay for this service, so we are taking the cost upon ourselves. However, omnichannel strategies will be critical for us in the future, driving our business model and sustaining our growth. Also, we will soon be facing new disruptive technological changes, such as AI, currently under special surveillance”.
	Observing, experimenting, associating
	Surveillance

	9
	Unes-U2
	CEO-President
	Market innovation
	“Our guiding principle is to constantly stand out from our competitors and innovate the rules of the competition game. We were the first in the Italian retailing industry to reach an agreement with Amazon.it. Partnership with Amazon.it keeps us abreast of the technological, social, and cultural changes shaping our time, the Zeitgeist. We should be able to feel and grasp the impact of these changes on consumer behaviour to innovate our offerings all the time. New smart technologies, such as AI and IoT, will open up new avenues for business growth. It is a sign of the times that we need to consider”.
	Networking, questioning, observing, experimenting
	Disruption. Zeitgeist

	10
	Sole365
	CM
	Customer experience and customer relationship
	“The difference between the shopping experience at Sole365 and traditional HILO-priced retailers is that the choice is in the hands of the consumers. When consumers go to a HILO-priced retailer, they buy based on the offers and promotions, sometimes spending much more than they intended, and they purchase many products that were not on their initial shopping list. At Sole365, consumers only buy what they need and spend what they mean to spend, as they already know the prices, which are always fixed. Our entrepreneurial roots instil in us a core belief: all innovations must deliver value to customers, ensuring competitiveness, legitimacy, turnover, and profitability for the company. This outcome must improve over time, fostering embeddedness in customer awareness and increasing relational intimacy between the company and its customers, like in a dance couple”.
	Observing and associating
	Legitimacy. Intimacy. Dance couple

	11
	Dodecà
	Coldani
	Customer experience and customer relationship
	“The other important element of success is the size of the store, to be able to express a correct and adequate assortment for the positioning and a good walkability of the spaces we need about a thousand square meters”.
	Observing and associating
	Positioning


	12
	Dodecà
	Coldani
	Customer experience and customer relationship
	“55% of sales come from fresh produce, which is why we can say that it is our most attractive sector, and we are happy about this because it brings you daily spending, so having such a strong fresh produce increases the frequency of purchase”.
	Observing and associating
	Attraction

	13
	Dodecà
	DC
	Customer experience and customer relationship
	“Fresh and ultra-fresh are crucial and are more emotional, they go far beyond the price and that is where the real game is played, the best actors are those who win, we dedicate ourselves a lot and we are always looking for particular, refined and high-quality products”.
	Observing and associating
	Emotion

	14
	Dodecà
	DC
	Customer experience and customer relationship
	“HILO represents the old concept of a shop made of a frenetic life, made of many stimuli and opportunities, it is the way of selling and living of a bygone era, that of the times of the "best" generation, in which people ran and bought for many people, when families were numerically large, and there were different rhythms. Today, the EDLP time is a more stable time that substantially approaches the needs of daily consumption, it does not rush the customer, but indulges him, the customer does not feel in a hurry to buy tonight and not tomorrow, because only today is the low price. My vision is very centered on the customer experience that has substantially changed compared to the past. The EDLP also conveys a vision of speed and efficiency, but above all of simplicity and serenity. These are all elements that build the consumer experience”.
	Observing, experimenting, associating
	Tranquility

	15
	Dodecà
	DC
	Customer experience and customer relationship
	“HILO sees us as a threat, because they are an old model aimed at guiding customer choices and conditioning them. I like to compare HILO and EDLP with generalist TV (Rai) and on-demand platforms (Netflix), I haven't watched a film on RAI for years because I'm used to choosing the content myself and when I want. I think the same thing can be done with HILO, I don't want to be subjected to the content of the flyer, I don't want to feel forced to buy some products just because they are on offer, I want to freely choose what I want to buy at the same price always, without surprises. I believe this is a model that from a cultural point of view is no longer acceptable and is no longer current, it does not follow the decision-making patterns of today's buyers. For example, if I open the flyer and find Barilla pasta on sale, I feel conditioned to buy it, but in reality I'm not happy because I eat Rummo, but since it's not on sale I would be stupid, and so I think it's smarter to buy Barilla, in this circumstance, moreover, precisely because it's on sale I buy many packs and then I don't eat them, because I'm young, I'm always on the go, I don't always eat at home, I travel, and maybe I also keep fit and try to eat less pasta, the result is that I come home with several packs of Barilla pasta, which who knows when I'll eat, which maybe I'll let expire and which won't even make me happy, because it's not my favourite pasta. This is the result of a customer who is subjected to someone else's choices, being conditioned, conforming and adapting is obsolete. Tying the customer is now profane, no one watches the schedules and national networks anymore, everyone wants to choose the content freely”.
	Observing, experimenting, associating
	On demand

	16
	Sole365
	CEO
	Assortment differentiation
	“Our strong point is our fresh and ultra-fresh produce department, which accounts for over 50% of our offerings and has led to important projects at Sole365, like the meat sector plan with a supply chain that spans from breeding to a dedicated laboratory, supporting the operators at the retail points. The fresh and ultra-fresh departments have been a fundamental innovation lever for us, setting us apart from competitors and offering customers a distinct experience, not only in terms of assortment but also as a richer experience for customers, fostering greater engagement in our stores”.
	Experimenting
	Laboratory. Experience

	17
	Unes-U2
	CEO
	Brand assortment
	[bookmark: RANGE!E14]“The assortment of PPLs under the Viaggiator Goloso brand is the result of an iterative process aimed at striking the right balance between the assortment of private labels, national manufacturers’ brands (NBMs), and experimentation over time to find the right products for our customers and NBM partners. The PPLs have been fundamental for experimenting with and improving our new product development capabilities over time, focusing on showcasing typical local produce and recipes. Over the years, our range of food specialities has grown at an annual rate of around 50%. VG combines gratification with reassurance. It is an innovation that could be extended into other promising categories, emphasising authenticity and transparency. At a time when nostalgia and retro-style are emerging, both companies have combined the old symbols (local market, authenticity, simplicity) with the new (cutting-edge technologies) to form an attractive and experiential physical store that appeals to customers.
	Questioning, associating, and experimenting
	Iterative process. Gratification. Reassurance. Authenticity and transparency. Nostalgia and retro-style

	18
	Unes-U3
	CEO and President
	Target community
	“U2 targets middle-class consumers who need to save money as they have lost some purchasing power but are reluctant to see themselves as poor. Other retailers focus on discount formats, but we have created the U2 label, which is like Zara, insofar as it exhibits innovative but cheap no-frills concepts, similar to Ryanair ... offering high service quality without discounts and promotions […] more shopping experiences: we don’t use flyers, and we have less back-office activity. Furthermore, the search for local suppliers and products in the U2 BM sustains the operating model and represents an opportunity to strengthen the link with typical regional products and share ‘territorial equity’ with consumers from the local community. These are the cardinal points of our compass for innovating our business model and creating a legacy with the local customers”.
	Associating, networking
	No-frills. Territory. Compass. Legacy

	19
	Dodecà
	CD
	Target community
	“Our target covers a range between 35 and 45 years, it is an age group of customers attentive to innovation. Today's customer does not have time to speculate and look for the best offers, he has little time and needs a store that allows him to buy what he needs, in the little time he has available because he works from 8 to 18 and has no time”.
	Observing
	Tight time

	20
	Unes-U4
	CPO
	Customer relationships and experience
	“The company enriches the customer experience, improves the PPLs’ reputation for quality, integrates the retail environment with the local community, and builds strong and lasting relationships with the customers”
	Networking
	Local community

	21
	Sole365
	CEO
	Assortment differentiation
	“Another central aspect of our strategy is our emphasis on locally sourced items, prominently featuring specialities such as cured meats, cheeses, bread, and vegetables from the local area. We manage this selection directly, without creating problems with our commercial partners”.
	Networking. Experimenting
	Local community

	22
	Sole365
	CM
	Business model innovation
	“In terms of price, Sole365’s entry level is very close to that of the discount stores. The difference is that discounters often do not guarantee the quality of their products, so the lower-income bracket of the population often prefers Sole365. Opting for a discount store to purchase medium-quality low-priced products on offer is an economical choice, but the decision to opt for a discount store for daily family shopping is a big, painful, and sad one”.
	Associating. Experimenting
	Discount

	23
	Unes-U2
	CEO-President
	Business model innovation
	“I think the Italian incumbents – HILO and discount retailers – initially felt that our strategy was too complex to succeed. This perception wasn’t wrong, as our idea was driven by a difficult but exciting challenge: integrating a set of components such as product-service quality, efficiency, brand equity, everyday low prices, assortment variety, and the customer experience in a cohesive framework. Our operating model, too, had to be capable of capturing value for us and our partners. Despite everything, we quickly gained market share in the regions where our stores are located. The key to our success is most likely that we had a clear vision of the complexity of the challenge from the outset, investing in a continued and sustainable flow of resources and capabilities according to the needs of our business activities. Like sand passing through an hourglass”.
	Questioning, experimenting, networking
	Hourglass

	24
	Unes-U2
	CEO-President
	Business model innovation
	“My career has seen three distinct phases: Professional (Buyer and Buying Manager), General Manager, and Disruptive Innovator. The third phase began many years ago at Unes. Just last week, I accepted a new professional challenge from a retailing company: to build a strong PL with a unique identity for consumers in southern Italy. I accepted it because it is a wonderful challenge!".  ... “The future must be imagined because you can't invent it, but you have to be able to look around to understand what people’s needs are”
	Observing, associating, and questioning
	Disruption. Imagination.

	25
	Unes-U2
	CEO-President
	Brand assortment range
	“Unes-U2 selects three to four leading brands from NMBs, rather than an operator that uses a High-Low Pricing (HILO) strategy. We then offer consumers PPL products on the upper side of the product assortment range and EPPL products on the lower side. As for the categories of shelf products, we only feature references (NMB products) with higher turnover ratios. Lastly, the PPL products have their price positioning and may not always be perceived as products manufactured by the retailer”.
	Observing, experimenting, associating
	Integration

	26
	Sole365
	CM
	Brand assortment range
	“For every product category, Sole365’s product range consists of an entry-level brand (national or private label) alongside the market leader (NMBs). So, the same product category has a maximum of two to three brands, but Sole365 also offers various modifiers to encourage one-stop shopping. The modifier consists of a new product recipe, taste, flavour and/or packaging format not traditionally offered by competitors on the market”. The same manager added: “Having numerous brand options can make it difficult for consumers to make choices when they shop at HILO-pricing retailers. HILO-pricing supermarkets offer several brand choices. Discount supermarkets, on the other hand, offer only one brand choice for every product category. Sole365 offers two to three brand choices in the same product category, and several modifiers”.
	Observing, experimenting, associating
	Integration. One-stop-shopping

	27
	Unes-U2
	CEO-President
	Product-brand innovation
	“Since 2015, Unes has gone from being just a grocery retailer to designing the products sold in its supermarkets utilizing a process of quasi-vertical upstream integration […]. We must be able to envision and foresee the changes in consumer behaviour and future consumption trends, as evidenced by our PPL success, which has evolved into the premium brand, Il Viaggiator Goloso. Building up this brand and the assortment of PPLs has been fundamental to increasing our new product development capabilities, particularly in showcasing local food products and recipes. […]. The use of traditional and local products protects the brand and customers from the bargaining power of NMBs. Choosing the right products for our customers has posed significant managerial and cultural challenges for us”.
	Questioning, associating, experimenting
	Imagination. Change.

	28
	Sole365
	CM
	Key Processes
	“Sole365’s business model is based on an advanced clustering of customer and consumption targets, which drives our assortment choices. […] We conduct our analysis through a category management system equipped with highly advanced algorithms, which enable us to assess customer satisfaction levels with each item in our product range. Each store is then assigned a specific number of shelf faces based on the turnover rate of each reference. Products with higher turnover rates are allocated more shelf space and are stocked in greater quantities. Each of our business innovations is managed according to an analytical approach, ensuring balance and fit with both the internal and external context, much like piloting a boat in uncertain and unfamiliar waters. This approach allows us to manage risks and invest our resources better”.
	Questioning
	Piloting a boat

	29
	Unes-U2
	CPO
	Key Processes
	[bookmark: RANGE!E25]"Processes are simplified at Unes-U2 thanks to their continuous efforts to rationalise the product-brand range and organisation within the group. The Unes group operates across multiple formats (EDLP and HILO), which allows it to increase purchasing economies on NMBs, share investments in common processes such as logistics, purchasing, and warehousing, and generate higher returns on investments in PLs, which are sold in both distribution formats. Unes-U2 appears to be highly focused on promoting an eco-sustainable consumption model in all aspects of its operations, with a particular emphasis on efficiency".
	Experimenting
	Simplification. Rationalization

	30
	Sole 365
	CM
	Key Processes
	“Sole365 supermarkets can carry from 6,000 to 8,000 references, not considering PLs. The smaller number of references affects the category’s average profitability, but product profitability doesn’t influence shelf position, which is based on how much consumers appreciate a product. If it has a high turnover rate, it will be allocated a better and more prominent shelf position”.
	Experimenting
	Simplification. Rationalization

	31
	Sole 365
	SM
	Key Processes
	“Our logistics are efficient because we only transport what consumers demand, optimising our logistical space. Sole365 not only eliminates on-the-shelf and in-stock products that are of no interest to consumers but also avoids transporting unpopular products in our logistics units. We constantly experiment to find a good fit with customer preferences. Digital technologies are fundamental as well. Orders are placed automatically through a replenishment system, and procurement processes are automated too”.
	Experimenting
	Simplification. Rationalization

	32
	Dodecà
	CD
	Key Processes
	“Assortment is a key process in EDLP, not broader or deeper but more balanced, reflecting trends, assortment is how we communicate positioning and our identity”.
	Experimenting
	Identity

	33
	Dodecà
	CD
	Key Processes
	“Surely now is the time to include tools that allow us to know our customer we can not continue to navigate by sight, we need a map. I believe that remaining in this ignorance is something that will not last long for all operators in the EDLP, it serves everyone to perfect the offer system and to offer a service adequate to the target”.
	Experimenting
	Navigate without maps

	34
	Unes-U2
	CEO-President
	Strategic Partnership
	“It’s time to expand into the northern regions, so the company has been seeking synergies in the market for several years now. This is the rationale behind the agreement with SISA supermarkets, aiming to create economies of scale through private labels”.
	Networking
	Synergies

	35
	Sole 365
	CM
	Strategic Partnership
	“We made a strategic decision to prioritise sales and excel in a market where no one else was excelling. We looked for a partner who was highly proficient in purchasing, with a strong private label [Selex], and limited or no presence in our geographic area. We have a deal with Megamark Ltd”.
	Networking
	Synergies

	36
	Unes-U2
	CEO-President
	Cost structure
	“U2’s EDLP strategy aims to minimise fixed and marketing costs. Cost leadership is ensured by economies of scale on private labels and the efficiency of the supply chain. Fixed costs are also reduced thanks to energy recovery and product recycling. Marketing costs are considerably reduced [using digital advertising] and in some cases zeroed out [no flyers]. Operating costs are mostly transformed into variable costs (Conad partnership for the NMBs)”.
	Questioning and observing
	Scale economies, efficiency

	37
	Sole 365
	CEO
	Cost structure
	“A very lean organisation with 40 employees in the offices. Having Megamark Srl handle the purchasing of NMB products for us is a great advantage because it lets us concentrate on quality and the consumers’ needs”.
	Questioning and observing
	Lean organization



Source: the authors. 
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