CASE 17 The Home Depot, Inc.
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fairly good job at making the stores ag self-serviceable as possible. It's easier to find product than it
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Business Week reported that Nardelli had “alienated customers just as thoroughly as he did
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Home Depot 11 points behind Lowe’s and 3 points behind Kmart. (See Exhibit 12 for readers’
comments to BusinessWeek’s story.)

By 2006, the CEO and his top executives had realized they had a customer service problem, and
elevated the issue to one of their top priorities, Various initiatives were announced to support better
merchandising and customer service." Nardelli announced an employee bonus program, called
“orange juiced”™ that would award up to $10,000 bonuses to sales associates for outstanding
customer service;S Nardelli said, “We open every board meeting with customer service data.” 149
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Nardelli’s departure had been prompted by the quarrel over executive compensation and share
price, and not by any rejection of the changes he had introduced to Home Depot. There was
widespread agreement that Nardelli had ushered in a technological revolution that had brought the

company out of the IT dark ages, and established a series of useful business functions and processes
that had not existed under the prior leadership. Yet questions lingered regarding the impact the
command and contro] approach might have had oy

N what had previously been the prized centerpiece
of Home Depot's brand: its customer service.

Blake had to decide which of his predecessor’s strategies to consolidate, which to alter, and how to go

about strengthening a culture of customer service at Home Depot. These decisions would inevitably
take place within the pressure of a declining housing market

Depot’s urban markets from the ever more confident Lowe’s.




