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Target

Our chosen target demographic for Moosehead within Quebec is consumers aged 18-30. Our targets HHI is around $50,000k and they normally live alone. The psychographics of our target include that of a party goer, they enjoy nightclubs and vibrant venues as well as heavily social environments. They enjoy their youth and enjoy having fun. The most important attributes of why the target inhabits nightclubs is to find happiness in looking and feeling good.

Brand Repositioning 

Tête d’élan is almost a direct translation of Moosehead or, more specifically, “a moose’s head.” Our goal is to recreate and reimagine Moosehead’s brand to create a sub-brand made specifically for Quebecois consumers. The nationalistic tendencies within the Quebec consumer mean that the consumer will respond to a brand made just for them and will appreciate the exclusiveness in the availability being unique to the Province of Quebec. The brand colours will include the Provincial pride colors of Blue and White as well as creative aspects of the fleur de lys.

Sales Promotion Objective
Increase awareness thus stimulating demand.

Concept
Launching Moosehead’s new niche Quebec brand will need strategy and sufficient investment when it comes to entering the market and creating initial awareness and demand, ultimately leading to sales. The idea behind this concept is to separate Tête d’élan from the Moosehead brand that is strongly tied to Canada and specifically Ontario. 

5 Rules and Regulations Impacting our development/execution of our new entrance to the Quebecois market:

-Every inscription on products, container or wrapping, or on a document or object supplied with the product, including the instructions and warranties, must be drafted in French; this rule also applies to menus and wine lists.

-Catalogues, brochures and any similar publications must be initial drafted and drawn up in French.

-Games, that require the use of non-French vocabulary is prohibited, unless a French version is also available at the time and place within Quebec.

-Contracts, clauses and documents relating to the sales all must be in French and if all parties wish it to be in another language they will do so, additionally to French.

-Application forms, order forms, invoices and other financial documents pertaining to Quebec sales all must be drafted in French.

-Public signs and promotional posters must all be in French.

The strict regulation within the Quebec marketplace makes it an interesting and unique place to penetrate the market. Its unique and specific consumer demographics also gives Quebec’s market more opportunities than other markets within Canada. The implication in structuring the entire Moosehead brand within Quebec, means that everything must be in French, which can be difficult for a company outside of Quebec because all of their business organizational structure is designed and created around the English language. This can create a financially expensive and logistically exhaustive business environment which needs careful consideration, planning, and strategies to penetrate successfully going forward.
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