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The French retail sector is the most concentrated in European Union (J. Bechtikou, 2008). Whereas In 1980 the six main retailing food sector firms in France sold 28% of consumer goods, this rate has risen to 90% in 2005 owned by the five main firms (Appay, 2005). After fusion politics during the 90’s, the beginning of the twenty first century was the starting signal for the internationalisation of theses firms, more particularly Auchan and Carrefour, two firms with a radically different structure, but the same appetite to conquer Asian market. To generate new benefits in a context marked by a slowdown of the household consumption, added to the merger and buybacks between firms which leaded to what specialists call « hyper-competition », dominant firms have to develop internationalization and externalization policy, coupled to a reorganisation of work in France.

In this context, what are the bases of the employees (more particularly clerks, managers and cashiers) commitment, in a context of productive reorganization? This paper is focused on an analysis which consider on one hand the management’s desire to control through the organization of work and procedures to involve employees, completing the work contract to maximize the working time purchased. On the other hand, the subjective and collective social resources, in which the workers draw to engage themself in their work.

We studied the organisation of work, process and working conditions through empirical work : Interviews (with employees, managers, human ressource management and CEO) in 5 main firms; participating observations as clerk; observation of national and european group comities, national and in store union meetings.

Behind the difference of area/dimension, productive reorganisation has two faces : Internal (changes in the division of work and methods) and external (development of franchises based on the « Independant » model) reorganization.

The goal of this paper is also to emphasize two dimensions concerning the effect of productive reorganization on comitment at work in stores : Autonomy and Resistance, concluding on the blurring effect of the market on the organisation, work process and socio-productive relations in stores whereas productive restructuring are accelerating.

International Development and National Restructuring

Indeed, after strong growth from the second half of the twentieth century, retailers has reached on the last decade a significant stagnation for the first in its history. After decades of growth and development, the late 90's and early twenty-first century leave the place to a national and international contexts marked by strong competition (Moati, 2001; Allain, Chambolle, 2003) , Leading to mergers, acquisitions and policies of internationalization. The movement of concentration of the french retail which has begun in the eighties now reaches its peak. Confronted to a saturated domestic market, outsourcing and internationalization strategies are implemented by the main firms to increase their profitability. The competition pushes these firms to a remodelling of work organisation in stores. At the national level, the main firms are announcing, more or less explicitly, consequent loss of jobs, resulting of the acceleration of productive restructurations. Beyond these phenomena, among the most visible effects of these policies on the organization of work and commitment of employees remain to be questioned.

I-Differentiated reactivity/Flexibility policies : 

1– Social Matrix and organisational "circumstances" 

Hughes notes that many researches on labour were focused on technological changes that affect nature, without understanding the situations wich have been created around the work and situations related to these technological, organizational and economic changes. Any work involves this social environment, this matrix (1996 b and c).

Retail and self-service

Focusing on the study of employees of retail stores requires a prior submission of the main thrusts of the sector, constituting the social matrix within which businesses operate. If common sense has a tendency to confuse retail and self-service, we estimate necessary to make a distinction between these two concepts to understand the historical logic behind these activities in store and their transformations.

Retail and the elimination of  intermediaries : "everything under one roof"

If sociological studies conducted in the theme of retail flowering since the late 1970's, they are primarily devoted to the issue of flexibility and its pendant, the precariousness (Maruani, 1989), attributed to the questioning of the Trentes Glorieuses standard and the Fordist wage contract. This research aimed mostly at understanding the management of manpower and its consequences for employees.

According to Beau they face a major limitation: the absence of historical context about the origin of these jobs. This criticism is intended to demonstrate that the management of the workforce in the retail is not only the fruit of the past fifty years. Through a work on « Le Grand Bazaar » in Lyon, covering the late nineteenth century and the twentieth century, combining an interpretative sociological and historical approach, Beau argues that the firms differentiate operate to a differentiated management of the workforce depending on the function of the wage earners. Flexibility would be the prerogative of a majority of workers, skilled workers representing a minority, supported by adapted politics in terms of pay and employment (2004). Thus, hyper and supermarkets are not a sector of activity as recent as we could thought, « Le Bon Marché », « Le Grand Bazaar », have preexisted to the beginnings of contemporary retailers. The management of the work force in the sector was not born ex nihilo when the first hyper and supermarkets opened in the 1960-1970 decades. It is rooted in practices developed during nearly a century in department stores whose two major variables are the workstation and gender of workers, intimately linked.

Limited to a few stores in major cities during a long period, the business model of retailers gradually transformed the food trade during the second half of the twentieth century, developing a new way of mass selling based on a principle of eliminating middlemen/intermediaries between producers and consumers. The retail has redefined the roles of each downstream and upstream of the process. The concentration of various shops within a point of sale will lead to merge certain activities while retaining those apparently considered essential. The principle of retail, permitted to sella t lower prices, lies at the crossroads of trades from traditional commerce and trades from the developing of new business as it evolves.

The self service, or self customer

In parallel, self-service lies in the technical realization of a reduction of costs within the stores. It aims primarily to improve the flow of customers traffic by providing products ready to carry while minimizing the mediation service. Historical researchs consider the firm Piggly Wiggly and its founder, Clarence Saunders, at the origin of the principle of self service. In September 1916, he opened a pilot store in Memphis where goods were prepackaged and pre sold by advertising. Saunders is one of the first to label all its articles, on shelves and gondolas, to reach customers. In France, Goulet-Turpin inaugurates the first grocers self-service in Paris in 1948 (Carluer-Lossouarn, 2007). 

Beyond the regional and national culture, most industry experts agree on the common origin of the precepts that gave birth to self service. Thus seminars offered in Dayton Ohio the years 1940 to 1970 by Bernard Trujillo, nicknamed guru of the distribution, constitute a major element. Trainer for the National Cash Register (NCR), then he will moderate seminars dealing with the past 13 000 leaders of international trade including more than 2 600 francophones. From these seminars will emerge the bases founders of modern self-service coupled with the retail: no parking, no business, all under one roof; one stop shopping or concerning customers: monkey see, monkey do. As pointed out by Paul Du Gay, the gradual introduction of free service by distributors is based on the art of making customers admit to a commercial technology, consisting on taking care of a job , for free, so far directed by others, and considering they save on personal freedom (2006). Thus, the phasing out of wage earners in stores is the result of the initiation of the customer in self-service, accentuating as we shall see later, the impact of customer relationship on the work process more particularly for employees located in the middle and front office/ front end.

This dual orientation tending to the concentration and to the flowing, continues to play a major part concerning the understanding of the division of labour in stores, of the trajectories and meaning of work for the employees. Unskilled for the most of them, from trade traditional handicrafts such as working world, employees that are still operating today have seen a large part of the history of the contemporary retail, relatively young industry whose rapid and radical changes are frequent. Some logics seem to go through the eras, constituting the main features of the retail sector. On one hand, an analysis of employees' speech confirms that certain categories of employees remain more valued and protected. On the other hand, developments and applications of self-service tend to weaken all categories differently, calling the subjective experience, the values and representations to understand the commitment to work.

2 – Productive restructurations : fields and firms specificities

Hypercompetition and reorganization of stores

The five largest French firms control the sale of more than 90% of consumer products. International development through the establishment of stores is accelerating in parallel with the reorganization of stores in France based on the logics previously mentioned. However, the business structure plays a significant role on the modalities of these reorganizations. Indeed, the logic underlying the division and organization of work outlet are apprehensibles if we believe that through a comprehensive approach to the firms studied. The knowledge of their structure, distribution of political power, economic, strategic principles and the foundations of the profitability of these firms is necessary to understand the links and contradictions between markets and stores.

Thus, our research focused on two major retailers in France. Both firms represent two forms of ideal-typical structures illustrating how the retail sector does function in France. The first one, which we call SM (for the predominance of supermarkets in the firm), is known more as a group of independent supermarkets whereas the other, HM, is a group known for its "integrated" hypermarkets –directors/store managers are employees-. Beyond the ecological differences
 that description of recent and ongoing transformation tends to explain the context in which various employees do their job.

Independents and successive risk report 
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The SM, "the only group headed by non-employees", is an organization based on a compromise between grouping of independent and franchise. Thus, what is, at first, a group of independent, proving to be a subsequent hybrid organization towards the franchise. Beyond a simple grouping in a common and autonomous structure independent firms -which, by their accession wish to share their know-how, organize services in common or even get a more attractive purchase from suppliers- SM operates a concentration of political power and decision-makers. The plurality of the statutes of store managers concentrates these powers in the hands of a minority defining objectives and management policies which have a direct impact on the organization of work in stores. This first point is the higher level of the postponement of the risk in cascade, logic observed within the firm. At the median level, the difficulties associated with increased competition leading to an alignment of leaders about the requirements of the largest investment ever pushing them to operate a restucuring of the organization of their stores to ensure benefit (Linhart , 2004). This reshuffle aims to unify the management and organization of stores despite the apparent independence of each store and store manager. Where, ten years ago, some leaders still had a management style and their own sppecific organization, both tends today to uniformity: flattening hierarchical structures for a reduction in the number of supervisors who have been substituted by employees becoming team leaders, erasing of coercitives modes of managing in favor of a lean management and attrition (Ritzer, 1993) conducing to a growing majority of  basic flexible employees, unskilled workers. Leaning toward the franchise system in a context of stagnation, the firm and store managers primarily increase their profits on the management of the workforce as fast foods  and most of the franchised service firms.

This method of management leans on to the lower level of the cascade, the risk resulting in a differentiated responsiveness according to the status of employees: A strong poly-functionality among « commercial employees » (departement); flexibility and greater latitude for managers, an extreme poly-functionality for store managers and « field » Adhérents
.  

Integrated stores and scientific restructuring of work

HM a firm on the stock exchange, has many stores from various formats (supermarkets, hypermarkets and maxidiscounts), for the most integrated, ie depending on a national directorate with salaried store managers. We do focus here on hypermarkets and supermarkets in the group who have experienced in recent years major changes regarding the organization of work in stores. The hypermarkets firm studied operates  a global restructuring of the organization of work in store for departments employees, since 2004. The project has gradually been applied nationally. It aims at saving time on handling to benefit to the customer service, to reduce hours at night and increase productivity by 20%. A roll (cart) containing products for one or more specific department, now correspond to a very precise time of formal work; boards in each reserve allow the department manager to organize the latter in the early morning and follow the progress of each employee with a red cursor, which they can also compare. The direction, showing the objectives of the « M Project » to employees (called collaborateurs) primarily emphasizes the service side through their increasing presence in the sales area. Since, only changes on schedules such as the abolition of hours of nights, plus, for traditional crafts such as the bakery, the timing of the shelf and increased flexibility between different departments seem to be applied. Beyond these changes, jackets gifted to « self-service employees » (ELS), with the inscription "May I help you? " in the back
, insisting on the idea of service while remaining symbolic by the increased visibility of employees. These changes have been accompanied over the past decade by the development of technologies, whether for check out, automated management of orders, or the occasional emegence of new tools transforming the beam of activities (Hughes) .

3- Intensification of work and triple constraint

The evolution of the work process reaches to what we call a differentiated reactivity, reflection of the implementation of a just in time organization with a limited workforce. As we saw, this reactivity depending on the employee status, conduces to flexibility between equivalent hierarchical positions, temporal flexibility,  and also polyfuntionality between different upstream or downstream hierarchical positions.

According to the majority of the  employees, this reactivity is leading to a harder work because of its intensity, but paradoxically more interesting, less repetitive, more varied and more autonomous (Durand, 2004). People also seems to encounter what Goffman named self forgetting, through the intensity of work, assimilating their body to the organisation, taking part to the machine, most frequently at the check out but often in departments too.

This autonomy feeling comes from the development of a triple contstraint :

-1) The logistics constraint-, the supply and its hazards: delays, shortages or events (ex : christmas, easter…) and deliveries in exceptional quantities due to failure in automation command/order programs and empirical limits of zero stock organization (Appay, 2005).  

-2) The « King customer » constraint (Cochoy, Neuville, 1999), resulting of the service firms communication for more than 30 years, developing beyond the uniform, the idea that the customer have all the rights in the store, including to control the quality of the service. This constraint maintains the tension of work and its realisation, constituting a kind of downstream management. (ex : sheets available in stores for customers in case of claim) .
-3) Finally, the constraint linked to the division and the organisation of work, which is set into a flow under the double pressure of customers and merchandise. In their correlation, these constraints meet  vertical
 and horizontal
 answers of the organization of work, regulating the flow by tending it and ensure quality.

This triple constraint –logistics, customer, peers/hierarchy- conduces to the opacification of the relations of production. It gives birth to the paradoxical feeling of autonomy. The strict control by supervisors, becoming team leaders, is less applicated in stores, substituted by this combination of constraints which has growth through implementation of the just in time with reduced workforce. This mutation makes possible the creation of a flow : of goods, customers, and employees adapting their tasks between departments, warehouse, and their schedules to the needs, to create and maintain a lean production. This flow give to flexible employees and managers the thought that they have more autonomy because of  the lack of human hierarchical control and orders on their work whereas goods and customers are ubiquitous but not perceived as coercive forms of control. The main nature of control, non human (merchandise) and non forming a part of organisation, of the traditional hierarchical pyramid (customer), makes the control more subtle and pernicious, opacifying the relations of production, limiting direct conflicts between employees and managers (Coutrot, 1998). 
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When the organisation succeed in naturalizing constraints for the employees, these constraints can be considerated as independant of the organisation, external to the firm. In the following part, we will explain how the Customer and Technologies of Information and Communication are contributing to the productive restructuring, facilitating market entry in the organization while opacifying the contradictions related.
Conditioned autonomy 

This organization of work lead to the development of an autonomy generated by the combination of these constraints promoting an increasing intensity of work (Burnod, Cartron, Pinto, 2000; Cartron, Gollac, 2003). For fifteen years, many authors searched on this question suggesting the birth of a new critical paradigm of the organization of work through similar oxymoronic concepts: Controlled Autonomy (Appay, 2005), coercive involvement (Durand, 2004), forced cooperation, cooperation-coercion, duress/coercive-autonomy (Coutrot 1999), including concepts inspired by La Boétie (1576) and re-appropriated by Herbert Marcuse through the concept of repressive satisfaction (1964).

We insist on using the concept of autonomy as the work does not have direct control, human, and that supervisors and management are not involved/ or a few in maintaining the flow: the postponement of constraint on merchandise and customer leaves only a minor role in reporting relationships as a tool of coercion and control, giving the illusion to the employees to work freely than before. Thus, the working time shifts to a time of effective work: unpaid breaks, reactivity differentiated, attrition of the work force while management is counting on the most zealous. The forms of direct authority tend to disappear: most of the sanctions are replaced by a combination of constraints producing a growing sense of autonomy and responsibility. Finally, the reorganization of work devotes an ever greater place to the social Darwinism: the precarious margin (the most affected are departments employees and cashiers), which represents a margin increasing majority of the store work force, the organization’s hierarchical flattening. The arrangements between employees have become a standard organizational willingness to develop increased forms of flexibility and find profiles (based on sex, age, family situation and the degree of dependence on employment…) for each function while expanding the opportunities for staff to recruit little or not qualified work force. 

The first approach angle has highlighted the influence of the new work organization, both on process and on the working conditions of employees. More intense and more interesting, more subject to the constraints and giving a sense of autonomy, this organization is marked by paradoxes.

We propose to explain one of those that we throught the question of resistance, in front of the specificities of the service relation, insisting more particularly on the values and representations of customers about the jobs and the retail sector.

II- Work and resistance in the Service industry : Interactions and meaning of work

1- Resistance: From industry to services

Evoking resistance at work refers to a series of major empirical researches conducted in industry (Roy, 1952-1958, R. Linhart, 1978; Burawoy, 1979) wich was then the main sector of the economy. The figure of the specialized worker working at an assembly line often emerges through the description of social relations of production.

The very notion of resistance returns to the first and foremost collective means of dispute that workers could use against their direct supervisors, management, and especially white-collar in charge of the organisation of work and the improvement of productivity on assembly lines. The main goal was, for these workers, to scuttle processing attempts, which means most of the time intensification of their work, mobilization of their technical knowledge and practical know-how to preserve their forces whereas they were more sought for a similar pay, a degradation of their working conditions and status. The gradual tertiarisation of the economy (Thélot, Marchand, 1997) have conduced to the development of firms inspired by the Taylorist model (Burnod, Cartron, Pinto, 2000, D . Linhart, 2004). The service enterprises, including contemporary retailers, have some specificities, particularly pervasives in front office, to combine quantitative productivity requirements common to industrial activity to qualitative requirements. So, the service consists on to produce and to serve. Thus, it seems pertinent to ask ourselves about the concept of resistance and the complexity of forms and dimensions that it may take among employees of retail stores. We indeed draw on the resources collected during our field observations and during our interviews with various actors in the sector.

Through these data, we were able to isolate people showing three main forms of resistance related to their trajectories, profession and position in the division and organization of work. We refer here to resistance designating any action or representation developed individually or collectively aiming at facilitating the work, its achievement conditions, to defend or protect themselves, and sometimes with a claiming dimension in front of the transformation of the process and conditions of work. The french retail, through its recent changes, is a fruitful field of research.

In a global issue questioning the effects of changes in work organization on the commitment of employees, our paper raises the following question: When does the resistance of employees is it requested? What forms does it take and could it enlighten us on the commitment to work of retail stores employees? But most importantly, can and should we talk about resistance when employees use the autonomy interstices left by the organization, leeways (Bernard, 2005) and strategies (Alonzo, 1998) to physically or psychologically protect themselves (Dejours, 1980)? We are especially examining here the concept of resistance through its manifestations in labor facing an organizational transformation characterized by a differentiated intensification of work leading to a lean management of the workforce (Durand, 2004 ). Through each of the functions studied within outlets are drafted the principles of a dialectic between individual, collective resistance, and social regulation within the company. What links can be established between individual resistance and social regulation (Reynaud, 2004) within the company? How trajectories and careers (Hughes, Ferraroti, 1988; Aubert, De Gaulejac, 1991) may promote accommodation to work, thus leaving assume a greater mastery, for directions, using individual resistance as a management tool for employees confronted to intensified work?

Checkout and resistance in employment

Services: upstream and downstream resistance 

This dual imperative leads us to exceed the two classic forms of direct and indirect resistance. The ethnographic studies in the workplace, particularly in services, whether in retail stores (Bernard, 2005), call centres (Calderon, 2005) or fast food restaurants (Burnod, Cartron , Pinto, 2000) stressed on the one hand that pressure from the hierarchy go beyond the productivity requirements, and on the other hand that customers are omnipresent in the speech of employees, raising the feelings of injustice. With the increasing competition between firms, managers let understood to the customers that they were kings and that stores were their home (Durand, 2004). Through years, they have integrated these data, using a variety of ways in their interactions with the staff now subject to their requirements.

The cashier, the last obstacle to the self service?

Occupying an emblematic place in retail stores, the cashier or checkout employee is one of the few employees to be visible at all times during the opening hours. Thus the checkout time constitute a strong risk of dissatisfaction for the customer : he can not control the flow of the queue, whereas he can, at his own discretion, hurry or take his time to fill his shopping cart. The cashier should then face a double problem: to quickly and effectively manage the flow of goods and flow of customers (Bernard, 2005). For the latter, the task is all the more difficult that he is facing a double control: upstream, through the heads of funds and responsible management, but also and especially downstream, by customers. Moreover, in the case of checkout employees, it seems difficult to argue that the image of their profession is at the highest. Regarded as a simple, easy or dumb job, an occasional business support reserved for women and students, common representations associate cashier at a ingenuous, who have in one way or another missed his school life and insertion in work. The pejorative dimension of the function is accentuated by the sexual division of labour involving the checkout and  home as fonctions and status almost always occupied by women, and the employment relationship dominated by part-time, " underemployment "suggesting that this is not a profession in its own right (Maruani, 1996).

Faced with this power granted to clients by firms, cashiers are confronted to different forms of pressure against which it is necessary to develop tools, strategies, individual tricks, to defend itself (Dejours, 1980) collective games to make the work bearable if not pleasant or enjoyable (Durand, Hatzfeld, 2002; Corteel, 2003).

Alone face to customers

If researches often insist on working conditions, jobs difficulties and precariousness of cashiers as well as the repetitive gestures (Dejours, ibid.), arduousness issue of interactions with customers and employees from the point of sale (pairs as supervisors) is further highlighted by the latter. Our interviews consistently revealed the tensions arising from conflictual relationships with customers while the repetition of gestures, also mentioned, is a much more succinct. The main concern of the cashier is to avoid any conflict or slowdown which could lead to block the flow of customers leaving the store, producing the frustration of the management as customers in the queue.

Situations pushing cashiers to "crack" and to cry in their workplace are common, especially the first few months of work even though the oldest are not spared. Emerging from conflict whose source is often outside the service relationship between the customer and the cashier, he is nevertheless representative of the company's most visible and most accessible, physically and symbolically. The criticisms on the conduct of the store (empty or poorly designed departments, or presence of expired products) often slip into personal insults. If the directions proposed in recent years trainings with a view is to manage conflicts or as a cashier told explicitly to « cash without flinching »; most of the time, cashiers develop their own techniques of defense.

Employees from craftwork and resistance to de-qualification

From the artisan to the employee

For consumers, the retail is based on a principle : the concentration in a single location for all consumer goods, which were previously among different traders more limited in quantity and sold at a higher price . Resulting of this concentration, firms studied offer a range of services grouped under the name of traditional departments where employees are mainly recruited on the basis of their qualifications: butchers, bakers, fishmongers, and fruit and vegetables department. These different functions from crafts, independent stores, are dominated by professionals. For the latter, contemporary retail is the antithesis of their professional ambition, their trajectory being marked by the gradual extinction of small shops, and hence their professions.

The organization operates a deskilling of these trades, more and more adapted to a less qualified and less expensive job. The main difficult for them, is to cope with a situation where they are both recognized for their hiring qualifications and injured, both in their remuneration, lean and fragmentation (Friedman 1956) of their work which does not allow them to exercise these skills.

Interviews indicate, however, a transformation of their representations, their professional identity. Indeed, since their formation is marked by a strong professional identity, they have been gradually reshaping the employ while attending the decline of their profession. While some may still exercise it in a more or less original, and so keep the name of the baker, the butcher, fishmonger, most work in « hot spots », where the process consists on cooking and producting frozen stuff delivered, in « laboratories », where the pieces of meat are no longer received by districts, but cut into small boxes, sended pre-cut from warehouses.

Transition and compensation

Thus, « professionalism » underlined by these workers is the result of compensation in front of the decomposition into different positions, of the production on an industrial scale, the fragmentation and deskilling of craft which has been replaced by industrial work, divided into tasks that require no qualification. This compensation is based on the few common denominators for these two forms of organization and production (artisanal form and retail form) : schedule amplitude and direct contact with customers.

As a first step, we can note that the customer’s relation is rarely mentioned negatively, such as representations about these trades (place in the hierarchy of occupations in stores, positions occupied mainly by men, persistent image of the craft: technical mastery, physical work) preserve the interaction with customers.

On the other hand, bakers, butchers and fishmongers in retail stores are working during long weeks, a trend that is growing through the actual restrictions that we observed. Alongside the customer contact and esteem that they withdraw, they are very proud to carry a certain amount despite of the fact that they have not chosen. Indeed, this time worked beyond their contractual time, not remunerated in SM, except for a few, « helping the management and customers » in case of unforeseen lateness and absences, interval to fill before being relayed by another employee .

Professionalism as denial?

This hourly magnitude without real compensation does not seem to worry these employees. On the contrary, the time spent working in the retail store is seen as a mark of professionalism, a concept used by employees and the management to describe these functions. Thus, the concept of professionalism, referring to the experience and mastery of a profession is used here to describe the attitude of the employee : volunteer and not counting overtime. This acceptance is often the result of an experience of unemployment whereas the work is central to their identity. Technical skill and know-how tend to disappear in favor of single skills (Segal, 2005): to be available in respect of the company with an extensive working hours as other managers from the store, without any claim in return but "with the smile."

If it represents a form of denial or defense, this acceptance is not based primarily on fear (Dejours, 1980, 1998) but also and especially on the connections between prior and present working conditions, and on the recognition resulting from the relationship to customers.

management: self-made men, resistance  and self violence 
Salvation through the work

The road seems to be evolving in reverse for departments and store managers/assitants. Indeed, acquiring the experience and expertise during years, specializing in their respective departments and mastering their tools, they have built a number of skills at the same time aboutas « how to be » in terms of relationship to hierarchy and knowledge about their function. To better understand the speech that we find regardless of the firms specificities, it is necessary to look at the history of the great French distribution, and further, to representations and values conveyed in the presentations of firms to new employees as well as training to the framework. The crossover study of documents and interviews with supervisors reveals a dominant idea: Anyone can succeed through hard work. The history of firms often found in books, trainning leaflets as in the speeches in the form of a timeline where you discover that the founder of the company started with nothing but the ambition and courage to build the group as famous as it is today.

We can find common values in the history of the French and foreign retail firms such as family, faith, nostalgia for rural traditions that live together "in a strange harmony" as Lichtenstein points out to trade worldwide, stagnation of the standard of living and stressful work for employees (2005). Thus, the values of most brands of retailers are marked by a conservative discourse addressed to clients combined with a strong liberal ideology regarding the management of employees, retail and international development.

Internal evolution

Supervisors and managers working in stores, who have taken the advantage of the internal promotion, have a discourse very close to the institutional one, and for good reason: A majority of them comes from working families or employees, leaving school shortly graduates. They are proud of having "climb the ladder" and "taken advantage of opportunities that no other sector would have offered." For store management, the recruitment of department and sector managers occurs gradually from the "reserve army" of employees as a herd in which they extract the best : most dedicated, those whose values are best consistent with those of the company. For some of the department managers interviewed, the selection starts even earlier. Indeed, several of them have told us to have started in the mass distribution by working for suppliers. Expected to range in various points of sale the products of their employer, they will gradually be racked hoping to sign a permanent contract. This population is a source for store management. Paid by one or more suppliers, they benefit when they are recruited by the retail firm of greater legitimacy, having proven themselves in more intense and more difficult conditions than other department employees. 

Concordance of values and devotion

Contrasting with the cashier, the profile of department manager corresponds to the man whose investment, particularly embodied in the hourly amplitude and continuous work should be pushed to its climax (Appay, 1999) and which main ambition is to meet the required objectives. This match is like the psycho-organizational agreement described by Hélène Weber among MacDonald’s teammates who became fast-food managers (2005). The individual orientation joined the goals of the organization, where the ideal of ego of the employee corresponds to the image that reflects its hierarchy : i.e the selfmade man, the man who ensures its success by itself, neither to qualifications nor to any support but to his hard work, during which he has not counted the hours and haven’t been reluctant to work. To promote the persistence of this idea among employees, various tools have been developed by directions with some success. Thus, in HM, the supervisors are not allowed to have lunch with employees to mark the hierarchical difference. Another requirement, more tacit, is to never leave the store before 6 or 7 p.m depending on the store. The managers who have benefited of the internal promotion feel the evolution into a different sphere. But where cashiers wish to evolve from the secondary segment marked by the flexibility of employment to the primar signifying the stabilization of their status ( or a job less painful « in the office ») (Bouffartigue, Pendariès, 1995), employees becoming managers, moving towards greater responsibility and uncertainties. Faced with daily meetings, the constant pressure of results, they become the "wives of the company" (Philonenko, Vienna, 1998), malleable and available days and nights.
Risk of rejection?

The correspondence between the values of these employees, selected after several years of work and individual evaluations and those of the company changing their relationship to the many constraints encountered. Thus, the consistent schedule amplitude and the strong pressure from the hierarchy are considered as common, normal, corresponding to their level of responsibility. Despite this inner constraints, many testimonials tell of the stress of this category of employees in the sector (Philonenko, ibid, Ramaut, 2006.). These management methods increasingly lead on depression, burnout and exhaustion syndromes, considered as signs of weakness by their peers who do not hesitate to disown them. Beyond denial, devotion than their loyalty specific to management (Bouffartigue, Gadea, 2000) representing an ethic, a set of values and representations that have contributed to their professional advancement within the company.

Paradoxical resistance

Thirty years ago, to resist mainly consisted in challenging the changes in work organization and their impacts on employees when it called into question the intensity of work, remuneration levels and overall working and living conditions.

The study of working conditions and representation of employees of food retailers reveals that the current forms of resistance aimed at preserving employees in employment before even consider improving their working conditions.

Sometimes limiting the intensity of work, violence and pressures on developing strategies for individual or collective; mitigate the decline through a professional investment to find relatives forms of recognition; incorporating the values of the company, legitimizing a total investment despite of any life outside, the survey has revealed another dimension of resistance. These forms of resistance are primarily the result of individual preservation strategies. We can’t call this resistance at work, but mainly resistance to remain in employment, from employees with(out) low skills(AS Beau, 2004) ready to do anything to limit their professional decline, to gain status, to obtain a full-time contract and evolve professionally. These forms of resistance, answers to the mobilization of subjectivity growing in the management, illustrate how employees meet today to the transformations of the food retailing sector. 

Within different temporalities considering career and interactions at work, this resistance takes the form of defense strategies or denial (Dejours, 1998) and make possible the process of work, the relationship with customers, the production of the service.

So, the employees are working to make their work possible, bearable, pleasant. This action on the work has never been so complex since the customer appeared in the production process. 

Thus, employees are fighting against themselves, supported by an organization of work opacifying constraints (report on the client, values concordance), to be able to make their work acceptable.

Beyond a fight against the repetitiveness, the arduous physical or psychological work, forms of resistance mobilized by employees are participating in their docility, encouraged by the service relationship, including contact with the customer, blurring the production relation. By creating tools to resist, through games within collectives, and other forms of accommodation, employees are instigators of their consent. 

2-Discourse about work and play with representations

Through the work and the approach of Everett Hughes, we will see that working in the services is not only resistance whereas configuration has to be apprehended, the customer playing a key part in the social drama of work of retail stores employees. This approach can explain what we have seen about resistance and autonomy and conduces ourselves to the idea of a growing importance of the relation with customers to involve stores employees. Considering unskilled jobs as profession enlights us about the influence of the customers representations on the meaning of work of employees. 

The discursive analysis and its limits

In the interviews, the discourse on the work contains judgements of value and prestige and a choice of protectives symbols. It leaves and receive a setback on work, some sort of awareness about value judgements issued on the job. The same speech contains defence and valorisation mechanisms of employees confronted to this vision. Speaking about trades or occupation, demonstrate that this is a real job and is indicative of a certain frustration, disillusionment not to see work recognized to the value that employee give to it. It then becomes difficult for the sociologist studying a trade to break with these judgments as methodologically, those who better know a job are those who exercise it. But they are the ones that provide data analysis too, not revealing that part of relations in the workplace (Hughes, 1996). That is why the observation is made necessary, to offset the speech by the consideration of practices and labour relations, revealing an actual behaviour likely to confront to their claims on the value they attach to their job.

Service’s first tragedy : the customer 

The major problem then faced by different actors from the point of sale is not to be judged on their work, but they are most subject to the judgement of "amateurs" that targeted their services, while they are convinced themselves to be the best judges. This problem illustrates the social drama of work, a permanent source of damage for the self-esteem, and maybe of antagonisms (Hughes, ibid.). However, our research also shows that these judgments may contribute to the maintenance or the prestige of professions where technological and organizational mutations lead to a devaluation of the trade component. For ex-artisans, reporting to customers is rarely mentioned negatively, especially because representations about these trades preserve their interactions with customers, whereas the store staff often meet a lack of respect if it is not contempt. On the contrary, where the artisan is traditionally in the background -furnace, workshop- in the store,  he seems to occupy different functions, making like a craftsman while servicing customers too. When the apparent simplicity of his job does a disservice to the cashiers in relations with customers, the apparent complexity of the functions of traditional departments guarantees a certain respect for those who work in.

"a price tag and a business card" 

According to Hughes, in contemporary societies the job is, like religion used to be, an important point in the judgement of others like themselves. The title of the latter represents both "a price tag and a business card." The emergence of a social identity is based on choosing the most favourable designation for a job. This implies an audience by which the worker will seek to be recognized. The contact and, more generally, customer relationship in front office, but also in middle office, ie « traditional  departments » consisting on serving the customer, main recipient of the service, an full-fledged actor in the scene currently played (Hughes, ibid.). The office mangagement of the main firms has clearly understood it, making a recasting of job titles in the 1990's. So, the « cashier/ checkout employees» has been transformed into « checkout hostess »
  and « departments employees » became « commercial/self service employees ». The « Customer Orientation » accentuated in recent years by firms supports this relationship
. 

« Hostess », « commercial », job’s names today are far from illustrating the main activity of the employ. It is based on the most rewarding aspect of the latter, conveyed by the firm, in order to maintain some dignity despite the fact that appellations could hurt former artisans who lose their original title working in retail : When the « bakery » becomes a "hot spot" valorization neccesary comes from other dimensions of work as the title.

Trajectories and value judgments on employ: Enhance or break with the devaluation

Search dignity

Questioning the circumstances in which members of a profession want to transform the profession and on the steps required to achieve this model valued seems relevant. According to Hughes, the wish interfere with the idea that the different publics have concerning the employ by those who work in is common. They also try to change their own conception of themselves and their work according to their claims. The model that these trades are given is the "occupation" model pursued to modify the representations in order to enhance or break with the devaluation sometimes pervasive around certain occupations and sectors. Hughes said that "even in last place rank jobs, workers collectively claim that their colleagues and people outside the profession recognize a value to their work, and then to themselves" (Hughes,ibid.). 

The profession, to work on job

Those who work in an employ often seek to raise in the occupational hierarchy and to value it. This recovery emerge from a collective and individual work around the most valued activity among the beam of activities that make up the job but also through representations in their various dimensions, rhetoric and daily staging in the work (Lallement, 2007):

It may be the uniform that one can accept or reject depending on the image it returns. If the uniform can reflect a rewarding idea of the employ, it can also accentuate the devaluation through investment requested by the organization face the meagre reward -salary, account- in front of the increasing imbalance. Beyond derogatory representations towards the checkout employees, interaction and even symbolic around the receipt -sitting posture, waiting to face the mobile and standing customer who uses and sometimes abuse of this position of strength. Regardless of ergonomic working conditions, a lot of checkout employees make the choice to work standing or to alternate (not only because of the weight of the products) in order to cope with customers by restoring a certain symmetry in the relationship. The decorum, as the title of status, plays an essential part in the customer’s representation of the job. When a department offers a specific service while benefiting from a particular decoration and a title recalling the traditional commerce, legitimacy as a professional/skilled job/trade is partially won. The staging is complete : uniform, service and specificity of the department are supported by a new element, the right to watch fot the production process
. But this is not enough to gain confidence and prestige. Thus, the spatial situation of the depatment, the image of the firm, may have more impact than respect for the traditional and artisanal production process. For example, the manager of a "hot spot" located in front of the checkouts outside the sales area, a provision common configuration for french SM stores, enjoy a greater esteem from customers whereas employees of HM stores, fully fledged bakers performing the whole process of making, from dough to baking bread, but on a larger scale and optimised self-service
.

III- The invisibilization of the organization.  

From the organization to the market, restructuring and re-enchantment of work?

The concept of retailtainment appeared recently, based on the alliance of the two activities. For Ritzer it consists on playing on the mood, emotion, sound and activities to capture customer interest and have to encourage and promote the purchase act : shopping centers can be equipped with halls, zoos, amusement parks and where entertainment are conducted regularly and continuously renewed (Ritzer, 1999). The aim is to generate traffic by encouraging customers to come for other reasons, not just do their shopping. Beyond customers, retailtainment and re-enchantment of consumption seems to focus on retail employees. Faced with this porosification of the border between market and organization, employees and customers - in communication, marketing and control of work - between work and private life, the productive restructuring undertaken in stores for the continuation of retail business activities implies major communication devices.

Hiatus between public and internal image: 

In 2008, three of the five major retail firms are among the « ten companies preferred by the French », the two others beeing in the top fifteen. Meanwhile, on the 1st of February 2008, the National inter-union strike conducted in the country constitute by the magnitude of the mobilization and the media broadcasting,  a first in the retail sector. These data highlight how communication within organizations and the public image of a firm are two different but closely related dimensions, using devices such as retention of employees. For firms the challenge is now to succeed in organization as with customers. This goal, stated by the direction evoking since mid-2008 the concept of « employer image » is reflected in the prominence of benefits working for the company  and not for competitors.

In addition to an internal communication frequently encountered in service companies, HM is developing internal marketing in the direction of employees. Indeed, according to Franck Cochoy marketing seeks, in one hand, to determine offers of goods and services based on attitudes and motivation of consumers and on the other hand to promote their commercialization. Internally, this means matching the image of the organization based on values and representations that support the involvement of employees and offer them rewards repetitive and sustainable if possible, supposed to produce behaviors to achieve its own objectives, including sustainability and growth of its activities to the business and to permit the financial profitability of the invested capital.

Productive Restructuring and stores : Make sense through the Customer

If the commitment at work for department managers is strong, finding resonances between firms values and personal trajectories, a large majority of employees, nearly 85% in HM, remains to be mobilized. Faced with high and rising turnover and absenteeism, the reaction of the office management has resulted in the increasing usage of customers in the external and internal communication. Particularly located in front office, unskilled employees are more receptive to requests from customers as to the « quality commitment » guaranteed by the firms.

The development of the figure of the customer coupled with the development of Information and Communication Technology in a dialectic relationship marks the entrance of the market in the organization and the organization in the market. In 1999, Jean-Philippe Neuville already wondered about this reconciliation of two worlds mixed and paradoxically resulting to strengthen their respective structures : the client is mainly engaged in strengthening the relations of authority within the organization, and ICT for purposes of traceability, streamlining and improving the market model.

The deepening of such proceedings through mediation devices reduces the industrial dimension according advantage to the service dimension whereas retail organization is between trade and industrial constraint - by the introduction of RFID technology (Radio Frequence Identification) and « customer loyalty »
 revealing organization oriented towards the development in real-time scheduling and tasks on behalf of customer satisfaction.

The prevalence of customer

Changes in management policies and grouping HM outlets illustrates the pervasiveness of the Customer in each decision. The latter now ventured beyond the front office to invest initiations, training, internal and external, thereby justifying all the fights for increased productivity.

Arouse empathy

Absenteeism is taught in the hypermarkets studied one of the main problems on which the HRD work. A booklet distributed since the end of 2007 encourages employees to call the manager from the first hour. The first words that can be read are:

"Absent? And then!

The consequences of absenteeism are not insignificant. This is expensive for the company and disrupt customer service. It belongs to us all to minimize impacts, on behalf of the individual and collective.

- Customers less well served

Reduced speed, professionalism and kindness mean inadequate: our customers are the first victims of absenteeism in the store. "

The training of managers is not spared by the omnipresence of the customers. While legitimate in a trade market, it remains central to the training manuals describing best practices. We could read that the basis of department manages job is customer satisfaction. Satisfaction depend on « Best Practices » : dimensions that may appear as qualitative consideration resulting in actions that can be quantitative or under control and sotck inventory. The linkage between the 6 "areas of customer satisfaction" and "responses of the trade" among 60 to 80, specific to each function is not explicit. In both examples, management can use empathy, the ability of employees to put in place by the customer. It is above all to make the employees incorporate that the first consequence of a lack of or incomplete work will be harmful to customers, then the collective work before they affect the hierarchy and the company.

Develop feelings of autonomy and responsibility

This logic is reflected in the corporate culture developed by the group since the 1960s. As shown Lhermie, the group quickly adopted the idea of inverted pyramid, a concept proposed by Esther Peterson, assistant to J. F. Kennedy: "supermarkets become consumer advocates." Stores, in their organization reflects the same hierarchical inversion. Employees placed the highest are those located in front office, cashiers and employees self-service (ELS). Therefore, internal joins the external communication that is made to operational employees.

In the magazine « Tous Champions » No. 73, January-February 2008, an article is devoted to checkout.

The company "undertakes and affirms once again its difference from the customer relationship." Displays being set up in over 1000 supermarkets between January and May 2008 are presented. Marked with a dominant bright red, it states:

"More than 2 customers before you?

Calls for an additional cash. 250 loyalty points offered beyond 3 minutes after the request. "

One store manager commented: "Customers are less and less patient. Particularly when they must wait for cash. For them it's time lost, and for us it is a deterioration of our image. "

Further, in the same issue, an article entitled "Service Champions" is devoted to a store which awarded a "note of 96%" following a visit to the Mystery Guest.

« From the parking reservations, through the fruits and vegetables and the line of cases, all share the same requirement: every effort should be made to accommodate customers in the best conditions (...) Each department took into account the comments of the Customer mystery to advance: display of prices, tastings, loyalty cash (...) we seem to have won a Michelin Star. To us, now, to maintain this level of requirement ». 

Interweaving qualitative and quantitative targets, scorecards and customer satisfaction, the devices in terms of communication gradually tend to break with conventional benchmarks between customers and employees, communication and marketing, real productivity, profitability and symbolic goals of customer satisfaction .

Co-production ... and co-control of the service 

As we have already seen, the success of the progressive development of self-service is linked to the idea that this technology gives more freedom to the customer through making by himself the work previously entrusted to an employee (Du Gay, 200) . We can ask ourselves if the technical and communicational means set up by the company to introduce the productive restructuring and ensure its sustainability. Allowing a significant increase in productivity insisting on the most rewarding and motivating side of the job, Isn’t the figure of the customer a mean to raise the quality, referring more to representations related to job as a significant part of the daily work of employees? On the other hand, the King Customer as well as peers and ICT as a means of strengthening the control of work (Durand, 2004), counteracting the hierarchical flattening combined to attrition of workforce.

Supporting this hypothesis of hierarchy invisibilisation, a study on Wal-Mart stores employees underline an ubiquitous relational ethic in labor relations, acting as dominant interpretative framework (Peeples Massengill, 2006). When the public debate focuses on labor and the concern of employees in the sector face structural inequalities, the study suggests that employees are focusing first and foremost, to give meaning to their work, assess their responsibilities, describe their personal evolution, or interpret conflicts, on interpersonal relationships.

Front office, dignity and individualisation of social relations of production

So, to put in a nutshell, reinforced by customer orientation, this empathy led to an individualisation of social relationships, contributing, with the mutation to the lean production of the services through attrition and hierarchical flattening, to the opacification of hierarchical social relationships.

Thus, the "Golden Rule"
 overriding principle in the relation to customers, extends to all social relations at work. For the firms, the renewal of employees is more essential than ever to facilitate the transformation of representations related to the work (Mathis, 2007) and avoid « resistance to change »
 in the terms of the direction. Develop a sense of autonomy and responsibility linked to the customers and peers in case of delay or failure is one of the fighting conducted with employees, young people for the majority, both engaged in interactions with customers. However, the employee status is the most affected by absenteeism and turnover, which seems to confirm that this approach makes it necessary beyond their use for productive purposes, the visibility and enhancement of relational skills in services ( Soares, 1998). 

Constraint and restricted autonomy

Finally, the interaction regime put in place is the domestic regime, where arbitrariness, bias, forced familial-like solidarity prevail between employees (Ferreras, 2006) multiplying the vertical and horizontal tensions. The contradiction between finance and organization is thus transferred to the employees at the bottom of the hierarchy, the most numerous, younger, most vulnerable, through a system of interaction involving a sense of injustice and not associated with a structural dysfunction but to incompatibilities of temperament, strong personality, insisting on individualized representations of social relationships at work. Finally, the joint development of the customer’s figure as ICT in a context of productive restructuring strengthen the organization by making it more perfect, because of the less-visible attrition of staff and flattening hierarchical and the less-contestable king customers holding the dual role of co-production and co-control of work. So, transferred to the customer, the coercive control of labor among employees located in front and middle office is less questionable, mutation of work process and organizational discourse reinforce its efficiency. In front office management can become an ally, helping to overcome the symbolic violence during interactions with customers, showing the gradual dissemination of the risk from finance, to organization into the interaction with customers, pushing it to the limits of the company.

Bibliography

Alonzo, P., “Les rapports au travail et à l’emploi des caissières de la grande distribution“, in Travail et Emploi, n°76, mars 1998.

Appay, B., “ Vers une rationalisation du travail ? Le cas de la grande distribution “, Huitièmes journées de Sociologie du Travail, Aix en Provence, 1999.
Appay, B., La dictature du succès. Le paradoxe de l’autonomie contrôlée et de la précarisation, Paris, L’Harmattan, 2005.

Aubert, N., De Gaulejac, V., Le coût de l'excellence, Paris, Editions du Seuil, 1991. 

Beau, A-S., Un siècle d'emplois précaires : Patron-ne-s et salarié-e-s dans le grand commerce (XIXe-XXe siècle, Paris, Payot, 2003.
Bechtikou, J., “La grande distribution en France : un secteur plus concentré que chez ses voisins ?”, in  Problèmes Economiques, n°2949, La Documentation française, juin 2008.

Bernard, S., “Des resistances autour du temps de travail: Le cas des caissières d’un hypermarché “, Xèmes Journées Internationales de Sociologie du Travail, Rouen, 2005.

Bernard, S., Les temps de travail des salaries de la grande distribution: Contraintes organisationnelles et compromis sociaux. Analyse de deux hypermarchés en France et au Vietnam, Thèse de Doctorat, Nanterre, décembre 2005.

Bouffartigue,P., Gadea, C., Sociologie des cadres, Paris, Repères, La Découverte, 2000.

Bouffartigues, P, Pendariès, J-R, “Formes particulières d’emploi et gestion d’une main d’œuvre féminine peu qualifiée : le cas des caissières d’un hypermarché “, Sociologie du Travail, n°3, Dunod, 1994, pp.337-358.

Burawoy., M, Manufacturing Consent. Changes in the labor Process under monopoly capitalism, Chicago, University of Chicago Press, 1979.
Burnod, G., Cartron, D., Pinto, V., “ Etudiants en fast food : les usages sociaux d’un petit boulot “, Travail et Emploi n°83, 2000, pp. 137-156.

Calderon, J., “A la recherche du travailleur perdu ou comment prendre en compte l’analyse des pratiques de résistance : Etude de cas dans le secteur du télémarketing “, Xèmes Journées 
Internationales de Sociologie du Travail, Rouen, 2005. 

Cochoy, F., Une histoire du marketing, Discipliner l’économie de marché, La Découverte, Paris, 1999.

Cochoy, F., Neuville, J-P., Le Client, Ketchup des affaires ?, Séminaire Vie des affaires, Ecole de Paris du Management, 5 décembre 1999.

Corteel, D., “Produire et se faire plaisir à l’usine Enquête d’anthropologie auprès d’ouvrières de l’usine Leoni, Lilienthal, Allemagne “, IXèmes Journées de Sociologie du Travail/, Paris, 2003.
Couppié, T., Gasquet, C., Lopez, A., Evolutions de l’emploi tertiaire de base et positionnements des CAP-BEP tertiaires sur le marché du travail, Relief 6, Rapport du Céreq, Juillet 2004.

Coutrot, Thomas, L’entreprise néo-libérale, nouvelle utopie capitaliste ?, Ed la découverte, Paris, 1998.
Dejours, C., Travail, usure mentale, Paris, Bayard, 2003 (1980).   
Dejours, C., Souffrance en France, la banalisation de l’injustice sociale, Paris, Seuil, 1998. 
Du Gay, P., « Le libre-service. La distribution, les courses et les personnes », Réseaux, n°135-136, 2006/1-2, pp.33-58.

Durand, J-P., Hatzfeld, N., La chaîne et le réseau, Peugeot-Sochaux, ambiance d’intérieur, Paris, éditions Page Deux, 2002.

Durand J-P., La chaîne invisible. Travailler aujourd’hui : du flux tendu à la servitude volontaire, Paris,  Le Seuil, 2004 

Ehrenreich, B., Nickel and Dimed ; Undercover in Low-Wage USA, Granta Books, New York, 2002.

Ferrarotti, F., Histoire et histoires de vie, la méthode biographique en sciences sociales, Paris, Klincksiek, 1981.

Ferreras, I., Critique politique du travail, Science Po, 2006

Friedmann, G., Le travail en miettes, Gallimard, Paris, 1964 (1956).

Goffman, E ., Asiles, études sur la condition sociale des malades mentaux et autres reclus, Editions de Minuit, 1968.

Hughes, E., Le regard sociologique, Editions de l’EHESS, Paris, 1996.
Lallement, M., Le travail. Une sociologie contemporaine, Folio, Paris, 2007.

Lhermie, C., Carrefour ou l’invention de l’hypermarché, Vuibert, Paris, 2001.

Lichtenstein, N (sous la direction de), Wal-Mart, The face of twenty-first-century capitalism, The New Press, New York, 2006.

Lichtenstein, N., “A New World of Retail Supremacy : Supply Chains and Workers’Chains in the Age of Wal-Mart “, XI Journées Internationales de Sociologie du Travail, Londres, 20-22 Juin 2007.

Linhart, R., L’Etabli, Paris, éditions de minuit, 1978. 

Linhart, D., La modernisation des entreprises, Repères, La Découverte, Paris, 2004.

Marchand, O., Thélot, C. Le travail en France (1800-2000), Paris, Nathan, Essais et Recherches, 1997.
Maruani, M, “L’emploi féminin à l’ombre du chômage, in Actes de la Recherche en Sciences Sociales “, n°115 décembre 1996.

Mathis, I., Transforming Organizational Culture : The case of Wal-Mart, University of Texas, San Antonio, december 2007.

Moati, P., L’avenir de la grande distribution, Paris, Odile Jacob, 2001.

Peeples Massengill, R., Relationality and Religion on the Retail Shop Floor , Princeton University, 2006.

Philonenko, G., « Homo-Positivus Ou la métamorphose informatique du salarié », Revue terminal n°73,1996.

Philonenko, G. ; Guienne, V., Au carrefour de l’exploitation, Paris, Desclée de Brouwer, 1998.

Ramaut, D., Journal d’un médecin du travail, Paris, Le cherche midi, 2006.

Ritzer, . The McDonalization of Society. Thousand Oaks, Pine Forge Press, 1993.

Ritzer, G., Enchanting a Disenchanted World: Revolutionizing the Means of Consumption, 

Thousand Oaks, Pine Forge Press, 1999.

Roy, D. trad. Briand, J-P ; Chapoulie, J-M., Un sociologue à l’usine, Paris, La Découverte, 2006.

Segal, E., “Le « savoir être » dans les sciences sociales, in Les compétences « relationnelles » en question “, Les cahiers d’Evry, mai 2005, pp. 40 – 51.

Soares, A., Les qualifications invisibles dans le secteur des services : le cas des caissières de supermarchés, Lien social et politiques, RIAC, automne 1998, pp.105-116.

Thomas, K., The Oxford book of Work, Reading, Oxford University Press, 1999.

Weber, H., Du ketchup dans les veines, Erès, Paris, 2005.

Figure 1b Triple Constraint








� Primarily related to stores areas, location, level of concurrence and catchment areas


� « Adherent » designate store managers in SM.


� This concept of king customer gives rise to applications explicitly illustrating the reversal of power relations as Philippe Alonzo, evoking a hypermarket where managers made available to customers through a computer screen in front of the checkout, to compare times and performance of each cashier in the form of graphical curves (1998). Some more funny situations we have been referred by HM cashiers equipped with red jackets in the back in white letters the message "Can I help you to better consume?" without ever having been trained in product knowledge that this message refers (fair trade products, diet, etc.).. The invitation was enough to raise questions of any kind. On the other hand, as we have entrusted these cashiers, customers have tended to consider that the first part of the message (taken from "How may I help you?". Blue jackets worn by the "partners", employees Wal-Mart), the second being placed in smaller font. These vests were removed after a few months, cashiers being beset with questions of the customers at any time: before installing their cash register, during checkout, and on the way to the break room, reminding them at every moment they represent the brand. So, give the back to customers constitute an invitation to inquire, to question them.


� Most of the time, it consists on a visual control: the employee must be active and have to give the impression to work hard.


� Peers pressure, which, most of the time, is not considerated as a constraint.


� In France, between 1993 and 2001, the number of employees holding the « checkout hostess » (hôtesse de caisse) status rose from 47,000 in 4400 to replace the « cashier ». The authors then ask: "Is the emergence of the term of checkout hostess, linked to a desire to impress upon the posts of cashiers that is expected of them an attitude of "Home" as speed and rigorousness in their work? . During the same period also the emerging concepts of hostess, home agent, rather than receptionist marking a development, at least symbolically, of the functions of physical reception. (Couppié, T., Gasquet, C., Lopez, A., 2004).


� Vocabulary used in store evoke the "customer journey" to describe the art of travel their channel on the selling surface or even « theatricalization » to emphasize the importance of capturing customers attention by staging.


� Taking the form of a large window providing a visual access to the « laboratory », it reveals the production process, generating the feeling of total control and secure on the quality of goods, which seeem to be entirely made in the store.


� Thus, sources of frustration or disenchantment may be, beyond the evolution of work and its fragmentation, related to the value judgments from customers sometimes ignoring aspects of the job that may be valued, particularly in the work process. Whereas it could be an important risk, direct contact with customers gives greater power, offering the opportunity to act on these representations. To make the work possible, firms and employees set up collectively as individually, devices similar to the secrets mentioned by Hughes, by conveying specific representations of reality (Hughes, ibid.).


� For ten years, restructuring are accompanied by the development of technology, whether in cash-scanner to self checkout, through the block-work, the automated management of work, as the occasional appearance of new tools transforming activities. RFID and loyalty are pointing to an organization aimed at the development of scheduling and tasks in real-time on behalf of customer satisfaction. Radio Frequency IDentification, is used to identify an object, to track and know the characteristics remotely with a label emitting radio waves, incorporated or attached to the object. RFID technology enables the reading of labels even without direct line of sight and can pass through thin layers of materials (paint, snow). The video demonstrations in group committee show inventories taking 5 now, becoming 2 hours with RFID, an audit of deliveries in real time, whether on the road at the point of sale as in the reserve, picking up information about possible manufacturing defects, control of compliance with the cold chain. In process of standardization in the different firms, its spreading in France still represent a high cost. As for retention, the combination of super and hypermarket formats of the firm in June 2008 under the same banner is not simply an issue of branding. This "convergence of brands" is primarily the pooling of loyalty card systems, the group now have access to particular buying habits of more than 10 million customers in France. Philonenko for Carrefour (1996) and Roy Lichtenstein in the case of Wal-Mart (2007), stressed the challenge is determining information upstream in negotiations with suppliers, and downstream, optimizing flows of goods, automated stock management , followed by deliveries in real time and redevelopment of retail outlets ( "customer journey") in terms of tracking sales.


� "Do unto others as you would not have them do unto you." This maxim is often called the "Golden Rule". Similar formulations could be found in in most religions, philosophies and cultures of the world. This is the legal barrier that stands against the selfishness, and against those who feel they can achieve their full liberty as a trampling of others. In training provided to employees, we can also see these references, as well as a large sign in the lobby of the HM headquarters on which it is stated: « A customer is the most important visitor on our premises. It does not depend on us, we will rely on him. It is not an interruption of our work, it is the raison d'être (...) We had never seen anyone win an argument with a customer » signed Mahatma Gandhi ...


� Talking about « resistance to change » helps to avoid questions about the direction of change while empowering opposing view employees, individualizing and psychologizing social relationships. In this case, the transition is even more violent than many employees working today have experienced much of the history of the  contemporary retail, a relatively young sector for a decade under the yoke of globalization, questioning their expertise while making a comportment skill, reducing the hierarchical levels, salary levels and opportunities for development.








