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  Seen in Mexico 
and the UK

$�QXPEHU�RI�¿QWHFKV��RQOLQH�FRQVXPHU�FUHGLW�
SURYLGHUV�WKDW�WDUJHW�\RXQJ�FRQVXPHUV�ZKRVH�
GHDOLQJV�ZLWK�EDQNV�DUH�OLPLWHG��QRZ�DVVHVV�
DQ�DSSOLFDQW¶V�DELOLW\�WR�UHSD\�WKHLU�GHEWV�EDVHG�
RQ�WKHLU�SRSXODULW\�RQ�VRFLDO�PHGLD��:LWK�LWV�
VORJDQ�³If your friends trust you, so do we´�DQG�
LWV�ORJR��D�\HOORZ�VPLOH\��&UHGLOLNHPH��D�0H[LFDQ�
¿QWHFK�WKDW�VSHFLDOLVHV�LQ�ORDQV��KDV�PDGH�
D�QDPH�IRU�LWVHOI�YLD�)DFHERRN��7KH�VDPH�
SRVLWLRQLQJ�KDV�EHHQ�DGRSWHG�E\�)ULHQGO\6FRUH�
LQ�WKH�8.��:KLOH�WKHVH�¿QWHFKV�RSHUDWH�
SULPDULO\�LQ�HPHUJLQJ�FRXQWULHV��WKH\�DUH�DOVR�
EHJLQQLQJ�WR�JDLQ�JURXQG�LQ�WKH�8QLWHG�6WDWHV�
DQG�(XURSH��EXW�WKH\�KDYH�\HW�WR�HVWDEOLVK�
D�IRRWLQJ�LQ�)UDQFH��ZKHUH�WKH�XVH�RI�GDWD�
LV�VXEMHFW�WR�VWURQJHU�UHVWULFWLRQV�

 What to think of it?
7UDGLWLRQDOO\�EDVHG�RQ�VRFLR�SURIHVVLRQDO�
FULWHULD�DQG�D�VFRUH�WKDW�UHÀHFWV�D�SHUVRQ¶V�
FUHGLW�KLVWRU\��FRQVXPHU�WDUJHWLQJ�E\�EDQNV�
FDQ�DOVR�EH�JXLGHG�E\�FHUWDLQ�OLIH�HYHQWV�
�GLYRUFH��PRYLQJ�KRXVH��FKDQJLQJ�EDQNV��
HWF����QRW�WR�PHQWLRQ�DQ�LQGLYLGXDO¶V�OLIHVW\OH�
DQG��HYHQ�OHVV�FRPPRQO\��D�SHUVRQ¶V�
EHKDYLRXU�RQ�VRFLDO�PHGLD��<HW��PDQ\�VROYHQW�
DQG�UHOLDEOH�FRQVXPHUV��PRVW�RI�ZKRP�
DUH�XQGHU�����KDYH�QR�FUHGLW�KLVWRU\��Taking 
into account social media behaviour 
PHDQV�LQQRYDWLQJ�DQG�EUHDNLQJ�DZD\�IURP�
WKH�WUDGLWLRQDO�EDQN�PDUNHWLQJ�WUHQGV�WKDW�
KDYH�WDNHQ�URRW�RYHU�PRUH�WKDQ�¿IW\�\HDUV��
VR�DV�WR�VSDUN�WKH�LQWHUHVW�RI�D�QHZ�SRSXODWLRQ�
RI�FXVWRPHUV��,W�DOVR�PHDQV�DFNQRZOHGJLQJ�
WKDW�social behaviour provides an accurate 
description of a person’s identity and 
SURYLGHV�D�OHYHU�ZLWK�ZKLFK�WR�LQÀXHQFH�
an individual’s relationship with 
consumption. &RXOG�LW�HYHQ�EH�SRVVLEOH�
WR�DFWXDOO\�SUHGLFW�WKH�ODWWHU"�³7HOO�PH�DERXW�
\RXU�UHODWLRQVKLS�ZLWK�RWKHUV�DQG�,¶OO�WHOO�\RX�
ZKR�\RX�DUH´��D�QHZ�WDUJHWLQJ�FULWHULRQ�WKDW�
FRXOG�HDVLO\�EH�H[WHQGHG�WR�RWKHU�VHFWRUV�

“Tell  me about your relationship 
with others and I ’l l  tell  you who you are”:  
when one’s identit y 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 Berlin, 
Basel and Paris

,Q�%HUOLQ��IRRG�UHWDLOHU�0HWUR�KDV�WHDPHG�XS�
ZLWK�VWDUW�XS�,Q)DUP�WR�VHW�XS�D�VPDOO�VFDOH�
K\GURSRQLF�IDUP��ZKHUH�YHJHWDEOHV�DUH�JURZQ�
DERYH�JURXQG��LQ�ZDWHU�DQG�LQ�V\PELRVLV�
ZLWK�D�¿VK�IDUP��LQ�LWV�)ULHGULFKVKDLQ�VWRUH��
DOORZLQJ�FXVWRPHUV�WR�SLFN�WKHLU�RZQ�IUHVK�
KHUEV�IURP�LWV�IUXLW�DQG�YHJHWDEOH�DLVOH��
,Q�%DVHO��EDVHG�RQ�WKH�VDPH�SULQFLSOH��6ZLVV�
¿UP�8UEDQ)DUPHUV�KDV�LQVWDOOHG�LWV�¿UVW�SLORW�
IDUP�RQ�WKH�URRI�RI�DQ�LQGXVWULDO�EXLOGLQJ��
,WV�SURGXFH�ZLOO�EH�VROG�DW�D�0LJURV�VWRUH��
)LQDOO\��DW�WKH�ODVW�,QWHUQDWLRQDO�$JULFXOWXUDO�
6KRZ��)UHQFK�IRRG�WHFK�VWDUW�XS�$JULFRRO�
SUHVHQWHG�D�SURMHFW�WR�JURZ�VWUDZEHUULHV�
LQ�FRQWDLQHU�XQLWV�LQVWDOOHG�LQ�WKH�JDUGHQV�
RI�%HUF\�LQ�3DULV��7KUHH�LQLWLDWLYHV�WKDW�VWDQG�
DV�SURRI�WKDW�\RX�FDQ�JURZ�IRRG�LQ�FLWLHV��
ZLWKRXW�SHVWLFLGHV�DQG�ZLWK�D�QHDU�]HUR�
FDUERQ�IRRWSULQW�

 What to think of it?
)DFHG�ZLWK�FRQVXPHUV¶�JURZLQJ�NHHQQHVV�
WR�NQRZ�WKH�RULJLQ�RI�WKH�LWHPV�WKH\�SXUFKDVH��
UHWDLOHUV�EHJDQ�E\�HQKDQFLQJ�WKH�WUDFHDELOLW\�
RI�WKHLU�SURGXFWV��7KH\�WKHQ�UDPSHG�XS�WKHLU�
HIIRUWV�WR�ZRUN�ZLWK�ORFDO�VXSSOLHUV��$�WKLUG�ZD\�
LV�WDNLQJ�VKDSH�WRGD\�ZLWK�WKH�ULVH�RI�in-store 
farming��7KLV�DSSURDFK�RIIHUV�QXPHURXV�
DGYDQWDJHV��)LUVW�DQG�IRUHPRVW��LW�LV�visually 
striking�DQG�LV�WKHUHIRUH�D�SHUIHFW�DGYHUWLVLQJ�
DQG�EX]]�PDUNHWLQJ�WRSLF��,W�DOVR�IUHVKHQV�XS�
WKH�LPDJH�RI�UHWDLOHUV��ZKRVH�IRFXV�ZLOO�QR�
ORQJHU�VROHO\�EH�RQ�GLVWULEXWLRQ�DQG�FXVWRPHU�
UHODWLRQV��EXW�ZLOO�VKLIW�WR�production and 
innovation thanks to the possibilities 
opened up by food-tech��7KLV�LV�DQ�
RSSRUWXQLW\�IRU�VWRUHVWR�GHPRQVWUDWH�WKH�TXDOLW\�
DQG�IUHVKQHVV�RI�WKHLU�SURGXFWV��ZKLOH�DOVR�
breaking away from the negative perception 
that they are a less-than-transparent 
middle-man between producers and 
consumers��KHUH��WKH�RQO\�LQWHUPHGLDU\�LV�
WKH�URRI���,Q�VWRUH�IDUPLQJ�DOVR�FDWHUV�IRU�D�
QHZ�JHQHUDWLRQ�RI�FRQVXPHUV�ZKR�DUH�NHHQ�
WR�reinvent their day-to-day lives by altering 
their spending habits��&RQVXPSWLRQ�
LV�EHFRPLQJ�D�GULYHU�RI�FKDQJH��8OWLPDWHO\��
FRXOG�WKH�PDLQ�VWUHQJWK�RI�WKLV�W\SH�RI�IDUPLQJ�
EH�WKDW�LW�fuels a brand new concept�ZKHUH�
WKH�FLW\�DQG�WKH�FRXQWU\VLGH�DUH�QR�ORQJHU�
FRQWUDGLFWRU\�WHUPV"�

Bringing the countr yside  
to the cit y 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
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Considering ever y offering 
as a stepping stone to another: 
a totally v irtuous 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
)UHQFK�ZHEVLWH�ERFNOLS�FRP�ZDV�UHFHQWO\�
ODXQFKHG�WR�DOORZ�FRQVXPHUV�WR�UHQRYDWH�
RU�HQKDQFH�,NHD�IXUQLWXUH�ZLWK�QREOH�PDWHULDOV�
DQG�OX[XU\�¿QLVKHV��,WV�FDWDORJXH�IHDWXUHV�
FROOHFWLRQV�RI�IURQWV�DQG�DFFHVVRULHV�
�ZRRG��PHWDO�DQG�FRORXUHG��WKDW�FDQ�EH�¿WWHG�
WR�0HWRG�NLWFKHQV��3D[�ZDUGUREHV��%HVWD�
ORXQJH�IXUQLWXUH�DQG�*RGPRUJRQ�EDWKURRPV��
7KH�UDQJH�ZDV�LQVSLUHG�E\�6ZHGLVK�ZHEVLWH�
VXSHUIURQW�FRP��ZKLFK�DOVR�DOORZV�FRQVXPHUV�
WR�JODP�XS�WKHLU�,NHD�IXUQLWXUH�ZLWK�PDUEOH��
FRSSHU�DQG�HYHQ�OHDWKHU��IURP�GRRU�KDQGOHV�
WR�OHJV��)XUWKHU�HYLGHQFH�WKDW�,NHD�LV�D�VRXUFH�
RI�LQVSLUDWLRQ�FRPHV�IURP�WKH�ZHEVLWH�
LNHDKDFNHUV�QHW��ZKLFK�EULQJV�WRJHWKHU�
LQGLYLGXDOV�ZKR�ZLVK�WR�VKDUH�WKHLU�FUHDWLYH�
WLSV�DQG�WULFNV�WR�FXVWRPLVH�RU�UHF\FOH�LWHPV�
RULJLQDOO\�VROG�E\�WKH�UHWDLOHU��7KXV��DQ�ROG�
3D[�GRRU�FDQ�EHFRPH�D�WDEOH�DQG�D�0HWRG�
NLWFKHQ�FXSERDUG�FDQ�EH�FRQYHUWHG�LQWR�
D�FDW�OLWWHU�FDELQHW�

 What to think of it?
,NHD�IXUQLWXUH�FDQ�EH�IRXQG�LQ�KRPHV�DFURVV�
WKH�ZRUOG��IURP�FKLOGUHQ¶V�EHGURRPV�WR�$LUEQE�
DSDUWPHQWV��DQG�KDV�TXLFNO\�EHFRPH�D�V\PERO�
IRU�PRGHUQ�XUEDQ�OLIH��7KHVH�FOHYHU�DQG�
DIIRUGDEOH�SURGXFWV�DOVR�EHDU�WHVWLPRQ\�WR�
WKH�XQLIRUPLVLQJ�HIIHFW�RI�JOREDOLVDWLRQ��7KH�
FRQVHTXHQFHV"�,W�LV�QR�VXUSULVH�WKDW�³FRXQWHU�
RIIHULQJV´�KDYH�HPHUJHG��DOORZLQJ�DQ\RQH�
WR�add a personal and qualitative touch 
to a range that offers little differentiation. 
$�SUHVFLHQW�UHVSRQVH�WR�WKH�GHVLUH�QRZ�
H[SUHVVHG�E\�FRQVXPHUV�WR�FXVWRPLVH�DQG�
UHFODLP�WKHLU�HQYLURQPHQW��&RXOG�LW�DOVR�
EH�D�SUHFXUVRU�WR�D�QHZ�PDUNHWLQJ�PRGHO�
ZKLFK��rather than attempting to sell 
a new product, seeks to “enhance” 
what is already there��E\�PDNLQJ�LW�PRUH�
H[FOXVLYH��PRUH�FODVV\�DQG�PRUH�SHUVRQDO��
Every product offering can therefore 
become a starting point for a fresh 
proposition.�$�FROODERUDWLYH�UDWLRQDOH�EDVHG�
RQ�SURGXFW�FXVWRPLVDWLRQ��RQH�WKDW�LV�capable 
of maintaining the desire to consume 
ZKHWKHU�WKH�DLP�LV�WR�H[SUHVV�RQH¶V�FUHDWLYLW\�
RU�NHHS�WR�D�EXGJHW��$Q�DSSURDFK�WKDW�LVQ¶W�
ZLWKRXW�YLUWXH�LQ�WKHVH�XQFHUWDLQ�WLPHV�

  Soon to be  
seen in stores

7KH�FROOHFWLYH�WKDW�ODXQFKHG�WKH�FDPSDLJQ�
HQWLWOHG�³Les Gueules Cassées´��³VPDVKHG�
IDFHV´���WKH�DLP�RI�ZKLFK�ZDV�WR�HQVXUH�WKDW�
OHVV�WKDQ�SHUIHFW�SURGXFWV�ZRXOG�VWLOO�EH�
VROG�LQ�VXSHUPDUNHWV��QRZ�LQWHQGV�WR�ODXQFK�
D�UDQJH�RI�SURGXFWV�WKDW�DUH�³XVHIXO�DQG�PDNH�
VHQVH�WR�FRQVXPHUV �́�GXEEHG�³La marque 
du consommateur´��³7KH�FRQVXPHUV¶�EUDQG´���
$OO�WKH�SURGXFWV�RQ�RIIHU�ZLOO�QHHG�WR�PHHW�
D�VHW�RI�VSHFL¿FDWLRQV�EDVHG�RQ�VXVWDLQDELOLW\�
DQG�VRFLDO�UHVSRQVLELOLW\��7KH\�ZLOO�RQO\�EH�
UHOHDVHG�RQ�WKH�PDUNHW�RQFH�WKH�FRPPLWPHQW�
RI�FRQVXPHUV�KDV�EHHQ�VHFXUHG��ZKLOH�FRVWO\�
DGYHUWLVLQJ�ZLOO�EH�UHSODFHG�E\�FRPPXQLFDWLRQ�
WKURXJK�VRFLDO�PHGLD�

 What to think of it? 
$IWHU�SURGXFWV�FR�GHVLJQHG�ZLWK�FXVWRPHUV�
DQG�WULDOV�LQWR�WKH�GLUHFW�PDQDJHPHQW�RI�VWRUHV�
E\�FRQVXPHUV��H�J���WKH�/D�/RXYH�SURMHFW�LQ�
3DULV���FRXOG�ZH�VRRQ�VHH�products entirely 
designed by those at whom they are 
aimed?�$OWKRXJK�LW�LV�XQFHUWDLQ�ZKHWKHU�WKH\�
ZLOO�WUXO\�GLIIHU�IURP�WKRVH�DOUHDG\�DYDLODEOH�
RQ�WKH�PDUNHW��EUDQGV�WRGD\�DUH�DOUHDG\�YHU\�
RSHQ�WR�WKH�LGHDV�RI�WKHLU�FXVWRPHUV���WKH�
DSSHDUDQFH�RI�VXFK�RIIHULQJV�QRQHWKHOHVV�
FRQ¿UPV�WKH�GHVLUH�RI�FRQVXPHUV�WR�
LQÀXHQFH�WKH�PDUNHW�DQG�SHUKDSV�GHI\�
the diktats of brands.�+HUH��transparence 
becomes a virtue,�ZKHWKHU�LW�UHODWHV�WR�
TXDOLW\��SULFH��SURGXFW�RULJLQ�RU�HQYLURQPHQWDO�
LPSDFW��,W�LV�DOVR�D�VLJQ�WKDW�FRQVXPHUV�DUH�
NHHQ�WR�be the central focus of what they 
are buying and to take part in the workings 
of their environment��DV�WKH\�DUH�JURZLQJ�
DFFXVWRPHG�WR�GR�ZLWK�WKH�GHYHORSPHQW�RI�
WKH�FROODERUDWLYH�HFRQRP\��,I³FXVWRPLVHG´�
RIIHULQJV�UHWDLQ�WKHLU�SRSXODULW\�LQ�WKH�IXWXUH��
EUDQGV�ZLOO�QHHG�WR�JR�IXUWKHU�DQG�HQGHDYRXU�
WR�RIIHU�products and services “adjusted” 
to consumers’ urges and worldview��$�QHZ�
FKDOOHQJH�WKDW�ZLOO�QHHG�WR�EH�PHW�ZLWK�PXFK�
PRUH�WKDQ�MXVW�D�PDUNHWLQJ�FDPSDLJQ�

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
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(XUR�������WKH�)UHQFK�DUH�\HW�WR�IHHO�
WKH�SDVVLRQ«�$�VXUYH\�FRQGXFWHG�IRU�
/¶2EVHUYDWRLUH�&HWHOHP�E\�2SLQLRQ:D\�
�EHWZHHQ����DQG����0D\�WKLV�\HDU��
UHYHDOV�WKDW�more than half of 
the French population (59%) will 
not be following the tournament 
����-XQH����-XO\���2I�WKH�����RI�
)UHQFK�SHRSOH�ZKR�ZLOO�EH�ZDWFKLQJ�
(XUR�������DOPRVW�QLQH�RXW�RI�WHQ�
������ZLOO�GR�VR�DW�KRPH��ZLWK�IULHQGV�
RU�IDPLO\��%XW�WKLV�GRHV�QRW�PHDQ�
WKDW�SXEOLF�VSDFHV�ZLOO�EH�GHVHUWHG��
DV�����RI�VXSSRUWHUV�VD\�WKH\�ZLOO�
KHDG�WR�EDUV������WR�IDQ�]RQHV�DQG�
���WR�WKH�VWDGLXPV�WKHPVHOYHV��
'HVSLWH�WKLV�ODFN�RI�H[FLWHPHQW�DERXW�
(XUR�������WKH�)UHQFK�EHOLHYH�WKDW�
WKH�HYHQW�ZLOO�KDYH�D�SRVLWLYH�LPSDFW�
RQ�WKHLU�PRRG�������

7R�FRLQFLGH�ZLWK�(XUR�������.HROLV��
D�SXEOLF�WUDQVSRUW�RSHUDWRU�LQ�/LOOH��
KDV�ODXQFKHG�a connected bracelet 
to replace tickets��ZKLFK�FDQ�EH�
VFDQQHG�E\�SODFLQJ�RQH¶V�ZULVW�LQ�IURQW�
RI�D�WLFNHW�YDOLGDWLRQ�PDFKLQH��
7KH�61&)�VXEVLGLDU\�ZRUNHG�ZLWK�
)UHQFK�GLJLWDO�VHFXULW\�VSHFLDOLVW�
*HPDOWR�WR�SURGXFH�������RI�WKHVH�
EUDFHOHWV��ZKLFK�ZLOO�UHWDLO�IRU�¼������
±�WKH�SULFH�LQFOXGHV�D�RQH�GD\�SDVV�
ZRUWK�¼�����±�DQG�FDQ�EH�WRSSHG�XS�
LQ�WKH�RSHUDWRU¾V�EUDQFKHV��VHDVRQ�
WLFNHWV�H[FOXGHG�

When it comes to purchasing 
criteria, 75% of consumers around 
the world deem a brand’s country 
of origin to be as important��LI�QRW�
PRUH�LPSRUWDQW��WKDQ�WKH�TXDOLW\�RU�
SULFH�RI�D�SURGXFW��7KLV�LV�WKH�PRVW�
VWULNLQJ�¿QGLQJ�RI�WKH�ODWHVW�1LHOVHQ�
JOREDO�VXUYH\��ZKLFK�TXHVWLRQHG�
PRUH�WKDQ��������FRQVXPHUV�
LQ����FRXQWULHV��

$FFRUGLQJ�WR�D�UHFHQW�,IRS�VXUYH\��
PRUH�WKDQ�D�WKLUG�RI�)UHQFK�SHRSOH�
������XVH�FRQWDFWOHVV�SD\PHQWV��
FRPSDUHG�ZLWK�D�TXDUWHU�ODVW�\HDU�
�������EXW�RQO\�����ZDQW�WR�VHH�
FDVK�GLVDSSHDU�HQWLUHO\�LQ�IDYRXU�
RI�HOHFWURQLF�SD\PHQW�PHWKRGV�����
RI�WKRVH�VXUYH\HG�EHOLHYH�WKLV�
SD\PHQW�PHWKRG�WR�EH�SUDFWLFDO�
DQG�����VHH�LW�DV�PRGHUQ��EXW�RQO\�
����ZRXOG�OLNH�LWV�XVH�WR�EHFRPH�
ZLGHVSUHDG�DQG�����GHHP�LW�
HVVHQWLDO��76% of French people 
consider contactless payment 
to be risky. 
�2QOLQH�VXUYH\�SHUIRUPHG�IURP����)HEUXDU\�
WR����0DUFK�YLD�D�VHOI�DGPLQLVWHUHG�
TXHVWLRQQDLUH��RQ�D�VDPSOH�RI�
������LQGLYLGXDOV�DQG�����WUDGHUV�
UHSUHVHQWDWLYH�RI�WKH�)UHQFK�SRSXODWLRQ�
DQG�DJHG����DQG�RYHU��



,Q�WKH�8QLWHG�6WDWHV�WKLV�VXPPHU��6DPVXQJ�
ZLOO�EH�ODXQFKLQJ�D�FRQQHFWHG�UHIULJHUDWRU�WKDW�
DOORZV�XVHUV�WR�RUGHU�DQG�SD\�IRU�VKRSSLQJ�
WKDQNV�WR�D�SDUWQHUVKLS�ZLWK�0DVWHUFDUG��$OVR�
LQYROYHG�LQ�WKH�VFKHPH�DUH�UHWDLOHUV�)UHVKGLUHFW�
DQG�6KRS5LWH��ZKLFK�UXQ�����VWRUHV�FRPELQHG�
LQ�WKH�1RUWKHDVWHUQ�8QLWHG�6WDWHV�

+DYLQJ�DVFHUWDLQHG�WKDW�GHPDQG�IRU�LWV�ODWHVW�
VXSHUFDU��WKH�)RUG�*7��SULFHG�DW����������
H[FOXGLQJ�9$7��YDVWO\�RXWVWULSV�VXSSO\��)RUG�
KDV�FRPH�XS�ZLWK�D�KLJKO\�VHOHFWLYH�RUGHU�
SURFHVV�WKDW�FRPELQHV�D�IHZ�VXUSULVLQJ�
FULWHULD��\RX�PXVW�DOUHDG\�RZQ�D�)RUG��FRPPLW�
WR�DFWXDOO\�XVLQJ�WKH�FDU��UHIUDLQ�IURP�VHOOLQJ�
LW�IRU�D�FHUWDLQ�OHQJWK�RI�WLPH�RU�KDYH�D�GHJUHH�
RI�LQÀXHQFH�RQ�VRFLDO�PHGLD�
ZZZ�IRUGJW�FRP�FDPSDLJQOLEV�
FRQWHQW�EUDQGBIRUG�IUBIU�SHUIRUPDQFH�
JW�DSSOLFDWLRQ�ZHOFRPH�KWPO�

 Quentin H. / International Marketing

:LWK�VRPH�RI�LWV�EUDQFKHV�QRZ�IDOOLQJ�LQWR�
GLVXVH��%DUFOD\V�LV�FXUUHQWO\�WULDOOLQJ�WKH�
FRQYHUVLRQ�RI�D�QXPEHU�RI�LWV�VLWHV�LQ�/RQGRQ�
LQWR�$PD]RQ�GHOLYHU\�SRLQWV��ZKLFK�WDNH�WKH�
IRUP�RI�DXWRPDWHG�ORFNHUV��,I�WKH�UHVXOWV�DUH�
FRQFOXVLYH��WKH�VFKHPH�ZLOO�EH�H[WHQGHG�
WR�WKH�EDQN¶V�HQWLUH�EUDQFK�QHWZRUN�

$IWHU�SHUIRUPLQJ�D�VXUYH\�RI�FXVWRPHUV�
DQG�VWDII��UHWDLOHU�0DUNV�	�6SHQFHU�UHFHQWO\�
DQQRXQFHG�WKDW�LW�ZRXOG�QR�ORQJHU�EH�SOD\LQJ�
EDFNJURXQG�PXVLF�LQ�LWV�����8.�VWRUHV�

%HIRUH�WKH\�KDYH�D�YHKLFOH�LPSRXQGHG��
WKH�ORFDO�SROLFH�LQ�7RUUHLOOHV��LQ�WKH�)UHQFK�
département�RI�3\UpQpHV�2ULHQWDOHV��VHQG�
LWV�RZQHU�D�WH[W�PHVVDJH�WR�DOHUW�WKHP��
RQ�FRQGLWLRQ�WKDW�WKH\�KDYH�VLJQHG�XS�IRU�
WKH�VHUYLFH�RQ�VWRSIRXUULHUH�QHW�DQG�GLVSOD\�
D�VSHFLDO�45�FRGH�ODEHO�RQ�WKHLU�ZLQGVFUHHQ��
ZKLFK�FRQWDLQV�WKHLU�PRELOH�SKRQH�QXPEHU�
ZZZ�VWRSIRXUULHUH�QHW

   Emmanuelle S. / Digital Marketing

%X\0H2QFH�LV�D�ZHEVLWH�WKDW�OLVWV�SURGXFWV�
ZLWK�D�OLIHWLPH�RI�PRUH�WKDQ����\HDUV��
$Q�LQLWLDWLYH�JHDUHG�WRZDUGV�FRPEDWLQJ�
SODQQHG�REVROHVFHQFH�
ZZZ�EX\PHRQFH�FRP

  Damien S. / Retail Strategy

$W�WKH�ODVW�%HLMLQJ�0RWRU�6KRZ��$XGL�
SUHVHQWHG�LWV�QHZ�4���ZKLFK�IHDWXUHV�
DQ�HOHFWULF�ORQJERDUG��DOVR�FRQYHUWLEOH�LQWR�
D�VFRRWHU��LQFRUSRUDWHG�LQWR�LWV�UHDU�EXPSHU��

6WDUW�XS�&XOWHHY�KDV�ODXQFKHG�%DVLOH��
D�VPDUW��FRQQHFWHG�LQGRRU�JDUGHQ�WKDW�
DOORZV�DURPDWLF�SODQWV�WR�EH�JURZQ�LQ�
WKH�KRPH��%DVLOH�WDNHV�WKH�IRUP�RI�D����
E\����FHQWLPHWUH�ER[�FRQWDLQLQJ�D�WUD\��
LQWR�ZKLFK�WKH�XVHU�HPSWLHV�FDSVXOHV�¿OOHG�
ZLWK�D�VXEVWUDWH�SODQWHG�ZLWK�VHHGV�
ZZZ�FXOWHHY�FRP

  Marjorie C. / PF Consulting

7R�DWWUDFW�D�\RXQJ�DXGLHQFH��WKH�%XGDSHVW�
)HVWLYDO�2UFKHVWUD��WRJHWKHU�ZLWK�LWV�
VSRQVRU�+XQJDULDQ�7HOHFRP��KDV�FUHDWHG�
DQ�LQWHUDFWLYH�ELOOERDUG�WKDW�DOORZV�SDVVHUV�
E\�WR�FRQGXFW�DQ�RUFKHVWUD�XVLQJ�WKHLU�
VPDUWSKRQH��7KH�V\VWHP�GHWHFWV�PRYHPHQW�
WR�VSHHG�XS�RU�VORZ�GRZQ�WKH�PXVLF�SOD\HG�
E\�WKH�PXVLFLDQV�RQ�WKH�VFUHHQ�DFFRUGLQJ�
WR�WKH�WHPSR�SURYLGHG��2QFH�WKH�H[SHULHQFH�
LV�FRPSOHWH��D�GLVFRXQW�IRU�WKH�RUFKHVWUD¶V�
QH[W�FRQFHUW�LV�RIIHUHG�WR�SDUWLFLSDQWV� 
ZZZ�\RXWXEH�FRP�ZDWFK"Y <U�/7TJLP7$

  Quentin H. / International Marketing

Summing Up
ASKIP��DQ�DEEUHYLDWHG� 
YHUVLRQ�RI�³à ce qu’il paraît” 
�PHDQLQJ�³VR�,¶YH�KHDUG´�
LQ�)UHQFK���7KH�ZRUG�LV�
D�SHUIHFW�LOOXVWUDWLRQ�RI�WH[W�
VSHDN��ASKIP�LV�XVHG�E\�
)UHQFK�WHHQDJHUV�WR�GLVFXVV�
UXPRXUV�DQG�VSUHDG�D�EX]]��

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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