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Given the current state of Canada-US relations,
we leveraged our flagship creative evaluation
solution, Creative|Spark to understand
Canadians'response to a classic advertisement.

Justin time for the 2000 NHL playoffs, Molson
dropped the famous“l Am Canadian(The Rant)’
ad featuring everyman Joe. He challenged
Canadian stereotypes in an engaging and
humorous manner, helping to cement this ad’s
place in Canadian culture. Over the past few
weeks, tensions between Canada and the US
have risen, and as the threats of US tariffs
loomed, this ad started making the rounds again
on social media, 25 years after it first aired.

After all this time, does it still resonate with
Canadians?

The answer isaresounding yes.

The guiding principle of Creative Excellence at
Ipsos is that creativity matters, and it drives
business. Adopting a Misfits Mindset can help
your ad standout from others, and positively
impact consumer perceptions of your brand.



Tappinginto the Misfits Mindset, “The Rant” is likeable, entertaining, talkworthy, emotionally resonant
and unique, which drives its ability to be remembered.
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Ad Ratings;
“How well does
each of the
following
statements
describe the ad?”

Is an ad people will talk about

Is entertaining

m/N =
higher/lower than
benchmark (index
thresholds or sig.
testing to norm/
PAR @ 90% CL)

Is unique

Stirs my emotions

Makes me feel good about this brand

Is inspirational

Facial coding shows that it maintains engagement throughout and then delivers a strong emotional
payoff as Joe becomes increasingly passionate and animated, with images of Canada fueling the sense
of National pride.

50
45

40 ENGAGEMENT

35 Average =26%
30

% HAPPY

20 Average =12%

% OF RESPONDENTS

1 3 5 7 9 M 13 16 17 19 21 23 25 27 29 31 33 35 37 39 41 43 45 47 49 51 53 55 57 59
SECONDS

® Ipsos|Oh Canada| Feb 2025] Client Use Only 3 M



Canadians believe what Joe is saying in this ad, and it is very relevant to them. While the ad itself does
not target America or any other country specifically, it acts as a call to arms, reinforcing how proud they

are to be Canadian.
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Is for people like me

Is believable

“l'am a proud Canadian.”

Base n=150

Ad Ratings;
“How well does
each of the
following
statements
describe the ad?”

/N -
higher/lower than
benchmark (index

“I really enjoyed watching the ad. It had great points at reminding us why we thresholds or sig.

are Canadian and proud and free.”

testing to norm/
PAR @ 90% CL)

“The ad was great showing what is truly Canadian. It kept my attention; was

amusing and informative.”

“It was nostalgic since | remember this ad from decades ago. It made me feel
proud to be Canadian then and somewhat now too. | connect to his sentiment

and the growing passion as he speaks.”

“Made me feel great to be a Canadian. | loved all the things he said; its all true.”

The ad wins by evoking a strong emotional
response, tapping into Canadians’ sense of pride,
but these feelings may be overshadowing the
brand somewhat in the spot, as Brand Link and
impact are average. It is possible that the current
political climate and uncertainty heightened the
focus on Canadianain this spot. Indeed, we see
that 71% said that the proposed US tariffs
affected how they answered the survey.

If the dated Canadian tropes of 2000 can spur this
much excitement and enthusiasm imagine what a
refreshed “I Am Canadian”approach could do.
This creative is obviously not the right thing for all
brands, but the lessonis clear. Brands should
think about their place in today's context. Tap into
the times. The embers of Canadian pride have
been reignited.
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