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  Seen in Los Angeles

,Q�WKH�8QLWHG�6WDWHV��:HVW¿HOG�VKRSSLQJ�
PDOOV�KDYH�VLJQHG�DQ�DJUHHPHQW�ZLWK�8EHU�
WR�SURYLGH�FXVWRPHUV�ZLWK�D�WD[L�VHUYLFH��
7KH�IDFLOLW\�ZLOO�EH�DFFHVVLEOH�IURP�D�ORXQJH�
DUHD�WKDW�ZLOO�RIIHU�SKRQH�FKDUJLQJ�SRLQWV�
DQG�D�VHOHFWLRQ�RI�PDJD]LQHV�DQG�GULQNV��
DV�ZHOO�DV�HQDEOLQJ�WKHP�WR�ERRN�D�WDEOH�
DW�D�UHVWDXUDQW��EX\�FRQFHUW�WLFNHWV�RU�XVH�
WKH�VHUYLFHV�RI�D�VW\OLVW��$URXQG����VKRSSLQJ�
FHQWUHV�ZLOO�IHDWXUH�WKHVH�ORXQJHV��WKH�¿UVW�
RI�ZKLFK�UHFHQWO\�RSHQHG�LQ�/RV�$QJHOHV�

 What to think of it?

:KLOH�WUDGLWLRQDO�PDOOV�DUH�JUDGXDOO\�
GLVDSSHDULQJ�IURP�$PHULFDQ�WRZQV��:HVW¿HOG¶V�
ODWHVW�SURMHFW�VHHPV�WR�EH�D�ODVW�JDVS�RI�
UHVLVWDQFH�WR�FKDQJLQJ�FRQVXPHU�KDELWV�
�VKRSSLQJ�WULSV�DUH�LQFUHDVLQJO\�IUDJPHQWHG�
DQG�WDNLQJ�SODFH�LQ�VWRUHV�WKDW�DUH�HYHU�FORVHU�
WR�KRPH���WKH�SUROLIHUDWLRQ�RI�H�FRPPHUFH�
DQG�WKH�JUDGXDO�VKLIW�DZD\�IURP�FDU�XVH��
7KH�FKDOOHQJH�IDFLQJ�WKHVH�VKRSSLQJ�FHQWUHV�
ZLOO�EH�to reinvent themselves in response 

to these changes�DQG�WR�SUHVHQW�D�QHZ�IDFHW�
RI�WKHPVHOYHV�by creating new experiences. 

2QH�QRWDEOH�WDUJHW�LV�WKH�RYHU���V��ZKR�DUH�
OHVV�OLNHO\�WR�DXWRPDWLFDOO\�KHDG�WR�WKH�LQWHUQHW�
WR�PDNH�D�SXUFKDVH��%\�WHDPLQJ�XS�ZLWK�8EHU�
DQG�RIIHULQJ�D�ZKROH�SDOHWWH�RI�QHZ�VHUYLFHV��
:HVW¿HOG�SURPLVHV�LWV�FXVWRPHUV�a more 

pleasant visit, where their time isn’t just 

VSHQW�EHLQJ�DV�TXLFN�DQG�HI¿FLHQW�DV�
possible, but can instead be used to make 

new discoveries and enjoy the experience. 

7KH�VLPSOHU�DQG�PRUH�SUDFWLFDO�FXVWRPHU�
DFFHVV�DQG�WUDQVSRUW�EHFRPHV��WKH�OLNHOLHU�
SHRSOH�DUH�WR�ZDQW�WR�VSHQG�WLPH�LQ�VKRSV��
7KH�KLJKHU�WKH�QXPEHU�RI�VHUYLFHV�DYDLODEOH�
WR�HQKDQFH�FXVWRPHU�FDUH�DQG�FRPIRUW��WKH�
PRUH�WKH\�ZLOO�HQMR\�WKHLU�WLPH�DW�WKH�PDOO�DQG�
WKH�PRUH�DFNQRZOHGJHG�WKH\�ZLOO�IHHO��6RPH�
VKRSSLQJ�FHQWUHV�XVH�DUW��VHH�/¶¯LO�IURP�
6HSWHPEHU��WR�DWWUDFW�QHZ�SRSXODWLRQV��ZKLOH�
RWKHUV�VHHN�WR�EHFRPH�YHULWDEOH�³VHUYLFH�KXEV´�
WR�VXSSRUW�WKHLU�FXVWRPHUV��EXW�WKH\�DOO�VKDUH�
the same ambition: to become destinations 

in their own right.

The rise of  e-commerce doesn’t 
necessarily sound the death 
knell  for shopping centres

Are peri-urban shopping centres really destined to vanish from the landscape? 

Some are now choosing to reinvent themselves to maintain their appeal.

  Seen in Warsaw and 

Boulogne-Billancourt

,Q�:DUVDZ��,NHD�KDV�RSHQHG�,NHD�.XFKQLD�
6SRWNDQ��D�SODFH�ZKHUH�FXVWRPHUV�FDQ�WU\�RXW�
DOO�LWV�NLWFKHQ�IXUQLWXUH�DQG�XWHQVLOV�LQ�UHDO�OLIH�
VLWXDWLRQV��HLWKHU�XVLQJ�WKHLU�RZQ�SURGXFWV�
RU�E\�WDNLQJ�SDUW�LQ�WKH�FODVVHV�RQ�RIIHU��7KLV�
����VTXDUH�PHWUH�VSDFH�IHDWXUHV�WZR�URRPV�
DQG�D�SURJUDPPH�WKDW�FDWHUV�IRU�D�GLYHUVH�
DXGLHQFH��LQFOXGLQJ�IDPLOLHV��FKLOGUHQ�DQG�
VHQLRUV��/DVW�PRQWK�LQ�WKH�WRZQ�RI�%RXORJQH�
%LOODQFRXUW��)UDQFH��1DWXUDOLD��D�����VTXDUH�
PHWUH��WKUHH�VWRUH\�VWRUH��ODXQFKHG�D�VSDFH�
GHYRWHG�WR�',<�FRVPHWLFV�DQG�IRRG��UXQ�
E\�WZR�QDWXURSDWKV��,W�DOVR�RSHQHG�D�³=HQ�
DQG�<RJD´�DUHD��ZKLFK�RIIHUV�QR�IHZHU�WKDQ�
���FODVVHV�D�ZHHN�LQ�SDUWQHUVKLS�ZLWK�ORFDO�
¿WQHVV�FOXE�.ER[�

 What to think of it?

:KLOH�VRPH�UHWDLOHUV�DUH�IRFXVLQJ�RQ�KRZ�
WR�JDLQ�D�IRRWLQJ�LQ�SHRSOH¶V�KRPHV�VR�DV�WR�
WUDQVIRUP�WKHP�LQWR�SRLQWV�RI�VDOH��IRU�LQVWDQFH��
WKURXJK�KRPH�VHOOLQJ�SDUWLHV��ZKLFK�DUH�HQMR\LQJ�
D�UHQDLVVDQFH���RWKHUV�DUH�ZRQGHULQJ�KRZ�
WR�PDNH�WKHLU�SRLQWV�RI�VDOH�IHHO�OLNH�KRPH��
This shift in opposing directions illustrates 

a way of approaching the market that is 

currently very fashionable��7KH�SKHQRPHQRQ�
FDQ�DOVR�EH�REVHUYHG�LQ�WKH�KRWHO�LQGXVWU\��ZLWK�
HVWDEOLVKPHQWV�DGGLQJ�LQGLYLGXDO�FKDUDFWHU�WR�
WKHLU�URRPV�DW�D�WLPH�ZKHQ�WKH�VWDQGDUGLVDWLRQ�
RI�DHVWKHWLF�FRGHV�LV�EHJLQQLQJ�WR�PDNH�KRPHV�
ORRN�OLNH�KRWHOV��2IIHULQJ�FXVWRPHUV�D�“home 

away from home” LV�D�VWUDWHJ\�WKDW�VRPH�
UHWDLOHUV�ZRXOG�GR�ZHOO�WR�IROORZ��,QGHHG��LW�
FRXOG�DOORZ�WKHP�WR�GUDZ�FORVHU�WR�FXVWRPHUV�
WKURXJK�D�relationship that is horizontal, 

rather than vertical, and to act as a “coach” 

rather than a “teacher”. 6KDULQJ�NQRZ�KRZ�
DQG�SUDFWLFHV�DOVR�favours interaction and 

friendly relations��7KHVH�DUH�VWRUHV�IUHTXHQWHG�
E\�SHRSOH�ZLWK�D�SDVVLRQ��ZKR�DUH�NHHQ�WR�WDON�
WR�RWKHUV�ZLWK�WKH�VDPH�LQWHUHVWV��WKH�LPDJH�
FUHDWHG�LV�YHU\�GLIIHUHQW�WR�WKDW�RI�D�VKRS�WKURXJK�
ZKLFK�FXVWRPHUV�SDVV�TXLFNO\�WR�SLFN�XS�WKH�
SURGXFWV�WKH\�QHHG�DQG�QRWKLQJ�PRUH�

A cross bet ween a point of  sale and 
a creative workshop: the shop of 
the future is  beginning to take shape 

To enrich the role they play and how they are perceived, some stores add a 

ZRUNVKRS�DUHD�WR�WKHLU�VDOHV�ÀRRU��ZKHUH�FXVWRPHUV�FDQ�SXW�SURGXFWV�WR�WKH�WHVW�
www.ikea.com/ms/pl_PL/kuchniaspotkan / https://naturalia.fr/naturalia-boulogne
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Community trade is 
not only trade within 
a community, it is also 
trade run by a community 

When a community of producers takes over a shop, 

the creative concepts driving retail tend to evolve. 

www.coeur-paysan.com

  Seen in Colmar

$�\HDU�DJR�LQ�&ROPDU��RQ�WKH�URDG�WR�1HXI�
%ULVDFK��VL[�IDUPHUV�DFTXLUHG�D�IRUPHU�
/LGO�VXSHUPDUNHW�WR�VHOO�WKHLU�RZQ�SURGXFH��
DOO�RI�ZKLFK�LV�JURZQ�LQ�$OVDFH��&KULVWHQHG�
&°XU�3D\VDQ��WKH�VKRS�H[XGHV�DXWKHQWLFLW\��
ZLWK�FRDUVH�ZRRGHQ�ERDUGV��SKRWRJUDSKV�
RI�WKH�IDUPHUV��LQGLFDWLRQV�RI�JHRJUDSKLFDO�
RULJLQ�RQ�HDFK�SURGXFW��ROG�VW\OH�PLON�ERWWOHV��
ZRRGHQ�GUHVVHUV�DQG�JLQJKDP�WDEOH�FORWKV��
7KLUW\�SURGXFHUV��ZKR�FDQ�EH�VSRWWHG�WKDQNV�
WR�WKHLU�JUHHQ�DSURQV��DUH�LQYROYHG�LQ�WKH�
SURMHFW�DV�FRPSDQ\�VKDUHKROGHUV�DQG�PXVW�
VSHQG�DW�OHDVW�WZR�KDOI�GD\V�LQ�WKH�VWRUH�SHU�
PRQWK��(LJKW�SHRSOH�DUH�HPSOR\HG�IXOO�WLPH�
WR�HQVXUH�WKDW�WKH�VWRUH�LV�RSHQ�¿YH�GD\V�
D�ZHHN�IURP���DP�WR���SP��7KDQNV�WR�WKH�
������FXVWRPHUV�LW�DWWUDFWV�HDFK�ZHHN��WKH�
WXUQRYHU�WDUJHW�RI�¼����PLOOLRQ�LQ�WKH�¿UVW�\HDU�
ORRNV�VHW�WR�EH�DWWDLQHG�

 What to think of it?

$FTXLULQJ�D�/LGO�VWRUH�DQG�UHSODFLQJ�LW�
ZLWK�D�GLUHFW�VHOOLQJ�H[SHULHQFH��DOORZLQJ�
FRQVXPHUV�WR�EX\�ORFDO�SURGXFH��LV�ERWK�
DQ�HFRQRPLF�XQGHUWDNLQJ�DQG�D�V\PEROLF�
DFW�WKDW�SRLQWV�WR�UHWDLO¶V�FXUUHQW�GHVLUH�
WR�LQLWLDWH�QHZ�PRGHOV��%\�RIIHULQJ�prices 

that are fair rather than just low, so as 

to support local producers and traditions, 
&°XU�3D\VDQ�KDV�EURNHQ�DZD\�IURP�WKH�
XVXDO�FRGHV�RI�PDVV�UHWDLO��,W�HQFRXUDJHV�
FXVWRPHUV�WR�WKLQN�EH\RQG�WKH�LVVXH�RI�SULFH�
DORQH�DQG�SRQGHU�WKH�WUXH�YDOXH�RI�SURGXFWV��
WKXV�SURPSWLQJ�WKHP�WR�WDNH�DQ�LQWHUHVW�
LQ�WKHLU�RULJLQ��%\�SUHVHQWLQJ�LWVHOI�DV�a 

community of producers��WKH�VWRUH�KDV�DOVR�
VKRZQ�WKDW�UHWDLOHUV�FDQ�RSHUDWH�GLIIHUHQWO\��
EHFDXVH�LWV�PHPEHUV�FRQWULEXWH�QRW�RQO\�
WR�VXSSO\LQJ�WKH�VWRUH��EXW�DOVR�WR�LWV�VWDI¿QJ�
DQG�PDQDJHPHQW��DQG�WR�WKH�SURPRWLRQ�
RI�DJULFXOWXUDO�NQRZ�KRZ�DV�D�ZKROH��Could 

stimulating the curiosity of customers, 

HQFRXUDJLQJ�WKHP�WR�¿QG�RXW�PRUH�
and boosting their knowledge so that 

they move away from anonymous food 

products EHFRPH�D�QHZ�UROH�IRU�PDVV�UHWDLO"

  Seen on the 

Champs-Elysées

/DVW�'HFHPEHU��D�GLIIHUHQW�EUHHG�RI�VWRUH�
RSHQHG�RQ�WKH�&KDPSV�(O\VpHV��7KH�VWRUH�
LV�VKDUHG�E\�3LHUUH�+HUPp��ZKR�LV�UHQRZQHG�
IRU�KLV�PDFDURRQV��DQG�/¶2FFLWDQH�HQ�
3URYHQFH��ZKLFK�LV�IDPRXV�IRU�LWV�WUDGLWLRQDO�
FRVPHWLFV�IURP�WKH�6RXWK�RI�)UDQFH��
&KULVWHQHG���&KDPSV��WKLV�����VTXDUH�
PHWUH�K\EULG�ERXWLTXH�VKRZFDVHV�WKH�SURFHVV�
RI�GLVWLOOLQJ�DQG�PDQXIDFWXULQJ�FRVPHWLFV��
DV�ZHOO�DV�IHDWXULQJ�DQ�H[FOXVLYH�UDQJH�
RI�KDQG�FUHDPV�LQVSLUHG�E\�WKH�ÀDYRXUV�
RQ�RIIHU�LQ�WKH�SDVWU\�VKRS��&XVWRPHUV�FDQ�
HYHQ�KDYH�EUHDNIDVW��OXQFK�RU�GLQQHU�LQ�
WKH�VWRUH��3UHYLRXVO\��LQ�������WKH�SDVWU\�FKHI�
KDG�GUHDPHG�XS�D�FROOHFWLRQ�RI�IUDJUDQFHV�
LQVSLUHG�E\�KLV�FUHDWLRQV��

 What to think of it?

��&KDPSV�LV�PRUH�WKDQ�MXVW�D�QRYHOW\�
VWRUH��LW�HPERGLHV�D�QHZ�DSSURDFK�WR�UHWDLO��
Once freed from the obligation to stick 

to a consistent theme, the retail world 

of tomorrow could be shaped by fusions 

RI�JHQUHV�ZKLFK��DW�¿UVW�JODQFH��KDYH�
nothing in common��%XW�RQO\�DW�¿UVW�JODQFH�
DQG�LI�ZH¶UH�WDONLQJ�SXUHO\�DERXW�SURGXFW�
RIIHULQJV��+RZHYHU��LI�ZH�IRFXV�RQ�GHPDQG��
FRPPRQ�JURXQG�DSSHDUV��,QGHHG��DUWLVDQDO�
NQRZ�KRZ��ÀDYRXUV��FRORXUV�DQG�WH[WXUHV�KROG�
JUHDW�DSSHDO�IRU�FXVWRPHUV�RI�3LHUUH�+HUPp�
DQG�/¶2FFLWDQH�DOLNH��'HPRQVWUDWLRQV�RI�WKH�
IRUPHU¶V�JDVWURQRPLF�WDOHQW�VHUYH�WR�WULJJHU�
WKH�DSSHWLWH�DQG�FXULRVLW\�RI�WKH�ODWWHU¶V�
FXVWRPHUV��$W���&KDPSV��each brand can 

WDNH�DGYDQWDJH�RI�WKH�ÀRZ�RI�FXVWRPHUV�
the other attracts, and visitors can enrich 

their sensory perception of the products 

they wish to purchase��WKXV�DOWHULQJ�WKH�
ZD\�LQ�ZKLFK�WKH\�YLHZ�WKHP��WKH�FRVPHWLFV�
UDQJH�JDLQV�D�FXOLQDU\�TXDOLW\�DQG�WKH�SDVWU\�
UDQJH�LV�MXGJHG�DFFRUGLQJ�WR�WKH�LQJUHGLHQWV�
VHOHFWHG��3UHYLRXV�FRQFHSW�VWRUHV�ZHUH�
FUHDWHG�DURXQG�WKH�LGHD�RI�VHOOLQJ�WRWDOO\�
XQUHODWHG�SURGXFWV�LQ�WKH�VDPH�ORFDWLRQ��,Q�WKLV�
FDVH�WKH�UDWLRQDOH�revolves as much around 

the fusion and sharing of cultures as it 

does around the juxtaposition of offerings��
7KLV�LV�MXVW�DQRWKHU�ZD\�RI�FUHDWLQJ�IUHVK�
FXVWRPHU�H[SHULHQFHV��RQH�WKDW�FRPELQHV�the 

surprise of seeing two completely different 

brands in one location with a sensory 

exploration of the products on offer��$OO�
RI�ZKLFK�VKRXOG�VXI¿FH�WR�PDLQWDLQ�GHVLUDELOLW\�

Convergence of the senses 
Concept stores opened the way for a departitioning of retailers’ offerings. 

Now is the time for sensory departitioning…

https://fr.loccitane.com/bienvenue-au-86-champs-pierre-

herme-loccitane,74,1,91244,1184739.htm
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Mood marketing: a new way 
of understanding consumers

Brands seeking to win over Millennials must be careful 

not to underestimate the importance they place on emotion. 

Thus, new marketing habits must be adopted.

  Seen on the web

0XVLF�VWUHDPLQJ�SODWIRUP�6SRWLI\�����PLOOLRQ�
SD\LQJ�VXEVFULEHUV�DQG�����PLOOLRQ�XVHUV��
UHFHQWO\�ODXQFKHG�DQ�RULJLQDO�VHUYLFH�WKDW�
DOORZV�OLVWHQHUV�WR�SXUFKDVH�EHDXW\�SURGXFWV�
E\�3DW�0F*UDWK�/DEV��QDPHG�DIWHU�WKH�
PDNH�XS�DUWLVW�ZKR�IRXQGHG�WKH�FRPSDQ\��
GLUHFWO\�IURP�WKH�6SRWLI\�SDJH�RI�VLQJHU�
0DJJLH�/LQGHPDQQ��WKDQNV�WR�D�SDUWQHUVKLS�
VLJQHG�ZLWK�KHU�ODEHO�����(QWHUWDLQPHQW�
0HUFKEDU��,W�ZLOO�QRZ�EH�HDVLHU�WKDQ�HYHU�IRU�
XVHUV�WR�PRGHO�WKHLU�PDNH�XS�RQ�WKH�DUWLVW¶V��
7KH�UHYHQXH�JHQHUDWHG�E\�WKH�FDPSDLJQ�
ZLOO�DOVR�EULQJ�LQ�H[WUD�LQFRPH�IRU�WKH�VLQJHU��
VLQFH�6SRWLI\�KDV�GHFODUHG�WKDW�LW�FKDUJHV�QR�
FRPPLVVLRQ�RQ�VDOHV�

 What to think of it?

:KLOH�WKH�YHU\�SULQFLSOH�RI�PDUNHWLQJ�UHVWV�
XSRQ�GH¿QLQJ�DQ�DGYDQWDJH��D�SURPLVH�DQG�
D�MXVWL¿FDWLRQ�LQ�RUGHU�WR�VWLPXODWH�WKH�GHVLUH�
RI�WKH�WDUJHW�DXGLHQFH��LW�LV�TXLWH�SRVVLEOH��
LQ�WKH�FRPLQJ�\HDUV��WKDW�WKLV�UDWLRQDOH�ZLOO�
VKLIW�LQ�UHVSRQVH�WR�0LOOHQQLDOV��ZKR�DUH�OHVV�
VHQVLWLYH�WR�UDWLRQDO�DUJXPHQWV�WKDQ�WKHLU�
HOGHUV�ZKHQ�LW�FRPHV�WR�WKHLU�FRQVXPSWLRQ�
EHKDYLRXU��7KLV�LV�VRPHWKLQJ�WKDW�6SRWLI\�
KDV�FOHDUO\�XQGHUVWRRG�E\�VHWWLQJ�XS�D�
SDUWQHUVKLS�ZLWK�PDNH�XS�EUDQG�0F*UDWK��
ZKLFK�DOORZV�LW�WR�GHWHFW�purchasing 

desires while people listen to Maggie 

Lindemann. +HUH��WKH�GHVLUH�WR�EX\�D�SURGXFW�
LV�WULJJHUHG�E\�emotional conditioning, 
ZKLFK�KHUDOGV�D�QHZ�UHODWLRQVKLS�ZLWK�WLPH�
GXULQJ�WKH�SXUFKDVLQJ�SURFHVV�DQG�D�QHZ�
UROH�IRU�DUWLVWV��7KH�DLP�LV�QRW�RQO\�IRU�WKH�
ODWWHU�WR�VHOO�PHUFKDQGLVH�RU�YRXFK�IRU�
D�EUDQG��D�PRGHO�WKDW�KDV�EHHQ�DSSOLHG�
RYHU�DQG�RYHU�DJDLQ��QRW�DOZD\V�HIIHFWLYHO\��
EXW�WR�WUDQVIRUP�WKHLU�XQLYHUVH��PXVLFDO�
RU�RWKHU��LQWR�DQ�HPRWLRQDO�SODWIRUP�FDSDEOH�
RI�LQVWDQWDQHRXVO\�FRQYHUWLQJ�GHVLUHV�LQWR�
SXUFKDVHV��The targets are no longer 

consumers/buyers, but fans,�DQG�WKH�XVXDO�
IRUPV�RI�SHUVXDVLRQ�KDYH�EHHQ�UHSODFHG�by 

an emotional bond between product and 

customer��0RRG�PDUNHWLQJ�FRXOG�ZHOO�EH�WKH�
IXWXUH�RI�PDUNHWLQJ�

A glance in the 
rear-view mirror

The facts  

7KH�3DUN�/DQH�+RWHO�LQ�/RQGRQ�
FHOHEUDWHG�LWV���WK�DQQLYHUVDU\�ZLWK�
DQ�XQSUHFHGHQWHG�LQLWLDWLYH��LWV���QG�
ÀRRU�ZDV�GHYRWHG�HQWLUHO\�WR�IHPDOH�
JXHVWV��DSSDUHQWO\�LQ�UHVSRQVH�WR�WKHLU�
GHPDQGV�IRU�JUHDWHU�VDIHW\��0HDQZKLOH��
DOVR�LQ�WKH�8.��1HVWOp�KDV�FRPH�XS�
ZLWK�D�GHOLEHUDWHO\�VH[LVW�VORJDQ�WR�
UHODXQFK�WKH�<RUNLH�EDU��D�RQFH�SRSXODU�
FKRFRODWH�WUHDW�WKDW�KDV�IDOOHQ�IRXO�RI�
WKH�GLYHUVLW\�RI�LWV�FRQVXPHUV�DQG�WKHLU�
SROLWLFDO�FRUUHFWQHVV��³,W¶V�QRW�IRU�JLUOV� �́�
,Q�)UDQFH��PRUH�DQG�PRUH�VSDFHV�
GHYRWHG�WR�PHQ�DUH�DSSHDULQJ�LQ�
GHSDUWPHQW�VWRUHV��-HDQ�3DXO�*DXOWLHU�
KDV�DQQRXQFHG�KLV�¿UVW�PDNH�XS�OLQH�
IRU�PHQ��/HYL¶V�LV�RSHQLQJ�LWV�¿UVW�VWRUH�
IRU�JLUOV�DQG�&DQGLD�LV�ODXQFKLQJ�PLON�
GHVLJQHG�VSHFL¿FDOO\�IRU�ZRPHQ�

Analysis 

:KLOH�WKH�GHEDWH�DURXQG�GLYHUVLW\�
LQ�VFKRROV�UDJHV�RQ�LQ�WKH�SROLWLFDO�
VSKHUH�DQG�WKH�PHGLD��RSLQLRQV�
LQ�WKH�PDUNHWLQJ�ZRUOG�VHHP�WR�EH�
FRQYHUJLQJ�PXFK�PRUH�HDVLO\��DIWHU�
XQLYHUVDO�UDQJHV�WKDW�GHOLEHUDWHO\�
EOXU�WKH�OLQH�EHWZHHQ�PDVFXOLQH�DQG�
IHPLQLQH��ZH�DUH�QRZ�VHHLQJ�FOHDUO\�
GLIIHUHQWLDWHG�RIIHULQJV�DSSHDULQJ��7KLV�
LV�D�IXQGDPHQWDO�VKLIW�DQG�QRW�MXVW�D�
FRQWULYDQFH�JHDUHG�WRZDUGV�JHQHUDWLQJ�
H[SRVXUH�IRU�D�SURGXFW�RU�VHUYLFH�
DQG�DWWUDFWLQJ�DWWHQWLRQ��,W�UHÀHFWV�WKH�
GHVLUH�RI�FRQVXPHUV�WR�EH�OLVWHQHG�WR�
DQG�XQGHUVWRRG�DV�LQGLYLGXDOV��QRW�MXVW�
D�WDUJHW�PDUNHW��([FOXVLYHO\�WDUJHWLQJ�
PHQ�RU�ZRPHQ�KHOSV�WR�FODULI\�D�
SURGXFW¶V�SRVLWLRQLQJ�DQG�HQKDQFH�
WKH�UDQJH¶V�FUHGLELOLW\�WKURXJK�VSHFL¿F�
UKHWRULF��%XW�LW�DOVR�HQDEOHV�EUDQGV�
WR�VWUHQJWKHQ�WKHLU�UHODWLRQVKLS�ZLWK�
EX\HUV�DQG�GLVSOD\�HPSDWK\�IRU�WKH�
ODWWHU��8OWLPDWHO\��LVQ¶W�WKLV�MXVW�DERXW�
HVWDEOLVKLQJ�D�NLQG�RI�IUDWHUQDO�ERQG�
ZLWK�FRQVXPHUV"

In November 2003, the “no gender” 
movement was not yet mainstream news

Men and women: the ins and outs
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Mindful Drinking��D�PRYHPHQW�
WKDW�UHFHQWO\�DSSHDUHG�LQ�WKH�
8.�IRU�WKH�SXUSRVH�RI�SURPSWLQJ�
0LOOHQQLDOV�WR�WKLQN�DERXW�WKHLU�
UHODWLRQVKLS�ZLWK�DOFRKRO�DQG�
HQFRXUDJLQJ�WKHP�WR�HQMR\�
UHJXODU�SHULRGV�RI�DEVWLQHQFH��
7KH�¿UVW�Mindful Drinking 
IHVWLYDO��ZKLFK�LV�DOFRKRO�IUHH��
WRRN�SODFH�LQ�/RQGRQ�ODVW�VXPPHU�
DQG�WKUHH�ERRNV�GHYRWHG�WR�WKH�
WRSLF�ZHUH�UHFHQWO\�SXEOLVKHG��
³7KH�8QH[SHFWHG�-R\�RI�%HLQJ�
6REHU �́�³7KH�6REHU�'LDULHV´�DQG�
³0LQGIXO�'ULQNLQJ��+RZ�&XWWLQJ�
'RZQ�&DQ�&KDQJH�<RXU�/LIH �́�

Word of 
the month

C atching 
the eye

$FFRUGLQJ�WR�WKH�ODWHVW�/¶2EVHUYDWRLUH�
&HWHOHP�=RRP�VXUYH\��³6SRUW��DW�
ZKDW�SULFH" �́�����RI�WKH�)UHQFK�
SRSXODWLRQ�DFNQRZOHGJH�WKDW�LW�LV�
SRVVLEOH�WR�HQMR\�VSRUW�DQ\ZKHUH�
LQ�WKH�FRXQWU\��+RZHYHU��¿QDQFLDO�
DFFHVVLELOLW\�LV�DQRWKHU�LVVXH��EHFDXVH�
57% consider that taking part in 

sport is expensive, to the point 

that one in two people in France 

now state that they have given up 

on the idea�
KWWS���REVHUYDWRLUHFHWHOHP�FRP�"SRVWB
W\SH OHV�]RRPV	S ����	SUHYLHZ WUXH

$FFRUGLQJ�WR�D�VXUYH\�SXEOLVKHG�
E\�WKH�PDJD]LQH�/6$��82% of 

the French population feel that 

they are more careful about what 

they eat than three years ago, 
����ORRN�IRU�KHDOWKLHU�SURGXFWV�
DQG�����VHHN�WDVWLHU�SURGXFWV�

$�VWXG\�E\�HPHUJLQJ�WHFKQRORJLHV�
VSHFLDOLVWV�*DUWQHU�IRUHFDVWV�WKDW�
SXUFKDVHV�PDGH�XVLQJ�YLUWXDO�
SHUVRQDO�DVVLVWDQWV��93$���VXFK�
DV�$OH[D�E\�$PD]RQ��6LUL�E\�$SSOH�
DQG�*RRJOH�+RPH��ZLOO�JHQHUDWH�
�����ELOOLRQ�LQ�WXUQRYHU�LQ�������
ZKHQ�3.3% of households will be 

equipped with such a system�



Charitable shopping.�8S�XQWLO����'HFHPEHU�
ODVW�\HDU��FXVWRPHUV�RI�&DPDwHX¶V�VWRUHV�
DQG�ZHEVLWH�ZHUH�LQYLWHG�WR�PDNH�D�¼��
GRQDWLRQ�ZKHQ�SD\LQJ�IRU�WKHLU�SXUFKDVH��
,Q�UHWXUQ��&DPDwHX�DJUHHG�WR�GRQDWH�D�ZDUP�
LWHP�RI�FORWKLQJ�WR�WKH�FKDULW\�$JHQFH�
GX�'RQ�HQ�1DWXUH��ZKLFK�WKHQ�UHGLVWULEXWHG�
WKH�JDUPHQW�WR�ZRPHQ�LQ�QHHG��

  Damien S. / Retail Strategy

Traveller services.�+ROLEDJ�UHSODFHV�
OHIW�OXJJDJH�VHUYLFHV��DOORZLQJ�WUDYHOOHUV�
WR�OHDYH�WKHLU�VXLWFDVHV�DW�SDUWQHU�UHWDLOHUV�
IRU�D�PLQLPXP�RI�¼��DQ�KRXU��LQFOXGLQJ�
LQVXUDQFH��7KH�DSS�HQDEOHV�XVHUV�WR�ORFDWH�
WKH�FORVHVW�SURYLGHU�
KWWSV���KROLEDJ�LR

Pedalling for a purpose. 6WDUW�XS�%LNOLR�
RIIHUV�GLVFRXQW�YRXFKHUV�WR�F\FOLVWV�
DFFRUGLQJ�WR�WKH�GLVWDQFH�WKH\�WUDYHO��
$IWHU�WKH�¿UVW�����PHWUHV��XVHUV�DFFXPXODWH�
SRLQWV�WKDW�WKH\�FDQ�WKHQ�UHGHHP�WR�REWDLQ�
D�GLVFRXQW�IURP�VKRSV��PXVHXPV�DQG�
RWKHU�ORFDO�SDUWQHUV�
ZZZ�ELNOLR�FRP

  Isabelle R. / Marketing France

Experience sharing. 'HPRR]�LV�D�SODWIRUP�
WKDW�HQDEOHV�ZHE�XVHUV�ZKR�ZDQW�WR�WU\�RXW�
D�SURGXFW�WR�JHW�LQ�WRXFK�ZLWK�D�GHPRQVWUDWRU�
ZKR�DOUHDG\�RZQV�WKH�LWHP�EHIRUH�WKH\�
EX\�LW�RQOLQH��'HPRR]�LV�NHHQ�WR�EXLOG�
D�FRPPXQLW\�RI�GHPRQVWUDWRUV�VLPLODU�
WR�WKH�7XSSHUZDUH�QHWZRUN��
KWWSV���GHPRR]�FRP�IU�

Dog Tech. In the United States, the 
ZHEVLWH�GRJZDONHU�FRP�KDV�FUHDWHG�D�QHZ�
VHUYLFH�IRU�VKRSSLQJ�FHQWUHV��FRQQHFWHG�
NHQQHOV�ZKHUH�YLVLWRUV�FDQ�OHDYH�WKHLU�SHW�
ZKLOH�WKH\�VKRS��

  Véronique B. / Brand, 

Communication & Advertising 

Retail: making life easier for the 

disabled.�7R�KHOS�DXWLVP�VXIIHUHUV�DQG�
WKHLU�JXDUGLDQV��$XVWUDOLDQ�FKDULW\�$XWLVP�
6SHFWUXP�$XVWUDOLD�KDV�LQWURGXFHG�³TXLHW�
KRXUV´�WR�&ROHV�VXSHUPDUNHWV��'XULQJ�WKHVH�
SHULRGV��WKH�OLJKWV�DUH�GLPPHG��WKH�UDGLR�
LV�VZLWFKHG�RII��YROXPH�OHYHOV�DUH�WXUQHG�
GRZQ�DQG�WKH�QXPEHU�RI�WUROOH\V�LV�UHGXFHG��
���VWRUHV�KDYH�DOUHDG\�DGRSWHG�WKH�LGHD��

  Damien S. / Retail Strategy

Smartphone detox. $LPHG�DW�VPDUWSKRQH�
DGGLFWV��WKH�%UHDN)UHH�DSS�PRQLWRUV�WKH�
IUHTXHQF\�ZLWK�ZKLFK�WKH\�XVH�WKHLU�GHYLFH�
DQG�GHWHUPLQHV�D�GHSHQGHQFH�VFRUH��
6KRXOG�WKH\�³RYHUGRVH �́�%UHDN)UHH�VHQGV�
WKHP�DQ�DOHUW�DQG�RIIHUV�WR�GHDFWLYDWH�
DOO�VRXQGV�DQG�QRWL¿FDWLRQV�

Automotive retrospective.�,WDO\¶V�0LQLVWU\�
RI�(FRQRP\�DQG�)LQDQFHV�UHFHQWO\�ODXQFKHG�
D�FRLQ�WR�FHOHEUDWH�WKH���WK�DQQLYHUVDU\�
RI�WKH�)LDW������7KLV�VLOYHU�¼��FRLQ�IHDWXUHV�
WKH�����IURP������RQ�RQH�VLGH�DQG�
WKH�����IURP������RQ�WKH�RWKHU��

7KH�¿JKW�DJDLQVW�IRRG�ZDVWDJH��7KH�FLW\�
RI�1RWWLQJKDP�KDV�LQVWDOOHG�D�GLVSHQVHU�
RIIHULQJ�IRRG�DQG�EDVLF�QHFHVVLWLHV�
IUHH�RI�FKDUJH��7KH�PDFKLQH�LV�VWRFNHG�
XS�WKDQNV�WR�D�SDUWQHUVKLS�ZLWK�7HVFR��ORFDO�
VKRSV�DQG�D�QXPEHU�RI�FKDULWLHV��LQFOXGLQJ�
)DUH6KDUH��ZKLFK�FDPSDLJQV�DJDLQVW�IRRG�
ZDVWDJH��$FFHVV�WR�WKH�GLVSHQVHU�UHTXLUHV�
D�PDJQHWLF�FDUG�DQG�D�PD[LPXP�RI�WKUHH�
LWHPV�FDQ�EH�WDNHQ��
KWWS���JROHP���IU�UR\DXPH�XQL�
GLVWULEXWHXU�GH�QRXUULWXUH�JUDWXLW�DEUL

  Christian Y. / Brand, 

Communication & Advertising

Zero plastic. ����PLOOLRQ�SODVWLF�VWUDZV�
DUH�XVHG�HDFK�GD\�LQ�WKH�8QLWHG�6WDWHV��
7R�FRPEDW�WKH�SROOXWLRQ�WKH\�JHQHUDWH��
SDUWLFXODUO\�LQ�WKH�RFHDQV��VWDUW�XS�
/ROLZDUH�KDV�GHYLVHG�D�VWUDZ�PDGH�IURP�
VHDZHHG��ZKLFK�FDQ�EH�HDWHQ�RU�FRPSRVWHG�
DQG�GLVVROYHV�LQ�ZDWHU��

  Patricia B. / L’Observatoire Cetelem

Collaborative cooking. &KH¿QJ�LV�
D�SODWIRUP�WKDW�HQDEOHV�WKH�SXUFKDVH�
DQG�VDOH�RI�GLVKHV�SUHSDUHG�DW�KRPH�
E\�DPDWHXU�FRRNV��6WULFW�K\JLHQH�UXOHV�DUH�
DSSOLHG�DQG�WKH�GLVKHV�DUH�WDVWHG�EHIRUH�
WKH\�FDQ�EH�VROG��
ZZZ�FKH¿QJ�IU
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Summing Up

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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