
Could a retailer’s strength 
be down to its abilit y to attract 
customers via the web?

%ROVWHUHG�E\�LWV�KXJH�FXVWRPHU�WUDI¿F��)QDF¶V�ZHEVLWH�LV�VHW�WR�RIIHU�VSRUWLQJ�
DQG�OHLVXUH�JRRGV��ZKLFK�PD\�FRPH�DV�VRPHWKLQJ�DV�VXUSULVH�WR�PDQ\�
ZZZ�IQDF�FRP�QRXYHDX[�XQLYHUV�D�OD�IQDF

�6HHQ�RQ�WKH�LQWHUQHW
Having welcomed clothing retailer Uniqlo into 
its store on Rue de Rennes in Paris, Fnac 
recently announced that it would be opening 
its website to sports equipment brands. 
The products on offer will include high-end 
high-tech urban products such as electric 
scooters, electric unicycles and longboards, 
as well as snowboards, skis, tennis rackets 
DQG�ELF\FOHV��QRW�WR�PHQWLRQ�¿WQHVV�DQG�
weight-training gear. No fewer than 120,000 
product references will appear on the site. 
The only category lacking will be technical 
clothing. This new offering will appear 
alongside the smart wristbands, vacuum 
cleaners and luxury coffee machines already 
sold at the retailer’s stores.

�:KDW�WR�WKLQN�RI�LW"
For some time now, book stores and other 
sellers of cultural products have been talking 
about the need to take their products out 
of the store to maintain their attractiveness. 
In other words, putting books next to food, 
leisure equipment or wellness products 
at a whole variety of events. With its new 
strategy, Fnac shows us that you can go in the 
other direction E\�LQFRUSRUDWLQJ�OHLVXUH�LQWR�
WKH�ZRUOG�RI�FXOWXUDO�SURGXFWV� The question 
WKH�UHWDLOHU�QRZ�IDFHV�LV�KRZ�WR�GH¿QH�
its offering. It aims to go beyond its original 
FRUH�EXVLQHVV�DQG�WR�UHGH¿QH�LW�DFFRUGLQJ�
WR�WKH�QHHGV�DQG�ZKLPV�RI�FXVWRPHUV�
DW�D�JLYHQ�SRLQW�LQ�WKHLU�OLIH� That means 
ceasing to reason in terms of narrow product 
categories, but instead focusing on the 
mental organisation of consumers. What 
do they want to do in their free time? Read 
or listen to music, or skate or do yoga? What 
LV�LPSRUWDQW�LV�QRW�WKH�DFWLYLW\�LWVHOI��EXW�
D�SHUVRQ¶V�XUJHV. The approach taken by 
WKH�)QDF�ZHEVLWH�DOVR�FRQ¿UPV�WKDW�WKH�WUXH�
strength of a retailer resides as much in the 
WUDI¿F�LW�LV�DEOH�WR�JHQHUDWH�LQ�WKH�YLUWXDO�
ZRUOG, as in its product offering or the loyalty 
RI�LWV�FXVWRPHUV��:LWKRXW�WKLV�WUDI¿F��KRZ�
could Fnac turn its website into a market 
place for brands for which it acts purely as an 
intermediary? Now is the time to start looking 
at reality as an extension of all that is virtual.

�6HHQ�LQ�6RXWK�$IULFD
South Africa’s Absa Bank, a subsidiary 
of Barclays, has developed systems allowing 
it to predict when its customers are about to 
become overdrawn “before it’s too late”. Based 
on an analysis of an account’s transaction 
history, the bank’s algorithms pinpoint 
recurring behaviours that are likely to put an 
account holder in the red. Customers are sent 
D�QRWL¿FDWLRQ�EHIRUH�WKH\�HDW�LQWR�WKHLU�RYHUGUDIW��
encouraging them to make a pre-emptive 
transfer (e.g., from a savings account) or contact 
an advisor so as to explore other options, such 
as taking out a loan. These predictive alerts 
were trialled on a sample of 50,000 customers 
who, rather than perceiving them as intrusive, 
actually welcomed the service.

�:KDW�WR�WKLQN�RI�LW"
Keen to alter their image and GLVSOD\�PRUH�
HPSDWK\� banks are more mindful then ever of 
the relationship they forge with their customers. 
In spite of this, it is not unusual for them to 
inform customers that they are overdrawn 
when it is already too late or to take action when 
an account is running low even if the customer’s 
wages are about to be paid in. Absa Bank is 
going down a new path E\�FRQVLGHULQJ�PRQH\�
ZLWKLQ�WKH�FRQWH[W�RI�HDFK�FXVWRPHU¶V�
HQYLURQPHQW�DQG�KDELWV��The aim of this 
approach is to attempt to understand how 
customers live their lives and to use customer 
GDWD�IRU�WKHLU�XOWLPDWH�EHQH¿W��making them 
more aware of their current circumstances 
and better able to anticipate possible 
problems, while handing them more control 
DQG�UHVSRQVLELOLW\��7KLV�LV�D�¿UVW�VWHS�WRZDUGV�
PDNLQJ�EDQNLQJ�D�SRVLWLYH�SDUW�RI�SHRSOH¶V�
GD\�WR�GD\�OLYHV, E\�HQVXULQJ�WKDW�LW�FDWHUV�
IRU�WKHLU�UHTXLUHPHQWV�DW�DOO�WLPHV��This 
philosophy could evolve towards the provision 
RI�¿QDQFLDO�DGYLFH�UHODWLQJ�WR�HYHQWV�DIIHFWLQJ�
their accounts (e.g., suggesting savings options 
when conditions are favourable), and eventually 
towards more sophisticated approaches.

While they may not be able to claim 
to offer a different lifest yle,  banks 
can aspire to make life easier

(YHU�NHHQ�WR�JHW�FORVHU�WR�WKHLU�FXVWRPHUV��RU�UHSDLU�WKHLU�LPDJH��
EDQNV�DUH�FRPLQJ�XS�ZLWK�QHZ�FXVWRPHU�UHODWLRQVKLS�WRROV�WR�KLJKOLJKW�
WKHLU�XQGHUVWDQGLQJ�DQG�HPSDWK\�
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�6HHQ�RQ�WKH�ZHE
Parisian start-up Igloo allows potential 
customers to try on clothes from its Paris 
stores, where they want and when they 
want, without having to visit a store. Once 
they have downloaded the application, they 
need only choose the clothes they wish to try 
on, before selecting a delivery time and 
location. A “delivery gentleman” then brings 
them the items, which they can try on at their 
leisure. They only pay for the clothes they 
wish to keep. All items are sold at store prices, 
including during sales and private sales. 
$�ÀDW�UDWH�RI�¼��LV�FKDUJHG�IRU�GHOLYHU\��$URXQG�
a hundred brands are now available on the 
website. A similar service is available for men. 
The website ChicTypes delivers a suitcase 
to the customer’s home, containing clothes 
previously selected over the phone with the 
help of a coach. They are then free to send 
back anything they do not want to keep.

 :KDW�WR�WKLQN�RI�LW"
As the battle rages on between various 
meal delivery services (Deliveroo, Foodora, 
Takeeateasy, Allo-Resto... who will win?), 
the advent of services like Igloo and 
&KLF7\SHV�IXUWKHU�FRQ¿UPV�WKH�SHUWLQHQFH�
and attractiveness of marketing models 
geared towards VWDQGLQJ�RXW�IURP�DQ�HYHU�
GHQVHU�DQG�FRPSOH[�FKRLFH�RI�RIIHULQJV��
ZKLOH�DWWUDFWLQJ�FXVWRPHUV�ZKR�DUH�PRUH�
NQRZOHGJHDEOH�DQG�WLPH�SUHVVHG�WKDQ�
HYHU�EHIRUH� Quicker and less “risky” than 
RQOLQH�SXUFKDVHV�PDGH�ZLWKRXW�¿UVW�WRXFKLQJ�
or trying on products, but also more convenient 
and boasting a wider choice than traditional 
stores, these services make customers feel 
privileged to be able to access a vast array 
of brands with very little effort on their part. 
The rise in the number of such sites reminds 
us that retailers are now in a race QRW�RQO\�
WR�DWWUDFW�FRQVXPHUV�LQWR�WKHLU�VWRUHV��EXW�
DOVR�WR�HQWHU�WKHLU�KRPHV� Today, greater 
accessibility is as strategic an approach as 
wider product choice and faster delivery. Could 
the ultimate customer relationship challenge 
be to allow consumers to try products as 
conveniently as possible? 7KH�VKRSSLQJ�
H[SHULHQFH�LV�QR�ORQJHU�H[FOXVLYHO\�DQ�
LQ�VWRUH�H[SHULHQFH� It can now be enjoyed 
in one’s home and at any time of day.

Hot on the heels of  fast 
deliver y are ser vices that allow 
you to tr y on clothes at home

+RPH�GHOLYHU\�VHUYLFHV�DUH�DW�SHDN�JURZWK��%XW�WR�WUXO\�PDNH�
WKHLU�PDUN��WKH\�PXVW�VHHN�WR�EUHDN�RXW�RI�WKHLU�QDUURZ�GHOLYHU\�UROH�
ZZZ�LJORR�SDULV���ZZZ�FKLFW\SHV�FRP

   Karine B. / Brand, Communication & Advertising

��6HHQ�LQ�,WDO\�
DQG�WKH�8QLWHG�6WDWHV

Presented at the most recent Pitti Uomo, 
Milan’s fashion trade fair, Peopleunbranded 
is an online brand of clothing manufactured 
entirely in Italy, whose strategy is based 
on total price transparency. Displayed 
alongside every item for sale is the exact cost 
of every stage in its production, including 
materials, manufacture and logistics. 
By the end of the chain, the product’s total 
production cost is multiplied by a factor of 2.3 
(to which VAT is then added), compared 
to a factor of 6 or 7 in the case of other 
brands. The site also mentions the price 
at which the item would usually be sold, 
as well as the names of its suppliers for each 
category of product. In the United States, 
the website of sportswear brand Everlane, 
which is driven by the same desire to reveal 
its costs and markup, features its “Radical 
Transparency” manifesto on its homepage.

�:KDW�WR�WKLQN�RI�LW"
Much like food brands that display their 
organic or fair-trade credentials, textile brands 
are now being tempted to become more 
WUDQVSDUHQW�DQG�RIIHU�JUHDWHU�WUDFHDELOLW\� 
Revealing, explaining and showcasing 
a product’s origin is a SRWHQWLDOO\�YDOXDEOH�
PDUNHWLQJ�VWUDWHJ\�for brands wishing 
to send out a fresh message and stand 
out from the competition. The textile sector 
seems all the more suited to the practice, 
given that the prices charged often seem 
to hide something, especially if we consider 
the massive discounts offered during the 
sales (it is not unusual to save 70% on certain 
items). Revealing the origins of their clothes, 
WKH�QDPH�DQG�SUR¿OH�RI�WKHLU�VXSSOLHUV��DQG�
WKH�VL]H�RI�WKHLU�SUR¿W�PDUJLQV�LV�SULPDULO\�
a way for brands to HQWLFH�FXVWRPHUV�LQWR�
WKHLU�UHDOP� It shows that they care about 
the concerns of consumers and are on their 
side. It also allows manufacturers to highlight 
WKHLU�GLVFHUQPHQW�DQG�WKH�KLJK�VWDQGDUGV�
WKH\�LPSRVH�RQ�VXSSOLHUV��WKXV�XQGHUOLQLQJ�
WKH�TXDOLW\�RI�WKHLU�RIIHULQJ� It is also 
a form of education that can only contribute 
to ERRVWLQJ�WKHLU�FXVWRPHUV¶�SURGXFW�
H[SHUWLVH�DQG�NQRZOHGJH, making 
buyers SRWHQWLDO�DPEDVVDGRUV�IRU�WKHLU�
EUDQG��In the past, brands fuelled the 
dreams of consumers with striking images. 
Will they do the same tomorrow by giving 
them a glimpse behind the scenes?

Some brands are opting for 
total  transparency in an attempt 
to appeal  to consumers

$�QDWLRQ¶V�FLWL]HQV�GHPDQG�WUDQVSDUHQF\��&RQVXPHUV�GR�WRR��%HLQJ�DEOH�WR�JLYH�
WKHP�DQVZHUV�FRXOG�EH�DQ�DOWHUQDWLYH�ZD\�RI�DFKLHYLQJ�PDUNHW�VXFFHVV�
ZZZ�SHRSOHXQEUDQGHG�FRP���ZZZ�HYHUODQH�FRP�DERXW
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Are we heading towards 
the “uberisation” of holidays? 
According to an OpinionWay 
survey on behalf of Question(s) 
Conso by L’Observatoire 
Cetelem, ����RI�WKH�)UHQFK�
FRQVXPHUV who will be going 
away on holiday this summer will 
book their DFFRPPRGDWLRQ�YLD�
SHHU�WR�SHHU�UHQWDO�VLWHV�

The 6th wave of the LIMITE-IFOP 
H�GRQRU�VXUYH\�FRQ¿UPV�WKDW�WKH�
e-donation phenomenon has truly 
become a part of the French way 
of life: PRUH�WKDQ�D�TXDUWHU�RI�WKH�
)UHQFK�SRSXODWLRQ�PDGH�RQH�RU�
PRUH�GRQDWLRQV�RQOLQH�LQ�-DQXDU\�
2016 (26%, including 9% regularly 
and 17% occasionally). More and 
more under 35s donate via the web 
(22%, 6 points more than in January 
2014) and, IRU�WKH�¿UVW�WLPH��WKLV�
DJH�JURXS�KDV�FDXJKW�XS�ZLWK�
H�GRQRUV�DJHG����WR����

Between mid-2014 and mid-2015, 
FRQWHQW�VKDULQJ�RQ )DFHERRN�
GURSSHG�E\����RYHUDOO�DQG�����
LQ�WKH�FDVH�RI�³SHUVRQDO´�FRQWHQW 
(holiday photos, etc.).
(Source: The Information /  
www.theinformation.com)

According to TNS-Sofres, ����RI����
WR����\HDU�ROGV�ZRXOG�EH�LQ�IDYRXU�
RI�UHFHLYLQJ�DGYHUWLVLQJ�WDLORUHG�
WR�WKHLU�SUHIHUHQFHV��Consumers 
(the youngest in particular) seem 
happy to share their data with brands. 
This allows companies to personalise 
their advertising.
(Survey targeting individuals aged 16 
to 65 in 50 countries who use the internet 
at least once a week.)

And also…

 6HHQ�RQ�WKH�ZHE
Launched in 2013, The Socialite Family 
website set itself the goal of showing the 
public “inspiring” interiors created by modern 
families. A source of inspiration, a guide 
to the latest trends and a blog all rolled into 
one, the site offers a window onto an urban 
and somewhat privileged lifestyle that many 
would describe as “boho”. Today, mail order 
catalogue La Redoute is working with the 
site to offer its wide audience a selection 
RI�IXUQLVKLQJV��OLJKW�¿WWLQJV�DQG�EHG�OLQHQ�
at affordable prices, inspired by the homes 
featured on the site.

 :KDW�WR�WKLQN�RI�LW"
Traditionally, when a brand sets up  designer’s 
talent to interpret its product offering through 
a limited-edition range. The approach taken 
by La Redoute in working with The Socialite 
Family is based on an altogether different 
UDWLRQDOH��7KDW�LV�EHFDXVH��¿UVW�DQG�IRUHPRVW��
WKH�ZHEVLWH�KDV�QR�WLHV�ZLWK�GHVLJQHUV��QRU�
GRHV�LW�KDYH�DQ\WKLQJ�WR�GR�ZLWK�GHVLJQ��
EXW�LQVWHDG�UHÀHFWV�WKH�ZD\�SHRSOH�OLYH� 
In addition, with this partnership, the focus 
is not on a particular type of product, nor 
on offering a wide range around a particular 
theme, but rather on D�YHU\�OLPLWHG�QXPEHU�
RI�VHOHFWHG�SURGXFWV�WKDW�VHUYH�WR�FRQYH\ 
a certain lifestyle. By doing so, La Redoute 
is seeking not only to reach a new type 
RI�FOLHQWqOH��EXW�DOVR�WR�IXO¿O�LWV�DPELWLRQ�
RI�EHFRPLQJ�D�VW\OH�VKRZFDVH� so as 
to break away from its image as a retailer 
whose credo is value for money. %\�WDSSLQJ�
LQWR�WKH�DWPRVSKHUH�RI�7KH�6RFLDOLWH�
)DPLO\�ZHEVLWH� La Redoute is illustrating 
a new form of partnership that is far removed 
from collaborations with designers that are 
too direct, laboured and obvious. ,QVWHDG�
LW�DLPV�WR�HVWDEOLVK�D�UHOD[HG�UHODWLRQVKLS�
EDVHG�RQ�HPRWLRQ�DQG�VXEWOH�UHIHUHQFHV��
DOO�JHDUHG�WRZDUGV�SODFLQJ�WKH�UHWDLOHU�¿UPO\�
in its era.��,W¶V�DOO�DERXW�WKH�VSLULW� a fresh 
notion for all brands to explore.

Could retailers act 
as st yle showcases?

:KLOH�UHWDLOHUV�DUH�LQFUHDVLQJO\�HDJHU�WR�HQJDJH�LQ�SDUWQHUVKLSV��
WKHVH�GR�QRW�DOZD\V�LQYROYH�FROODERUDWLQJ�ZLWK�D�GHVLJQHU�
ZZZ�WKHVRFLDOLWHIDPLO\�FRP
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Dreamt up by a couple of students from 
Marseille, Facebook page “Adopte un objet” 
(“Adopt an object”) enables anyone who 
¿QGV�DQ�DEDQGRQHG�LWHP�RQ�D�SDYHPHQW�
to notify the community, in the hope of giving 
it a new lease of life.
www.facebook.com/
DGRSWHXQREMHW�SDJHRI¿FLHOOH

  Fanny L. / Brand, 

Communication & Advertising

Californian electric vehicle manufacturer 
Tesla is offering its customers the chance 
to recommend new buyers. In exchange, the 
UHFRPPHQGHU�UHFHLYHV�D�QXPEHU�RI�EHQH¿WV�
and the new customer gets a $1,000 discount 
when they place their order.

Deleasy offers delivery within the hour or 
at an agreed time to anyone who purchases 
products from local shops or supermarkets. 
The start-up already delivers to the 11th, 
17th and 18th arrondissements of Paris 
and to Neuilly-sur-Seine.
www.deleasy.com

Radioooo is a website that allows you 
to listen to last century’s musical hits from 
a wide range of countries. Simply choose 
a decade, a country and a mood to discover 
tracks that are sometimes forgotten.
www.radiooooo.com

  Marjorie C. / PF Consulting

US hotel chain Marriott is currently trialling 
“VRoom service” at hotels in London and 
New York. This gives guests the chance 
to try Samsung Gear VR virtual reality 
headsets, allowing them to travel to Chile 
or Beijing without having to leave their bed.
www.news.marriott.com/2015/09/marriott-
KRWHOV�LQWURGXFHV�WKH�¿UVW�HYHU�LQ�URRP�
virtual-reality-travel-experience-.html 

   Emmanuelle S. / Digital Marketing

Recently launched in San Francisco and 
Los Angeles, Eatsa is a new chain of 
fully-automated restaurants. Customers place 
their order using their Ipad, pay contactless 
or by card, Paypal or ApplePay, then wait in 
front of a wall of glass lockers for their dish to 
be prepared and delivered by the kitchen staff 
working behind the wall, who they cannot see.
www.eatsa.com

Sportswear manufacturer Nike chose 
1HZ�<RUN�IRU�WKH�ODXQFK�RI�WKH�¿UVW�
sports shoe with automatic laces, 
the HyperAdapt 1.0, which will be available 
for purchase at the end of 2016. Sensors 
at the heel activate the lacing system 
once the foot is in the shoe. Two buttons 
located on the side of the shoe allow 
its tightness to be adjusted.

To collect donations, Médecins Sans 
Frontières must often meet company 
managers with extremely busy diaries. 
The NGO now allows individuals who 
are scheduled to meet these business 
leaders to donate their appointment to the 
charity. A dedicated website allows them 
to generate a tweet that serves as a pledge.
www.dondereunion.fr/fr

Indian start-up ThinkScream has created 
a smart dustbin that can provide a free 
15-minute internet connection within 
a 50-metre radius in exchange for litter. 
Ideal for music festivals…

  Véronique B. / Brand, 

Communication & Advertising

%ORFNFKDLQ� a term that 
appeared in 2009 with the Bitcoin 
cryptocurrency, one of the best 
known applications of this technology. 
This decentralised database 
system works like a public registry 
or a general ledger containing all 
the transactions performed between 
%ORFNFKDLQ users since its creation. 
A %ORFNFKDLQ allows the data 
and transactions of a peer-to-peer 
relationship to be checked 
transparently and securely.
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Word of 
the month

Employees of BNP Paribas Personal Finance help to uncover 

the micro-facts reported in L’Œil by L’Observatoire Cetelem.

 means that the fact or the news in brief  

was spotted by one of them. 

L’Œil de L’Observatoire Cetelem analyses micro-facts 
on consumption, revealing the emergence of new 
manners of spending.
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Summing Up


