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CRACKING THE QUEBEC CODE
IN 45 MINUTES



Lebonsens 1 19 L'antimercantilisme
L'amour de la nature 2 20 Le mysticisme
A. La simplicité 3 21 U'esprit moutonnier
La fidélité au patrimoine 4 22 Le fatalisme
Ls finasserie 5 23 Le conservalisme
L’habileté manuelie 6 24 La xénophobie

25 La joie de vivre
26 L'amour des enfants
27 Le besoin de i
28 Le talent artistique
29 La sentimentalite

La superconsommation 13 31 Le chauvinisme
Larecherche du confort 14 32 Le cartésianisme
C Le gout bizarre 15 33 L'individualisme F.
* Lasolidarité continentale 16 34 La sensualité
Le sens de la publicite 17 35 La vantardise
Les “nationalismes” 18 36 Le manque de sens pratique

A. TERRIENNE CATHOLIQUE D.
B: MINORITAIRE LATINE E.
C. NORD-AMERICAINE FRANCAISE F.
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OF THE 36
RAL MARKERS

ARE GONE

MARKER CATEGORY | TOTAL

Latin 5/6

Roots, tradition 5/6

North American 4/6

France 2/6

Minority complex 216

Catholicism 0/6
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FROM A CULTURAL (Il
POINT OF VIEW, —
WHO DO QUEBECERS

FEEL CLOSEST TO?
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FROM A CULTURAL
POINT OF VIEW,
WHO DO QUEBECERS

FEEL CLOSEST TO?

1/3 1/3 1/3

LANGUAGE, CUSTOMS AND THE DREAM,
CULTURE POLITICAL CAPITALISM
& EMOTION INSTITUTIONS
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BUT NO MAiz (ETE
CAN AFFORD SUCH
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UNDERSTANDING THE

9%

IS THE KEY FOR YOUR
SUCCESS IN QUEBEC
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. Whatare the topwordsin thislist that

N

\\ makeyou reactmost positively?

N

. affection moral . honesty
RN Y Gad
~stranger ingenuity sensual
certitude. marriage soldier
emotion prudence

: tolerance savings warmth
eger ‘



- Whatare the topwordsin thislistthat
\ ‘makeyoureactmostpositively?
~_affection. moral  honesty

DIy L God

Iz stranger {ngenuity sensual

certitude marriage soldier
emotion prudence

L tolerance savings warmth
eger '



i Whatare the topwordsm thislist that
makeyou reactmostposmvely?

afecnon
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| 7stranger | ingenuity sensual

T T o—g
certitude
emotion prudence

: tolerance warmth
eger :
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RE AND NOW

IVING IN THE MOMENT ~ *
OR PREPARING FOR'
THE FUTURE?

4% VvsS 406%




Eat b@ttel', | 3 la bouffe
feel better '
& do better.
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\\\(\;Zustomers, employees and partners
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A Replacinghouldwith could

A “Shortterm thinkers
- A 2 KI th&xiotioncomingout of
A «Bereasonable» isatoughersell
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92% of viewing 3.9 M viewers é
audience (French we live! 4.3 total




e seul autre

endroit ou on
trouve | 0®qui val ent

du Bye Bye!!

Aramotaskaupid

|celand






Customers employees and partners

A\ Theneedto feeltheyare part of the
demsmnwereconsulted
W A ’I'/heywantto «jump onboard» but
~ will not jump first
7TA Consensuabrganlc authentic
O2vyadzZ GF GA GBS X
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01l M NOT SURE
— s | & M STILL UNDE

S 5> FOR 'QUEBECERS

~URGENT TOﬂ
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\Customers employees and partners

\

A Theyhave an issuwith commitment
A Behawoursnaynot matchwords
X Theyreqburemore «facetime», the
-~ handshake over the memo
A Boots on theground
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VICTIM

~ oWhen you encol
/1 attractive offer, is your first
g N St i N 6t to trus

3% vs 56%

MORE SUSPICIOUS
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Customers, employees and partners

N
N ~

A L (a@ayssomebodys . FaBIO &
A Winningtheir trust will takelonger
A Againtheywantgenuineone-on-
~ onerelationships
/R ‘Quebecersrust people, not
Institutions. Boots on thground
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CAN YOU
NAME ANY
OF THEM?

THEY ARE AL
CANADIANS
WHO WON

PEOPL
CHOICE
AWARDS




VILLAGER

CAN YOU
NAME ANY
OF THEM?

THEY ALL
WON o
QUEBECGS"
PEOPLEBO

37{5 CHOICE
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TV | MOST WIDELY CONSUMED MEDIA
_ specIALLY INQC

1 0 @ 4 Mm o

Newspapers  Magazine

Desktop/mobile

30:12 19:24 8:31 1:08 1:19

Source: (All) %uebec fr,, English Canada , A18+, per capita; (TV) Numéris, Fall 2018 (3 sept. - 2 dec.); (Web) comScore multipla  teforme, moy. 12 month, nov. 2017 8 oct. 2018, population Numeris; (Magazines,
Newspapers, Radio) Vividata Fall 2018
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\ L RATINGS (2554) :
(A IN 50 COUNTRIES Usa -2 1

' FOR7 YEARS IN QUEBEC ~ QUEBEC :22.4

38% OF QUEBECERS ARE MORE ENGAGED BY ADS CREATED IN QUEBEC

MORE RESONANCE

, ‘ uuuuuu , French Qc, Spring 2019 (Jan. 7 8 May 12), A25 -54 / US Deepblue , Nielsen (Feb 2 6 May 21), A25 -54 *Ratings
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x\(\\\:ustomers, employees and partners

A\?@eyalwaySNant to put a face orthings
A Theyneedto feeltheyarespecial They
behévetheygre different.
A Quebedsgettingmore and more
_~heterogeneous
A Quebedsalsothe kingdomof coops,
mutuals of thesmallguyjoiningforces

with other smallguy
Leger






\Customers, employees and partners

\ ~

i

A Maylackself—d|SC|pI|ne |
‘A May not like tctow the party line
~ A Bemyownboss, damy own thing
A Theytend tofrown at cookiecutter
solutions, brandyanners

Leger



ESS H REASED
-ROM 7% TO 21%
HAI} 10 YEARS.



IN THE REST OF
CANADA,
POLITICS IS THE

© “NO.1
' TOPIC IN NEWS
COVERAGE

Source: Influen unication



IN THE REST OF
CANADA,
POLITICS IS THE

NO.1 OCKE

TOPIC IN NEWS (WHILE POLITICS
COVERAGE RANKS 5TH)



