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CATEGORY 6: ADVERTISING CAMPAIGN

Project: C’est un signe! It's a sign! E um sinal! International Campaign

Purpose of project (including anticipated outcomes)

Québec International, along with seven major Quebec businesses, has launched a three-phase
international digital outreach campaign for 2022—-2023 to enhance the region’s standing and attract new
workers, students, entrepreneurs and investors from around the world. For the Québec International team
and the partners involved, given a context of global competition to attract talent, it was critical to double
down on creativity to highlight the distinctive advantages that the greater Québec City region has to offer,
like the exceptional quality of life for workers and their families. Designed by the agency Récréation and
powered by Hint marketing numérique, this promotion campaign called “It's a sign!” (“C’est un signe!” “E
um sinal!”) aimed to position Québec City as a unique destination for working, studying or running a
business. The campaign was rolled out in France, Belgium, Brazil, the United States and the United
Kingdom and highlighted the region’s offering, i.e. excellent job opportunities and exciting careers thanks
to Québec City’s economic dynamism, as well as the possibility to build a real life project in a friendly,
safe and French-speaking environment.

Effectiveness/Meeting Objectives

The campaign was designed to help solve an issue that has existed in the region for more than a decade
and mobilized the local social and economic stakeholders. In order to counter labour scarcity, an issue
spanning several sectors, the Québec City region’s economic development agency and several major
businesses from various economic sectors (insurance and financial services, information technology,
artificial intelligence and video games) chose once again to join forces. Québec International also had
the support of the Government of Quebec in this initiative. In 2022, there were 35,050 vacant positions
in the Capitale-Nationale and Chaudiére-Appalaches administrative regions. The Québec City census
metropolitan area has the lowest unemployment rate among all major Canadian regions (1.7% in
April 2023). Primarily, the campaign was meant to showcase Québec City’s living environment to position
the region on the international scene and attract talent and businesses to the region. In 2022, the agency
contributed to the arrival of 2,975 workers and 1,085 international students, for a total of
7,900 newcomers to the region.

Challenges and Changes Made

It is worth noting that phase 3 was very different from the first two in many aspects. New marketing
messages were presented and the focus shifted from an outreach target to a traffic target. Québec
International also focused its efforts on attracting international workers and students by removing from
the campaign the targets that focused on foreign subsidiaries and startups (United Kingdom and the
United States) as well as takeover entrepreneurs from France and Belgium. This led to a decrease in the
number of audiences and platforms. Therefore, the results from phases 1 and 2, like the outreach and
the number of clicks, are hardly comparable to those from the last phase. The campaign also confirmed
the need for several ads, even if this meant that the design would be more complex due to the laws and
standards of each target country. This is supported by the good performance of the ads.



Target Audience

The main goal for the campaign was to attract talent—workers and students—who would like to settle in
the Québec City area. The campaign was done in three languages: Portuguese for the Brazilian market,
English for the United States and United Kingdom, and French for France and Belgium. To reach each
client base, short videos were made, as well as marketing banners (visuals) for landing pages and social
media publications. The outreach campaign was split into two types: Google ADS for the research,
display (banners and visuals) and video networks (YouTube and Google partners) on the one hand, and
social media like Facebook and Instagram on the other. During the first two phases, the campaign
generated over 3,000 new visitors on the agency’s websites (Québec First and Québec International).
During the third phase, the country with the highest participation was France with 74,517 sessions, almost
54% of all sessions generated by the campaign, followed by Brazil with 52,728 sessions, and Belgium
with 10,954 sessions. It is no surprise that the highest performing cities were from France and Brazil:
Paris, Sao Paulo, Rio de Janeiro and Lyon.

Specifics of the Category

Shared through social media, the three short videos were original and surprising and highlighted the
advantages of living in Québec City, like the exceptional work-life balance and quality of life. The title, It's
a sign! (C’est un signe! E um sinal!), was intentionally eye-catching to pique people’s curiosity. In one
look, talent and investor interest is caught. Different visuals completed the materials and were used on
the different platforms. Throughout the campaign, responsive text ads were used, as well as responsive
Display ads, which had the best performance. Improving keyword structure, adding to the ads image
bank and reviewing the landing pages with each new phase were some of the actions that contributed to
the campaign’s success.

Sustainability of the project

Given the labour scarcity in the province of Quebec and the need to attract talent to the region, Québec
International decided to launch an international digital outreach campaign to highlight the Québec City
region’s assets in several countries, including its living environment, its economic vitality and its quality
of life. It was intended to make the region a top destination in North America for any immigration project
while supporting the initiatives of the agency’s business lines. Rolling out the outreach campaign in
several territories and in three languages at the same time required a lot of effort, consideration and
adaptation along the way. Several aspects evolved with each new phase of the project, including the
reputation, outreach and learning aspects, and required many adjustments and improvements. Although
phase 3 was different from the first two, it had great success on social media and was relatively low cost
in terms of clicks. With a budget of $341 706,93K, the campaign reached the target segments through
outreach work between the agency, its partners and the teams of the firms involved in the project, as well
as investment in a Google ADS campaign. This project also supported international recruitment
initiatives.



APPENDIX

CAMPAIGN IT’S A SIGN!



VIDEO

VISUALS - ADVERTISING

https:/www.facebook.com/watch/?v=2432017733613025

https://voutube.com/shorts/v72bi7zcOMk

https://youtu.be/TmMXGILsy9Kk



https://www.facebook.com/watch/?v=2432017733613025
https://youtube.com/shorts/v72bj7zcOMk
https://youtu.be/TmXG9Lsy9Kk

WEB ADVERTISING

Entrepreneurs repreneurs

TuU voudrais
développer

ton business
a P’étranger?

https:/www.facebook.com/watch/?v=442779910766834

Students

U voudrals
faire des
études qui
rapportent?

https:/www.facebook.com/watch/?v=536699111242184

Subsidiary

Want to
setup a

subsidiary
in Canada?

https:/www.facebook.com/watch/?v=389148393117489



https://www.facebook.com/watch/?v=442779910766834
https://www.facebook.com/watch/?v=536699111242184
https://www.facebook.com/watch/?v=389148393117489

Startups

Want to
launch a

startup in
Canada?

https:/www.facebook.com/watch/?v=3320245541592471

Qualified workers

Que tal
oferecer uma
qualidade de

vida melhor

para sua
familia?

https:/www.facebook.com/watch/?v=428050585841884



https://www.facebook.com/watch/?v=3320245541592471
https://www.facebook.com/watch/?v=428050585841884

VISUALS




