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To Maximize Your Brand’s Awareness and Conversion

AWARENESS
Creativity is the
main factor
driving brand

visibility growth.
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CONVERSION
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To Stand Out

1.

INTEGRATION OF CUTTING-
EDGE TECHNOLOGY

Interactive activations, immersive
experiences including 3D, and digital
special effects to captivate.

4.

AUDIO OUT-OF-HOME

AOOH involves broadcasting music and
advertising to deliver a unique,
personalized customer experience by
reaching consumers at retail location.

Sources: PATTISON Outdoor Marketing, Upcoming trends for 2024, January 10, 2024 // L'affichage publicitaire contextualisé s'installe dans le paysage [Etude LSA/JCDecaux] Clear Chaneland JC Decaux, Moments of Truth study // Isarta, L'olfactif
doitaujourd'huifaire partie de sa stratégie marketing, janvier 2020// YouGov, 2023 // TechCrunch.com, ao(t 2021 // Isarta, Le code QR : une nouvelle forme d’art?, avril 2022 / The Connected Packaging Summit, ao(t 2021 //Forbes, Leader's TALK,

2.

DYNAMIC ADVERTISING
Dynamic advertising attracts
more attention, according to one
in two respondents.

S.

QR CODES

QR codes are used by 3 out of 5
Canadians, promoting engagement,
interaction, and assessment of a
campaign's performance.

Latendance du marketing olfactif // Grenier, Les grandestendances de Cannes: qu'est-ce que ca implique pour le Québec, 20juin 2024 .

3.

OLFACTORY MARKETING

Smell, the sense most closely linked to
emotions and memories, drives
impulsive purchases by 38% — have a
good nose for it!

6.

ENVIRONMENTAL

RESPONSIBILITY

Protecting the planet is becoming
both an ethical and strategic tendency
for maintaining brand relevance and
customer loyalty

QUEBECOR
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6 Strategies to Maximize Your Impact

CONCISENESS

Keep your message
clear and concise.
The shorter the
message, the more
impactful it is. Stick
to simplicity and
the essentials.

LEGIBILITY

Choose a font size
that ensures your
message is legible
both up close and
from a distance.

Create a campaign
that evokes
emotions and
connects people to
leave a lasting
impression.

Sources : AdReach OOH Creative Best Practices 2024 , OOH Creative 101

CONTENT
STRATEGIES

Innovate with a
campaign
that captivates
your audience.

MEDIA
ADAPTABILITY

Tailor your
message to the
product on which
you are advertising.




Sources

Best Practices

For a maximum impact:

STATIC

2 seconds of reading = 5to 7 words

The message should be understood
in 2 to 5 seconds

The message should contain
7 words or fewer for 1,5X
increased memorization

: AdReach OOH Creative Best Practices 2024 , OOH Creative 101

DIGITAL

10 seconds of reading =
10 words

15 seconds of reading =
15 words

* 1 word / second
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Examples

+ 8 WORDS

3 WORDS

VIDEOTRON

1 forfait,
100 destinations. il 2k

@';& =» Plus accessible

que;amals'

QUEBECOR
AFFICHASE

5 WORDS

POUR TOUS
POUR TOUS

6 WORDS
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Sources

Best Practices

Up close and from a distance

Typography: clear, simple, and legible

Characters: neither too thin nor too thick, with sufficient spacing
between letters

Size: appropriate use of the text, product, and logo
Fonts: maximum three different fonts

Logo: at the top of the visual for better brand association

SPACE STYLE LEGIBILITY

SPACE Style LEGIBILITY
Syle LEGIBILITY
Style

: How to Create the Perfect Digital Poster, System1, JCDecaux, Lumen
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Examples - Graphic Layout

VERTICAL

x

or
EvocaTive [ [
EVOCATIVE
‘?rEXT TEXT EVOCATIVE
TEXT
Prod uct Image . \‘/ Y
Prod uct Image 4 \\[
(-

Prod uct
Image

PERSUASIVE
Appel a l'action

PERSUASIVE

Call to action

PERSUASIVE
m Callto action

A BIG PRODUCT
1.39s ’ 2.59s
A\./ERAGE + 50% A\./ERAGE
VIEWING TIME BRAND VIEWING TIME
RECOGNITION

Sources: How to Create the Perfect Digital Poster, System1, JCDecaux, Lumen

HORIZONTAL - READING FROM LEFT TO RIGHT
4

EVOCATIVE TEXT

SMALL TEXT

[e]cle]

Prod uct Image

QUEBECOR
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Best Practices

Contrasts and bright colours to stand out and improve your visibility
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Examples
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Best Practices

Optimize your creativity with these impactful strategies

Immersive experiences: to engage the public in a captivating sensory

universe, notably through interactive installations such as touchscreens. \\\\ ' ////

Animation, video, and audio: to capture attention and strengthen

the impact of the visual message. \c@ ND THAT ALIGNS w|

Out-of-home and social media strategy: to encourage passersby . |NZI;:XSHZISE(|:|\\/|,:§':2L|:AL

to share their experience online and reach a broader audience with _ IMPACT BY —

increased reach and frequency.

/1 207% —
Sample distribution: to create a connection, encourage product trials, o\
and drive conversion. / \
Interactive contests: to motivate the public to actively participate /// ‘ \\\

and engage with the brand.

QUEBECOR ;,
Source: Getasound.com UUT’UF'HUME



Animation Examples

LIGHT ANIMATION

» Leverage animation in environments
that can be noisy to capture the
attention in a playful way

fizz _.

igloofest

GATINEAU

bET YOUR
CARDIO READY

IGLOOFEST.CA &

VIDEO

Choose the power of video DOOH: massive
reach, greater impact than online video, and
boosted performance through targeting,
automated management, and advanced
campaign measurement.

Video captures attention, tells a visual story,
and sparks an emotional response.

Source: vistarmedia.com, August 2022

VIDEO + AUDIO

» Leverage the strength of audio combined
with the power of out-of-home to amplify
your brand awareness.




Best Practices

Think of original content strategies to stand out.

Celebrities and brand ambassadors: to instantly capture attention with familiar faces.
The human brain is naturally wired to recognize faces, enhancing engagement and connection.

Interactive games: to encourage direct participation and provide a playful, and therefore
more memorable, experience.

Humor: to humanize the brand by creating an emotional connection and standing out
in a saturated landscape, while delivering complex messages in a lighter way.

Multiple messages: to strengthen recall by repeating a message in different formats or at various moments.

Targeted messaging: to reach a local audience with more relevant and personalized communication.

QUEBECOR 1,4

Source : Havard Business School, 2023 (vorecol.com, Les effets de la gestion des émotions surla prise de décision en entreprise, sept. 2024) UUT’UF'HUME



Content Examples

HUMOUR MULTIPLE MESSAGES

'POUR TOUTES LES FOIS
QUELLE A FAIT LE TAKL:

. N
. BONNE FETE

TAXELCO

INTERACTIVE GAMES TARGETED MESSAGE

R 4 .

: 2 o llyai2restos llya 7 boutiques de

- Votre chancede gagner* B avec la meilleure vélos dans le Mile-End,
des Frites McMélangées-? paw poutine au monde idéales pour s'acheter

MR e R 'GAGNER une sur le Plateau. un nouveau vieux vélo.

CARTE VCADEAU DE 1 000 $!
zzzzzzac (el oy Q==

i T PYcanpp

i mmss: o EMIIISSE , A R

Sources: How to Create the Perfect Digital Poster, System 1, JCDecaux, Lumen




Best Practices

Con5|d.e.r audience mobility qnd the 3 main RECOMMENDATIONS
advertising factors that most influence drivers and —
edestrians: Legibility Recommended
P ‘ Product Distance Font Size
Feet Inches
Creativity SUPER BOARD 350 to 600 15 to 40
Media weight (planning) TRANSIT SHELTER 50 to 100 2to 4
Degree of proximity SEVENTY POSTER 65 to 100 2,510 4
KING POSTER 115 to 165 4,510 6,5
MOBILE DIGITAL SCREEN 75 to 100 3to 4
0,83
\\\ | /// SPECTACULAR 30 to 100 (60 ot min)
N 7 DIGITAL DUO 20 t0 60 0,83
= p; — HORIZONTAL (60 pts min)
el 7 J—

— = DIGITAL 0,83
=, NN VERTICAL 306150 (60 pts min)
7N 0,42
EXPRESS VIDEO 3to 6 e

(30 pts min)

QUEBECOR 4

Source: The Advertising Research Federation UUT’UF'HUME


https://testdedistance.quebecorexpertisemedia.com/en
https://testdedistance.quebecorexpertisemedia.com/en
https://testdedistance.quebecorexpertisemedia.com/en

Examples

GUEBECOR Té@-

u Jour delaterre , , :
Choisir le taxi électrique,.
c’est un premier pas.

Jour de
laterre

Ona tous
laméme
planéte en
commun.

Le trarisport en commiin,
. estun premier pas:

Choisir Pautobus électrique,
| c’estun premier pas.

TR Y b A e L
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mobile

|
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CREATIVE LEVERAGING
OF PRODUCTS




Video With Audio

—=— - eéstimenf quiI
'audio est I'un des
il éléments clé de la

/ communication \
NS

d’une marque

TN

DID YOU KNOW?

gl:ll:ll:l The Express Video product is the only outdoor advertising product that allows
the use of audio.

QUEBECOR 1,
Source: Sortlist.fr, 2021 []UT'[]F'HUME



4 |deas to Optimize Your Advertising

LARGE FORMAT

» Keep your message ultra-concise with giant lettering
for a strong brand impact
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Avasion

SIGHTLINES

» Bet on strategic locations like sightlines to maximize your impact

LRI

SIDE-BY-SIDE HORIZONTAL SCREENS

» Choose a panoramic setup for an ad concept that moves seamlessly
from one screen to the next

MOBILE ADVERTISING

» Choose a message that is quick to
understand with clear, impactful,

and high-quality visuals for an audience
on the move

QUEBECOR
OUT-OF-HOME



CREATIVE
STUNTS

Vinyl Wraps
Custom



On Transit Shelters and Marquees for Maximum Impact in Exterior Advertising

SPECTACULAR MURAL ON TRANSIT SHELTERS SPECTACULAR MURAL ON MARQUEES
» by transforming a transit shelter into a striking » by vinyl-wrapping the glass panel between
large-format advertising medium the two posters

| S

L —_ RS S

ONTE
’ (AVIBE
DE SAVEURS

b Magasinez [ili"* A g
etdivisez &5

y lecoltde
votre achat.
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On Taxis and Buses for Mobile Creativity

1794
» Combine your Mobile Digital
Screen advertising with a vinyl wrap

DOORS WRAP

360 FULL WRAP

S [
o RS SN | B
. « ]

- |-

IEHIIHBIIHHHH‘

BUSES
» Choose between the side mural, the rear
mural, the side mini-mural or the superbus

REAR MURAL

SIDE MINI-MURAL

TOUS LES MATCHS
DU 14 JUIN

AU 14 JUILLET
T\".\ SPORTS

o

QUEBECOR 53
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In Shopping Centres for Maximum Creativity in Interior Advertising
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To Stand Out With Our Creative Stunts

Make use of the to create an impactful and memorable brand experience.

HEARING

Broadcasting of . r— r Interactive booth

. 1y !
adapted music MR s | inviting you to
to encourage i T . take a photo and

consultation. W =] == share it.

Diffusion of a A 8~ Integration of a
frag.ra.nce ) |7 | hand warmerin
reminiscent of the \ the shape of chips.
smell of laundry!

Ex.: Lavo La Parisienne Ex.: Tel-jeunes

Can you the boldness? Does it make you want to stand out?

ADDITIONAL WIND 3D
INTERIOR SCREEN MACHINE INTEGRATION

J
LN

LIGHTS PHOTO BOOTH MULTIMEDIA

\ ~ 3 I |

T
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Rewarded Creativity

AWARD-WINNING
CREATIVITY

We love to make you shine!
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\" ADCLUB 2023
@ Street Level / Transit/ Transportation

1stplace: 2nd place: 3rd place:

Scéne+ IKEA belairdirect

Best Innovation OOH
1t place: Intel

Best in Show
15t place: Scéne+
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LAST
TIPS



To Make Your Creative Campaign a Success

Confirm delivery deadlines for the materials

Inquire about printing and installation timelines

Ensure that the keywords are well-optimized

Update the call-to-action as the campaign messages evolve
Validate URLs, hashtags, and site numbers (if applicable)

Make sure all elements, such as websites and social media, are functioning before launch.

O O o oo o

Consider updating your creative every 2 months for better results.
50% continue to notice the same ad after 1 month

25% continue to notice the same ad after 3 months

[1 The more creative and appealing the visual is, the greater its impact and brand recall.

QUEBECOR o

Source: The Advertising Research Federation UUT’UF'HUME



THE MOST IMPORTANT:
HAVE FUN!

“Outdoor advertising is only limited by your own imagination.” QUEBECOR
- Bob Wingo OUT-OF-HOME
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