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I- Introduction

Our company is composed of companies specialized in various sectors that constitute the totality of trade, goods and services. To ensure that they are always competitive and, in fact, that they function properly, they constantly seek to know their customers' expectations in order to meet them in the best possible way; and this via numerous processes (studies, audits, etc.). It is by regularly considering, in the opinion of consumers, that large companies succeed in differentiating themselves.
In this report, I will look at the case of one of the most important French DIY companies: Castorama France. Indeed, I made the decision to talk about this company because I have the chance to know it relatively well since my father has been working there for about fifteen years now. 

In addition to that I had the opportunity to work there on two occasions:
- A one-month internship during my first year of studies in Logistics and Transport as a Logistics employee in the warehouse of the Quimper store (city where the store is located).
- A 3-month seasonal job following my internship (described above) as a sales consultant in the outdoor landscaping sector.

I therefore believe I have enough experience within this organization to be able to describe its activity and indeed have a critical mind about its performance and the achievement of its objectives.
So, in this assignment, I will give a general presentation of the company, then talk about their general performance by addressing at least two performance objectives described by Slack and Al. Finally, in a last part, I would identify one or more operational problem and try to provide solutions to address these problems.
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II- Castorama’s presentation

A.  General informations

Castorama, is one of the largest French retailers of mass distribution, DIY, decoration and home improvement. Created in 1961 under the name of "Central Castor", by the company manager Christian Dubois and this in the suburbs of Lille (5,000 m2). This warehouse then grouped together several departments mainly accessible for manual work: wallpaper, hardware, electricity, wood... It was an innovative and innovative system since customers first had to turn to professionals for advice and therefore to provide themselves. 
It was in 1977 that Castorama (renamed as such in 1970) became a reference and therefore one of the pillars in its field, thanks in particular to its famous slogan “At Casto, there is everything you need”)  
First mainly in France, it was in the 1980s that this company began to look for new horizons. In six years, Castorama will establish itself in no less than five countries (Italy, Poland, Germany, Brazil and Belgium). Major organizational change in 2002 when the British group Kingfisher became the majority shareholder of Castorama, which became the European leader and the third largest organization in the housing development sector worldwide. 
Slightly declining in 2010, due to new competitors in this sector (mainly Leroy Merlin), the slogan changed to "It’s Castoche". The company has in fact created a brand-new image and is more accessible to people who are new to DIY. From now on, it is a leader in its sector in France and Eastern Europe.


Castorama, it’s:
- 102 stores in France
- 3.3 billion euros in turnover
- 64 stores in Poland
- 20 stores in Russia
- 12,000 employees throughout Europe.




For a company, CSR is a very important issue. Corporate Social Responsibility is defined by the European Commission as the coherent balance between economic efficiency and environmental protection. 
Castorama's is based on 4 priorities.
- A strong contribution to reforestation
- The desire to become a "positive energy" organization
- Develop products from the circular economy (clean, dismountable, recyclable...)
- Make housing improvement accessible to all through community projects and a constant transfer of know-how.
It should be noted that Castorama has already won a prize for their work plan, the development of which produces virtually no waste (prize awarded by “Free News Services”)
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B.  Customers and their expectations

As far as Castorama's customers are concerned, it is relatively simple since this organization is not only aimed at a specific customer base. Indeed, it is aimed at everyone; whether it is people without any experience in DIY, those a little more experienced or professionals wishing for the best possible quality products; 
I had the opportunity to see this because when I was working in the Quimper store, I was able to be in contact with these three types of customers: 

· Beginners: These are mostly people who want to do very small jobs in their homes. For example, I have dealt with people who know absolutely nothing about it and who asked me how to carry out their project from A to Z. In fact, I had to explain to them the procedure to follow but also the products to buy.

· Experts: These are people who do not need any help except for information on the location of the products they want. Sometimes, however, they still want advice and guidance on the products best suited to their situation.

· Professionals: Most of the time they are workers' companies who come into the store only to buy the products necessary for their activity (renovation, construction.). They already know the store when they come and know exactly what they need.

Below is a graph of customer repair according to me




	Castorama is a company known mainly for two things: the quality of these products, and its customer service. Indeed, as mentioned above, it is possible for any client to find what they are looking for if they go to this organization. Castorama has therefore succeeded in constantly adapting to new customer expectations, offering quality goods and services. 
	I will rather talk about customer service since during my time there I was able to get some general feedback. First of all, Castorama constantly offers new services to customers mainly through their loyalty. Indeed, where I was, many offers were renewed every week: they consisted mainly of very large price reductions for the owners of the famous loyalty card. 
But what I found most astute about the constant improvement in the quality of service in the store was the ability to listen carefully to customer complaints. Customers were therefore able to make suggestions for improvement at the store reception via small letters and once a week (usually on Mondays) we read them and if something came back often we tried to change the way we operated. In the same way, Castorama has sometimes offered DIY courts to these customers free of charge.
In short, I think that this organization has been able to meet expectations through the great attention it pays to these customers. The quality of service is in most cases what will make a customer want to move to one company rather than another.
If we talk in a few lines about the quality of the products and no longer about the services offered by Castorama, it should be noted that the organization is constantly trying to innovate and therefore the customer will always find new products that greatly facilitate the work or other. The research and development sector is very important for the company. 
To summarize this part, I would say that Castorama feels relatively close to these customers and tries to do the maximum on both products and services offered so that the customers are as satisfied as possible.










III- Mesuring their performance

It is important for a company to measure the performance of all these processes to determine whether they are appropriate for the desired sector and whether or not customers are satisfied with the current operation.  It is within this framework that Slack et al in 2016 identified 5 objectives that make it possible to measure these processes. 

Below are the 5 performance objectives and their explanations:
- Cost: Be able to produce at low cost
- Quality: Be able to produce good quality, error-free
- Speed: Ability to do things quickly (including delivery)
- Reliability: Delivery in accordance with promises made to customers
- Flexibility: Ability to change the volume of production, the time required for this production, the ability to innovate new products and services.

It is important to note that it is very complicated and therefore unlikely that an organization such as Castorama can be perfectly organized in terms of achieving these five objectives. Attempting to do so would cause great confusion for the company's managers since they would like to achieve very different objectives at different times. This is the main reason why it is preferable for an organization to focus on one or two specific objectives. 

After working for Castorama, I would say that the organization made the decision to focus on its delivery offer. Indeed, in view of the development of this service by most of these competitors, it is important that this sector be extremely reliable because this is what will be decisive for the customer; mainly because the products and other services are relatively similar from one company to another.
If we take the 5 performance objectives of Slack et al, Castorama focuses on the speed and reliability of these deliveries. Obviously the other three objectives are not abandoned but they are perhaps a little bit put in "background".



The delivery principle is simple: As in any company, the customer has the possibility either in store or on the Internet to place an order for a product. The price is obviously different depending on the delivery sector, the further away it will be, the more it will cost the customer. Please note that there are still discounts that vary according to the weight of the goods delivered.

Concerning the two objectives of Slack et al:

- Speed: This delivery time is very short compared to other stores of the same type because the organization has decided to invest in a multitude of trucks and therefore delivery drivers to ensure that customers are delivered as quickly as possible. In many cases, the delivery time will tip the balance in one direction because in most cases, when I was working, the customer wanted to have his goods as soon as possible so that he could start the work.

- Reliability: During my three months at the Quimper store, it never happened once that the merchandise delivered was not the right one. Indeed, Castorama decided for each delivery (without exception) to have the goods checked twice before they were put in the delivery truck; once by the order picker and a second time by the driver himself who was in charge of loading his truck

After being delivered, the customer goes on the Internet to report that he is in possession of his goods and then, in addition to that to the possibility of registering a notice with if he wishes, add what went well or badly. The management then reads the returns and adapts accordingly.








IV- Problems and recommendations


Now, I will try to find one or more operational problems that can be found within Castorama. 
Having mainly talked about my sales experience during my seasonal job, I would now like to talk about the logistics and storage side that I was able to experience during my internship as a logistics employee on the Quimper store reserve. Indeed, I was able to detect a major problem that bothered the employees because it slowed down the proper functioning of the reserve. 

	The problem was therefore linked to the general organization of the warehouse. Indeed, when goods were received by trucks (about 20 products per vehicle, four times a day), the employees in charge of emptying the trucks generally did not know where to store the new goods. This encumbered the reserve but also the store in general since knowing that the goods were not in their place, the sellers who wanted to put the products on the shelf, were blocked and therefore it happened that products were absent from the store because of a bad storage of the reserve. Castorama was therefore losing money.

What can be done to solve this problem is to use new technologies that are beginning to become indispensable in logistics. For example, this could take the form of QR codes. Each package could have a QR code that would record the information of the product in question (nature, weight, quantity...) and therefore, the logistics employee would only have to scan it using a code reader to know exactly what it is about. Thereafter, he would only have to bring the goods to the appropriate storage area. This would eliminate the need for employees to constantly open packages to know where they need to be stored and would save as much time as possible. 
This would be a change: 
- To prevent goods from dragging anywhere
- To free up time for employees to take care of other tasks (orders...)
- To facilitate the work of sellers who would only have to go to the appropriate storage areas (by sectors) and not to look for the goods at any time (considerable time saving).



V- Conclusion

To conclude this assignment, we saw that Castorama was a real leader in the DIY sector, mainly in France and more generally in Europe. This is due in large part to the way it operates and, as a result, to its ability to listen closely to customer complaints. Being constantly attentive to customers is therefore a major factor in the success of this large organization. 
	In addition, we were also able to talk about the 5 performance objectives reported by Slack and Al, objectives that we decided to split into two: the objectives considered by the organization, and those put in "background". In fact, it is at the level of their delivery system of the company (from my point of view), decided to focus (reduction of delays, quality of service...). 
	Finally, through my experience with this company, we were able to identify an operational problem in the store's stockroom related to poor organization in the receipt and storage of goods. This problem could then be solved by the introduction of new technologies and more particularly QR codes that would synthesize the information of the goods to facilitate their storage and handling. 
	It is important to point out that this is my personal point of view, my feeling during my few months with this organization. 
	After talking about new technologies in improving an operational problem, we could ask ourselves the question of their limitations and the fact that we are more and more dependent on them. Would it be possible for us to part with it or is it too important to us in the way we work and organize our operations? 
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