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  Seen in Caen, Limoges 

and Vichy

Last month, rail operator SNCF offered Intercity 

weekend breaks designed in conjunction 

ZLWK�LQÀXHQWLDO�WUDYHO�EORJJHUV��&KULVWHQHG�
“Les échappées Intercités”, these special 

offers took the form of a themed box that 

included return train tickets, a night in a 

KRWHO��WZR�UHVWDXUDQW�PHDOV�DQG�WZR�DFWLYLWLHV�
WR�HQMR\�RYHU�WKH�FRXUVH�RI�WKH�ZHHNHQG��
7KUHH�GHVWLQDWLRQV�ZHUH�DYDLODEOH�GXULQJ�
the campaign: a gastronomic trip to Limoges 

ZLWK�SKRWRJUDSKHU�0DU\�4XLQF\��D�UHLQYLJRUDWLQJ�
break in Vichy with Elisa and Max from the Best 

Jobers blog, and a cultural and family-focused 

MDXQW�LQ�&DHQ�ZLWK�³GLJLWDO�PXP´�(OLVD�*DOORLV��
6KRXOG�WKH�FDPSDLJQ�SURYH�VXFFHVVIXO��PRUH�
GHVWLQDWLRQV�ZLOO�EH�RIIHUHG�QH[W�\HDU�

 What to think of it?

Highlighting the SNCF’s desire to no 

longer be seen solely as a rail company, 

but as a travel provider, “Les échappées 

Intercités” also shows us how offerings 

aimed at Millennials must now be put 

WRJHWKHU��:RUNLQJ�ZLWK�LQÀXHQWLDO�EORJJHUV�
LV�WKH�¿UVW�FUXFLDO�VWHS��QRW�RQO\�WR�XSGDWH�
one’s image, but also to harness the power 

of social media and re-enchant the real 

world��:LWKRXW�WKH�LQYROYHPHQW�RI�EORJJHUV��
who each bring their unique image and 

approach to the table, destinations like 

Caen, Vichy and Limoges might seem less 

GHVLUDEOH��3UHVHQWLQJ�WKHVH�GHVWLQDWLRQV�LQ�
the form of a box containing everything 

the customer needs for a successful trip 

is the second important rule to be followed, 

EHFDXVH�LW�IXO¿OV�DOO�WKH�UHTXLUHPHQWV�RI�DQ�
entire generation of consumers accustomed 

to the web’s packaged offers and allows 

any destination to become the venue 

for an enjoyable city experience.�$�FOHYHU�
way of standing out from the competition 

(especially bus and car-sharing operators) 

and answering a question that many 

�UHWDLOHUV��UHVWDXUDQWV��PXVHXPV��HWF���
should be asking: how do you go from being 

a destination to an experience?

A blogger’s perspective on 
the world can provide precious 
inspiration to any brand 
seeking to reinvent itself 

Pondering the question of how to appeal to Millennials can lead brands 

to dream up new ways of presenting themselves to all their customers.

www.sncf.com/ressources/cp_box_echappees_intercites.pdf

 Véronique B. Brand, Communication & Advertising

  Seen a few kilometres 

from Aix-en-Provence

,Q�HDUO\�2FWREHU��D�SHFXOLDU�VHYHQ�KHFWDUH�
FDPSXV�RSHQHG�LQ�WKH�KHDUW�RI�3URYHQFH��
MXVW�D�IHZ�NLORPHWUHV�IURP�$L[�HQ�3URYHQFH��
Christened Thecamp, it features an auditorium, 

a restaurant, large meeting rooms and 300 

EHGURRPV�WR�HQFRXUDJH�YLVLWRUV�WR�VWD\�RYHU��
Thecamp is keen to welcome anyone who 

ZDQWV�WR�GLVFRQQHFW��KDYH�D�EUHDN��WKLQN�
and talk, whether they be entrepreneurs, 

DUWLVWV��FRPSDQ\�H[HFXWLYHV��VWXGHQWV�RU�HYHQ�
VFKRROFKLOGUHQ��,Q�H[FKDQJH�IRU�VL[�PRQWKV�DW�
the campus, they must commit to sharing their 

VNLOOV�ZLWK�WKH�HQWLUH�FRPPXQLW\��$OO�ZLOO�FRPH�
to work (together and in a brand new way) 

on projects geared towards creating a new 

VRFLHWDO�PRGHO��$OO�WKDW�UHPDLQV�LV�IRU�WKLV�
PRGHO�WR�EH�LQYHQWHG���

 What to think of it?

7KH�DSSHDUDQFH�RI�D�YHQXH�VXFK�DV�7KHFDPS��
in which people are encouraged to share 

DQG�WKLQN��RZHV�QRWKLQJ�WR�FKDQFH��,W�LV�
both a consequence of the success of 

FRZRUNLQJ�VSDFHV�DQG�FRQ¿UPDWLRQ�WKDW�
the concepts of sharing and reaching out 

to others DUH�QRZ�YHU\�PXFK�DQFKRUHG�LQ�RXU�
PLQGV��,W�LV�E\�H[SRVLQJ�RXUVHOYHV�WR�LGHDV��
knowledge and the lifestyles of others that we 

FDQ�SURPSW�QHZ�DWWLWXGHV�DQG�QHZ�EHKDYLRXUV�
WR�HPHUJH��7KH�DSSURDFK�LV�ERWK�SUDJPDWLF�
DQG�V\QHUJHWLF��5HPLQLVFHQW�RI�D�FRPPXQH��
Thecamp is a hip, hybrid, community-based 

establishment disconnected from the 

hustle and bustle of urban life, a model that 

WULJJHUV�GHEDWH�DQG�WKRXJKW��KHOSV�LQGLYLGXDOV�
bring their projects to fruition, and contributes 

to shaping the future by placing a spotlight 

on how we work and live together. Its 

purpose is to forge ties through sharing 

and the circulation of ideas and by helping 

LQGLYLGXDOV�GLVFRQQHFW��QRW�IURP�WHFKQRORJ\�
EXW�IURP�WKHLU�KDELWV��$�FDPS�IRU�DGXOWV�WKDW�
proposes a new form of remote coworking, 

where work, leisure and a community 

spirit are intertwined��$�XWRSLF�FRQFHSW�IURP�
WKH�KLSS\�HUD�UHYDPSHG�E\�WKH�PRGHUQ�ZRUOG�

Could a hip,  hybrid and 
disconnected commune be 
the new template for co-liv ing? 

After coworking spaces, new collaborative working models are emerging, 

highlighting people’s eagerness to reinvent the world of work. 

https://thecamp.fr/fr

by L’Obser vatoir e C etelem



  Seen in Paris, London 

and New York

,Q�3DULV��WKH�1R�:DVWH�PRYHPHQW�LV�
gradually capturing hearts and minds and 

EHFRPLQJ�D�SDUW�RI�WKH�ODQGVFDSH��$IWHU�WKH�
launch of La Maison du Zéro Déchet (see 

the September issue of L’Œil) and the now-

WUDGLWLRQDO�GD\�GHYRWHG�WR�WKH�FDXVH�RQ���th 

2FWREHU��LQLWLDWLYHV�RI�D�PRUH�IHVWLYH�QDWXUH�
are now seeing the light of day, such as 

)UHHJDQ�3RQ\��D�³VTXDWWHU�UHVWDXUDQW´�VHW�XS�
DW�WKH�QHZ�3DULVLDQ�EURZQ¿HOG�FXOWXUDO�FHQWUH�
Le Génie d’Alex (located under the Alexandre 

III bridge), which cooks meals solely using 

XQVROG�IRRG�IURP�5XQJLV�PDUNHW��,Q�/RQGRQ�
DQG�1HZ�<RUN��WKH�ZDVW('�PRYHPHQW�
DVVHPEOHV�FKHIV��IDUPHUV��¿VKHUPHQ��
UHWDLOHUV�DQG�GHVLJQHUV��7RJHWKHU��WKH\�GHYLVH�
HSKHPHUDO�FXOLQDU\�H[SHULHQFHV��DQG�HYHQ�
FRFNWDLOV��XVLQJ�IRRG�ZDVWH�

 What to think of it?

+DYLQJ�VWDUWHG�RII�DV�D�IDLUO\�XQJODPRURXV�
IULQJH�PRYHPHQW��HVVHQWLDOO\�LQYROYLQJ�
searching through bins to pick out anything 

HGLEOH���1R�:DVWH�KDV�JURZQ�VWHDGLO\�DQG�
UHLQYHQWHG�LWVHOI�to reach populations who 

are hedonists rather than activists. Thus, 

it is now associated with a number of trendy 

HYHQWV�DQG�KDV�EHHQ�DGGHG�WR�WKH�OLVW�RI�
IDVKLRQDEOH�',<�DFWLYLWLHV��ZKLFK�LQFOXGHV�
knitting, crochet and plant growing in mini-

JUHHQKRXVHV��%XW�WKH�WUDQVIRUPDWLRQ�GLG�QRW�
WDNH�SODFH�RYHUQLJKW��)LUVW�WKHUH�ZDV�a name 

change��ZKLFK�LQHYLWDEO\�LQYROYHG�WKH�XVH�
RI�(QJOLVK��WR�JLYH�WKH�PRYHPHQW�D�PRUH�
PRGHUQ�DQG�DSSHDOLQJ�LPDJH��7KHQ�WKHUH�
was a shift in the actions initiated, which 

KDYH�EHFRPH�OHVV�VROLWDU\�DQG�PRUH�FORVHO\�
DVVRFLDWHG�ZLWK�FROOHFWLYH�H[SHULHQFHV�
WKDW�DUH�DV�IHVWLYH�DV�WKH\�DUH�FRQ¿GHQWLDO��
but which are always carefully designed 

to create a buzz on social media and boost 

the desirability of the concept. Maintaining 

a healthy conscience is not the only 

GULYHU�RI�HQYLURQPHQWDOO\�IRFXVHG�DFWLRQV��
The feeling of belonging to a group that has 

LWV�RZQ�YRFDEXODU\�DQG�ULWXDOV�LV�MXVW�DV�PXFK�
RI�DQ�LQFHQWLYH�
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By donning a more fun- 
focused image, activ ist 
movements are attracting 
new populations and contributing 
to the emergence of  new concepts

The idea of consuming without producing waste is gaining ground by the day. 

And why not combine this approach with a party spirit? 

www.wastedlondon.com/about 

www.legeniedalex.com/copie-de-le-projet

By freeing up drivers, 
could autonomous vehicles 
help to alter our relationship 
with cars? 

Homes have always been a source of inspiration for all those charged with 

designing the cars of tomorrow. There is now a suggestion that they could 

actually become an extra room.

www.youtube.com/watch?v=DxMJXFEWoRY

  Seen in Frankfurt

$W�WKLV�\HDU¶V�)UDQNIXUW�PRWRU�VKRZ��5HQDXOW�
XQYHLOHG�LWV�6\PELR]�FRQFHSW�FDU��ZKLFK�
HPERGLHV�LWV�YLVLRQ�IRU�PRWRULQJ�LQ�������
DQ�DXWRQRPRXV�YHKLFOH�WKDW�FDQ�HQWHU�WKH�
home to become a useful extra room that 

LV�ERWK�PRELOH�DQG�FRQQHFWHG��+RPH�DQG�FDU�
will be able to share their energy, since the 

HOHFWULFLW\�VWRUHG�LQ�WKH�YHKLFOH¶V�EDWWHULHV�
can be used to power light bulbs and media 

VFUHHQV�GXULQJ�FRQVXPSWLRQ�SHDNV�������
HOHFWULF�DQG�DXWRQRPRXV��6\PELR]¶V�PRWRU�
is located on the rear axle to ensure that 

the passenger compartment is as spacious 

DV�SRVVLEOH�

 What to think of it?

6KRZFDVHG�E\�5HQDXOW�DW�WKH�)UDQNIXUW�
PRWRU�VKRZ��WKLV�LQQRYDWLYH�FUHDWLRQ�PDUNV�
a new step forward in the way we think 

DERXW�WRPRUURZ¶V�FDUV��Here, the key 

claim relates neither to power, safety 

or environmental friendliness, but to 

comfort and pleasant surroundings for 

occupants��$�EDVLF�SURPLVH�WKDW�EOHQGV�
space, atmosphere and acoustics, and 

which had been somewhat neglected until it 

JDLQHG�IUHVK�UHOHYDQFH�ZLWK�WKH�DSSHDUDQFH�
RI�DXWRQRPRXV�YHKLFOHV��5HOLHYHG�RI�WKH�
GXW\�WR�NHHS�DQ�H\H�RQ�WKH�URDG�DQG�WUDI¿F��
GULYHUV�RI�VXFK�YHKLFOHV�DUH�free to enjoy 

other pursuits (work, games, keeping up 

ZLWK�WKH�QHZV��RU�FKDW�WR�WKHLU�SDVVHQJHUV��
+HQFH�5HQDXOW¶V�LGHD�RI�FRQVLGHULQJ�FDUV�
as locations in their own right, freeing 

up more quality time and potentially 

entering into synergy with homes, with 

which they could interact via exchanges 

of energy��&DUV�KDYH�DOZD\V�EHHQ�YLHZHG�
DV�DQ�H[WHQVLRQ�RI�WKH�KRPH��,Q�WKH�IXWXUH��
WKH\�PD\�DFWXDOO\�EHFRPH�D�SDUW�RI�LW��&DUV�
WR�¿W�D�OLIHVW\OH�FRXOG�ZHOO�JLYH�ZD\�WR�cars 

to live in�
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NEET, meaning Not in Education, 

Employment or Training, is a social 

category occupied by certain 

LQDFWLYH�LQGLYLGXDOV��,W�ZDV�LQLWLDOO\�
D�QHJDWLYH�FODVVL¿FDWLRQ�WKDW�
LQFOXGHG�SHRSOH�DJHG�������ZKR�
KDG�OHIW�WKH�HGXFDWLRQ�V\VWHP��
7RGD\�LW�UHIHUV�WR�LQGLYLGXDOV��RIWHQ�
men, who are not in education, 

KDYH�QR�VRFLDO�OLIH�RU�DUH�FORVHG�
LQ�RQ�WKHPVHOYHV��7KLV�RI¿FLDO�
FODVVL¿FDWLRQ�ZDV�LQLWLDOO\�XVHG�
in the UK, before spreading 

to other countries, including Japan, 

)UDQFH�DQG�&KLQD�

Sport in the workplace – 

$FFRUGLQJ�WR�D�=RRP�VXUYH\�E\�
/¶2EVHUYDWRLUH�&HWHOHP��MXVW����
of the French population participate 

in sport at their place of work, 

EXW�����FODLP�WKDW�WKH\�ZRXOG�EH�
interested in doing so if they had 

WKH�FKDQFH��7KH�¿JXUH�FOLPEV�
to 67% for those aged under 35.

�6XUYH\�FRQGXFWHG�E\�+DUULV�,QWHUDFWLYH�
IURP���WK�WR���WK�2FWREHU�������

67% of adults EHOLHYH�WKDW�
ER\FRWWLQJ�D�EUDQG�FDQ�KDYH�
D�SRVLWLYH�LPSDFW�DQG�86% 

acknowledge that they pay more 

attention to a brand’s ethics 

when they purchase a product 

RU�VHUYLFH�
�6RXUFH��/RRNLQJ�)XUWKHU�������)RUG�

The facts 

To be sure that its future department 

managers will successfully meet 

the expectations of customers, 

GHSDUWPHQW�VWRUH�/H�3ULQWHPSV�QRZ�
LQYROYHV�WKH�ODWWHU�LQ�LWV�UHFUXLWPHQW�
SURFHVV��$SSOLFDQWV�IRU�SRVLWLRQV�
DGYHUWLVHG�E\�WKH�UHWDLOHU�WKHUHIRUH�
meet customers of the store (who 

are selected from among the “best”), 

WRJHWKHU�ZLWK�+5�DQG�VDOHV�PDQDJHUV��
GXULQJ�D�VHYHQ�PLQXWH�³VSHHG�
UHFUXLWPHQW´�VHVVLRQ��

Analysis 

:KLOH�LW�LV�QRW�XQXVXDO�LQ�WKH�ZRUOG�
RI�IDVW�PRYLQJ�FRQVXPHU�JRRGV�
IRU�EX\HUV�WR�EHFRPH�LQYROYHG�LQ�
the assessment of products that are 

DLPHG�DW�WKHP��DW�YDULRXV�VWDJHV�
RI�WKHLU�GHYHORSPHQW��WKLV�LV�D�OHVV�
FRPPRQ�DSSURDFK�DPRQJ�UHWDLOHUV��
And when the latter decide to listen 

to customer feedback, it is usually 

either through a “jury” charged with 

the task of rating the quality of their 

products, or through their usual 

VDWLVIDFWLRQ�VXUYH\V�RQ�VHUYLFH�TXDOLW\��
By bringing in consumers to help with 

UHFUXLWPHQW��/H�3ULQWHPSV�LV�EUHDNLQJ�
QHZ�JURXQG��,QGHHG��LW�LV�JLYLQJ�FHUWDLQ�
customers the opportunity to contribute 

to its management by asking for their 

thoughts on the attributes of its future 

VDOHV�VWDII��,V�WKLV�DQRWKHU�ZD\�RI�
VKRZLQJ�WKDW�LWV�FXVWRPHUV�DUH�YHU\�
much at the top of its list of priorities? 

January 2009

Customers who recruit

Word of 
the month

C atching 
the eye

A glance in the 
rear-view mirror



Last month, reproductions of works from 

WKH�/RXYUH�ZHUH�H[KLELWHG�IRU�WKH�¿UVW�
WLPH�DW�WKH�2¶3DULQRU�VKRSSLQJ�FHQWUH�
LQ�$XOQD\�VRXV�%RLV��6HLQH�6DLQW�'HQLV���

$[D�LV�FXUUHQWO\�WULDOOLQJ�)L]]\��DQ�LQVXUDQFH�
SROLF\�FRYHULQJ�ÀLJKW�GHOD\V�RI�PRUH�
WKDQ���KRXUV�DQG�EDVHG�RQ�EORFNFKDLQ�
WHFKQRORJ\��)L]]\�LV�FXUUHQWO\�RQO\�DYDLODEOH�
IRU�ÀLJKWV�EHWZHHQ�3DULV�&KDUOHV�GH�*DXOOH�
DQG�WKH�8QLWHG�6WDWHV�
ZZZ�\RXWXEH�FRP�ZDWFK"WLPHB
FRQWLQXH ��	Y &�5[L]JN9[4

  Guillaume M. / Digital Factory

After an initial trial in Belgium with bringr 

(see the April issue of L’Œil), Carrefour 

France is now looking to launch its own 

FROODERUDWLYH�GHOLYHU\�VHUYLFH��GXEEHG�
Merci Voisin, which enables customers 

WR�GHOLYHU�RU�UHFHLYH�RQOLQH�RUGHUV��
$�VPDOO�IHH�LV�SDLG�IRU�GHOLYHULHV�DQG�
a score is awarded each time to build up 

WKH�UHSXWDWLRQ�RI�WKRVH�ZKR�SHUIRUP�WKHP��
  Damien S. / Retail Strategy 

3LDOD�,QF���D�7RN\R�EDVHG�RQOLQH�PDUNHWLQJ�
¿UP�WKDW�HPSOR\V�����SHRSOH��UHFHQWO\�
granted its non-smoking employees six 

DGGLWLRQDO�GD\V�RI�SDLG�OHDYH�WR�UHZDUG�WKHP�
IRU�WKH�H[WUD�KRXUV�LW�EHOLHYHV�WKH\�ZRUN�
FRPSDUHG�WR�WKHLU�FROOHDJXHV�ZKR�VPRNH�

  Magali B. / Brand, Communication 

& Advertising

'HYLVHG�E\�D�6DQ�)UDQFLVFR�EDVHG�VWDUW�XS��
0X]R�LV�D�VPDOO�GHYLFH�WKDW�¿OWHUV�VRXQG�
DQG�FDQ�HYHQ�HOLPLQDWH�LW�FRPSOHWHO\�
E\�SUHYHQWLQJ�FHUWDLQ�YLEUDWLRQV�IURP�
SURSDJDWLQJ��0X]R�FRQQHFWV�WR�D�VPDUWSKRQH�
using Bluetooth and can be controlled 

YLD�DQ�DSS��
ZZZ�\RXWXEH�FRP�ZDWFK"WLPHB
FRQWLQXH �	Y �,X3G�5��KR

  Nicolas R. / Echangeur

Hopaal is a newly created French start-up 

WKDW�KDV�GHYHORSHG�WKH�VZHDWHU�RI�WKH�IXWXUH��
�����PDGH�LQ�)UDQFH�������UHF\FOHG�
DQG������PDQXIDFWXUHG�XVLQJ�ROG�FORWKHV�
KWWSV���KRSDDO�FRP

/HYL¶V�VHOOV�D�FRQQHFWHG�GHQLP�MDFNHW�
GHVLJQHG�LQ�FRQMXQFWLRQ�ZLWK�*RRJOH��
,W�DOORZV�UHPRWH�GHYLFHV�WR�EH�FRQWUROOHG�
WKDQNV�WR�D�WRXFK�VHQVLWLYH�IDEULF��7KH�MDFNHW�
enables cyclists, the product’s target market, 

WR�NHHS�WKHLU�H\HV�RQ�WKH�URDG��

%HOJLDQ�DSS�:DSS\:DS�DOORZV�XVHUV�
WR�FRQWDFW�WKH�RZQHU�RI�DQ\�YHKLFOH�WKDQNV�
WR�WKH�QXPEHU�SODWH��,W�FRPHV�LQ�KDQG\�
ZKHQ�¿OLQJ�D�WKHIW�RU�DFFLGHQW�UHSRUW, 
DV�ZHOO�DV�HQDEOLQJ�SRWHQWLDO�YHKLFOH�EX\HUV�
DQG�VHOOHUV�WR�JHW�LQ�FRQWDFW�
ZZZ�ZDSS\ZDS�FRP

.HQ]R¶V�QHZHVW�VWRUH��ZKLFK�UHFHQWO\�RSHQHG�
LQ�WKH�+DXW�0DUDLV�QHLJKERXUKRRG�RI�3DULV��
offers not only the brand’s latest collection, 

EXW�DOVR��DQG�IRU�WKH�¿UVW�WLPH��YLQWDJH�LWHPV�
IURP�LWV�DUFKLYHV�

'HYLVHG�E\�*RRJOH��3L[HO�%XGV�DUH�ZLUHOHVV�
HDUSKRQHV�WKDW�DOORZ�D�FRQYHUVDWLRQ�WR�EH�
WUDQVODWHG�LQWR����ODQJXDJHV�LQ�UHDO�WLPH��
,W�LV�FXUUHQWO\�RQO\�DYDLODEOH�LQ�WKH�8QLWHG�
6WDWHV�DW�D�SULFH�RI�������

  Nicolas R. / Echangeur

,NHD�KDV�FUHDWHG�D�YHQGLQJ�PDFKLQH�
for the Stockholm metro that sells kitchen 

VXSSOLHV��$�IUHVK�ZD\�RI�SURPRWLQJ�
LWV�RIIHULQJ�LQ�WKLV�UHWDLO�VHJPHQW� 

  Marshal S. / Brand, 

Communication & Advertising

$UWUYO�LV�D�SODWIRUP�VLPLODU�WR�$LUEQE�
that enables artists to offer their talents 

WR�KRWHOV��EXVLQHVVHV�DQG�WKH�JHQHUDO�SXEOLF��
The terms of the collaboration are then 

GHWHUPLQHG�E\�WKH�SDUWLHV�LQYROYHG��
ZZZ�DUWUYO�FRP
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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.

Editorial Director: Sally Guilbert 

Communication: 3DWULFLD�%RVF�±�SDWULFLD�ERVF#EQSSDULEDV�SI�FRP 
Designer and Writer: 3DWULFH�'XFKHPLQ 

Design: Lords of Design™ / Drawings: Fred Chance™

Summing Up


