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“Tell me about your relationship
with others and I’ll tell you who you are”:
when one’s identity is defined byone’s
behaviour on social media
The widespread use of social media has led marketing to reinvent
itself a little more each day. Especially when it comes to customer targeting…
www.friendlyscore.com / www.credilike.me

Seen in Mexico
and the UK

Bringing the countryside
to the city is not just about
opening shared gardens
Who would have thought that retailers would drive the countryside’s
growing presence in our cities? Retail brands are launching more and more
initiatives to reduce the distance between their stores and cultivation areas.
www.youtube.com/watch?v=ldJ66k2MPdQ / http://www.agricool.co
Véronique B. / Brand, Communication & Advertising

Seen in Berlin,
Basel and Paris

What to think of it?

What to think of it?
in-store
farming
visually
striking

If your friends trust you, so do we

Taking
into account social media behaviour

production and
innovation thanks to the possibilities
opened up by food-tech

breaking away from the negative perception
that they are a less-than-transparent
middle-man between producers and
consumers
social behaviour provides an accurate
description of a person’s identity and
an individual’s relationship with
consumption.

reinvent their day-to-day lives by altering
their spending habits

fuels a brand new concept
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Considering every offering
as a stepping stone to another:
a totally virtuous rationale
based on product customisation
Sprucing up your life doesn’t have to mean changing everything.
Sometimes you need only make the most of what is already there.
www.bocklip.com / www.superfront.com/eu / www.ikeahackers.net

Seen on the web

What to think of it?

To meet the expectations
of “active consumers” who are
always looking for more, why not
involve them in product design?
While they are increasingly involved in building the offerings
that brands aim at them, consumers are now looking to go even further.
www.lamarqueduconsommateur.fr / www.lalouve.net
Damien S. / Retail Strategy

Soon to be
seen in stores

What to think of it?

Les Gueules Cassées
products entirely
designed by those at whom they are
aimed?
La marque
du consommateur
add a personal and qualitative touch
to a range that offers little differentiation.
the diktats of brands.
becomes a virtue,
rather than attempting to sell
a new product, seeks to “enhance”
what is already there
Every product offering can therefore
become a starting point for a fresh
proposition.
capable
of maintaining the desire to consume

transparence

be the central focus of what they
are buying and to take part in the workings
of their environment

products and services “adjusted”
to consumers’ urges and worldview
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And also
a connected bracelet
to replace tickets

When it comes to purchasing
criteria, 75% of consumers around
the world deem a brand’s country
of origin to be as important

more than half of
the French population (59%) will
not be following the tournament

76% of French people
consider contactless payment
to be risky.
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Word of
the month

Summing Up

ASKIP
à ce qu’il paraît”

ASKIP
département

Marjorie C. / PF Consulting

Emmanuelle S. / Digital Marketing

Quentin H. / International Marketing
Damien S. / Retail Strategy

Quentin H. / International Marketing

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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