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METHODOLOGY

harris WAYS

interactive

a toluna company

Quantitative consumer interviews were conducted by Harris Interactive on 5-19 November 2021
in 17 countries: Austria, Belgium, Bulgaria, the Czech Republic, Denmark, France, Germany,
Hungary, Italy, Norway, Poland, Portugal, Romania, Slovakia, Spain, Sweden and the United
Kingdom.

In total, 15,800 individuals were interviewed online (CAWI method). These individuals aged
18 to 75 were drawn from national samples representative of each country.

The quota method was employed to ensure that the sample was representative (gender, age,
region of residence, socioprofessional category/income). 3,000 interviews were conducted in
France and 800 in each of the other countries.

The economic analyses, as well as the forecasts, were conducted in partnership with survey
and consulting firm C-Ways.
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A STRONG RECOVERY @ Le BAROMETRE 2sznyarores
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A BRIGHTER MOOD @ Lo BAROMETRE &5

How would you currently describe the general situation in your country on a scale of 1 to 10?
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GOOD PERSONAL CIRCUMSTHA @ e BAROMETRE 25"

How would you currently rate your personal circumstances on a scale of 1 to 10?
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A REAL DESIRE TO CONSUME @& Le BAROMETRE 222"

Over the next 12 months, do you intend to spend more?
In % who answered "Yes".
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A LARGE RESERVE OF SAVIN @& Le BAROMETRE 222"

Variation in the savings rate of households in the Eurozone
In %.
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SAVING INTENTIONS ARE STRO @& Le BAROMETRE 222"

Over the next 12 months, do you intend to save more?
In % who answered "Yes".
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PURCHASING POWER UNDER PRE @& Le BAROMETRE 222"

Over the last 12 months, would you say that your purchasing power...?
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PURCHASING POWER UNDER PR @& Le BAROMETRE 222"

In the last 12 months, would you say that prices in general...?
In % who answered "Yes”.
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HOUSEHOLD SPENDING @& Le BAROMETRE 222"

Household spending in France

Housing, water, gas, electricity and other fuels

Health

Communications and telecommunications —— 356 42.7 174

Education

Insurance, excluding Life insurance

UNAVOIDABLE EXPENSES

Financial services

TV services

School meals

. . Food and non-alcoholic drinks 11 [ 0.7
g . Clething and footwear
g . Furniture, housewares and day-to-day household upkeep 2020 148 el - 115 e 2 75 ¢ .
=
E . Transport 05 05
= 40.1 376 17.2
. Personal care and effects
E . Alcoholic drinks and tobacco 11 11
E Lelsure and culture
g [ 2026 | 41 2631 13 3 128 3135 75 74 |45
§ . Hotels, cafes and restaurants Forecasts

Other (social initiatives, life Insurance, other services) . 40.9 - 372 18.4

Source: Conventions and calculations by C-Ways based on INSEE national accounts.
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THE CIRCULAR
ECONOMY
TAKES ROOT




A CONCEPT THAT IS MISUNDERSTOOD BUT WELL PE

Have you ever heard of the circular economy?
% who answered “Yes, and you know exactly what it is”.
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A CONCEPT THAT IS MISUNDERSTOOD BUT WELL PER |

Based on your understanding of the concept, do you have a positive or negative image of the circular economy?
In %.

. A very positive image
. A quite positive image
A quite negative image

A very negative image

§
85% -

Negative image W (v
.:r}’fx\:

Source: L'Observatoire Cetelem 22
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A POSITIVE IMAGE

Would you say that the circular economy... ?

In %.
. Yes, absolutely . Yes, somewhat No, not really No, not at all
43 By
Helps to preserve the environment 42 Is expensive, given how costly I 50
and natural resources 12 some recycling processes can be 30
3 5
. ) I
Enables innovative products and 28 . B 11
) —— 54 Is a lightly regulated market, I 34
manufacturing processes 15 which doesn't inspire confidence 42
to be developed
3 13
I 22 I -
) ——— 53 . . I 26
Creates jobs 21 Is just a passing fad a3
4

Source: L'Observatoire Cetelem 22
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A POSITIVE IMAGE

Do you do the following?

In %.

. Often and on a regular basis . Often but not regularly Rarely Never
. ¢S

Try to recycle I 24

(selective waste sorting: batteries, medicines, etc.) 8

3

T
Reduce your waste (reducing packaging, buying I 35
loose foods, opting for reusable products, etc.) 13
3

. 43
I 38
15

Ensure that the products or goods you no longer
need are reused (by donating them, selling them,
repairing them, etc.)

Source: L'Observatoire Cetelem 22
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SIGNIFICANT POTENTIAL

Less than 10%

Do you feel that the circular economy I o 406 st 5% 36%
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SIGNIFICANT POTENTIAL

Do you feel that you are well or poorly informed about how to reduce and recycle waste,
or how to give used items or those you no longer need a new lease of life?
In %.

 Very well informed

~ Quite well informed 6
Quite poorly informed
Very poorly informed

59%

Poorly informed W N o 13 &

41%

35

Source: L'Observatoire Cetelem 22
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CONSUMERS AS
ENTREPRENEURS
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SELLING MORE TO EARN MORE

Generally speaking, with the development of used, recycled and second-hand products, as well as the option
of renting or repairing, do you feel that you...?
In %.

Buy more Spend more Earn money
Age under 35: 50% Age under 35: 35% Age under 35: 80%

Source: L’Observatoire Cetelem 22
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PROTECTING ONE'S WALLET

And, generally speaking, when you buy second-hand products, you do so first and foremost:
Two possible answers, total of more than 100% To those who have previously bought second-hand goods.

To save money I 52

Because you are convinced that this Is the right way to behave I 3¢
to preserve rasources and the environment

Becavse It allows you to consume more products and to access goods I 2o

that you can't usually afford

Because you can find unique Items that allow you to stand out I 19
from your peers

To earn money by buying and selling I 11

Source: L’Observatoire Cetelem 22
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WHAT TO DO WITH ONE'S MONEY?

When you buy a second-hand item and pay less for it When you save money by buying a second-hand
than if you had bought it new, what do you usually do item rather than something new, do you usuvally
with the money you saved by doing so? spend it on...?

In %. To those who have previously bought second-hand goods. In %. To those who spend the money they save by

purchasing a second-hand item.
You spend it on other products

Age 18-34 [N 0
Age 35-49 [N s3
Age 50-75 [N 41

- Something that is more of a treat
than an item you really need

Day-to-day items you actually need
(to maintain or improve your lifestyle)

You save it,
rather than spending it

Age 18-34 50
Age 35-49 47
Age 50-75 59

Source: L’Observatoire Cetelem 22
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THE ADVENT OF THE CONSUMER SELLER

How frequently have you sold second-hand goods in the last 12 months?
To all respondents, in %.

. A few times a week A few times a year Have sold used items:
- |
. A few times a month Never Al 62
Age 18-34 I 77
Age 35-49 I c7
S pgeso7s I 59

Source: L’Observatoire Cetelem 22
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THE ADVENT OF THE CONSUMER SELLER

In a typical month, how much do you earn
on average from the items you sell?

(amounts converted into euros)
In €, to those who have previously sold second-hand goods.

age 18-34 [ 103¢
age 35-29 [ s6¢
Age 50-75 [ 42€ @
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THE ADVENT OF THE CONSUMER SELLER

And what do you usuvally do with the money you earn?
In %. To those who have previously sold second-hand goods.

You spend it on other products you need . 14
You put it aside, you save it I 26
You spend it on other products which you then sell on . 10

at a higher price to make a profit

You treat yourself to something nice that you do not really need B 10

Source: L’Observatoire Cetelem 22
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EMPTY YOUR HOME, FILL YOUR WALLET

For what reasons have you previously sold second-hand goods?
To those who have previously sold second-hand goods, in % Two possible answers, total of more than 100%.

Average I 39 Average I 23
Age 18-34 I 3 | feel as though I'm doing something Age 18-34 I 22
To free up space at home Age 35-49 38 positive for the environment Age 35-49 22
Age 50-75 46 Age 50-75 24
A I A I
Verage 9 It allows me to afford to replace verage 20
. Age 18-34 I 38 ) ) Age 18-34 I 22
To earn extra income Age 35-49 my old equipment with more Age 35-49
ge 3o 40 up-to-date models g8 J5- 20
Age 50-75 39 Age 50-75 19
Average I 24 Average [N 16
To enable other people to make Age 18-34 [ 25 I enjoy selling my unwanted Age 18-34 N 17
the most of unwanted products Age 35-49 duct. Age 35-49
inexpensively £e 21 procucts g8 2o 18
Age 50-75 25 Age 50-75 14

Source: L’Observatoire Cetelem 22
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Which of the following statements best describes what you think? The circular economy...

In %.
Revolves mainly around products that Revolves mainly around products sold to
circulate between private individuals consumers by retailers and brands: 57%
(directly or via online platforms): 43%
Age 18-34
Age 18-34 43
Age 35-49
Age 35-49 57
Age 50-75
Age 50-75

Source: L’Observatoire Cetelem 22
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In general, where do you buy second-hand goods, clothes or materials?
In general, how do you sell second-hand goods, clothes or materials?
To those who have previously bought/sold second-hand goods, in %.

Two possible answers, total of more than 100%.

Preferred channel for buying Preferred channel for selling

Via a retailer/store (physical or online) specialising
in second-hand/used goods

On a peer-to-peer buy/sell platform

At a jumble sale or flea market

To an acquaintance, through word of mouth

In a traditional store that resells its own reconditioned products
(clothing brand, etc.)

Source: L’Observatoire Cetelem 22
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Which of the following statements best describes how you feel? TOP 3 products
In % that can be rented

You are very attached to objects in general and it is important for you to own them,
you do not like to rent or borrow items

You are not very attached to objects in general and it is not important for you to own them,

you do not mind renting or borrowing items VIDEO GAMES/ BOOKS DIY
CONSOLES EQUIPMENT
17-COUNTRY AVERAGE 17-COUNTRY AVERAGE
"YOU ARE VERY ATTACHED” "YOU ARE NOT VERY ATTACHED"
Germany e Norway $
Austria O Poland O
Belgum O Portugal @
Bulgaria G Czech Rep. 9
Denmark {: Romania O
Spain O United Kingdom *
France O Slovakia @
Hungary O Sweden {=
Italy O

Source: L'Observatoire Cetelem 22
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You rarely or never buy second-hand products. Is it becavse...?
In %. To those who have never or hardly ever bought second-hand products.

Three possible answers, total of more than 100%.

You don't trust second-hand products that don’t come with a warranty

You don't like the idea of buying a product or goods that have already been used
by someone else (e.g., for hygiene reasons)

You like having new things

The price is often too high for a previously used product

You don't trust used products

You don‘t think of it

You are worried about getting into disputes with sellers that you cannot resolve

You never trust second-hand goods, even if they come with a warranty

Buying online and having things delivered is too complicated

It is too time consuming

You feel that buying used products is demeaning

OBS3IRVATOIRE
Cetelem
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Looking at the following criteria, are they/would they be important to you or not when choosing a product?
In %.

Avery important criterion A fairly important criterion A criterion that is not important A criterion that is not at all important

The repairability index, which is displayed The durability index, which in the future
on certain products and provides information could provide additional information on the
on their degree of repairability robustness and reliability of certain products

45
37
3 2__
1 49 8
45

Source: L’Observatoire Cetelem 22
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More and more brands and retailers are buying back used products
to give them a new lease of life.
In %.

Yes, absolutely Yes, somewhat No, not really No, not at all
That encourages innovation and the development

of new ways of recycling, reusing and designing
products, clothing, etc.

That is essential for the future

That demonstrates the commitment of brands
to the environment

That enables them to stand out in their market

That gives them the opportunity to generate
even more profit
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Thank you!
3PROSPECTIVE

Follow all the latest news from L'Observatoire Cetelem at:
www.observatoirecetelem.com

@obs_cetelem
Linked). @& YouTube
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