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Overview 
l  Research on French-language advertising in 

Quebec 
 
l  Stylistic devices and translation strategies for 

advertising  

l  Transcreation and humor 
 
l  Challenges involved in adapting international 

campaigns for Quebec 



Current Research 
l  Translation techniques and the evolution of English 

in French magazine advertising (in progress) 

l  Language policy and marketing localization 
strategies in Quebec (Martin 2016) 

l  French brands communicating in English with 
French consumers (Martin 2013) 

l  Web advertising aimed at different francophone 
markets (Martin 2011) 



Quebec vs. France 
Similarities: 
l French is the official language in 

both contexts 

l Majority French-speaking 
population 

l Language laws restricting the use 
of English in advertising   



Quebec vs. France 
Differences: 
l  North American vs European market 

l  Usage and integration of English 
loanwords have evolved separately 

l  Language attitudes & marketing 
practices differ significantly due to 
socio-historical realities 



 
 
 

Quebec 



Sociolinguistic Context 
l  Quebec represents 

23.6% of the total 
Canadian population, 
making it Canada’s 
second largest 
province, after Ontario.  

l  78% of Quebecers 
report French as their 
mother tongue  

l  The majority of Quebec 
immigrants are 
Allophone (learned 
neither English nor 
French as their first 
language) 

l  88% of Quebec’s 
immigration population 
lives in Montreal 



Socio-historical Context 
l  Quebec’s current 

political landscape can 
be traced back to the 
Quiet Revolution 
(1960–66), a pivotal 
period of Quebec 
history that brought 
about vast and 
sweeping changes to 
the province.  

l  Representation in 
Quebec’s political, 
social, and economic 
institutions and 
language rights have 
fueled tensions 
between French and 
English Canadians, 
resulting in two 
referendums on 
Quebec sovereignty 
in 1980 and 1995. 



 
 

Data and Methodology 



Advertising Data 
l  Ads were drawn from 

French-language 
magazines selected 
according to topical 
focus and readership 

l  Print ads targeting 
consumers from 
different socio-
demographic and 
socio-economic 
backgrounds  

 

l  Data collection: 
August 2008, April 
2011, May 2016 

l  Quebec: 961 ads 

l  France: 363 ads (in 
progress) 



Interview Data - Quebec 
l  Seven hours of recorded on-site 

interviews 

l  Participating organizations included… 
– Association of Quebec Advertising Agencies (AAPQ) 
– Quebec advertising agencies 

l  Cossette 
l  Sid Lee 

– Canadian Broadcasting Corporation / Radio-Canada 
– Legal firm in Montreal specializing in advertising 
– Marketing professors from Concordia and UQAM 



Focus of Interviews 
l  Document marketing 

strategies used to 
specifically appeal to 
francophone 
consumers in 
Quebec 

l  Explore advertising 
industry’s reaction to 
language protection 
laws in Canada 



 
 

Advertising Data 



 France > Quebec 
Feature % of ads 

in  
France 

% of ads 
in 

Quebec 
Assimilated English borrowings 
 

30.8% 2.7% 

English monolingual logo 
 

16.8% <1% 

English monolingual slogan (headline/tagline) 
 

13.5% 1.7% 

Bilingual slogan 
 

6% 0% 

English monolingual product label 
 

3% <1% 



 France < Quebec 

Feature % of ads 
in  

France 

% of ads 
in 

Quebec 

Verbal and/or visual indexing of target market 25.9% 41.3% 

Brands/product names translated into French 0% 1.8% 



 
 

Quebec Agency Interviews 



Made-in-Quebec Ads 
l  First and foremost, the 

preference among 
Quebec consumers for 
advertisements 
reflecting their own 
language and culture is 
undeniable. 

l  « Les Québécois ont 
droit à leur publicité 
dans leur langue avec 
des références à leur 
culture. [...] Si les 
marques ne sont pas 
capables de faire un 
effort au niveau 
culturel, au niveau 
linguistique, ça ne les 
intéresse pas. » 



No English 
l  Unlike their European 

counterparts, Quebec 
ad agencies strictly 
avoid the use of 
English in advertising 
copy. 

l  « On ne peut pas 
comprendre la publicité 
au Québec si l’on ne 
comprend pas l’histoire 
des Québécois. La 
publicité n’est pas 
aussi innocente ici que 
dans d’autres pays. 
C’est un type de 
défense de l’identité 
culturelle [...]. Cette 
province a une relation 
extrêmement forte avec 
la langue. » 



Public Relations 
l  When asked whether 

the strict enforcement 
of Quebec’s language 
laws (Bill 101, 
specifically) was their 
primary motivation for 
avoiding English in 
advertising copy for 
Quebec, the response 
was unequivocal: 

l  « Ce n’est pas une 
question d’amende, 
c’est plutôt une 
question de relations 
publiques. » 



Preference for  
Quebec French 

l  From a public relations 
standpoint, the 
importance of using 
Quebec French cannot 
be overestimated   

l  « Il faut mettre du 
français québécois sur 
un spot, pas le français 
de France. Il faut que 
ce soit local. [...] Si 
linguistiquement ce 
n’est pas un reflet de 
notre communauté, on 
ne s’y reconnaît pas 
quand même. » 



 
 

French Language 
Requirements for Quebec 



Charter of the French Language 

l  Enacted in 1977, the Quebec Charter 
of the French language defines French 
as the official language of Quebec 

  
l  Regulations adopted under the Quebec 

Charter require the use of French in 
product labels, warranties, user 
manuels, public signs and advertising 



Product Labeling 
l  All products sold in Quebec must be 

labeled in French 

l  The use of French must be given equal 
prominence with other languages on 
any packages or containers sold in 
Quebec stores 



Bilingual Packaging 



Public Signage 

l  A language other than 
French may be used on 
signs and posters 
provided that the 
French is markedly 
predominant  



Office de la Langue Francaise 

l  The Office of the 
French Language 
enforces these 
requirements 

l  Violators face 
fines up to 
$40,000 for non-
compliance 

l  The OQLF 
receives over 
4,000 complaints 
annually 
regarding alleged 
violators, 49% of 
which pertain to 
public signage 



Prix Francopub 

l  The OQLF 
encourages the 
creative use of 
French in Quebec 
advertising with 
their annual 
Francopub 
awards 

l  The first prize for 
copywriters is 
$5000 



Infoguides & Francisation 



Web Localization 
l  Ottawa-based 

company specialized 
in woodworking and 
gardening tools  

l  French market 
adaptation of Lee 
Valley’s website by 
translation agency in 
Montreal 

Francisation Interglobe : https://www.francisation.ca/ 



 Translated Brands  
in Quebec 



Translated Brands  
in Quebec 



 
 

Stylistic Devices  
Used in Advertising 



Onomatopoeia 

l  Ad touting fuel 
economy of the VW 
Golf TDI 

 



Antonyms 
Garnier 

l  Dur contre les 
rides, doux pour la 
peau 

l  Tough on wrinkles. 
Gentle on skin. 



Rhyming 
l  Traitez vos fesses 

avec tendresse 
<Cottonnelle> 

l  L’apercevoir. C’est 
le vouloir <Mott’s 
Clamato Virgin 
Caesar> 

l  C’est beau…quand 
c’est Véronneau 
<Veronneau Plants 
and Decors> 

l  Ose rose <Quebec 
Pork Producers 
Federation> 



Hybridization / Mot Valise 

Motorola + rigolo 
 

‘fun’ 



Hybridization / Mot Valise 

l  Hybrid headline 
Bleuphorie 
associates the brand 
name with a feeling 
of euphoria.  

   Bleu Lavande 
   = Bleu + euphorie  
   = Bleuphorie 



Additional Examples 
l  Halogénial <IKEA> 

l  Bridélice 

l  Jextraordinaire 

l  Croustifondant 
<Galettes Verkade> 

l  halogène + génial 

l  Bridel + délice 

l  Jex + extraordinaire 

l  Croustillant + 
fondant 



(Bilingual) Hybridization 



Positive Polysemy  
George Fashions ad 
 
l  The “I know, isn’t it 

cute? trench 

l  L’“imper mignon”, 
n’est-ce pas? 

Imperméable > imper > 
hyper (‘very’) 



 
Polysemy with Proverbs 



 
Polysemy with Proverbs 

En avril, ne te découvre pas d’un 
fil; En mai, fais ce qu’il te plaît. 

L’exception confirme la règle. 



Personification 



Phonetic Spelling 
l  Knock, Knock, 

mailman. Shhh!  
He’s suspects we’re 
up to something 

l  Using tone of voice 
to imbue a brand or 
product with a 
personality 



Puns in Translation 
l  Can you guess 

what slogan was 
used in Quebec? 



Honey > Miel 



Brand Positioning 
l  Play-on-words 

written in liquid 
honey (Oats & 
Honey Cereal) 

l  Maintains 
positioning of 
Special K cereal as 
a healthy weight 
loss food 



Lost in Translation 
l  Japanese skin care 

brand 

l  Shiseido facial 
cotton pads 
marketed in French 
with the slogan :  

l  Connaissez-vous 
notre coton ? 

 



 
 

Positive Brand Associations 



IKEA Ad 



Light > Lampe 
 
l  Get the green light 
l  Guiding light 
l  In a good light 
l  Light as a feather 
l  Light heart 
l  Light up 
l  Ray of light 
l  Sweetness and light 

Humorous 
expressions 

Positive expressions 



Chandelier > Lustre 

http://www.linternaute.com/ 



Possible IKEA Slogans 



 
 

Standardization vs. 
Adaptation in  

International Marketing 



Standardization 
l  Single marketing strategy in all 

countries to promote a global corporate 
image 

 
l  Based on notion that marketing should 

be uniform to minimize total costs 



Adaptation 
l  A country-tailored marketing approach 

l  Marketing mix (product, price, 
promotion, place) and strategies are 
designed to fit the unique dimensions 
of each local market 



Glocalization 
l  Research suggests that companies 

make contingency choices, using an 
integrated/middle approach 

l  Due to the costs involved in the 
adaptation approach and the benefits 
of standardization, some companies  
use a combination of both 



‘Glocal’ Branding 



 
 

Translating  
Marketing Content 



Marketing Translation 
l  Marketing translation involves the 

translation and localization of logos, 
taglines and advertising copy from one 
language to another 

l  This can include the adaptation of 
linguistic elements, such as idioms, in 
order to appeal to local audiences  

 



Marketing Translation 
l  Slang, humor and cultural references 

are localized to ensure that the 
language is suited to the target 
audience 

l  Branding and imagery generally remain 
untouched 



Literal Translation 



Literal Translation 



Adapted Translations 
l  Easy, Breezy, Beautiful Covergirl 

– Simplement vous. Simplement belle. 

l  Ford. Drive One. 
– Montez à bord. 

l  Kitchenaid. Engineered for 
Performance. Designed for Distinction. 
– Bien pensé. Bien fabriqué 



Transcreation 
l  Creative international advertising 

translation 

l  Takes into account the linguistic and 
cultural sensibilities of the target 
audience while retaining the original 
‘tone and spirit’ of the campaign  

l  Redesign of branding and imagery 



Transcreation 
Durex Condoms 
 
l  Durex Hump Day 

l  Cinq à sexe de 
Durex 

Slogan proposed by 
Isabelle Cardinal, 
Montreal-based 
copywriter for 
Headspace Marketing 
 
l  ‘Happy hour’ is a 

more familiar 
concept to 
Quebecers (5 à 7) 

 



 
 

Challenges of  
Translating Humor 



VW Golf 



Têtes à Claques 
Animated Comedy Series 

https://www.youtube.com/watch?v=WXCQw8Tkr1s 



Têtes à Claques in English 

https://www.youtube.com/watch?v=xrLghyJ_uQA 



 
 

Made-in-Quebec Appeals 



 Quebec’s Star System 
l  Successful use of 

local comedians 
(e.g., Martin Matte 
for Honda, Daniel 
Lemire for 
Listerine, Claude 
Meunier for Pepsi) 

l  Quebec’s unique 
style of wracky, 
slapstick humor 



Quebec film Industry 
l  Headline : The 

Decline of the 
European Empire 

l  A direct reference to 
Oscar-winning 
Quebec director 
Denys Arcand’s film 
The Decline of the 
American Empire.  



Cirque du Soleil 
l  Nissan ad  

incorporating the 
Quebec-based 
performing company   

l  The fifteen-foot tall 
acrobat speaks to the 
persuasive effect of 
humor in advertising 
while making a 
gesture of solidarity 
to Quebec audiences  



French Proverbs 



French Proverbs 
l  Travailler comme un 

bœuf - Manger 
comme un oiseau  

l  Highlights the towing 
capability and energy 
efficiency of the Ford 
F-150 pickup truck 



Québécois expressions 
l  Of the 437 ads (45.5% 

of the Quebec 
corpus) featuring 
visual and/or textual 
references to Quebec, 
approximately one-fifth 
(81 ads, or 18.5%) 
contained French 
words or expressions 
that are unique to the 
province 

l  Hershey’s is using the 
Québécois term chum 
(‘boyfriend’) in their 
advertising 



Québécois expressions 



Québécois expressions 
l  Walmart ad with 

Québécois headline: 
Vous ne serez pas 
gêné de dire:   « 
Tirez-vous une 
bûche! »  

l  Additional examples 
of Quebec French in 
the corpus include 
dépanneur (Les 
Résidences Soleil), 
courriel (Rogers 
Telecom), croustilles 
(Pringles)… 



English Ad for IKEA 



Adaptation for Quebec 



Translating Culture-Specific Concepts 

Anglo recipe > 
French recipe 

Quebec French > 
European French 

Grilled cheese sandwich 
> Croque-monsieur 

Patates pilées  
> Pommes purée 



 
 

What Makes  
Quebecers Unique? 



Targeting Quebecers 
l  The common approach is to create 

work for the Canadian market and use 
the same campaign in Quebec, only 
translated into French 

l  However, there is desire among some 
companies to improve the marketing 
that is targeting Quebecers 



Quebec Agencies  
l  A number of advertising agencies in 

English Canada are making a move 
into Quebec 

l  More marketers want to tailor their ads 
to the country’s biggest francophone 
market 



Headspace Marketing, Inc. 
l  Toronto-based strategic consulting firm 

specialized in building brands in 
Quebec 

l  Headspace team works closely with 
companies and agency partners to 
address the challenges they face in the 
Quebec market 



 
l  French Canadian Eric 

Blais, President of 
Headspace Marketing, 
Inc., also maintains a 
blog on Quebec 
consumers and market 
trends 

l  Former account 
executive with Young & 
Rubicam 

 
www.headspacemarketing.com 



Adopt, Adapt or Create 

https://www.youtube.com/watch?v=VuCkSez-s-4 



Québécois Consumer 
l  Made-in-Quebec ads often have a very 

different tone from those created 
elsewhere 

l  Creatively, they look at things with a 
different sense of humor, with more of 
a design sensibility  



Unique characteristics of 
Quebec consumer 

l  Brand loyalty is far 
more pronounced in 
Quebec than in the 
rest of Canada 

 
l  Prefer companies 

that cater their 
advertising 
messages to the  
province 

l  Strong local identity 

l  Appreciate 
simplicity 

l  Purchasing 
behavior differs 
from ROC 



Societé des alcools  
du Québec (SAQ) 

l  The provincial liquor retailer SAQ has 
tapped into a message of simplicity  

l  Color-coded taste tags classify its wine 
by a simplified set of flavors (instead of 
by region or varietal) 



SAQ’s Taste Tags 

https://www.saq.com/content/SAQ/en/conseils-et-accords/alcool/pastilles-de-gout.html 



SAQ’s Taste Tags 

https://www.saq.com/content/SAQ/en/conseils-et-accords/alcool/pastilles-de-gout.html 



SAQ’s Taste Tags 

https://www.saq.com/content/SAQ/en/conseils-et-accords/alcool/pastilles-de-gout.html 



SAQ TV Commercial 

https://www.youtube.com/watch?
v=EuNMSZr8414&playnext=1&list=PL022445900AAA355A&feature=results_video 



Québécois Cultural Identity 

Source: Armony, Victor. “Des Latins du Nord ? L’identité culturelle québécoise dans 
le contexte panaméricain.”  Recherches sociographiques 43.1 (2002): 19–48. 
 



Jacques Bouchard 





Love of nature (key #2) 
l  Print advertisement for 

Mazda, touting the 
superior fuel economy 
of their new Mazda 2 

l  Slogan reinforced by 
an image of the planet 
Earth, sprouting lush 
pine forests 
reminiscent of 
Quebec’s backcountry.  



Love of nature (key #2) 



Loyalty to heritage (4) 
l  References to 

Quebec’s history, 
local traditions, and 
culture  

l  Montreal celebrity 
chef Martin Picard 
inviting audiences 
to enjoy ‘des plats 
québécois 
traditionnels’  



Eccentric taste (14) 
l  Ads reflect a certain 

level of eccentricity 
represented in the 
form of bold and 
unusual visuals 

l  Accompanying this 
visual is the 
headline 
Expressing your 
own style.  



Joie de vivre (24) 



Need to be seen (26) 
l  One indication of their 

Latin heritage is that 
Francophone 
Quebecers attach 
greater importance to 
their personal style 
and appearance 

l  During a recent 
survey by Léger 
Marketing, 45% of 
respondents from 
Quebec indicated 
that it was 
important for them 
to appear ‘chic’ and 
fashionable, as 
compared to 29% of 
Canadian 
respondents from 
outside the province  



Need to be seen (26) 



Sensuality (33) 
l  True to their French 

roots, Québécois 
consumers appear 
to react favorably to 
nude images 
tastefully displayed 
in commercial 
advertising 



Nationalism (36) 
l  Quebecers are fiercely 

proud of their French 
heritage, a potential 
marketing strategy that 
has not gone 
unnoticed. 

l  With their slogan Vivre 
libre et en couleur, 
Laurentide Paint, a 
Quebec-based 
company, markets their 
zero-VOC paint by 
triggering their 
audience’s memory of 
the powerful phrase 
uttered by French 
President Charles de 
Gaulle during his visit 
to Montreal in 1967:  

    Vive le Québec libre !  



Nationalism (36) 
l  Home Depot is 

advertising a blue paint 
color bearing Quebec’s 
provincial nickname La 
Belle Province. 

l  The copy alludes to the 
powerful emotional 
impact of the color blue 
for Quebec consumers, 
who associate it with 
their fleur-de-lis flag 
and nationalist 
movement. 



 
 

Advertising for  
Francophone Europe 



 
 

Assimilated English 
Borrowings 





Jardiland 
l  Misez sur les 

pots pour 
booster votre 
déco  

l  Rely on planters 
to spruce up 
your decor 



Advertising English 
l  Kit 
l  Pack 
l  Roller 
l  Spray 
l  Stick 
l  Waterproof 
l  Zip 



English Calques in Quebec French 
Examples:  
l  salle de montre for 

Liebherr 
refrigerators 

l  laveuses et 
sècheuses for 
Electrolux) 

l  bon matin for 
Maxwell House 
coffee 



 
 

Translating  
Logos and Taglines 



Logos / Taglines 
Quebec France 



 
 

English Slogans with a  
Creative Flair 



Nod to cultural icon Serge Gainsbourg (Sea, Sex and Sun) 



Frenglish slogans 
l  Graphic from logo 

reintroduced in 
visual (top, hat, 
pacifier, diaper) 

l  English word order 
(adj + noun) 
–  Top Maman 

l  French word order 
(noun + adj) 
–  Shopping beauté sur 

sephora.fr 
–  = beauty shopping 



French translations  
(1994 Toubon Law) 



Twitter English 
l  Hashtags presented 

in English to French 
audiences 

l  Use of social media 
in interactive 
marketing 

l  Create global buzz 
around the brand 



Gender-Specific English 
l  English borrowing 

lift with infinitive 
marker in French:    
-er 

l  Aide à Lifter = 
Proven to reduce 
the appearance of 
wrinkles 



‘Made in France’ Appeals 
French brand 
associations with 
quality, beauty and 
elegance 
 
l  French excellence 
l  Made in France 
l  Colors of French 

flag 



Foreign Branding 
l  Umlaut & bilingual 

headline  
l  So craquant = 

‘Irresistible & 
Crunchy’ 

l  Made-in-France 
logo = Sign of 
quality and savoir-
faire conveyed in 
English  



Summary of findings 
l  Quebec stands in stark contrast to 

other markets around globe in its 
steadfast resolution to avoid English  

  
l  Due to the socio-political forces that 

have shaped Quebec society, and 
Quebec’s stringent language policies, 
Quebec advertising agencies maintain 
a scrupulous compliance with legal 
requirements 



Summary of findings 
l  Quebec audiences do not respond positively 

to advertising designed for the rest of 
Canada unless it has been adapted culturally 
and linguistically to Quebec  

l  As a result, many global brands are 
embracing the uniqueness of this market, 
confiding the management of their 
campaigns to local agencies who are better 
equipped to navigate the cultural specificities 
of the province’s francophone population 
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