
  Seen on social media

When Adidas launched Glitch, its latest 

football boot featuring interchangeable skins 

and an exclusive design, the brand followed 

a unique approach founded on rarity and 

D�QHWZRUN�RI�ORFDO�LQÀXHQFHUV��,QGHHG��LQ�RUGHU�
to acquire the boots, buyers had to retrieve 

D�FRGH�IURP�RQH�RI�DURXQG����,QVWDJUDPPHUV�
and YouTubers from the Parisian football 

VFHQH��YLD�WKH�GHGLFDWHG�*OLWFK�PRELOH�DSS��
(DFK�LQÀXHQFHU�KDG����FRGHV�WR�JLYH�RXW�
DQG�QHZ�EX\HUV�ZHUH�JLYHQ����FRGHV�RI�WKHLU�
own to share, thus creating a viral distribution 

QHWZRUN��%X\HUV�FRXOG�WKHQ�GRZQORDG�DQ�
app to customise their chosen model, order 

LW�DQG�WDNH�GHOLYHU\�ZLWKLQ�IRXU�KRXUV�

 What to think of it?

While it may seem like a gimmick, the 

campaign Adidas devised to launch its 

Glitch model is, upon closer examination, 

DV�LQQRYDWLYH�DV�LW�LV�LQVSLULQJ��,W�SURYHV��¿UVW�
of all, that it is not always necessary to have 

points of sale or even an e-commerce site 

to sell a product��%HWWHU�VWLOO��it demonstrates 

that consumers can be persuaded to make 

a purchase without even having touched 

a product or tried it out��7KH�RSLQLRQ�
of peers on social media is as good as a fool 

proof recommendation to some and is often 

HQRXJK�WR�ZDUG�RII�WKH�ULVN�RI�GLVDSSRLQWPHQW��
7KLV�LV�SDUWO\�EHFDXVH�WKH�LQÀXHQFHUV�LQ�
question are not professionals (who tend 

to be viewed as having a vested interest 

in brands), but enthusiasts and members 

of local clubs who see the campaign as 

creating a sense of exclusivity and bringing 

footballers in the area together through 

VKDULQJ��In this case, individual storytelling 

supersedes that of the brand��%XW�WKH�
latter will not hesitate to take full advantage 

of a whole range of information this will 

generate about the attitudes and behaviours 

of its target market, which is the great strength 

RI�WKH�³LQÀXHQFHU�PHGLD�VSRNHVSHUVRQ�
VHOOHU´�FRQFHSW�

The line bet ween influencer 
and salesperson is  a f ine one. 

Social media should not be reduced to a tool for boosting 

reputations and creating a buzz. It can also be effective for selling. 

 Patricia B. / L’Observatoire Cetelem

  Seen in Atlanta

Since last month in Atlanta, Porsche has 

been trialling a subscription service aimed 

at those who wish to take advantage of more 

WKDQ�RQH�RI�WKH�EUDQG¶V�YHKLFOHV��7KH�3RUVFKH�
Passport, priced at $2,000 a month, gives 

DFFHVV�WR�WKH�����%R[VWHU��WKH�����&D\PDQ�
6�DQG�VL[�RWKHU�PRGHOV��7KH�WRS�SULFHG�
subscription, which costs $3,000 a month, 

gives access to more than 22 models, 

LQFOXGLQJ�WKH�&D\HQQH�(�+\EULG��7KH�3RUVFKH�
Passport includes vehicle registration, 

insurance and maintenance, as well as use 

RI�WKH�YHKLFOH��6XEVFULEHUV�DUH�SURYLGHG�ZLWK�
a dedicated app that lets them know which 

models are available and allows them to 

ERRN�D�YHKLFOH��,I�VXFFHVVIXO��WKH�SURJUDPPH�
LV�OLNHO\�WR�EH�H[WHQGHG�WR�RWKHU�UHJLRQV��

 What to think of it?

The future of motoring lies not only in 

HQHUJ\�HI¿FLHQF\�DQG�JUHHQ�IXHO��EXW�DOVR�
in the ability of brands to reinvent their 

relationship with customers��&DWHULQJ�
for a new generation that is less excited 

about the idea of owning a vehicle and 

more interested in enjoying unforgettable 

experiences, Porsche’s latest scheme 

could inspire less prestigious manufacturers 

to follow suit, prompting people to see 

PRWRULQJ�LQ�D�IUHVK�OLJKW��%\�GHDOLQJ�ZLWK�
administrative and practical concerns, 

the Porsche Passport establishes all 

the conditions needed to forge a purely 

emotional relationship between vehicles 

and their drivers��,W�DOVR�DOWHUV�SHUFHSWLRQV�
of the brand, because it is no longer 

presenting a hierarchical range with models 

classed from the most affordable to the 

most expensive, but a horizontal offering 

that consumers are free to explore at 

will��A promise of freedom that not only 

IXO¿OV�WKH�H[SHFWDWLRQV�RI�DQ\RQH�HDJHU�
for new experiences, but also gives meaning 

WR�WKH�H[SUHVVLRQ�³EUDQG�WHUULWRU\ �́�

The brand as a territor y 
across which consumers 
can travel. 

Now that all car makers seem convinced of the need to think in terms 

RI�PRELOLW\�UDWKHU�WKDQ�YHKLFOH�RZQHUVKLS�WR�GH¿QH�WKHPVHOYHV��
some are starting to imagine what this shift could actually mean. 

www.porschepassport.com
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  Seen in the skies

$URXQG�D�\HDU�DJR��$FFRU+RWHOV�SUHVHQWHG�
-R	-RH��LWV�QHZ�JHQHUDWLRQ�KRWHO�GHVLJQHG�
IRU�0LOOHQQLDOV��VHH�WKH�'HFHPEHU������HGLWLRQ�
RI�/¶¯LO���1RZ�LW�LV�$LU�)UDQFH¶V�WXUQ�WR�JR�GRZQ�
WKLV�URXWH��,WV�QHZ�EUDQG�LV�FDOOHG�-RRQ�DQG�ZLOO�
LQLWLDOO\�RIIHU�MXVW�IRXU�GHVWLQDWLRQV��%DUFHORQD��
%HUOLQ��/LVERQ�DQG�3RUWR��7KH�DLP�LV�IRU�-RRQ�
WR�VHUYH�DV�D�ODERUDWRU\�IRU�$LU�)UDQFH�DQG�
to assist travellers from the booking stage 

XQWLO�WKH\�DUULYH�DW�WKHLU�GHVWLQDWLRQ��'XULQJ�
WKHLU�ÀLJKW��SDVVHQJHUV�ZLOO�EH�DEOH�WR�HQMR\�
FRQWHQW�IURP�FKDQQHOV�VXFK�DV�9LFH��%UXW�DQG�
5HG%XOO�79�DV�ZHOO�DV�RUJDQLF�VQDFNV��FRIIHH�
DQG�IUHVK�MXLFH��7KH�EUDQG¶V�KRVWHVVHV�DQG�
stewards will be its ambassadors, notably 

on social media, where they will put their vast 

travel experience to good use by advising 

consumers on how to recover from jet lag, 

but also about the best exhibitions and bars 

DW�WKHLU�GHVWLQDWLRQ��7KH\�ZLOO�HYHQ�VKDUH�WKHLU�
PHPRULHV�DQG�H[SHULHQFHV�

 What to think of it?

-R	-RH��-RRQ����FRXOG�WKLV�EH�WKH�DGYHQW�
of Generation J? Or it might be generation O, 

JLYHQ�KRZ�PDQ\�¿UPV�XVH�QDPHV�IHDWXULQJ�
the letter O when they are looking to shake 

XS�D�PDUNHW¶V�FRGHV��02%��2NNR��(NOR��
Jo&Joe, Yooma… All these brands want 

to be seen as good value, green, friendly, hip, 

ZHOFRPLQJ�DQG�DXGDFLRXV��-R	-RH�DQG�-RRQ�
KDYH�D�JUHDW�GHDO�LQ�FRPPRQ��%RWK�DUH�WU\LQJ�
WR�EH�FRRO��%RWK�PDNH�VXJJHVWLRQV��EXW�GR�QRW�
impose (it is impossible to impose anything 

RQ�0LOOHQQLDOV«���What they are selling isn’t 

MXVW�EHGV�DQG�ÀLJKWV��EXW�DQ�H[SHULHQFH 

that begins the moment you come into 

FRQWDFW�ZLWK�WKHP��7KH\�DUH�DOVR�³between 

GH¿QLWLRQV �́�7KH�IRUPHU�LV�QHLWKHU�D�\RXWK�
KRVWHO��QRU�$LUEQE�VW\OH�DFFRPPRGDWLRQ��
7KH�ODWWHU�LV�QHLWKHU�D�ORZ�FRVW�DLUOLQH��
QRU�D�WUDGLWLRQDO�FDUULHU��%RWK�DUH�VHHNLQJ�
to change things, without necessarily 

starting a revolution, through digital media 

DQG�D�IHHOLQJ�RI�EHORQJLQJ�WR�D�FRPPXQLW\��
)LUVW�DQG�IRUHPRVW��WKHLU�REMHFWLYH�LV�
to become “social brands”, which exist 

only through the social media contributions 

RI�WKHLU�FXVWRPHUV��This approach based 

on humility makes a refreshing change, 

but to succeed there must be strong 

appeal from the outset to motivate people 

WR�JHW�LQYROYHG�
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Social  Brands or the 
fantasy of  brands shaped 
by their customers.

Today, creating a brand means attempting to update the codes prevalent in one’s 

market. It also means inventing a new type of relationship with customers. 

Recreating an apartment’s 
interior in a store is  all  well 
and good.  But allowing customers 
to stay there is  even better. 

Having previously been purely transaction focused, shops are now looking 

to tout themselves as veritable living spaces that feel like home...

www.johnlewis.com/content/the-residence

 Seen in London, 

Cambridge and Liverpool

,Q�6HSWHPEHU�DQG�2FWREHU�ODVW�\HDU��%ULWLVK�
department store chain John Lewis decided 

to take the “Try before you buy” concept 

to the next level by trialling temporary mock 

apartments in three of its shops (in London, 

&DPEULGJH�DQG�/LYHUSRRO��DV�D�ZD\�WR�
VKRZFDVH�DOO�RI�LWV�FROOHFWLRQV��'XEEHG�
“The Residence”, it was open to all customers 

during the day and could also be booked 

for an hour after the store closed, together with 

D�3HUVRQDO�6KRSSHU��7KH�UHWDLOHU�DOVR�RIIHUHG�
a few lucky customers the chance to spend 

the night there (to try out sheets, duvets, 

PDWWUHVVHV��HWF����EXW�DOVR�WR�KDYH�GLQQHU�
or brunch in the apartment with friends, thanks 

WR�D�SDUWQHUVKLS�ZLWK�:DLWURVH�VXSHUPDUNHWV�

 What to think of it?

%\�SUHVHQWLQJ�SDUW�RI�LWV�UDQJH�LQ�D�PRFN�
apartment, John Lewis highlighted the 

keenness of retailers to no longer be perceived 

simply as points of sale (see the Sézane 

DSDUWPHQW�DQG�RWKHUV�LQ�WKH�-DQXDU\������
edition of L’Œil), but as living spaces that 

enable shoppers to get a feel for an interior 

design and imagine it in their home��
%\�JLYLQJ�LWV�FXVWRPHUV�WKH�FKDQFH�WR�VSHQG�
a short time within its walls (for a night or just 

for breakfast), the department store created 

an innovative half-way house in which 

the line between public and private space 

ZDV�EULHÀ\�EOXUUHG, to instil customers 

with a strong sense of exclusivity��,QGHHG��
scattering screens or new technologies 

around stores is not the only way for retailers 

WR�VWDQG�RXW�DQG�SURFODLP�WKHLU�PRGHUQLW\��
Another attribute, which is possibly more 

important, is being able to imagine how 

the perceptions or habits of customers 

might shift��$IWHU�WKH�³VKRS�LQ�WKH�VKRS´�
approach, where a brand installs one of its 

typical boutiques in a department store, here 

comes the “home in shop” concept, which, 

as the name suggests, makes customers feel 

DV�WKRXJK�WKH\�DUH�DW�KRPH�

https://www.johnlewis.com/content/the-residence
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Causumer: the domain 

of consumers, compulsive buyers 

ZKR�EHQH¿WHG�IURP�WKH�SRVW�
war boom, is increasingly being 

populated by “causumers”, 

consumers for whom making 

D�SXUFKDVH�LV�D�IRUP�RI�DFWLYLVP��

7RGD\��)DFHERRN�LV�SULPDULO\�
targeting individuals of a certain 

age who wish to stay in touch 

with family, while teenagers are 

OHDYLQJ�WKH�QHWZRUN�LQ�WKHLU�GURYHV��
7KHVH�DUH�WKH�¿QGLQJV�RI�WKH�UHFHQW�
eMarketer surveys covering the 

8QLWHG�6WDWHV�DQG�WKH�8.��$FURVV�
the Atlantic, despite Facebook’s 

growth (+2.4% in 2017), 12 to 17 

year olds are quitting the network 

at an increasing rate �������
LQ������FRPSDUHG�ZLWK�������
LQ�������DQG�MRLQLQJ�6QDSFKDW�DQG�
,QVWDJUDP�LQVWHDG��:LWK������PLOOLRQ�
users, Snapchat has crept 

DKHDG�RI�)DFHERRN�������PLOOLRQ��
to become the leading social media 

VLWH�DPRQJ����WR����\HDU�ROGV��
0HDQZKLOH��,QVWDJUDP�PHPEHUVKLS�
LQ�WKH�������DJH�EUDFNHW�JUHZ������
RYHU�WKH�\HDU��
 

Word of 
the month

C atching 
the eye

A glance in the 
rear-view mirror

The facts 

,Q�LWV�QHZ�ERXWLTXH�RQ�WKH�JURXQG�ÀRRU�
RI�*DOHULHV�/DID\HWWH�+DXVVPDQQ��
FRVPHWLFV�EUDQG�&OLQLTXH�SURYLGHV�
visitors with bracelets featuring 

a selection of messages that 

allow them to express how they 

would like to be approached by 

WKH�EUDQG¶V�DGYLVHUV���7KHVH�LQFOXGH�
³,¶P�LQ�QR�KXUU\��WDNH�FDUH�RI�PH �́�
³,�ZDQW�WR�EURZVH�LQ�SHDFH´�DQG�
³,¶P�LQ�D�UXVK �́�7KLV�LV�DQ�LOOXVWUDWLRQ�
of the new shopping concept the 

brand has developed in the US: 

³6HUYLFH�DV�\RX�OLNH �́

Analysis 

While it may look like a gimmick 

DW�¿UVW�JODQFH��&OLQLTXH¶V�LQLWLDWLYH�
at Galeries Lafayette suggests 

an original way of breathing fresh life 

LQWR�WKH�FXVWRPHU�UHWDLOHU�UHODWLRQVKLS��
At a time when retailers are training 

staff to meet customer expectations 

as best as possible without coming 

DFURVV�DV�LQWUXVLYH��&OLQLTXH�LV�XVLQJ�
WKH�UHYHUVH�DSSURDFK��:LWK�WKHVH�
message bracelets, customers can 

decide how they will be treated, simply 

DQG�ZLWKRXW�HIIRUW��+HUH��D�QHZ�IDFHW�
of consumer power appears to be 

WDNLQJ�VKDSH��+DYLQJ�SUHYLRXVO\�
segmented their offering by category 

and destination, in the future retailers 

may do so according to the kind 

RI�VHUYLFH�FXVWRPHUV�ZDQW�

January 2012

Customer mood



$PD]RQ�6SDUN��D�FURVV�EHWZHHQ�,QVWDJUDP�
and Pinterest, seeks to inspire web users 

E\�LQWURGXFLQJ�WKHP�WR�QHZ�SURGXFWV��
“Amazon Spark” invites them to respond 

to content with a “smile” and post photos 

RU�VKRUW�YLGHRV�DERXW�SURGXFWV��7KH�DSS�
is currently only available in the US via 

$PD]RQ¶V�L26�DSSOLFDWLRQ��
KWWSV���ZZZ�DPD]RQ�FRP�6SDUN�
E"LH 87)�	QRGH �����������

Since last month, American Uber users 

have been able to use a new payment card 

ODXQFKHG�LQ�FRQMXQFWLRQ�ZLWK�%DUFOD\V��
,W�FDQ�EH�XVHG�WR�FHQWUDOLVH�DQG�SD\�IRU�8EHU�
journeys and UberEATS orders, as well as 

offering a loyalty programme that provides 

D�QXPEHU�RI�DGYDQWDJHV�
ZZZ�EDUFOD\FDUG�FR�XN�SHUVRQDO�XEHU

7ZR�)UHQFK�QDWLRQDOV�OLYLQJ�LQ�1HZ�<RUN�
have come up with Rockaloo, an app that 

pinpoints which restaurants in the city 

allow access to their lavatories in exchange 

IRU�D�IHH��2QH�PRUH�ZD\�IRU�HVWDEOLVKPHQWV�
WR�JDLQ�H[SRVXUH�
KWWSV���URFNDORR�FRP

  Emmanuelle S. / Digital Marketing

&XVWRPHUV�RI�WKH�'HOKDL]H�%RRQGDHO�VWRUH�
LQ�WKH�,[HOOHV�GLVWULFW�RI�%UXVVHOV�FDQ�QRZ�
EX\�YHJHWDEOHV�JURZQ�LQ�LWV�����VTXDUH�
PHWUH�URRI�JDUGHQ��,W�FXUUHQWO\�RIIHUV�¿YH�
varieties of lettuce, which will be joined 

E\�PRUH�YHJHWDEOHV�LQ�������7KH�SURMHFW�
is also an opportunity for the store 

to introduce the neighbourhood’s residents 

DQG�VFKRROFKLOGUHQ�WR�XUEDQ�IDUPLQJ�

�³/H�YUDL�FKLF�OLWWpUqUH´�LV�D�VHFRQG�KDQG�
guerrilla bookstore project that makes 

DFFHVVLQJ�ERRNV�HDVLHU��EH�LW�IURP�D�¿QDQFLDO�
SHUVSHFWLYH��SULFHV�DUH�����ORZHU�WKDQ�
those of new books) or for geographical 

(no bookstore nearby) or accessibility 

reasons (prisons, hospitals, nursing 

KRPHV��HWF���
ZZZ�DXYUDLFKLF�FRP�EODQN

  Véronique B. / Brand, 

Communication & Advertising

As of January, passengers on the London 

Underground will be able to try out 

ticket machines that use facial and palm 

UHFRJQLWLRQ�WHFKQRORJ\�
  Caroline G. / B2C Strategy

The Etam group has created a mobile app 

WKDW�SXWV�LWV�SDUW�WLPH�HPSOR\HHV�LQ�FRQWDFW�
with store managers so that they can take 

on additional work at the last minute, for any 

RI�LWV�UHWDLO�EUDQGV��(WDP��8QGL]�RU���������
7KH�HPSOR\HH�VSHFL¿HV�ZKHQ�WKH\�DUH�
available and receives assignment offers 

DFFRUGLQJ�WR�WKHLU�SUR¿OH�DQG�ORFDWLRQ��
They can also view the various assignments 

SRVWHG�LQ�UHDO�WLPH�

'XULQJ�WKH�&KULVWPDV�KROLGD\V��*DOHULHV�
/DID\HWWH�+DXVVPDQQ�VWRUHV�DUH�RIIHULQJ�
free virtual reality experiences: visitors can 

try a VR headset for two and a half minutes, 

during which they will board a roller coaster 

DQG�SOXQJH�LQWR�D�WKULOOLQJ������ZRUOG��
  Nicolas R. / Echangeur

%0:�UHFHQWO\�XQYHLOHG�DQ�HOHFWULF�PRXQWDLQ�
bike specially designed to work with its new 

;��689��7KH�H�ELNH�IHDWXUHV�D�����ZDWW�
electric motor that provides pedal assistance 

and whose battery can be charged using 

WKH�689¶V���9�VRFNHWV�

,NHD�3ODFH�LV�D�IUHH�DXJPHQWHG�UHDOLW\�DSS�
that allows users to place virtual furniture 

LQ�WKHLU�KRPH�HQYLURQPHQW��
KWWSV���LWXQHV�DSSOH�FRP�XV�DSS�
LNHD�SODFH�LG����������"PW �

:LQGVFUHHQ�UHSODFHPHQW�¿UP�&DUJODVV�
UHFHQWO\�DFTXLUHG�����RI�0DLVRQLQJ��
a company specialising in repairs, renovation 

and emergency services, to create a kind 

RI�&DUJODVV�IRU�WKH�KRPH��
  Nicolas R. / Echangeur 

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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Summing Up

https://www.auvraichic.com/blank
https://itunes.apple.com/us/app/ikea-place/id1279244498?mt=8
https://itunes.apple.com/us/app/ikea-place/id1279244498?mt=8

