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237. DE LA POPULATION 437 DES PISCINES
CANADIENNE

LE QUEBEC A PLUS DE
PISCINES PER CAPITA QUE ...

LA FLORIDE ET ' LA CALIFORNIE


Commentaires du présentateur
Commentaires de présentation
As a national banner, Sobey’s understood the difference they had to make for Qc.
For Canada, they use Jamie Oliver, a British chef, known for its strong commitment towards healthy foods
For Quebec, Jamie Oliver would not work because he does not resonate as well in the market.  Plus, Quebec has its own slew of Quebec’s chefs. 
The Quebec version of this campaign associated its brand with three food personalities.  Cartoon and more pleasure…..
Stefano Faita, is a young father and a italian chef (also known in the English market)
Josee Di Stasio is a chef which was at the frorefront of the foodies movement 20 years ago
Christian Begin is always about discovering new things, new flavors
The message for the Quebec version focused on the love of great food, starting with pleasure of eating better and then encouraging consumers to join the movement of eating better. In English Canada, a commitment towards healthy foods is not sexy in QC – it’s too rational. 
Our top programming (gaming, reality) work so well because it is all about the pleasure.


. Entant gue récepteurs
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Commentaires du présentateur
Commentaires de présentation
What is most important to you? Obtaining consensus at all costs?
51% Quebecers said obtaining consensus at all time.  14% more than English Canada 
Fr Quebecers are looking to agree with everyone; trying to reach consensus and be happy is part of their DNA; it distinguishes them from the rest of Canada.
It is a SURVIVAL TECHNIQUE.  This is a distinct culture and unification is paramount to the culture’s survival.
This is why event driven marketing (grassroots) works so well in this market.  For example, GESTEV events that can attracts thousands of people at one event.  The herd follows and attends.   CLIMATE CHANGE MARCH!!!   When they gather for a movement – everyone joins in.  


.

927 de I'auditoire 3,9 Mlive et ...
francophone e live! 4,3 au total



Commentaires du présentateur
Commentaires de présentation
The average audience relative to the population for a specific demographic group. Average audience A25–54 ÷ A25–54 population: (506 ÷ 2,965) X 100 = 17.1
Quebecers are passionate about their home grown contente.  

- This shows the importance of TV in Quebec.  It is still a very important medium

Herd effect has also its effect on the shows watched. People gather together to watch these programs and being able to chat about them the next morning with people you know. You want to watch it. Not only because the content is great but also because it  portrays stories that people resonate with, actors they relate to and also because you want to be able to join in the conversation and feel that sense of a group/of community.
That’s why the top shows garner such high ratings:
Dramas Qc district 31, fugueuse et Unité 9 versus Drama Can The big bang theory, The good doctor, young sheldon
Reality Qc : La Voix, La vraie nature, en direct de l'univers versus Reality Can : La voix, the voice, big brother
News Qc: TVA Nouvelles 18h (L-V), TVA Nouvelles 18h (S-D), La facture versus News Can : CTV evening news, CTV evening news week-end, Téléjournal 18h30


 One Gross Rating Point, or GRP, is the equivalent of reaching 1% of the total potential audience with one advertising message. Two GRPs is the equivalent of reaching 1% of the audience twice or 2% of the audience once, and so forth. Thus the formula for calculating GRPs for any given advertising medium (TV, print, radio, out-of-home, digital, mobile and so forth) is reach, expressed as a percentage of total potential audience, times frequency, expressed as the average number of messages each member of the reached audience receives, or RxF=GRPs.
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Commentaires du présentateur
Commentaires de présentation
The average audience relative to the population for a specific demographic group. Average audience A25–54 ÷ A25–54 population: (506 ÷ 2,965) X 100 = 17.1
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“Je ne suis plus certaine si
s sccsena je suis encore indecise.”

G “ AU-QUEBEC, IL EST
URGENT D' ATTENDRE,”

-



Commentaires du présentateur
Commentaires de présentation
in a political pole someone had responded to a question by saying,…..I am not sure whether I am undecided.   
This urgency to wait and to be the spectator is who they are. 
If a brand is looking to launch a new product in the market, they must be patient because Quebecers will just wait and see what happens. (LOVES THIS EXAMPLE).  

Other insights may prove more counterintuitive. English Canadians will perhaps be surprised to learn that their Québécois compatriots, who veer from party to party each federal election and gave Canada two referendums on national unity, are chronically indecisive and averse to strong positions – but that's what the surveys show.
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VICTIME

“Quand on vous préesente une
/I idée originale, avez-vous
.| tendance a lui faire confiance
L OU vous en meéfiere.”

73% Vs 56%

PLUS MEFIANTS



Commentaires du présentateur
Commentaires de présentation
When you encounter an attractive offer, is your first instinct to trust it or distrust it?
73% QC Franco say distrust vs 56% ROC
This victim mentality is bread by centuries of politics and religion. You can say that history has played a huge role in defining this trait.à
Receding against millennials yet there sense of proud is much stronger. 
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Commentaires du présentateur
Commentaires de présentation
Another trait is the villager trait or what we call the TRIBE.  
Quebecers like watching their own shows with their own Quebec celebrities (ties back to the herd effect). 
Using QC spokespeople or influencers is another way that your brand can connect with Quebec consumers.  


Canadiens
qui ont
gagné le
PEOPLE’'S
CHOICE

AWARDS



Commentaires du présentateur
Commentaires de présentation
While DRAKE is known and well liked in Quebec, you would never seen him appear in a Quebec ad.  It needs to be someone that is relatable to Quebecers. 

Canadian Actors who have won awards:
People’s Choice (nominees & winners)
Ryan Reynolds
Ryan Gosling
Sandra Oh People’s Choice won 2015 (Grey’s Anatomy, Gloden Globe Best Actress Winner 2019 for Killing Eve)
Justin Bieber
Kiefer Sutherland
Shawn Mendes
Ellen Page 
Drake
Tessa Virtue and Scott Moir - named 'most hypeworthy Canadians' at People's Choice Awards in 2018 (A NEW category)

 
  
 


Des
Québécois
qui ont
gagnée un
trophée

ARTIS



Commentaires du présentateur
Commentaires de présentation
They all won peoples choice awards.
Québecers are extremely dialed into their star system, so much so that the province has 5 of its own galas celebrating Quebec talent in music, TV, film, comedy and the people’s choice awards.   
Talk about the JUNOS and The CCMA’s that TD is a sponsor of.  Position it as these are great properties that celebrate Canadian Talent but in Quebec nobody knows these award shows in Quebec.  
In fact, According to Numeris March 2019:
 the average audience for the CCMAs in Canada was 613,000 (2+), and the average Fr Quebecer that watched the CCMAs was 4,300 (0.2% share)
The average audience for the Junos Awards 2019 for Canada was 958,000 and for French Quebecer it was 34,700 (1% share)
28 of the 30 most popular shows in Quebec are Quebec-made, while only five of the 30 most popular programs in English Canada were Canadian-made
We are crazy about our celebs!    We feed the star system with our media (newspapers, print, etc)
GIVE EXAMPLE OF REVLON AND MARIEPIER MORIN…..
 


. MORE EFFECTIVE WITH
2 A QUEBEC SPOKESPERSON

Y

(D USING QUEBEC HUMOUR


Commentaires du présentateur
Commentaires de présentation
Quebec advertising that uses a QC spokeperson and Quebecois humor is 25% more effective.
Its one way your brand can stand out in the Quebec market.  It is not the only way but it is one way. 
A great advertising idea that is clearly executed and carefully honed will succeeed in Quebec, whether it is produced in the province or outside it.  However, its chances of connecting with the Quebec audience is greatly increased if it is created in the province, featuring Quebec spokepeople and uses Quebecois humour. 


  


VILLAGER



Commentaires du présentateur
Commentaires de présentation
Intact Insurance has had Patrick Huard as the brand ambassador in Quebec for the last 5 years.  Patrick is a seasoned celebrity and comedian in Quebec and also known in English Canada when he acted in the movie called Bon Cop, Bad cop). 
Humour and celebrity – Intact a Canadian brand was able to break through in Quebec using a celebrity and humour.
Intact Insurance understood how dynamic and competitive Quebec is as a market.  They had to find a bold way to stand out and immediately liked the idea  of  associating their brand with a character known and loved by Quebecers. Patrick plays a character called ROGATIEN, who has an endearing personality and witty humor. Plus, he has an opinion on everything. 
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consommeé en particulier

A18+ Per Capita et par semaine
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Journeaux Magazine
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Source : (All) Quebec fr,.. En?lis anada , +, per capita; (TV) Numéris, Fall 2018 (3 sept. - 2 dec.); (Web) comScore multiplateforme, moy. 12 month, nov. 2017 — oct. 2018, population Numeris; (Magazines,
Newspapers, Radio) Vividafa Fa



Commentaires du présentateur
Commentaires de présentation
TV dominate time spent  (average weekly hours according to THINK TV / Numeris, PPM, Quebec Fr):
Adults 18+ watch 30 hours of TV a week 
That is 8x more than youtube 
15x more than Facebook 
Tv dominates with young adults too (francophones 18-34):
Adults 18-34 watch 16.6 hours of TV a week
15x more than Netflix
3xmore than youtube
8x more than Facebook
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AUGMENTATION DES PRIX Lecer

1971 A 2023
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Lecer
« Quel est votre niveau d’accord

avec les énonceés suivants ? »

GENRE

% TOTAL ACCORD* PRESENTE TOTAL Homme Femme

A e e s - R e R e it i 7 267 2 310 4 957
Je manque souvent de temps 75%
Mon rythme de vie va trop vite 64%
Je me sens dépassé par ce qui se passe autour de moi 56%
Jai I'impression que les autres ont plus de plaisir que moi dans la vie 55%
J'ai I'impression que les autres réussissent mieux que moi 52%
Je ne pense pas réussir a la hauteur de mes ambitions 44%
Je ne me sens pas a ma place dans ma vie en général 32%

Je ne pense pas étre en mesure de réaliser mes réves 29% 29% 29%

***Je ne me sens pas a ma place dans mon école 24% 25% 23%
**)e ne me sens pas a ma place dans mon travail 21%

Source: Etude jeunesse, Léger, automne 2021.



Egalité intergénérationnelle

La société a besoin de changements radicaux

Ma génération est désavantagée par rapport aux autres

Je crains étre plus pauvre que I'étaient mes parents

Généralement, les partis politiques ne représentent pas mes intéréts

Je suis insatisfait de la direction dans laquelle se dirige mon pays

Je ne me sens pas représenté par les institutions politiques et sociales de mon pays

Je crois que ma culture et mon mode de vie sont en péril

Le pays dans lequel je vis est injuste pour des gens comme moi

Je me sens exclu de la société en général

Ily a trop d’immigrants au Canada

Source: Etude jeunesse, Léger, automne 2021.

Oui
60%
56%
53%
50%
49%
43%
28%

24%

24%

24%

Non
28%
31%
39%
33%
34%
40%
62%

63%

65%

64%

Lecer
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Lecer

COMPORTEMENTS AU COURS DE LA DERNIERE ANNEE

« Au cours de la derniere année,
avez-vous adopté ces comportements suivants? »

i Oui Non
Donné des objets que je n’avais plus besoin au lieu de les jeter 70% 24%
Acheté des produits de seconde main | 53% 42%
Vendu vos produits usagés sur des sites de revente comme Marketplace ou Kijiji | 52% 43%
Réduit votre utilisation de la voiture : 46% 43%
Diminué votre consommation de vétements fast-fashion _ 46% 40%
Evité les produits suremballés _ 40% 49%
Acheté des vétements usagés _ 39% 57%
Réduit votre consommation de viande | 35% 58%
Boycotté une marque en raison d’allégations de sexisme ou de racisme a son endroit ! 24% 63%
Boycotté une marque en raison de son empreinte environnementale _ 23% 66%

Source: Etude jeunesse, Léger, automne 2021.



Lecer

affirment souffrir d’éco-anxiéte

pensent qu’il est déja trop tard

pour stopper la progression
des changements climatiques

Source: Etude jeunesse, Léger, automne 2021.
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Génération

Trait identitaire
dominant

Contexte

Technologie

Valeur de base

Comportement-
clé

Besoin essentiel

Communication

Phrase
générationnelle

Attitude

Silencieuse
Avant 1945

Villageois

Guerre mondiale

Radio

Conformisme

Stabilité
Respect

Hiérarchique

Né pour
un petit pain

Je dois

GENERATIONS DECODEES

X
1965-1980
Détache Victime
Guerre froide . Crise;
économique
Télévision Internet
|déalisme Matérialisme
Confort Résilience
Implication Reconnaissance
Horizontale Modulaire
Il est interdit Tasse-toi
d’interdire Mononc’!

Milléniaux Y

Creatif

Changements
climatiques

Résaux sociaux

Communauta-
risme

Activisme
Fgalité

Authentique

Il n’y a pas
de planete B

Alpha
2010 +

Consensuel

Pandémie

Intelligence
artificielle

Tribale

Instantanéite
Etre rassuré

Directe

Le nouveau
normal

J’observe
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