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OUT-OF-HOME
CREATIVE

Simplicity is the key to out-of-home advertising = The more creative the visual, the
has, the more it is appreciated b

Stick to this key to capture attention — a nice and the more the brand is recoc

challenge for designers

= The creative must be quickly un

During the creative process, it is important to generate an emotional reactio

consider audience mobility
3 main advertising factors that most affect
drivers and pedestrians:

=  Creativity

= Proximity

=  Media weight - media planning
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The more a creative concept is liked,
the higher the brand recognition. AVERAGE CREATIVE APPEAL

WEAK CREATIVE APPEAL

DAYl | DAY4 | DAY7 | DAY10 | DAY 14

Source: Kinetic Research
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BREVITY IS THE
SOUL OF SELL

Simple message

Must be understood in 2 to 5 seconds
Maximum of 8 words
5to 7 words = 2 seconds

Impact is lost as words are added

222> )
New Hampshire
VIVEZ LIBREMENT
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| BREVITY IS THE SOUL OF SELL

COME AS A FAMILY THE EXPERTISE _ Paying bills is never fun.
At least we make it easy.
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READABILITY

= A clear and easy to read type face

= More spacing between letters, a simple character style and
a font size that is not too thin nor too thick

€ SPACE

& SPACE
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READABILITY

Rapé pour
Montréal.

Tellement
¢ nous.
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QUEBECOR

: S T UN REVE
ET CAFE 2 POSSIBLE

SICM | AFFICHONS NOS COULEURS SIED r#richons n

" (RED) LINE - A POSSIBLE DREAM?

s x_ £
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READABILITY

oo AGROPUR

DEGUSTER SANS
DESAGREMENT.

9 FEVRIER

TASTE WITHOUT DISCbMFORT
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READABILITY

with the logo at the

top and the slogan @

at the bottom IMPACTFUL IMPACTFUL IMPACTFUL
HEADLINE HEADLINE HEADLINE

PRODUCT
IMAGE PRODUCT

IMAGE
PRODUCT
Ll CALLTO

CALL TO ACTION CALL TO
ACTION @ ACTION

Logo

Headline

Recall
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GRAPHIC LAYOUT
EFFECTIVENESS

= From left to right

PORTRAIT: TRANSIT SHELTER

@ LANDSCAPE: BUS

MESSAGE MESSAGE

MESSAGE

QUEBECOR | OUT-OF-HOME CREATIVE | 12



COLOUR

= Use bright and
vibrant colours

WOULD YOU EAT
A FLAME?

7 PAS.
VISITE PAS DE TAKIS
>

Source: Clear Channel research
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CONTRAST

= A combination of colours increases visibility

&

STRONG CONTRAST = GOOD VISIBILITY WEAK CONTRAST = LESS VISIE

ABRIBUS ABRIBUS _
ABRIBUS ABRIBUS
ABRIBUS ABRIBUS _
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CONTRAST

= Similar colours
blend too much

and blur the
message p >
~ 3

DON'T
MISS IT!

(LIKE THERES AN OPTION)

\

Think chocolate

Think setting the scene pe=z
Think "]
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CONTRAST

Y |

ALLEZ-Y EN FAMILLE

ymca.quebec
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FEATURE THE LOGO

AND THE BRAND —

= Position the logo at the top for better association with the brand
In Montreal it’s

A Montréal, c’est A Montréal, c’est

Lafleur

A Montréal, c’est

Lafleur

Lafleur 9

A LA RONDE COMME
A LA MAISON!

CESSEZ DE TOURNER
EN ROND !

ARRIVEZ EN VILLE!

PRENEZ LE CHEMIN DE L'EPICERIE
POUR FAIRE UN BARBECUE HAUT
EN COULEUR.

f LAFLEUR.COM

HOT DOG OFFICIEL
DE VOS EMOTIONS FORTES.

f| LarLeur.com

FAITES UN ARRET A VOTRE EPICERIE
ET OUBLIEZ LE TRAFIC.

f LAFLEUR.COM
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| FEATURE THE LOGO
AND THE BRAND

o

NTC
SOREL SOREL

MAJOR COLLECTION 1964 WEDGE

QUEBECOR

OUT-OF-HOME CREATIVE
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FEATURE THE

OGO AND
THE BRAND
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THE POWER OF THE IMAGE
THAN A THOUSAND WORDS

= Animage or photo must @
catch the eye

ps N

LY

?é‘g{&i‘% ;

-

s PR

Tout va bien avec le lait Tout va bien avec le lalt
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THE POWER OF THE IMAGE: |
THAN A THOUSAND WORDS

= Anicon or well- = 3 & 4 S S
known personality & = :
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CONTEXTUALIZING THE
DIGITAL TRANSIT SHELTER

CONTEXTUALIZE THE ADVERTISING

= Message and concept can be adapted
according to events:

Qutside temperature
Moment in the day
Location of fransit shelter
Time of day

Countdown

RSS feed

Dynamic and fast updates
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CONTEXTUALIZED
ADVERTISING

= Countdown
(entertainment / sport)

= Perfect for an DIFFUSION DU
hourly schedule PROCHAIN MATCH

N1 1'0 99 |/
U 10 L) d =

JOURS

nnNn
U v

JOURS

n
U

HEURES

MINUTES SECONDES

DIFFUSION DU
PROCHAIN MATCH

HEURES

\

BROADCAST OF NEXT GAME

/
.

SECONDES

”
[

1
1 J

MINUTES

nmn n
U v v

JOURS

DIFFUSION DU
PROCHAIN MATCH

HEURES

n 'cClial 19 5
U J L L

MINUTES SECONDES

TVAGZEE

B RSO 5% AU € 0 E U-R

8/ \ SPORTS

DROIT A U CO0OEUR

QUEBECOR

R\ SPORTS)

DROIT AU C0OEUR
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CONTEXTUALIZED ADVERTISIN

= RSS feed (entertainment/show)

TICKETS 250 TICKETS 460 TICKETS
ON SALE MAY 15 SOLD TO DATE SOLD TO DATE

__VOTRE__

_ VENDUS
A CE JOUR

_ VENDUS
A CE JOUR

EN VENTE
LE 15 MAI

VOTREBILLETERIE.COM VOTREBILLETERIE.COM VOTREBILLETERIE.COM
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CONTEXTUALIZED
ADVERTISING

= RSS feed (dynamic finance/mortgage rate) Today’s mortgage rate

Taux hypothecalre 3 Taux hypothecalre i Taux hypothecalre 3

VOTRE VOTRE VOTRE
BANQUE votrebanque.com BANQUE votrebanque.com BANQUE votrebanque.com
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CONTEXTUALIZED
ADVERTISING 5

= RSS feed (dynamic

finance/RRSP alert) You've got

Il vous reste Il vous reste 3:08:14

to contribute
to your RRSP

pour cotiser pour cotiser 11
a vos REER a vos REER l

. - |
|

VOTRE A VOTRE
BANQUE BANQUE

QUEBECOR | CONTEXTUALIZING THE DIGITAL TRANSIT SHELTER | 27



CONTEXTUALIZED
ADVERTISING

= RSS feed (retail sale / real-time flyer)

EPICERIE BIO EPICERIE BIO EPICERIE BIO

—des aliments frais— —des aliments frais— —des aliments frais—

CETTE SEMAINE CETTE SEMAINE CETTE SEMAINE

POMME GRENADE BROCOLI CITRONS

I 1000, boul. St-Laurent 1000, boul. St-Laurent 1000, boul. St-Laurent
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CONTEXTUALIZED

ADVERTISING R 4

= Countdown (retail sale / event or promotional offer) MOTHER'’S DAY IN
7 days

OﬁQCOLATERIE

CHOCOLATERy,

OﬁocoLATER]E

MONTREAL

FEIE DES
MERES

DANS

MONTREAL

BEIE'DES
MERES

DANS

MONTREAL

BERIE'DES
MERES

IBYANNES

- ll‘
/ jours |

’_3&'_ |
*d '

‘/
-~

v,
’r'

CHOCOLATMONTREAL.COM CHOCOLATMONTREAL.COM CHOCOLATMONTREAL.COM

QUEBECOR | CONTEXTUALIZING THE DIGITAL TRANSITSHELTER | 29



STRATEGIES FOR
STATIC TRANSIT
SHELTERS




CREATIVE STRATEGIES

= Proximity strategy targets the local population and surrounding areas

ey s

MAINTENANT OUVERT MAINTENANT OUVERT MAINTENANT OUVERT
PRES DE CF CARREFOUR LAVAL PRES DE CF CARREFOUR LAVAL PRES DE CF CARREFOUR LAVAL

NOW OPEN
NEAR CARREFOUR LAVAL
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CREATIVE STRATEGIES

= Neighbourhood strategy \
There are 12 restaurants There are 7 bike shops in Cell lar recep ion pr blem?
with the world’s best Mile End. Perfect for buying There are 134 wireless
poutine in the Plateau. a new old bike. stores in Montreal.

llyail2restos Ily a 7 boutiques de Prblem de récep ion
avec la meilleure vélos dans le Mile-End, celllare?llyal34
poutine au monde idéales pour s'acheter boutiques de sans-fil
sur le Plateau. un nouveau vieux vélo.

E @
_mlﬂm -vdm
P catas

Py cavopp
RS>

ey
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CREATIVE STRATEGIES

= Multiple creative concepts with one message

L Scotties ) CLD)  Scotties

LE MOUCHOIR DE CIRCONSTANCE" LE MOUCHOIR DE CIRCONSTANCE™ LE MOUCHOIR DE CIRCONSTANCE™

——— g s —— ————— it i

>

QUEBECOR | CREATIVE STRATEGIES FOR STATIC TRANSITSHELTERS | 33




CREATIVE STRATEGIES

= Multiple creative concept

EBRANLEBLOUI

SHAKENALLOVER

THE MOST EMOTIONS

MELANCOMIQUE

MELANCOMIC

THE MOST EMOTIONS

LE PLUS LE PLUS
DANS 1 KM? DANS 1 KM?

QUARTIER
DES SPECTACLES
MONTREAL

QUARTIER
DES SPECTACLES
MONTREAL
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| STUNTS

= A different way to grab attention . | . B caparait.
g .

V6 {2021
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RETOMBEZ o
AMOUREUSE

DE VOS 0
CHAUSSURES

' #Vweles(:haussures &55
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