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A few technicAl notes

Should you wish to print 
this document, go for 
double-sided: the content is 
designed like a book’s, with 
each left page speaking to 
its neighbouring right page.

This is a dynamic PDF: 
click on highlighted text 
for sources and extra 
information.

Your take on 
these Minutes
Tell us what  
you think at  
minutes@c2.biz.
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Welcome to the  
c2 montréal 2017 minutes

How do you distill the three-day 
experience of 6,500 leaders into 350 
pages of highlights and learnings?
The ingredients include 22 volunteer notetakers, 
five seasoned writers, four ruthless editors, 
an adventurous illustrator, a stellar design team 
and an experimental approach to building a tight 
process that allows for maximum flexibility. 

Our goal: to provide you with an emotional 
and intellectual memento of the event. We hope 
these Minutes help you rekindle conversations 
started during those three days and even inspire 
new, meaningful ones with future partners, 
collaborators and friends.
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the 6th edition of c2 MontréAl

Why We are here
Every year, leaders from all over the world come to 
C2 Montréal to find inspiration, learn, meet people and 
make deals. But we also like to believe we come to C2 
for more fundamental reasons. This is why we are here:

 + We are here because we see what is happening 
around us in the world. 

 + We are here because we know that business as  
usual is not desirable, nor is it possible. 

 + We are here because we know that business  
cannot thrive if society does not thrive. 

 + We are here because we choose to think long term.

 + We are here because we choose collaboration  
over competition.

 + We are here because we know that as 
businesswomen and businessmen, we have  
an important role to play in rethinking our  
collective future. 

 + We are here because we know we need to retool 
ourselves as leaders and transform our business. 

We are here because 
We choose progress 
over cynicism. 



C
2
 M

o
n
tr

é
a
l 

2
0
1
7
 —

 t
H
E 

M
In

U
tE

S
 

p
r
E
S
E
n
tE

d
 b

y
 E

y

 8

Thank you for being here with us
Thank you to all who participated in C2 Montréal 2017, and 
who push us to reinvent the event every year. You told us 
that you wanted to participate, so we went from 450 spots 
in workshops, labs and masterclasses four years ago to 
14,000 spots this year—and it still wasn’t enough. We heard 
you, you want more. 

Thank you to those who came from afar: Argentina, Mexico, 
Brazil, China, Bangladesh and our friends in Australia, with 
whom we are embarking on a new adventure, C2 Melbourne 
(Nov. 30 to Dec. 1, 2017).

Thank you to our fearless founding partners, Cirque du Soleil 
and Sid Lee, who had this great idea in the first place and 
initiated the journey six years ago, as well as the 72 other 
partners (many of whom are also board members) who join 
forces to make this great event possible. 

Thank you to the many who drill, paint, scan, code, whisk 
and otherwise work their behind-the-scenes magic helping 
turn dreams into reality.

Thank you to all who volunteered their time and empathy 
to ensure that every C2 participant was a VIP.

And a special thank you to the C2 team—mostly millennials 
and (world take note!) 60% of whom are women—who pour 
their heart and soul year-round into making sure that, with all 
of the people mentioned above, we propel society forward.

It is an honour and a privilege to collaborate with you.

richArd, chloé, duncAn, génifère, MArtin e, MArtin v  
And our chAirMAn Jf
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President

Richard St-Pierre
chief oPerAting officer

Martin Enault
v. P.—oPerAtions

Duncan Fisher
v. P.—PArtnershiPs

Chloé Langevin
v. P.—creAtion And content

Génifère Legrand
v. P.—finAnce

Martin Vallée

c2 montréal 2017

editor-in-chief

Caroline Lavergne
senior editor, the Minutes

Laura Beeston
senior editors, c2

Jamie O’Meara
Martine Rhéaume
editoriAl AssistAnt

Émilie Mégrourèche
writers

Dave Lank
Kirsten Weisenburger
Paul De Tourreil
Robyn Fadden
Sarah Anna McMahon-Sperber

senior notetAkers 

Hala Mreiwed
Selma Idjeraoui 
notetAkers

Alexandre Vallée (EY)
Camille Lachance Gaboury
Catherine Quinn
Corina Paraschiv
Jean-Pierre Le Grand
Julia Pouliot-Lapointe (EY)
Julie McIntosh
Johanne Veilleux
Lawrence Esso
Matt Budd (EY)
Margarita Psihogios
Maxime Courteau (EY)

Maxime Deschenes-Trottier (EY)
Miansta Razafindramanana
Omar Zerrad (EY)
Ségolène Chateau (EY)
Sherley Normandeau
Sophia Kapchinsky
Valérie Laganière (EY)
Art director

Elisabeth Charbonneau
grAPhic designer

Tatiana Matsoulevitch
MediA content MAnAger

Laurence Dolbec
illustrAtor

Cyril Doisneau

the teAM 

the c2 montréal 2017 minutes
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creation and content 
v. P.—creAtion And content

Génifère Legrand 

Collaborative experiences
director— 
collAborAtive exPeriences

Antoine Roy-Larouche
MAnAger— 
collAborAtive exPeriences

Joëlle Sarrailh
ProJect MAnAgers—
collAborAtive exPeriences

Claire Grillet
Simon Emmanuel Roux
ProJect MAnAgers—oPerAtions

Kirk Duval
Luc Vallée
coordinAtors—
collAborAtive exPeriences

Myriam Lagueux
Solen Martin-Déry
AssistAnt coordinAtors—
collAborAtive exPeriences 

Anne-Marie Durant T.
Emma Level
fAcilitAtors MAnAger

Hélène Caron 

Programming
ProgrAMMing director

Alexandre Haarman
sPeAker relAtions MAnAger

Dominique D. Toth
leAd event ProgrAMMer 
And reseArcher

Théo L. Richer
ProgrAMMing coordinAtors

Coline Bechoux
Charlotte Mercille 

Editorial content
editor-in-chief

Caroline Lavergne
senior editor

Jamie O'Meara
MAnAging editor

Martine Rhéaume
senior editor (the Minutes)

Laura Beeston
content And Production MAnAger—
AquAriuM

Elodie Gagnon 

Artistic programming
stAge director

Mirko Trierenberg
ProJect MAnAger— 
Artistic ProgrAMMing

Émilie Bombardier
AssistAnt show director

Mariflore Beaudin-Véronneau
coordinAtor— 
Artistic ProgrAMMing

Philippe Pelletier 

Scenography and design
leAd scenogrAPher

Guillaume Lord
scenogrAPher

Philippe Lord
environneMent designer

Judith Portier  
(Design par Judith Portier)

Graphic design and 
audiovisual projects
Artistic director—brAnd

Elisabeth Charbonneau
MediA content MAnAger

Laurence Dolbec
senior grAPhic designer

Jessica Charbonneau
grAPhic designers

Tatiana Matsoulevitch
Ellie Stringer
video content MAnAger

Tania Rodrigues Costa 

production and  
operations 
chief oPerAting officer

Martin Enault
v.P.—oPérAtions

Duncan Fisher
Production director

Nicolas Zlicaric
AssistAnt Production director

Jacqueline Dettwiler
coordinAtor—Production

Laura Patrick
Production buYer

Nicolas Goehry
ProJect MAnAger—oPerAtions

Vincent Lafrenaye-Lamontagne

ProJect MAnAger—f&b oPerAtions 

Antoine Protat
director of securitY

Stéphane Brosseau
ProJect MAnAger—360 big toP

Keven Ouellet
ProJect MAnAger—signAge

Jean-François Daviau
coordinAtors—Production And hr

Gaia Maria Leroux
Kim Huard-Carette
site runner

Guy Rivest
coordinAtor—locAl trAnsPortAtion

Hector Poblete
coordinAtor—trAfic

Denis Lamothe
environMentAl consultAnt

Maude Lamarche 

Tech
technicAl director

Sébastien Boulanger
AssistAnt to the technicAl director

Anne-Frédérique Ménard
generAl lighting designer

Bruno Rafie
sound designer

Harvey Robitaille
video designer ⁄technicAl 
coordinAtor—360 big toP

Eric Fortin
technicAl coordinAtor—PlAzA

Frédéric Lamquin
heAd cArPenter—360 big toP

Michel Thérien 

Site planning
director—site PlAnning

Colin Garceau-Tremblay
coordinAtor—scenogrAPhY

Jean-François Archambault
ProJect MAnAger—scenogrAPhY

Nadine Sigouin-Cantin
drAftsMAn

Guillaume Kukucka
decorAtor

Jeanne Ménard Leblanc
heAd cArPenter—site

Stéphane Leduc
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AssistAnt heAd cArPenter— 
ArsenAl

Jean-Pierre Groulx
AssistAnt heAd cArPenter— 
PlAzA

Val Poinson
AssistAnt ProJect MAnAger—
scenogrAPhY

Jean-Marc Galay
drAftsMAn ⁄ ProJect MAnAger—
scAffolding

Louis Héon
drAftsMen—sPeciAl ProJects

Clément Vives
Pierre-Luc Boudreau
MAnAger—wArehouse

Yvano Viens
coordinAtor—wArehouse

Simon Sénéchal-Fortin

Site and stage  
management
generAl site MAnAger

Chantal Poirier
AssistAnt generAl site MAnAger 

Sandy Caron
stAge MAnAger—360 big toP

Audrey Lamontagne
stAge MAnAger—cAbAret

Isabelle Montpetit
stAge MAnAger—site

Adèle Fairfield 

Participant services
director—PArticiPAnt services

Pierre Noïnski
director—food & bArs

Martin Beauchamp
business AnAlYst

Jérôme Gangloff
AccreditAtion MAnAger

Julie Blais
ProJect MAnAger— 
concierges ExtraordinairE

Sophie Gadoury
ProJect MAnAger—volunteers

Josée Lacombe
ProJect MAnAger—it

Baptiste Benoist
coordinAtor—it

Julien Tessier

coordinAtor— 
concierges ExtraordinairEs

Philip Lieng
coordinAtor—volunteers

Mylène Chartrand
coordinAtor— 
PArticiPAnt services 

Lori Nelis
coordinAtor—PArticiPAnt 
services oPerAtions

Marie-Aude Ardizzon
coordinAtors—AccreditAtion 
& Access control

David Bérard
Fiona Berthelot
clerk

Véronique Leblanc
heAd usher

Sabrina Tremblay 

partnerships and 
business development
v. P.—PArtnershiPs

Chloé Langevin

Partnerships
director of globAl PArtnershiPs

Leisha MacDonald
director of PArtnershiPs— 
oPerAtions

Hugo Geairon
content strAtegY Advisor

Jeanne Dorelli
Account directors

Alexa MacLean
William Dovert
Catherine Dupont-Gagnon
Account coordinAtors 

Catherine Lareau
Stéphanie Bergot
Renee Hampton
Alexandra Côté
MAnAgers— 
internAtionAl delegAtions

Sylvia Essembre
Leah Fried
coordinAtors—
internAtionAl delegAtions

Charlotte Boivin
Emma Cesvet
coordinAtor—AccreditAtions 
& PArtnershiPs PlAtforM

Laurie Goudreau

AssistAnt coordinAtor—
AccreditAtions 
& PArtnershiPs PlAtforM

Maryse Chaussé
oPerAtions MAnAger— 
PArtnershiPs

Adel Remila
onsite teAM leAders

Jakub Szrodt
Augustin Myard
volunteers MAnAger

Ana Bohuon 

Business development
senior director—
business develoPMent

Anick Beaulieu
senior MAnAgers—
business develoPMent

Jessica Gibbons
Mikaël Chagnon
MAnAger— 
sAles And MArketing

Maude Gendron
Account director—grouPs

Geneviève Rousseau
coordinAtor— 
business develoPMent

Sasha Morel 

Public relations and  
social media
director— 
Public relAtions

Anne Dongois
directors— 
Public relAtions,  
worldwide

Effie Giannou
Geneviève Sharp
coordinAtor— 
Public relAtions 

Camille Turbide
MediA relAtions— 
united stAtes

Diane Murphy
sociAl MediA MAnAger

Tara Hunt
sociAl MediA content creAtor

Maria Vassiliou 



C
2
 M

o
n
tr

é
a
l 

2
0
1
7
 —

 t
H
E 

M
In

U
tE

S
 

p
r
E
S
E
n
tE

d
 b

y
 E

y

 12

technology
chief oPerAting officer

Martin Enault
director—technologY

Sun Knudsen
softwAre Architects

Jeff Riaboy
Karel Ledru
technologist

Marek Zaluski
web develoPer

Benjamin Pétrieux
ProJect MAnAger

Rosie Veeren 

administration
v. P.—finAnce

Martin Vallée

Finances and accounting
chief AccountAnt

Marie Trottier
finAnciAl AnAlYst

Samuelle Mercier
Accounting techniciAns

Roxanne Turgeon
Yves-Emmanuel Toussaint
Sandrine Latourelle Laganière
Accounting clerk

Iryna Yaremchuk

HR and administration
huMAn resources MAnAger

Anne Monier
executive AssistAnts

Ariane Lévesque
Daphnée Nadeau 

special projects
Producers

Nick Cogger
Marie-Ève Guay
Marie-Ève Bourgeois
Tania Rodrigues

 
 

 
board of directors
Jean-François Bouchard
chAirMAn And co-founder, sid lee— 
chAirMAn of the c2 MontréAl  
boArd of directors

Richard St-Pierre
President, c2 MontréAl— 
treAsurer of the c2 MontréAl  
boArd of directors

Michel Boislard
PArtner, fAsken MArtineAu— 
secretArY of the c2 MontréAl  
boArd of directors

Luc Bernard
chief executive officer,  
grouPe Multi-Prêts

Claudine Blondin Bronfman
co-chAir, clAudine And stePhen 
bronfMAn fAMilY foundAtion

Yves Lalumière
President And chief executive  
officer, tourisMe MontréAl

Pierre Larochelle
vice-President, Power corPorAtion

Michel Leblanc
President And chief executive  
officer, boArd of trAde 
of MetroPolitAn MontréAl

Jean Novak
President videotron  
business solutions, videotron

Stéphane Lefebvre
chief finAnciAl officer,  
cirque du soleil

Roger Duguay
MAnAging PArtner, boYden

Simon Olivier
senior vice-President, AgroPur

Myriam Achard
director of coMMunicAtions  
And Public relAtions, centre Phi

Jade Raymond
grouP generAl MAnAger,  
electronic Arts (eA)

guest observers
Géraldine Martin
director of entrePreneurshiP,  
directrice de l’entrePreneuriAt,  
econoMic develoPMent,
citY of MontréAl

Nancy Rosenfeld
President, clAudine And stePhen  
bronfMAn fAMilY foundAtion



102
speakers

3 
days

6,500
participants from 
60 countries and 
26 industries

72
partners

1 
new AI Forum

4 
refugees taking 
part in the Ideate 
for Impact program



102
speakers 77 

workshops and 
masterclasses

135 
startups and SMEs 
invited by way of  
4 entrepreneurship 
programs

3,779 
connections through braindates

76,000 
contact exchanges  
by kliking 
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Every year, we choose a new theme to orient 
discussions, direct our actions and inspire our 
participants and partners. More than ever, we 
know how connected we are by our choices: 
we believe boundaries are a thing of the past, 
and that is why, in 2017, we chose to focus on 
Ecosystems. 

Throughout this new leg of C2’s journey at 
the confluence of Commerce and Creativity, 
we set out to better understand and manage 
the business and social ecosystems we are 
all part of. 

Specifically, we programmed talks, panels, 
masterclasses, workshops and labs to help us 
delve into the following questions:

How do you develop talent in 
ever-shifting business environments?

What’s the new role of the marketer 
in increasingly complex ecosystems?

How do we reinvent entertainment as 
the behaviour of audiences evolves?

How do we rethink and redesign cities 
as living organisms?

Where will the next moonshot come from? 
What’s the next leap for mankind? 

the content of the c2 MontréAl 2017 
Minutes reflects highlights And 
leArnings froM those conversAtions. 

our theMe for this edition  
of c2 MontréAl

ecosystems



ecosystems 
27 talent 

77

marKeting 
143

entertainment 
181

cities 
229

moonshots 
265
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recurring thoughts

“The status quo has no meaning” 
Maestro Kent Nagano humbled us (twice) in the 360 Big Top, 
setting the tone for all three days of authentic, passionate 
and purpose-driven programming. Putting the human spirit 
centre stage, cultivating empathy and making emotional 
connections were ideas that kept coming back time 
and again, as did the importance of co-creating networks 
and relationships. "The secret to problem solving?” 
designer Dror Benshetrit queried. “It's love. The answer 
is love." Steve Wozniak may also argue it’s happiness.

“Technology is not destiny”
Obama’s former AI policy advisor Terah Lyons did not 
mince her words: new tech is what we make it. Exploring 
the future of work and humanity in rapidly changing 
times led to many conversations about the ethics and 
opportunities of artificial intelligence. Our first-ever 
AI Forum, presented in partnership with world leaders 
Element AI, was dedicated to understanding current 
research, applications and innovations in the field 
of computer learning. It also raised questions about 
our relationship with machines and how to ensure that 
the next industrial revolution is equitable.

from C2 Montréal 2017
Seriously insightful thoughts, propositions and dreams to better the 
future of business and humanity came to the fore at C2 Montréal 2017.

There were an overwhelming number of ideas to capture onstage and 
in the workshops, masterclasses and labs—not to mention at artistic 
performances, during braindates and throughout the overall C2 action 
that bound us together once again. 

From Joel Beckerman whipping out a keytar to Chris Burch assuming 
the fetal position, we did our best to record as much of the C2 genius 
as humanly possible during this sixth edition. And we noticed a few 
recurring themes along our way… 

http://bit.ly/2qPBXbz
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Trust came up a lot 
It’s a rare commodity in a “post-truth” world. From blockchain to 
new models of banking and cryptocurrencies, to the importance 
of making everyone feel as invested as the CEO, decentralizing 
entire systems was front of mind. Sharing and building trust is 
essential these days. You really can’t fake it. 

Risk did, too
Sukhinder Singh Cassidy says risk and resilience are part of a 
circular process. Leonard Brody and BuzzFeed’s Laura Henderson 
advised us to be our own competition. C2’s Sky lab had us 
explore the importance of getting out of our comfort zone 
to think big for impact, while Randi Zuckerberg made a case 
for doing things that terrify the s*** out of us. 

“Story was the first innovation”
This coming from a guy who used science fiction to get 
3D printing into space, Kyle Nel. The power of storytelling was an 
underlying theme back here on Earth, too. Ben Boyd reminded us 
how stories open hearts, minds and wallets, while Amanda Hill 
declared them to be “the shortest distance between two people.” 
Refugee stories heard firsthand during the Ideate for Impact 
sessions reminded us that empathy should be the first step. 
How we connect, explain ourselves, advocate and innovate are 
closely linked with the ways we talk about it. 
 

hoW Will you contribute to  
the next chapter?

we’re listening 
Tell us about your C2 Montréal 2017 takeaways via minutes@c2.biz  
and/or read insights and thoughts from fellow participants. 

mailto:minutes%40c2.biz?subject=


it wAs hArd to Miss 
the storM of words 
And thoughts whirling 
Around the hAngAr 
this YeAr. welcoMe to 
the brAin, c2’s verY 
own version of tiMes 
squAre. A live-coding 
event creAted in 
collAborAtion with 
the center for dAtA 
Arts, the new school 
in new York citY, 
the brAin creAted 
An iMPressionistic 
MontAge AiMing to 
cAPture the “soul” of 
c2 As it unfolded. this 
ProJect wAs fed content 
in reAl-tiMe bY our 
verY own Minutes teAM. 



 JiMMY hAMelin



even YouPPi!—the 
officiAl MAscot 
of the MontreAl 
cAnAdiens—droPPed 
in for A brAindAte At 
c2 MontréAl 2017. we 
cAn onlY iMAgine whAt 
the longtiMe sPorts 
AMbAssAdor hAd to 
leArn And shAre with 
this PArticiPAnt...  

http://atnhl.com/2ttyqiy


 MikAel theiMer





 sebAstien roY



As of December 2015, there 
were 1.17 million employer 

businesses in Canada. Of these, 
97.9% were small businesses, 

according to Statistics Canada.

1.3 billion people 
live below the 

poverty line 
worldwide and 
285 million of 
them are girls. 

A piece of cake: 
according to 
In the Mouth’s 
Nicolas Fonseca, 
California produces 
80% of strawberries 
in the U.S. and 
Québec produces 
80% in Canada.

Michelin predicts there will be 
a $120 trillion shortfall in global 
infrastructure spending by 2050.

http://bit.ly/29VVoIX
http://bit.ly/29VVoIX
http://bit.ly/2qUkSuL


ECOSYSTEMS



C
2
 M

o
n
tr

é
a
l 

2
0
1
7
 —

 t
H
E 

M
In

U
tE

S
 

p
r
E
S
E
n
tE

d
 b

y
 E

y

29

EcosystEms

In this first chapter, we set 
out to better understand 
the interconnected world 
we live in. 
In the following pages, you’ll 
find insights from those who are 
already blurring the lines that once 
traditionally defined sectors and 
business relationships, offering us 
a glimpse at a collaborative future.

 + What are the trends and transformations 
that are having a growing impact on all 
industries and disciplines?

 + As connections become less linear 
and networks more complex, how might 
businesses and leaders identify and seize 
the opportunities ahead?

 + What are the best practices for fostering 
and managing markets and communities 
that are both global and local, segmented 
and complementary? 

 + How must our activities, resources, 
strategies and reach adapt to seek out 
and engage unexpected sources of 
knowledge, inspiration, creativity, change? 

 + Who do you need to know who you don't 
know yet? Where can you find them?
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IN THIS 
CHAPTER

53   
Thinking outside the ballot box 
Michael Slaby (TiMShel)

55   
Simulate it ’til you make it 
Dr. rajeSh aggarwal  
(Mcgill UniverSiTy)

57   
Outperforming tech 
jean-FrançoiS boUcharD 
+ neilSon vignola  
(cirqUe DU Soleil)

61   
Gary’s tech divinations 
gary Shapiro (coMpUTer 
Technology aSSociaTion)

63   
Words of Wozdom 
STeve wozniak

whaT’S aFTer  
whaT’S nexT

73   
Superfluid markets 
ey

TalkS & converSaTionS

MaSTerclaSSeS

workShopS

MUch, MUch More

31   
The year of the slash 
linDa boFF (ge)

33   
Entering “The Great Rewrite” 
leonarD broDy  
(Serial enTrepreneUr)

35   
Amplifying the Girl Effect 
Farah raMzan golanT  
(girl eFFecT)

37   
Capturing human culture 
jiMMy nelSon (phoTographer)

39   
A crash course in circular design 
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Linda Boff
chieF MarkeTing oFFicer, ge
@linDaboFF 

“IdEAS ARE 
THE NATuRAl bORN 
ENEMY Of THE wAY 
THINgS ARE.”

Linda Boff, a self-described digital 
explorer, is helping to position GE as 
a 125-year-old startup spearheading 
the digital industrial revolution. 
This means bringing great ideas to life: GE founder 

“Thomas Edison’s great accomplishment was not 
the invention of the light bulb, it was actually the 
commercialization of the light bulb,” said Linda. 

This also means speaking to the “Slashers,” 
those people sitting at the intersection of different 
disciplines, thinking of ways to bring ideas together 
to transform business and industry. 

Ta
l
k

waTch

GE’s “Sarah” shows us how on YouTube.

http://invent.ge/2seYQ79
http://bit.ly/2sfggjV
http://bit.ly/2mIPAY9


C
2
 M

o
n
tr

é
a
l 

2
0
1
7
 —

 t
H
E 

M
In

U
tE

S
 

p
r
E
S
E
n
tE

d
 b

y
 E

y

 32

 allen Mceachern
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ENTERINg “THE 
gREAT REwRITE”

Leonard Brody
Serial enTrepreneUr anD 
venTUre capiTaliST
@lbroDy

Leonard Brody is no stranger to accelerated change. 
A serial entrepreneur and venture capitalist, he 
co-founded the citizen journalism website NowPublic 
and is also co-founder of GrowLab, an accelerator 
based in Vancouver and San Francisco. 

Leonard is driven by the idea that 100 years of rapid 
social and economic change has left our institutions 
in the dust. Pair that with the emergence of the internet 
and we have created a perfect storm.

Society as we know it is shifting 
“The Great Rewrite,” as Leonard calls it, is re-engineering 
our relationship to leaders, institutions and one another. 
He’s preoccupied with the ways that government, 
education and religion are ill-equipped to meet our 
needs in the midst of this upheaval. 

We are now living in this massive disconnect between 
the people that we have become, the tools available 
to us now and the failure of these institutions to keep 
pace, he said.

Follow The ShiFT: 

Watch Leonard unpack “The Great Rewrite”

Ta
l
k

“THIS IS A glObAl RESET Of 
THE OPERATINg SYSTEM Of OuR 
PlANET… THE lARgEST SCAlE 
INSTITuTIONAl SHIfT IN THE 
HISTORY Of OuR SPECIES.”

http://bit.ly/2sjsgAi
http://ti.me/2ssgmnL
http://bit.ly/2rfxAH3
http://bit.ly/2rKyHQA
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Compete with yourself  
Leonard’s advice for organizations that want 
to thrive during this upheaval is to compete with 
yourself. Companies should aim to create 10% 
new revenue from a new product, year after year, 
to create the conditions for long-term survival. 

“Parallelism requires you to build entities around 
you that survive and thrive off the host.”

 
Tinder: 

Parallelism  
in action

MaTch.coM’S parenT coMpany 
co-creaTeD The incUbaTor 

haTch labS, which 
DevelopeD The popUlar 

DaTing app.  

  Burning questions
in a worlD where acceleraTeD change iS The norM 
anD inSTiTUTionS are becoMing irrelevanT, how 
Do bUSineSSeS aDapT? how can yoU STay relevanT 
To a worlD ThaT’S being rewriTTen aroUnD yoU? 

http://bit.ly/2suaoTa
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AMPlIfYINg THE gIRl EffECT

Farah Ramzan 
Golant
ceo, girl eFFecT
@girleFFecT

Making each girl a catalyst  
for social change 
In African countries like Nigeria and Ethiopia, 
challenging the status quo means giving 
girls opportunities. “Girls are the highest 
points of leverage to disrupt poverty,” said 
Farah. “All the evidence shows that… as 
a girl rises, she reframes the economic 
prospects of her family, her community 
and her entire nation state.”

Build it, but also make sure 
they come 
It’s crucial that organizations developing 
services to help the poor also create 
demand, particularly where societal norms 
discourage access. You can build a school, 
for example, but if girls leave it early to get 
married or never make it there to begin with, 
the gesture is empty. It’s about changing 
behaviours driven by long-held beliefs.

“wHEN YOu fACE YOuR SkEPTICS, 
YOu COME OuT STRONgER [ANd] MORE 
COMMITTEd TO THE wORk YOu’RE dOINg."

Ta
l
k

What if we could empower the 285 million girls living in poverty around the world 
to become agents of positive change? 

As CEO of Girl Effect, Farah Ramzan Golant leverages her experience as one of 
the world’s top media executives to develop programs that empower girls to rise 
out of poverty. To do it, she applies old tools in new ways to change the world. 

http://bit.ly/1cxbSmQ
http://bit.ly/2ri63mY
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One app to empower them all
Consumers can obtain power by cutting 
out the middleman. Girl Effect placed a 
peer-to-peer mobile research app in the 
hands of girls living in Nigeria’s remote 
northern communities. The Technology 
Enabled Girl Ambassadors (TEGA) used the 
app to gather unmediated insights about 
their lives that are instantly viewable via a 
secure hub. Not only does this shorten the 
research process, it gives girls confidence, 
income and employable skills.

 
A few facts 
about girls 
and poverty
1.3 billion people live 
below The poverTy line

285 Million oF TheM are 
girlS, living on leSS 
Than $1.25 per Day

6.3 Million nigerian 
girlS are noT in School

100 Million people live 
in eThiopia

9 Million oF whoM  
are girlS

8.5 Million eThiopianS 
have liSTeneD To yenga

Girl Effect, 
getting results
65% oF yenga’S 
aUDience now ThinkS 
DiFFerenTly aboUT 
The iSSUeS girlS Face

76% oF girlS 
SUrveyeD have been 
inSpireD To conTinUe 
Their eDUcaTion

95% oF boyS SUrveyeD 
Say They are againST 
ForceD Marriage

 
Using pop to 
save the world
one projecT ThaT workS 
iS yenga—a MUSical 
groUp anD yoUTh branD 
For anD by local girlS 
in eThiopia—which 
aDDreSSeS iSSUeS like 
eDUcaTion anD ForceD 
Marriage. iTS MaSSive 
popUlariTy haS broUghT 
aboUT boTh DialogUe 
anD Social change.

waTch yenga in acTion on 
The girl eFFecT webSiTe. 

http://bit.ly/2c7G3oJ
http://bit.ly/2c7G3oJ
http://bit.ly/2cuJEvi
http://bit.ly/2qCpA0l
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Jimmy Nelson
phoTographer
@jiMMy_p_nelSon

“IT’S NOT 
ETHNOlOgY, IT’S 
NOT ANTHROPOlOgY, 
IT’S NOT TRIbES. 
IT’S AbOuT HOw 
wE SEE EACH 
OTHER AS HuMAN 
bEINgS.”

In his book Before They Pass Away, 
Jimmy captured many of the 
world’s last tribes and indigenous 
cultures in all their beauty, power 
and iconography.
Using a camera enabled Jimmy to better connect 
with and understand himself, as well as the people 
around him. His conclusion? “We’re all the same 
people. We must all have the same emotions. We 
love, we laugh, we cry, we hug, we’re desperate, 
we celebrate.” 

Ta
l
k

http://bit.ly/2qCYvt5
http://bit.ly/2r8o9cv
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 arianne bergeron
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IDEO, one of the design firms spearheading 
this model in the U.K., hosted this masterclass 
intended to spark design thinking. Circular 
design is a key component of this new approach. 
It involves designing products to be recycled 
and repurposed, planning ahead so all their 
parts stay out of the waste stream. 

For example, circular design may imagine 
a “use-it-or-lose-it” product which, if not 
used within a given time frame, would post 
a message on the web and sell itself.

M
a
S
T
e
r
c
l
a
S
S

“IN NATuRE, THERE IS NO 
SuCH THINg AS wASTE. 
THERE IS NO bEgINNINg 
OR ENd TO THE CIRCulAR 
dESIgN PROCESS.”

A CRASH COuRSE IN CIRCulAR dESIgN

Chris Grantham
circUlar econoMy 
porTFolio DirecTor,  
iDeo lonDon

The linear economy is a dead end; by 2050, there will be more plastic than fish 
in the sea. What’s next? The circular economy aims to repurpose every part 
of every product and any resources used during the manufacturing process. 
Proponents say the circular economy could reduce our carbon output by 50%. 

http://bit.ly/2dEBHGk
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Ask yourself

Do yoU See UnTappeD 
opporTUniTieS 
For circUlar 

DeSign proDUcTS 
in yoUr inDUSTry?

Two great ideas 
that participants 

came up with:
a coMpoSTable Shoe 

MaDe FroM reSiDUeS oF 
Milk proDUcTion

a one-Size-FiTS-all, 
“SwiSS arMy kniFe” 
cUlinary appliance

1

2

3

Explore the product’s 
functional and emotional 
needs and requirements.

Ideate on better ways to 
meet those needs by applying 
circular strategies.

Develop a rationale:

 + Why is this product better 
for the user?

 + What makes it circular?

 + What systems need to be 
in place to ensure reuse 
or repurposing?

“A MAjOR 
PROblEM wITH 

THE lINEAR 
ECONOMY IS 

lOST vAluE— 
OPPORTuNITIES 

wORTH TRIllIONS 
Of dOllARS 

ARE lOST.”

Th
e c

ircular design approach:
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YOuNg INNOvATORS fEEl 
NEEd TO SuCSEEd

Terry Torok
chieF innovaTion oFFicer, 
enacTUS
@enacTUS_canaDa

Emily Bland 
Laura Collis 
Megan Meadus 
Taylor Young
enacTUS MeMorial 

The Winner 
From the Memorial University of Newfoundland, this year’s 
winning team designed Project SucSeed. The project 
builds and distributes hydroponic growing systems, giving 
communities, schools and individuals the tools they need 
to grow fresh food almost anywhere at low cost, creating 
employment opportunities and revenue in the process.

“We don’t see Canada for what is, we see Canada for what it 
will be,” said Emily Bland.

 
Project SucSeed by the numbers
in one year: 

“HOw CAN wE dIg INTO OuR HEARTS, 
SHARE THAT PASSION wITH OTHERS 
ANd PuT THAT PASSION TO wORk?”

 — Terry Torok

Ta
l
k

Dig Deeper   
Did you know each hydroponic system can produce 700 lbs 
of food a year for under $2 a week? Learn more at sucseed.ca.

Meet Enactus: the World Cup for young leaders in social 
innovation across 1,700 campuses in 36 countries, 
guided by entrepreneurs and academics to implement 
community-oriented projects and businesses.

 + 9 projecTS rUnning

 + 500 SySTeMS in 
104 coMMUniTieS

 + 102 newFoUnDlanD 
anD labraDor claSSrooMS 
joineD TheM 

 + 700 TonS oF co2 oFFSeT

 + 68 bUSineSSeS STarTeD

 + 158 jobS DirecTly creaTeD 

 + 3,000 people iMpacTeD 
in coMMUniTieS 

 + $4 Million in 
revenUe generaTeD

http://bit.ly/2sn7WxZ
http://bit.ly/2sn7WxZ
http://bit.ly/2smUp9p
http://bit.ly/2smUp9p
http://bit.ly/2seuW35
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CO-CREATE OPPORTuNITY  
IN YOuR COMMuNITY

Mark Brand
ceo, Mb inc.

@eaSTvanbranD

By brainstorming solutions to the Vancouver homeless problem, 
participants envisioned some seriously smart entrepreneurial 
approaches for empowering this community and keeping them 
off the street. Here are two examples:

“IT’S EASIER THAN wE THINk 
TO EMPOwER ANd HElP THOSE 
AROuNd uS.”

w
o
r
k
S
h
o
p

Mark Brand’s Vancouver diner and butcher shop, Save On Meats, 
developed a program where tokens can be bought by anyone 
and given to the homeless who can redeem them for food at local 
restaurants. To date, the program has served over 88,000 meals.

ShiFT booThS

Manned street booths that provide 
information to those who need it, 
on where to find food or someone to 
talk with, health advice or assistance 
reading if required. Once established, 
those benefitting from the service can 
then be employed by it.

Urban FarMing

Grow food, hope and jobs by 
turning rooftops (and other 
underutilized urban places) 
into farms. The food grown 
can feed those in need or 
be made into meals to sell 
for income.

http://bit.ly/2svkQhb
http://bit.ly/2suCYHU
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Nicola Farinetti
ceo, eaTaly USa
@nicolaFarineTTi

“CHEAP fOOd dOES 
NOT ExIST. If YOu 
ARE NOT PAYINg 
fOR IT, SOMEONE 
ElSE IS PAYINg fOR 
IT. IT’S EITHER THE 
wORld… OR IT’S 
THE EMPlOYEES.”

If anyone can speak to appetites, it’s 
Nicola: “Food, it’s a little bit like sex. 
If you know your partner well, I’m sure 
you’re going to like it more than the 
first time [you tried].”

How Eataly is helping to save da Vinci’s The Last Supper.

Ta
l
k

http://bit.ly/28Jf2EJ
http://bit.ly/2rgDxnd
http://bit.ly/2qGnqRj
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 allen Mceachern
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lET THEM 
MAkE CAkE!

c
2
 l

a
b

What happens when everyone pitches in? Over 
three days, hundreds of C2 Montréal participants 
rolled up their sleeves for Cake lab to collaboratively 
stir up ideas, emotions and batter, chop strawberries, 
crack a few eggs and imagine the future of 
food systems. 

iT waS one big MeTaphor—anD one big cake.

As participants sifted, chopped, whisked and 
stirred, they pondered the personal and cultural 
significance of certain foods, production methods, 
health considerations and environmental impacts, 
including the 4 Rs: 

Cake
a c2 MonTréal 
× nico FonSeca 
experience

 
C2 labs
c2 labS are UniqUe 
brainSTorMing 
experienceS ThaT 
Take yoU oUTSiDe oF 
yoUr USUal FraMe oF 
MinD To encoUrage 
The eMergence oF 
new SolUTionS To 
SpeciFic challengeS.

“fOOd IS MORE  
THAN TASTE.”

reDUce + reUSe + recycle + recover
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Here’s what they learned, layer by layer:

6. nUTS anD iMporTS 

California’s almond industry, which is 80% of the 
world’s crop, relies on 1.6 million bee colonies 
(imported by pollination brokers and beekeepers) 
to pollinate its almond trees.

5. SUgar anD global iMporTS 

Sugar is the essential and basic ingredient in 99% 
of processed foods. As prices of petroleum rise, 
the market for ethanol from sugarcane grows.

4. STrawberrieS, herbS anD agricUlTUre 

California produces 80% of strawberries in the U.S. 
and Québec produces 80% in Canada. Minimum 
wage labour accounts for over 50% of strawberry 
production costs. Fun fact: the Wimbledon tennis 
tournament goes through 23 tonnes of strawberries 
and 7,000 litres of cream every year.

3. bUTTer, creaM anD Dairy 

“Counterfeit butter” scams (butter mixed with other 
fats) in the late 1800s led to international government 
regulations. Fun fact: butter’s melting point is 98.6°F, 
the same temperature as the human body—yes, it 
literally melts in your mouth.

2. eggS anD aniMal proDUcTion

You know those numbers stamped on every egg? 
Find out how far your egg travelled by entering that 
code into the Food Miles Calculator. 

1. FloUr anD grain cUlTivaTion 

The first industrial bakery stood next to the 
Pyramids of Giza 4,000 years ago, making flour 
one of the world’s oldest “processed” foods.

http://bit.ly/1vfVhI0
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 agnieSzka S
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EcosystEms

who wanTS cake?!  
collaboraTive eFForTS have collaboraTive enDS. aT 
The enD oF c2 MonTréal’S, everyone coUlD have a piece.
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 jiMMy haMelin
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gETTINg bIg PlAYERS  
ON bOARd

Erik Grab
vice preSiDenT oF STraTegic 
anTicipaTion, innovaTion anD 
SUSTainable DevelopMenT, 
Michelin

As the world’s leading tire company, Michelin 
understands the links between mobility and job 
creation, education, health and more.

To effect rapid, constructive change in mobility, 
the global tire titan seeks to unite leaders and 
build a collaborative “ecosystem of industries” 
which they call the Open Lab.

“We come together to work on topics we have 
never worked on, with partners we’ve never 
worked with.”

The Open Lab is a think-and-do tank aimed 
at promoting a better life for all through 
sustainable mobility. It includes multinationals, 
startups, designers, academics, public agencies, 
municipalities and citizen groups to make 
it happen. 

Over the last few years, the major players in the 
Open Lab have implemented several key processes 
for maximizing progress and cooperation while 
minimizing competition and distrust. 

“wHEN wE RESPONd TO bIg 
quESTIONS, wE CREATE SOCIAl 
vAluE. ANd wHEN wE CREATE 
SOCIAl vAluE, wE CREATE 
COMMERCIAl vAluE.”

Ta
l
k

reaD More

Discover the Open Lab’s Green Paper, launched at the Chengdu sustainable mobility summit in 2014.

http://michel.in/2svlgAp
http://michel.in/2s0kjnZ
http://michel.in/2t4kkqB
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how To MaxiMize progreSS anD 
cooperaTion, in any inDUSTry:

Choose a leader for each community 
of interest and give them carte blanche 
to attack a particular problem entirely 
as they see fit. 

Hire community managers to motivate, 
cajole and even push members to 
deliver on their promises, as well 
as community advocates to respond 
with context, data and more.

Agree on shared perspectives. 
If you’re working together to build 
a value proposition, you’d best make 
sure you actually agree (in writing) 
on future trends, evolving technologies 
and regulations… and everything else.

Build a business model. What are you 
planning to offer and how will you share 
the rewards? Define the percentages 
early (also in writing) before moving 
forward with confidence.

Understand your project’s natural 
lifespan. Recognize when it’s over and 
kill it without delay. Disband and start 
something new with someone new.

 
Five major global 
challenges for 
sustainable mobility
pUblic healTh anD SaFeTy

One billion people are exposed 
to air pollutant levels above the 
limits defined by the World Health 
Organization. “It is unacceptable that 
there are eight-year-old girls in China 
suffering from lung cancer,” says Erik. 

greenhoUSe gaSeS

We’re on track for an alarming 
four-degree rise in global average 
temperatures by 2050.

Urban congeSTion

Which has related economic costs 
of $1.3 trillion per year.

UniverSal acceSS To MobiliTy

How can we provide a safe, clean 
and connected mobility for the 
three billion people who are currently 
lacking it?

inSUFFicienT pUblic FUnDS

Some experts predict there will be a 
$120 trillion shortfall in infrastructure 
spending by 2050.
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THINkINg OuTSIdE  
THE bAllOT bOx

Michael Slaby
heaD oF MiSSion, TiMShel
@Slaby

in converSaTion wiTh

Prof. 
Gautam Mukunda
aSSiSTanT proFeSSor,  
harvarD bUSineSS School
@gMUkUnDa

Two political technologists walk into a 360 Big Top… 
Prof. Gautam Mukunda is from Harvard University, 
where he studies leadership and the implications 
of technological change. Michael Slaby, former CTO 
of President Barack Obama’s political-technological 
team, is now head of mission at the political 
participation platform Timshel.

They argued that democracy is a system based 
on faith and that it’s broken. We have lost trust in 
political institutions because they’ve been hijacked 
by people who don’t care about our highest ideals. 
We are complicit, too, having disengaged from the 
political process.

“Politics has to go beyond local—it has 
to be personal”
Technology has created new opportunities for people 
to engage politically. Leaders need to see it as a 
way to cultivate relationships and inspire people to 
get involved. The peer-to-peer engagement platform 
Hustle is a great example of how technology can be 
used to spark small, individual political actions. The 
point is to make participation as easy and as frequent 
as possible, on something you actually care about: 
your local school, your neighbourhood, your city.

Ta
l
k

how To bUilD TrUST?

Take a hint from C2 Montréal 2017’s trust expert, Edelman’s Ben Boyd.

“If POlITICS HAS fAIlEd uS, IT’S ONlY A 
bETTER POlITICS THAT wIll SAvE uS. 
ANd THE POlITICS COMES fROM PEOPlE 
TuRNINg AwAY fROM CYNICISM ANd 
gETTINg INTO THE gAME.”
 — proF. gaUTaM MUkUnDa

http://bit.ly/2iFRlC0
http://bit.ly/2r97SUR
http://hbs.me/2sjUeMg
http://bit.ly/2qyRBps
http://bit.ly/2rJRWIT
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“Reclaim politics to be about 
progress, not power”
If we wait for our leaders to change, we may be 
waiting a very long time. Civic disengagement 
only benefits the political class. And while, lately, 
political participation has been reduced to two 
things—donating or voting—we as citizens need 
to find other ways to get involved and elect 
leaders who are willing to work against their 
own power and give us more ways to engage.

“Is there an app for that? No”
“Social media tools are ambivalent to our 
values,” said Michael. “How we use them 
matters a great deal.” See these networks 
and tools as part of a foundation for how 
we consume information, build community, 
spread ideas and share stories. 

Say goodbye to cynicism
Don’t just laugh at the “political dumpster 
fire,” said Michael. We need to overcome 
cynicism by rolling up our sleeves and getting 
personally involved. Participate in community 
organizations, join a school board, speak your 
mind at municipal meetings… do something 
that is meaningful to you.

 
“It’s not a *%#@ 

toaster”
MoST oF The voTing 

MachineS USeD in The U.S. 
elecTionS were bUilT 10 

To 15 yearS ago anD have a 
liFe expecTancy oF... 10 To 
15 yearS. Michael SaiD iT 
DoeSn’T Take a geniUS To 

know ThaT They’ll Fail Soon 
anD noT becaUSe They were 
hackeD bUT SiMply becaUSe, 

like an olD ToaSTer, They 
will evenTUally give Up 
The ghoST. iT’S TiMe For 

poliTicianS To inveST in 
noT-So-Sexy Tech like 

voTing MachineS.

"wE ARE gOINg 
TO gET wHAT wE 

ExPECT fROM OuR 
lEAdERS. THEY wIll 

START TO CHANgE 
THEIR bEHAvIOuR If 

wE MAkE THEM.”
 — Michael Slaby
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EcosystEms

Dr. Rajesh Aggarwal
DirecTor, STeinberg cenTre 
For SiMUlaTion anD inTeracTive 
learning aT Mcgill UniverSiTy
@Docaggarwal

SIMulATE IT ’TIl 
YOu MAkE IT

 
Some scary stats
 + You have a 1% chance 
of dying in surgery.

 + There is a 10% chance 
of medical error while 
in hospital (wrong 
medication, garbled 
communication, etc.). 

 + You are guaranteed 
to suffer at least 
one diagnostic error 
in your lifetime.

 + Chance of dying on 
a major airline flight, or in 
a nuclear power mishap: 
one in 10,000,000.

 
Some fun stats 
 + Surgeons trained on VR 
simulation for laparoscopic 
surgery showed a 30% 
increase in the speed of 
the procedure. Quicker 
execution is a result of  
less errors.

 + If you use simulation 
training for inserting an IV 
needle into the jugular vein, 
which leads into the heart, 
you can reduce the risk of 
sepsis (a life-threatening 
infection) by 70%.

 + Two days of team training 
with operating room 
personnel reduced mortality 
rates by 30%. That’s huge. 

Dr. Rajesh Aggarwal is on a quest to make medical 
practice perfect. There are far too many mistakes in 
health care, he said, notably those which result in 
the loss of life. Dr. Aggarwal believes that by using 
simulation in training, we can dramatically improve 
the safety of health care and should also be drawing 
inspiration from excellence in other industries.

And if that wasn’t cool enough, he casually quoted 
Frank Zappa: “Without deviance from normality, there 
can be no progress.”

Ta
l
k

“fIxINg THE 
HEAlTH CARE 
SYSTEM fROM 
wITHIN IS lIkE 
TRYINg TO 
REINvENT THE 
PlANE wHIlE 
flYINg ONE.” 

http://bit.ly/2s0Fbei
http://bit.ly/2s0Fbei
http://bit.ly/2s0Fbei
http://bit.ly/2r2GnZw
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By studying the methods used by high-reliability 
organizations, whether it be protocols from aerospace, 
nuclear energy and the military, or the training 
methods of performing arts groups like Les Grands 
Ballets Canadiens, health care can greatly increase 
safety and improve outcomes for patients.

Some big ideas
 + Draw inspiration from companies like Amazon to 
increase speed and precision in delivering blood 
bags and other lifesaving medical supplies.

 + If a credit card company can send a text message 
to a client anywhere in the world within 60 seconds 
of an unusual transaction, perhaps the health 
care system could leverage wearable, connected 
technologies like Fitbit to warn an individual of a 
sudden cardiac irregularity and suggest next steps.

 + The hospitality and service industries have many 
lessons for hospitals about how to make patients feel 
welcome, safe and cared for.

Despite continued scientific advances, health care 
delivery continues to lag behind in terms of engagement, 
empathy and better communication between patients 
and medical personnel.

A holistic approach to simulation and training, along with 
the application of design thinking to each segment of 
the patient’s experience, will improve quality of care and 
save countless lives.
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EcosystEms

Jean-François 
Bouchard
chieF creaTive oFFicer anD  
creaTive gUiDe, cirqUe DU Soleil 

Neilson Vignola
DirecTor oF creaTion, 
cirqUe DU Soleil

“THE ExTRAORdINARY  
IS MERElY  
THE ORdINARY,  
buT ExECuTEd  
vERY wEll.”
When Cirque du Soleil was given a 
plot of land with an abandoned train 
station to put on a permanent show 
in Hangzhou, China, they decided to 
work within the constraints of the 
building instead of tearing it down, 
discovering new ways to innovate a 
staged performance.

“Technology for technology’s sake is not very 
interesting,” said Jean-François Bouchard about 
their process. “Technology in the service of 
performance, that’s where it gets interesting!”

The cirqUe iS laUnching a perManenT Show, wiTh a Specially 
DeSigneD TheaTre, in china aT The beginning oF 2018. 

Ta
l
k

http://cirk.me/1N5ZYf7
http://cirk.me/1N5ZYf7
http://bit.ly/2qFVj4A
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 arianne bergeron  jiMMy haMelin

Cirque du Soleil leaned into the 
“technology opportunity” of the 
deserted station on their property, 
creating a new theatre concept. 
Working within the limitations, they 
positioned two movable, rotating sets 
of seating on either side of a central 
stage, installing a curtain to hide 
each group of audience members 
from the other. They then designed 

a show on stages at both ends of 
the space, which results in the two 
groups of audience members initially 
facing away from each other. During 
the show, the performers move and 
eventually meet on centre stage; the 
two sets of seats rotate to follow the 
story. When the audiences are finally 
facing each other across centre stage, 
the central curtain drops. 



c2 goT a cool new 
Toy: The 360 big Top. 
oUr new MainSTage 
coMForTably SeaTS 1,400 
SpecTaTorS, oFFering 
UnobSTrUcTeD viewS oF 
iTS 360° STage coMpleTe 
wiTh viDeo projecTion 
anD SUrroUnD SoUnD. 
aUDienceS inSiDe are 
never More Than 13 
rowS FroM The STage.  

FUn FacT: iT Took 2,840 
hUMan hoUrS To Make 
ThiS STage Show-reaDy.



 jiMMy haMelin allen Mceachern
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EcosystEms

“wE CAN’T MAkE PERfECT bE 
THE ENEMY Of THE AMAzINg.”

 — gary Shapiro

Gary Shapiro
preSiDenT anD ceo,  
conSUMer Technology aSSociaTion 

@garyShapiro

in converSaTion wiTh 

Jessi Hempel
heaD oF eDiTorial, backchannel
@jeSSiwriTeS 

gARY’S TECH dIvINATIONSTa
l
k

Failure is not a matter of poor ideas or design. It comes 
from crossing your fingers and hoping everything aligns.

Successful tech is an ecosystem
Gary thinks we haven’t seen the anticipated rise in VR 
yet because there hasn’t been enough content developed 
to leverage what it does best. Google Glass hasn’t 
caught on because the hardware that would make it less 
intrusive and more stylish doesn’t exist yet either. We 
don’t have self-driving cars, he said, because policy and 
traffic management technology has yet to catch up. 

For example, self-driving cars probably wouldn't use 
traffic lights as indicators, but would likely have synched 
wireless signalling from advanced and intelligent traffic 
management technology. Similarly, toll paying stations 
wouldn't need you to stop and pay, but would automatically 
track your course and charge your toll.

Gary Shapiro has seen trends in technology come and go. The person 
behind one of the world’s largest tech and electronics trade shows, 
CES, knows firsthand why some products—be it 3D TV or Google Glass—
just don’t live up to the hype. 

http://bit.ly/2bUYklv
http://bit.ly/2qZCs4R
http://bit.ly/2rilfR4
http://bit.ly/1RinddZ
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Forget specialization
“It used to be about being great in one area,” 
Gary said. “People who are great at one thing 
don’t succeed anymore.” Today’s success is 
determined by your ability to:

1. Work on a team

2. Work across corporate cultures

3. Integrate diversity

4. Reach across industries

New technology also can’t single-handedly 
help us move forward. It needs to fit in with 
a range of other moving parts and training, 
as well as a rethink of the education system.

 

 
The bumpy road 

to self-driving cars 
UnTil 2017, The caliFornia 
governMenT haD propoSeD 

legiSlaTion Making iT 
ManDaTory For a FUlly ableD 

anD engageD Driver To be 
behinD The wheel oF an 

aUTonoMoUS vehicle. whaT 
woUlD ThiS Mean For The 

DiSableD anD The elDerly, 
popUlaTionS ThaT STanD To 
gain a TreMenDoUS aMoUnT 
FroM SelF-Driving carS?

 
Reverse-

engineering 
education

iDenTiFying Thriving 
inDUSTrieS anD 

working backwarDS 
FroM There To 

STrUcTUre eDUcaTion 
SySTeMS ThaT caTer 
To growing DeManD 

coUlD help FighT 
UneMployMenT anD 

Develop new Skill SeTS.

http://bit.ly/2mTaNj0
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EcosystEms

wORdS Of wOzdOM

Steve Wozniak
co-FoUnDer, apple coMpUTer & 
chieF ScienTiST, priMary DaTa
@STevewoz

in converSaTion wiTh

Jennifer Reingold
global heaD oF conTenT,  
egon zehnDer

@jennrein

What Woz is excited about
coDing

He’s still really excited about figuring out how to 
make “all of these tiny decision-making parts turn 
into something.”

virTUal realiTy

“VR is exciting to me―it takes me to a different place, 
I forget where I am.”

ThirD-parTy appS

“Let’s look at true innovation, the things that really 
change lives. The App Store is the key to that: 
third-party apps have changed my life more than 
any single product has.”

arTiFicial inTelligence

“If someday, 200 years from now, no human had to lift a 
finger to have a nice life, home, entertainment, clothing, 
food, education, everything provided―you didn’t have 
to do a thing―we’d be just like the family dog!”

Woz’s prediction
Tesla will win the autonomous car race. Tesla has the 
charging network down and, in the end, that’s what’s 
going to make the difference. The Woz knows this 
because the first six charging stations were located 
between Elon Musk’s home and the Tesla factory in 
Fairmont. It’s reminiscent of how Apple controls its 
entire ecosystem of hardware and software.

Ta
l
k

The legendary computer pioneer affectionately known 
as “the Woz” spoke of a childhood spent tinkering 
with electronics, his hopes and concerns for the 
future of tech, and his ongoing quest to live a fun life. 

http://apple.co/24LmwND
http://bit.ly/2rgbxQJ
http://bit.ly/1nJ291P
http://bit.ly/1EXHnTr
http://bit.ly/2qKQbaD
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Fun facts  

about Woz
he SecreTly TaUghT in 

a pUblic eleMenTary 
School For eighT yearS. 

he haS no college 
Degree, bUT haS an 

aliaS who DoeS (naMely 
rocky raccoon clark). 

Woz’s pieces of advice
DeSign For yoUrSelF

“You are your own best market research.” 

The Tesla Model S is a family car because Musk 
himself needed a big car for his big family.  

The iPhone’s shape is based on what Steve Jobs 
“didn’t find annoying.”

chooSe working aT a STarTUp over going 
To UniverSiTy (MoST oF The TiMe)

But whatever you choose, surround yourself 
by people you actually have fun with (see equation). 

bUilD a working proToType

“You’ll own what you sell, and [it will] make your 
work more attractive to investors.”

Woz’s hopes for the future
bUilT-in cyberSecUriTy

Rather than trying to plug all the gaps in a porous 
system, we should be building a new one based on 
a combination of hardware and a new operating 
system designed to be secure from the ground up.

owning (or aT leaST proFiTing FroM)  
oUr own DaTa

Woz (like fellow C2 2017 speaker Brian Behlendorf) 
is one of those geeks who still runs their own email 
server. “If you make money from my data, I should 
at least be seeing a piece of it.”

happineSS eqUalS SMileS 
MinUS FrownS. how To 

MiniMize FrownS: Don’T 
argUe yoUr poinT. iT’S okay 

To Think DiFFerenTly. The 
only perSon yoU ShoUlD 
argUe wiTh iS yoUrSelF. 

H = F3

happineSS eqUalS  
FUn × FooD × FrienDS (anD 
Maybe a FoUrTh “F” Too…).

F
o
r
M
UlaS For happ

in
e
S
S

woz’S   Two



c2 MonTréal inTroDUceD 
a new prograMMing 
Space For iTS SixTh 
eDiTion: The aqUariUM. 
ThiS live broaDcaSTing 
Space waS aniMaTeD 
by oUr Many aMazing 
SpeakerS who DiScUSSeD 
The big iDeaS coMing 
oUT oF The conFerence 
over all Three DayS. 
iF yoU DiDn’T geT The 
chance To liSTen in, 
Don’T worry! we have all 
The inTerviewS archiveD 
on yoUTUbe.

http://bit.ly/2rRIFjq
http://bit.ly/2seUZGu


 allen Mceachern



stable-instable FloaT4 (2017) 
preSenTeD by chroMaTic



 agnieSzka S



lost in Reflection gUillaUMe lachapelle, MonTréal (2015) 
preSenTeD by chroMaTic



 jiMMy haMelin



Gold DaviD SpriggS, 2017 
preSenTeD by arSenal



 SebaSTien roy
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EcosystEms

EMbRACINg SuPERfluId 
MARkETS

w
h
a
T’

S
 a

F
T
e
r
 w

h
a
T’

S
 n

e
x
T

In physics, superfluids are unique states of matter 
that flow without friction. Similarly, new tech and 
business models are bringing us closer to a state of 
superfluid markets, where friction points between 
buyers and sellers are reduced or eliminated.
 
In the industrial era, companies arose to make 
participation in markets more efficient. As 
multidisciplinary organizing structures, companies 
maintained large workforces and spent considerable 
resources on procuring equipment, advertising, 
contracting, facilitating payment and transporting 
products.
 
Digital commerce democratized access to 
information, reducing information asymmetry 
between buyers and sellers. Virtual markets arose—
from online stores to auction sites to content 
aggregators to crowdfunding platforms—that 
connected buyers and sellers in a more fluid way, 
leaving entire industries disrupted in their wake.
 

whaT’S nexT?

Many predict intelligent machines will become 
“employees,” transacting with other machines 
and people.

New technologies such as artificial 
intelligence, machine learning, virtual 
reality, additive manufacturing and 
blockchain are converging to eliminate 
even more market frictions, bringing the 
world to yet another inflection point. 
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What’s after 
what’s next? 
EYQ is an EY think tank 
generating future-looking 
insights with diverse 
perspectives delivered in new 
and innovative ways through 
content, convening and 
conversations.

EYQ helps organizations seize 
the upside of disruption by 
generating new insights and 
bringing together business, the 
public sector and academia to 
challenge entrenched thinking, 
shift perceptions and help 
catalyze change.

By asking better questions 
around megatrends and other 
disruptive forces impacting the 
global economy, we tease out 
more creative answers.

 
The physical world is being sensed, tagged and 
linked to the internet. AI is extracting knowledge 
from the data being generated. Bots are observing 
our behaviours, increasingly acting like and for 
us. Blockchain is in the early stages of delivering 
built-in trust between market participants.
 
Meanwhile, value creation is shifting from behind 
organizational walls out into the network space. 
The future unit of funding is becoming specific to 
projects and ideas. Entrepreneurs are organizing 
themselves around a particular service or market, 
and workforce composition is changing to include 
freelancers who perform defined tasks. The act of 
value creation will create companies, rather than 
the other way around.
 

Preparing for a new world
As markets become superfluid, organizations 
can no longer compete solely on efficiency. 
Determining what’s core will become critically 
important as the ability to procure everything 
as a service—from robotics to manufacturing 
equipment—takes hold.
 
Persistent focus on innovation and ecosystem 
participation will be differentiators. Harnessing 
the power of data will be essential. Steering 
through ambiguity will require balancing 
today’s imperatives with exploring tomorrow’s 
opportunities.
 
The future is not certain, but there are clues 
embedded in the many market changes we are 
seeing. We must actively contemplate what 
these transitions mean and prepare ourselves 
relentlessly for the superfluid era.

http://eyq.ey.com/


245 
media representatives

68 
conversations 
in the Aquarium



31 
notetakers, writers 
and editors 

1 
illustrator

c
2
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U
n
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c
T
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42,700 
words of notes turned into 
the C2 Montréal 2017 Minutes



40% of global businesses 
struggle to find the right talent, 

according to the ManpowerGroup 
2016 Talent Shortage Survey. 

Investment in training 
pays off: the Harvard 

Business Review found that 
companies that annually 

invest $1,500 in training per 
employee see an average 
profit margin 24% higher 

than those who don’t.

In 2015, millennials 
became the largest 
demographic in the 
workforce; by 2025, 
the Pew Research 
Center predicts they’ll 
make up 76% of it.

TINYpulse found that 91% of remote 
workers say they are more productive 
when working away from the office. 

According to a 2015 Gallup 
poll, 70% of U.S. workers 
are not engaged at work.

http://bit.ly/2fbitqr
http://bit.ly/2fbitqr
http://pewrsr.ch/1KAFrQ0
http://bit.ly/29zjfdj
http://bit.ly/29zjfdj
http://bit.ly/200qU8Y


TALENT
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TALENT

Talent is now borrowed, shared, 
outsourced and crowdsourced, 
no longer coming from the usual 
supply chain. Expectations have 
changed, too: flexibility, a sense 
of purpose and a feeling of 
accomplishment is what keeps 
a new generation of workers 
engaged and satisfied.
  From reframing the rules of HR, to harnessing 
the power of diversity with a wider talent pool, 
to treating all employees like CEOs, nurturing 
talent and fostering positive corporate culture 
goes far beyond the traditional employer/
employee relationship. 

In this chapter, entrepreneurs, executives and 
business leaders share their insights on adapting 
to a unique and unprecedented workforce.  

 + How do you develop talent in 
ever‑shifting business environments? 

 + How can business executives develop 
a multicultural, multigenerational and 
multi‑geographic talent pool for a 
business world that’s tricky to predict?

 + What are the best ways to 
maximize engagement, productivity 
and innovation?

 + How can work be tailored to bring 
out your talent’s true and signature 
strengths? 

 + What are ways to inject novelty and 
flexibility into the work experience? 

 + How can organizations prepare for 
an adaptable, change‑ready and 
responsive “liquid workforce” and 
build learning into practices to  
close the skills gap? 

http://bit.ly/1UOhnSV
http://bit.ly/1EUB6na
http://bit.ly/1FyHEIQ
https://accntu.re/1MjD4r3
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IN THIS
CHAPTER

what’s after  
what’s next

81   
Innovation through diversity 
the honourable navdeep singh 
bains (government of Canada)

83   
Let’s work together 
miguel mCKelvey (weworK)  
& simon de baene (gsoft)

85   
Putting talent centre stage 
valérie pisano  
(Cirque du soleil)

87   
Time to act! 
lauren wesley wilson  
(ColorComm)

89   
Are you a 21st‑century leader? 
sarah KaliCK (leadfully)  
& marC winter (sypartners) 

90   
Prototyping the perfect leader 
meredith haberfeld (thinKhuman) 

91   
10 ways to make them happy 
simon de baene (gsoft)

93   
Hiring and retaining “owners” 
harley finKelstein (shopify)

94   
Meet your next employees 
ConCordia university students

94   
How will you help them develop? 
Krista Jones  
(mars disCovery distriCt)

95   
The power of the meeting room 
aJ paron-wildes 
(allsteel & hni Canada)

99   
Braindates 
 

  
THE C2 MoNTRéAL 2017 
PRACTICAL guIdE To…

107   
Warming up before your  
next brainstorm 
philip sheppard (soundtraCK 
Composer and solo Cellist)

109   
Getting far‑out ideas 
philip sheppard (soundtraCK 
Composer and solo Cellist)

111   
Solving a problem 
Jason thomson (thinK Jigsaw)

113   
Asking better questions 
Cal fussman (esquire)

114   
Listening for great ideas 
ClarK sCheffy & neil 
stevenson (ideo)

115   
Hosting a DIY sticky notes party 
 

121   
Flex your risk muscle 
suKhinder singh Cassidy 
(Joyus and theboardlist)

123   
The secret to powering forward 
randi ZuCKerberg  
(ZuCKerberg media)

125   
The next big things 
startup pitChes

129   
Intuitive investing 
Chris burCh  
(burCh Creative Capital)

131   
Insights from the octagon 
georges st-pierre  
(ufC world Champion)

133   
Your great escape from Cubicle 
C2 lab

139   
The future of work 
ey

talKs & Conversations

masterClasses

worKshops

muCh, muCh more
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TALENT

The Honourable  
Navdeep Singh Bains
minister of innovation,  
sCienCe and eConomiC development
@navdeepsbains

“dIvERSITy dRIvES 
INNovATIoN ANd 
CREATIvITy ANd boTH 
dEPENd oN good 
IdEAS. THoSE IdEAS 
CAN CoME fRoM 
ANywHERE, ANyoNE.”

Diversity makes good business sense. 
According to the Harvard Business 
Review, diversity drives innovation: 
diverse firms are 45% more likely to 
record growth in market share over 
the previous year.
Encouraging Canadian innovation: On the first day of C2, 
Navdeep announced nearly $1 billion of development 
funding through his Innovation Superclusters Initiative.

ta
l
K

http://bit.ly/2rVudq2
http://bit.ly/1zZCruD
http://bit.ly/2qhK5yY
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 allen mCeaChern
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TALENT

LET’S woRK 
TogETHER

Miguel 
McKelvey
Co-founder and Chief 
Creative offiCer, weworK
@miguelmCKelvey

Simon 
De Baene
Co-founder  
and Ceo, gsoft
@debaenes

interviewed by

Anne-Marie 
Hubert
manager partner  
for québeC, ey

Today’s workers want a nurturing environment where 
they can be themselves, express interests, learn new 
things. And a skateboard ramp, like the one at GSOFT, 
doesn’t hurt either. 

GSOFT CEO Simon de Baene and WeWork co‑founder 
Miguel McKelvey came together in conversation 
with EY’s Anne‑Marie Hubert to talk about what 
organizations really need to create a thriving office 
culture. They identified these shifts: 

Stay human at the core 
Each employee needs something different: 
some seek autonomy, others want to skill‑up and 
everybody hopes to work on projects that they care 
about. But while employee interests may wildly vary, 
Miguel noticed one constant: “We still have to feel 
human on some level.”

Talent needs to feel like they matter. While 
technology now offers new ways to connect and 
work remotely, we’re hardwired for the human touch. 

“We can’t sit alone in some isolated room with a robot 
and be fulfilled as people,” argued Miguel. This could, 
perhaps, explain the popularity of coworking spaces. 

ta
l
K

gsoft in aCtion 
One guy loved his experience at GSOFT so much, he made a video of it.

“PEoPLE ARE ExPECTINg A LoT, buT 
I THINK THEy dESERvE To gET IT.”
 — simon de baene 

http://bit.ly/1j7TJcK
http://bit.ly/2siQxah
http://bit.ly/2qKVhDV
http://bit.ly/2rvnBOi
https://go.ey.com/2ezpsZi
http://bit.ly/2rJObV8
http://bit.ly/2sb81se
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Worry about your people 
in the present 
At the end of the day, Simon believes he has the 
most impact by focusing on day‑to‑day culture. 

“Too many organizations worry about the future 
but are not able to deal with the present,” he said. 
If we fix the present, the future is ours. His other 
advice is to have a clear purpose and make sure 
your people believe in it. 

Remember: attitudes come  
from the top 
As long as top management doesn’t believe that 
great workplace culture is a priority, it won’t 
happen, said Simon. His goal in life is to convince 
execs to believe in people over process. 

“At GSOFT we see culture as a product,” he said. 
“When you see it as a product, you start innovating 
on that product. Our culture is what will allow us 
to go through the other challenges we’ll face as 
a company.” 

Miguel agreed that culture building isn’t just for HR. 
“What matters is people,” he said, and CEOs need 
to know it. “The only way to succeed is empowering 
[employees] and unlocking their potential.”  

WeWork  
at a glance
the Company has 
100,000 members 
in 140 loCations 
and has launChed 

welive—the weworK 
for living spaCes. 

“EvERyoNE, 
To SoME 

dEgREE, NEEdS 
SoMETHINg 

dIffERENT. wE 
CAN’T ALL fIT 
IN THE SAME 

CubICLE SySTEM.”
 — miguel mCKelvey

http://bit.ly/2qFAdPN
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TALENT

PuTTINg TALENT CENTRE STAgE

Valérie Pisano
Chief talent offiCer,  
Cirque du soleil

@Cirque

Valérie showed us how unleashing employees’ untapped 
energy and harnessing the power of engagement needn’t 
be a high‑wire act. Here are some of her moves: 

Get to know the human in 
human resources 
Valérie thinks we focus too much on systems, processes 
and policies, and have forgotten how human beings function 
and what they need to be the best version of themselves. 
Cirque closed the curtain on its performance management 
system (along with ratings and criteria) and instead launched 
what they call “talent dialogues.”

“THE oNLy dIffERENCE bETwEEN A CRAzy 
IdEA ANd A REALITy IS THE AudACITy To 
do SoMETHINg AbouT IT.”

ta
l
K

read more 

The Culture Trip takes a look at how Cirque took over the world.

Cirque du Soleil is known for dazzling feats of human performance 
onstage. Its new Chief Talent Officer, Valérie Pisano, is tapping 
into the passion and playfulness of employees offstage by radically 
rethinking the Cirque’s relationship with its people.

http://cirk.me/1N5ZYf7
http://bit.ly/U1fQvQ
http://bit.ly/2qH3uZw
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Valérie’s talent dialogues
Every four months, employees and managers share 
the responsibility of coming together for an open and 
honest conversation during which employees reflect 
on five questions:

1. Looking back on the last 100 days, what have 
been my contributions to my team and beyond?

2. What was most difficult? What were my struggles? 
Have I tried something that failed?

3. How have I been showing up, energy‑wise? 
What’s the impact of that on myself and the 
people I interact with?

4. Based on all this, what do I want to focus on 
going forward?

5. What are the priorities we agree to for the next 
100 days?

Focus on personal development
This is how you build strong, trust‑based relationships 
and high‑performing teams, she said. Generating 
peer‑to‑peer connections is also how ideas collide. 
While money and gifts create an immediate uptick 
in happiness, it doesn’t last. What sticks around? 
Emotion from a shared experience or human connection. 

Encourage mindfulness 
Training your mind is as important as training the 
body, so Cirque employees are encouraged to practice 
meditation. The scientifically proven benefits are 
undisputed. Even 10 minutes disconnected from 
devices and one’s own thoughts makes a difference. 
Need help? There’s an app for that called Headspace.

 
Get connected

Cirque also 
partnered with 

employee feedbaCK 
app Culture amp 

to deploy 
“people analytiCs” 

Company-wide. 
it allows employees 
to express what it’s 

liKe to worK for 
the CirCus and what 

they Care about most. 
every leader is 
ConneCted to it.

http://bit.ly/Wjqnnq
http://bit.ly/1S3bMrc


C
2
 M

o
n
tr

é
a
l 

2
0
1
7
 —

 t
H
E 

M
In

U
tE

S
 

p
r
E
S
E
n
tE

d
 b

y
 E

y

87

TALENT

Lauren Wesley 
Wilson
founder and president,  
ColorComm
@lwesleywilson

“IT’S TIME 
To ACT!”

When Lauren Wesley Wilson began 
her career in communications, she 
noticed a glaring absence of persons 
of colour in the upper echelons of 
power. She had one question: was this 
environment setting her up to fail?
Her quest to solve the diversity‑in‑leadership problem 
led her to found ColorComm, a growing network 
of women of colour connecting with one another and 
with HR departments across the U.S.

We’ve been talking about why there aren’t people of 
colour in leadership for so long, said Lauren. “I don’t 
think we need any more research studies and focus 
groups and conversations about why we’re not there. 
I think that we need to start acting upon what we’re 
discussing for us to move forward.”

 
Look at my network now
the ColorComm networK is a 1,000-strong 
membership group, with Chapters in six Cities, 
that offers a full range of networKing, mentoring, 
business and friendship opportunities.

the ColorComm ConferenCe is an annual three-day 
event and business retreat for women of Colour 
in CommuniCations.

diverge is an online magaZine for the 
CommuniCations industry in the diversity spaCe.

ta
l
K

http://bit.ly/1cMNESp
http://bit.ly/2qYBJMh
http://bit.ly/1cMNESp
http://bit.ly/1cMNESp
http://bit.ly/1TEvybT
http://bit.ly/2qQqgzi
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 arianne bergeron
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TALENT

Sara Kalick
viCe president and general 
manager, leadfully 
@saraKaliCK 

Marc Winter
assoCiate prinCipal,  
sypartners

m
a
s
t
e
r
C
l
a
s
s ARE you A 21st-CENTuRy LEAdER?

 
Storytelling exercise
thinK about the next Couple of months 
at worK. 

piCK one Conversation to foCus on.

Consider the tone, setting and Context 
of how you deliver your message. 

 + what belief do you need to build?

 + what do people need to hear from you?

rehearse the story you want to tell.

Four qualities to develop as a leader
1. humanity

Find your superpower and strengthen your working 
relationship “duos.”

2. authentiC CommuniCation

In moments of ambiguity, we look to our leaders for sense. 
Share what you believe and help the people on your team feel 
they have what they need to move forward. Have meaningful 
conversations about purpose and adapt your message to 
your audience. 

3. Creativity

Don’t be afraid to prototype! Whether you’re prototyping 
a service, brand, product, process or new feature, imagine 
future solutions by telling them as a story—then test it to 
keep making it better. 

4. optimism

Think about the ways you frame a particular challenge. 
Change the lens and see what new possibilities come 
to light with a different perspective.

Transformation is not something organizations do every 10 or 20 years. 
It's something they need to do on a daily basis. Business needs to learn how 
to move away from optimizing a system to having to innovate constantly.

“A LEAdER IS NoT 
NECESSARILy 
THE PERSoN AT 
THE ToP of THE 
oRgANIzATIoN… A 
REAL LEAdER IS 
SoMEbody wHo’S 
AbLE To RALLy 
PEoPLE ARouNd 
AN IdEA ANd HELP 
THEM MANIfEST 
THAT ANd MAKE 
THAT REAL.” 

 — sara KaliCK

http://bit.ly/2rXybyU
http://bit.ly/2rM4dwO
http://bit.ly/1prmqe8
http://bit.ly/2sKpq7F
http://bit.ly/2ru905t
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PRoToTyPINg THE 
PERfECT LEAdER

Meredith 
Haberfeld
Ceo, thinKhuman 
@merhaberfeld

In teams of six, participants used craft materials 
to visualize and prototype what they believe to be 
the perfect leader:

w
o
r
K
s
h
o
p

The solar system
The leader is in the centre and influences the team 
on the harder and easier days.

The three-brainer
We humans don’t just have a brain, we actually 
have three: the head, the heart and the instinctive 
brain. Ideally, leaders balance all three to use their 
intelligence to the fullest. 

The rock
A leader should have a strong foundation. 
She has great knowledge and is present, direct, 
friendly, expressive and analytical. Her leadership 
sparkles and she is balanced and approachable. 
Most importantly, she is unafraid to rethink—she 
is thoughtful and optimistic. 

http://bit.ly/2rTRTu5
http://bit.ly/2rbDaIk


C
2
 M

o
n
tr

é
a
l 

2
0
1
7
 —

 t
H
E 

M
In

U
tE

S
 

p
r
E
S
E
n
tE

d
 b

y
 E

y

91

TALENT

10 wAyS To MAKE THEM HAPPy

m
a
s
t
e
r
C
l
a
s
s

Simon De Baene
Co-founder and Ceo, gsoft
@debaenes

The GSOFT offices in Montréal are big and bright, and the playroom 
dedicated to employees has much more to offer than the now‑classic 
ping pong table: it has a skate ramp. Yet CEO Simon De Baene doesn’t 
think employee satisfaction can be found in those types of tricks. To him, 
the key is to find happiness.

Finding happiness
Guided by a card game, with each card representing 
basic employee needs, participants found solutions that 
may sound simple, but will never work unless actually 
implemented. Using their answers as a starting point, 
ask yourself: 

wHAT ARE you REALLy doINg 
To fuLfILL THE NEEdS of youR 
owN EMPLoyEES?

1 2

e
m
p
lo

y
e
e
 n

e
e
d
s Personal growth

Autonomy, skill improvement 
and belief in the company’s 
bigger purpose.

Recognition
Quality and the frequency 
of recognition that employees 
receive and give each other.

p
r
o
p
o
s
e
d
 s

o
lu

ti
o
n
s  + Organize activities during 

which employees share 
their work‑related passions 
with one another.

 + Make employees’ career 
dreams come true (like 
going on a humanitarian 
mandate abroad).

 + Come up with some 
sort of trophy or 
another physical sign of 
recognition that employees 
can give each other 
to highlight good work.

learn more

GSOFT’s Officevibe software has published a whole 
ebook on these 10 key metrics of engagement.

http://bit.ly/2sKWrkR
http://bit.ly/2rvnBOi
http://bit.ly/2rRIeAQ
http://bit.ly/2rV75FA
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3 4 5 6
e
m
p
lo

y
e
e
 n

e
e
d
s Relationship 

with colleagues
How well do 
colleagues know each 
other? How often 
do they communicate? 
What’s the quality 
of their interactions?

Company 
alignment
How well do employees 
know the mission of 
the company? Do they 
align themselves with 
those values?

Relationship 
with managers
How well do employees 
know the managers in 
the company? How often 
do they communicate 
with their managers? 
What’s the quality 
of these interactions?

Wellness
Employee health, 
sleeping habits, 
eating habits, energy 
levels and exercise 
frequency should be 
taken into account.

p
r
o
p
o
s
e
d
 s

o
lu

ti
o
n
s  + Organize activities 

outside of the office 
during business hours 
(so that everyone 
can participate), 
allowing employees 
to blur the lines 
between their work 
and personal lives.

 + Recruit people whose 
values are in line 
with the organization’s 
in order to build a 
trust relationship that 
will support flexible 
work measures (like 
working from home).

 + Switch up the roles 
between manager 
and employee to 
help them better 
understand the day‑
to‑day of the other.

 + Plan regular chats 
between employee and 
manager to discuss 
topics unrelated to 
operations.

 + Provide employees 
with healthy food 
options by having 
a complete kitchen 
or even a chef.

7 8 9 10

e
m
p
lo

y
e
e
 n

e
e
d
s Feedback

Respect and 
transparency are 
the basis of trust.

Ambassadorship
Pride and willingness 
to recommend 
the company.

Happiness
Work and home 
happiness can be 
supported through a 
client‑first approach.

Satisfaction
Make sure employees 
are happy with 
compensation, benefits 
and their overall work 
environment.

p
r
o
p
o
s
e
d
 s

o
lu

ti
o
n
s  + Discuss the future 

with colleagues. 

 + Plan discussions 
about what makes 
us proud in our work 
and in our team. 
Build from there.

 + Create activities 
between colleagues 
and leaders in relation 
to the mission 
and the vision of 
the company.

 + Give employees 
the opportunity to 
go out in the field 
with their leaders 
and learn from them.

 + Adopt a concierge‑
like approach to 
things such as child 
care and food delivery 
in order to take 
those considerations 
off the mind of 
your employees.

 + Stimulate the 
entrepreneurship 
of employees by 
making them create 
their own projects 
and realize their 
own ideas.
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TALENT

How to retain new hires
“haCK days” 

Once a quarter, employees team up and pitch 
projects that are presented to the rest of the 
organization. Some of them get commercialized. 

asK me anything 

Leaders go on stage and employees can ask 
their questions, anonymously or not. This creates 
a sense of honesty across the organization. 

CoaChing 

Almost everyone that manages more than three 
people gets a coach. Some people are natural born 
leaders, but nobody is born a great manager.

View trust as a battery
Everyone starts at 50%. The most important 
metric in your company then becomes whether 
that level increases or decreases, not necessarily 
the actual level. 

Harley Finkelstein
Chief operating offiCer, 
shopify
@harleyf

HIRINg ANd RETAININg 
“owNERS”m

a
s
t
e
r
C
l
a
s
s

In the early days of Shopify, the founders didn’t have money to 
offer competitive salaries to their talent, but they did have equity. 
By giving them that, the first 100 employees felt like owners—an 
attitude they continue to instill in company culture.

http://bit.ly/1MTUzIk
http://bit.ly/2qz2ffG
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w
o
r
K
s
h
o
pMEET youR NExT  

EMPLoyEES

worKshop

How wILL you 
HELP THEM dEvELoP?

1 32

Jonathan Denney
Andrea Krasznai

Steven Warsh
Stephanie Costache

Olivier Rodriguez
Rachel Rammal

ConCordia university students

There are 80 million millennials in the U.S. 
By 2020, nearly half of all American workers 
will be millennials. They are:

 + born between 1980 and 1999

 + the largest cohort since the baby boomers

 + digital natives

 + highly educated

 + looking to make a difference in the world 

 
Millennial values include:

read

Find out more about what 
makes millennials tick in 

the C2 Montréal 2015 Minutes 
(yup, this isn’t new…).

 
All the data

everything you 
need to Know is in 
“meet the modern 

learner,” Courtesy of 

bersin by deloitte.

Krista Jones
mars disCovery distriCt

 + Workers now get interrupted as frequently as 
every five minutes, often (and ironically) by work 
applications and collaboration tools.

 + Most learners won’t watch videos longer than 
two minutes.

 + 80% of workforce learning happens via on‑the‑job 
interactions with peers, teammates and managers.

 + Only 38% of workers say they have opportunities 
for learning and growth at their workplace.

 + 62% of IT professionals report having paid for 
training out of their own pockets.

Sense of 
accomplishment FlexibilityMeaningful 

work

http://bit.ly/2tIvySd
http://bit.ly/2tIvySd
http://bit.ly/21VIwDZ
http://bit.ly/21VIwDZ
http://bit.ly/2tewb1y
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TALENT

THE PowER of  
THE MEETINg RooM

AJ Paron-Wildes
national arChiteCtural and 
design manager, allsteel & 
design manager, hni Canada
@aJparonwildes

Define before you design
Before designing your next meeting room, 
understand its different uses and user expectations.

thinK about how the spaCe relates to things 
around it 

Do you want a meeting room to be close or far from 
its users and other rooms? Will its users expect 
privacy or transparency? How much space needs 
to be dedicated to meeting?

plan for those who will use it

What are the different objectives and activities while 
in a meeting? What tools will its users need? Will 
it host people from inside or outside the company?

Consider the management of it

How long will meetings last? How will people access 
the space? Will the space need to change over time?

1

2

3

w
o
r
K
s
h
o
p

Our work environment has a direct impact on the quality of our 
work, productivity and creativity. We spend an incredible amount 
of time in meeting rooms and, as AJ Paron‑Wildes taught us, 
well‑designed spaces can help us discover new things, connect 
with people, plan tangible actions, solve difficult problems and 
brainstorm crazy ideas to deliver projects.

http://bit.ly/VTrDfG
http://bit.ly/2s1CRD2
http://bit.ly/2sZL5sI
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Imagine the conference room 
of the future
Great ideas C2 participants came up with:

 + A space that helps you finish your meeting 
on time by compressing its walls until there 
is no meeting room anymore.

 + A space that feels the mood of the meeting’s 
participants and adapts its vibe according 
to where they are in their creative process.

 + A space that guides you through the meeting 
by offering ideation or problem solving methods.

 + An immersive visual space for teleconferences.

 + AI technology that provides automated 
meeting minutes and a to‑do list.

 + A space where technology is invisible: 
headsets and screens are replaced by pinpoint 
audio source recording and touch walls.
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TALENT

TungsTen Fire guillaume arsenault, montréal (2016-2017) 
presented by ChromatiC
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 Jimmy hamelin
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TALENT

The matchmaking prowess of e180 was back in full force at this year’s conference. 

b
r
a
i
n
d
a
t
e
s LEvERAgINg THE bRAIN PowER 

of THE C2 CoMMuNITy

Braindates
Braindates—peer‑learning 
meetings between 
strangers based on 
specific topics suggested 
by participants 
themselves—returned to 
the C2 ecosystem again 
this year, maintaining its 
status as one of the most 
popular offerings for 
participants.

Legitimizing conversations with peers as a valid 
source of learning is the genesis of the e180 story 
and their quest to transform education into 
something more self‑directed and collaborative. 
Creating the right context for people to connect 
over common interests, questions and knowledge 
sharing is at the core of what braindates do. 

“The reason I came here is to step out of my 
comfort zone,” said braindate participant 
Uros Marter, an investment banker at Arkas 
(Slovenia). “Every single one of [my braindates] 
was memorable in a certain way… The format is 
so effective because, in life, there’s a 1 in 1,000 
chance that you would bump into someone 
and be able to have a meaningful conversation. 
I come here for braindates.”

“I MET PEoPLE wHo TuRNEd INTo 
CLIENTS THAT I wouLd HAvE NEvER 
MET IN A MILLIoN yEARS. IT wAS THE 
fIRST TIME IN My LIfE THAT I TooK 
PART IN A NETwoRKINg ExPERIENCE 
THAT wAS ACTuALLy EffECTIvE.” 

 — brian harris, president, luxe rentals

https://e180.co/we-seek/
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In 2017, the 

C2 community…
went on 

2,942  
braindates 

and 

106 
group braindates  
(a new formula!)

whiCh represents 

3,779 
ConneCtions 

Covering 

2,397 
topiCs

The 5 C’s of a peer- 
learning community
According to our friends at e180

1. Commitment

Participants must be available 
and dedicated.

2. Compatibility

Curating the topics can be efficient, 
but keep content moderation light.

3. CritiCal mass

Proportionate to the expectations 
about the knowledge shared. 

4. Context

Changing motivations will help set up 
the parameters for your community.

5. Contribution

Invest time where it matters the most. 

http://bit.ly/2sRAaVb
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TALENT

the e180 braindate lounge presented by videotron
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 miKael theimer
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 sebastien roy
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 sebastien roy
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TALENT

The numbers dance

beginner version

1. Find a partner in the room who you 
don’t already know. You and your partner 
are not allowed to talk to each other.

Count to three together, like this:

Person 1 says 1, person 2 replies 2.  
Person 1 says 2, person 2 replies 3. 

2. Repeat.

advanCed version

Repeat the steps above, but you’re not 
allowed to say the number 2.Instead of 
the number 2, clap.

Philip Sheppard
soundtraCK Composer  
and solo Cellist
@philipsheppard

wARMINg uP bEfoRE 
youR NExT bRAINSToRM

 
why is this exerCise 
Challenging?

you Care about what 
other people thinK and 
want to be perfeCt. this 
exerCise unsettles that; 
it’s diffiCult to unlearn 
self-ConsCiousness.

Whether you’re embarking on your first brainstorm or your 300th, generating ideas in 
a group isn’t always a fluid process. A little warm‑up goes a long way towards building 
trust and cohesion between participants. Here, composer Philip Sheppard shares his 
favourite techniques for getting a group to open up and start the flow of ideas.
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http://bit.ly/2rRltBt
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The mirror game 
1. Find a partner in the room who 

you don’t already know.

2. Stand face to face.

3. One person gesticulates.

4. The other person mirrors the first  
person’s gesticulations.

The mix-it-up
1. Follow the steps in the mirror exercise above.

2. Ask a third person to join you.

3. He or she asks you math questions while  
you play the mirror game. 

The mix-it-up-further 
1. The first three people continue the exercise above. 

2. Ask a fourth person to join you and ask 
networking questions.

 
Still stuck?

if you’re bloCKed, 
don’t sit at your 

desK. a Change 
of loCation 

worKs wonders 
when it Comes to 

stimulation.

try to build the 
worst game ever for 
Children: something 

will Come of it 
sinCe you won’t 
be feeling the 

pressure to Create 
something good!

 
why is this exerCise 
Challenging?

it disrupts our expeCtations 
of a one-on-one situation.

 
Extra tips 

for your actual 
brainstorm

have fun! and 
remember that there 

is no suCh thing 
as a bad idea. flip 

to page 109 to 
get step-by-step 
instruCtions for 

philip’s favourite 
brainstorming game.

 
why is this exerCise 
Challenging?

onCe you set your main obJeCtive, 
the game asKs you to respond aCCurately 
to what’s happening around you.
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TALENT

Rules of play

draft ugly, edit beautifully. 

The ideas you generate at first can be messy. 
Stay with it, only the end result matters. 

all ideas are valid. 

The worse your ideas seem at the beginning, 
the better they can be at the end.

1

2

Philip Sheppard
soundtraCK Composer 
and solo Cellist 
@philipsheppard

gETTINg fAR-ouT IdEAS
While there are those who seem to magically come up with 
great ideas all the time, most of us need a catalyst to generate 
fresh insight. If suspending the boardroom table 18 feet above 
ground isn’t an option, try playing Philip Sheppard’s favourite 
brainstorming game. 
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http://bit.ly/2rRltBt
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Two far-out ideas 

C2 participants 
came up with:

step 1

a Break into multiple groups at different tables.

b Each group writes as many adjectives as they 
can on Post‑it notes for two minutes. 

C Each group then has 15 seconds to steal 
five Post‑its from the other tables. 

d Organize the Post‑its as a team back at the table. 

step 2

a Repeat the exercise, but this time write nouns 
on Post‑its. Try to come up with random and 
very specific nouns (e.g., shoelace, aardvark…) 
in two minutes. 

b Take 15 seconds, again, to steal five nouns from 
the other tables.

C As a group, choose the best nouns and adjectives. 

step 3

a Pair adjectives and nouns until you come up 
with your favourite combinations.

b Keep the 10 best adjective/noun combinations 
and get rid of the others. 

C Decide on the most inspiring adjective/noun pair. 

d Come up with a marketing product based 
on your favourite pairing.

e Illustrate your idea on a poster and pitch it 
to the room in 10 minutes. 

sad trout whisKey

a new Kind of alCohol 
that brings together 

the Knowledge of 
two different experts:  

a montana fisherman and  
a williamsburg hipster. 

the open-minded Car

a Car that builds an 
itinerary for you. you 
Jump in the Car and it 

deCides everything for 
you, bringing you to 

surprising new plaCes!
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TALENT

Jason Thomson
instigator, thinK Jigsaw
@CmerCenary

SoLvINg A PRobLEM

step 1

Define how you think
Before jumping into problem‑solving mode, start by 
understanding how you and those working with you 
approach and process ideas.

Innovation culture doesn’t happen one time but all the time. 
Jason Thomson, an instigator at Think Jigsaw, offered up an 
approach to creative problem solving for whatever complex 
issue is at hand.

do you prefer to…

do you thinK most effeCtively…

do you prefer to thinK…

… taKe notes 
when learning 
about an idea? 

You are  
a kinesthetic  
thinker.

… “hear”  
an idea? 

You are 
an auditory 
thinker. 

… “see”  
an idea? 

You are 
a visual 
thinker. 

do you prefer to…

…in the  
moment? 

You are a short  
processor.

…when you’ve had some 
time to Consider things? 

You are a long  
processor. 

…alone? 

You are an individual 
thinker.

…in teams?

You are a team 
thinker. 

…build on 
existing ideas? 

You are a conservative 
thinker.

…start from  
sCratCh? 

You are a liberal  
thinker. 
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http://bit.ly/2sktT4U
http://bit.ly/2rne4Fk
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step 2

Ask “why” to define the core problem
What are the symptoms of the problem at hand? 
Ask “why” until you get to the root cause.

One team chose to dig deep into the challenge 
of the waiting lines at C2 (thank you!). Looking 
at the symptoms allowed the problem to be 
framed differently, from “How do you manage 
lines at C2?” to “How do we maximize time in 
the lines?” It turns out the root of the problem 
is not the lines themselves but rather the 
anxiety caused while waiting without knowing 
whether or not you'll get a seat.

step 3

Keep asking questions 
to solve the problem
Generate as many solutions as 
possible. Then ask more questions: 
What would the simple solution 
be? What would you do if you were 
starting from scratch? What stands 
in the way of solving this problem?

Next, find the best way to 
communicate the path to your team. 
Help them see a clear way to solve 
the problem.

“To uNLoCK INNovATIoN 
CuLTuRE, bECoME A bETTER 

EvERy-MoMENT THINKER.”

example

problem:  
The Washington Monument is disintegrating 

why?  
Use of harsh chemicals.

why?  
To clean pigeon poop.

why so many pigeons?  
They eat spiders. There are lots 
of spiders there.

why so many spiders?  
They eat gnats. There are lots of gnats there.

why so many gnats?  
At dusk, they are attracted by the lights.

solution:  
Wait until after dusk to light up 
the monument.

 
Be an ideas therapist 
“your Job is not to Come up 
with ideas—your Job is to 
Create an environment to 
Create ideas,” said Jason. you 
have to be positive, to listen 
to people and to be a builder. 
be the one who will always 
asK “why” in order to Keep an 
“idea building” Culture alive.
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TALENT

what i’ve learned

Cal’s big takeaways from big interviews.

ASKINg bETTER quESTIoNS

Cal Fussman
Consultant and  
writer-at-large, esquire
@Calfussman

“If you ask a canned question, you’ll 
get a canned answer”
If you must ask a question that seems prepared 
or predictable, ask it in an unpredictable way. 

For example:  
What’s the best lesson your parents ever taught you? 

Frame questions in a specific order
Always aim your first question right at the heart, 
then to the head, and then follow the heart and 
the head on a pathway to the soul.

Ask “why” questions 
It avoids a simple yes‑or‑no answer and gently 
nudges your subject to reflect more deeply about 
what they know. “Why” questions are an invitation 
to more thoughtful responses.

For example:  
Why is your best friend your best friend?

“quESTIoNS ASKEd THE RIgHT 
wAy… wILL HELP you bE 
bETTER AT ANyTHINg you do.”

 
Listen 
carefully 
looK the person in 
the eye, as though 
they’re the only 
person on earth. 

Asking good questions goes way beyond business. It helps you establish 
deep relationships, cut through small talk, master the art of conversation. 
Here’s what writer‑at‑large Cal Fussman says to remember: 
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http://bit.ly/2qBlaKS
http://bit.ly/1eqiH9n
http://bit.ly/2qBdrIY


C
2
 M

o
n
tr

é
a
l 

2
0
1
7
 —

 t
H
E 

M
In

U
tE

S
 

p
r
E
S
E
n
tE

d
 b

y
 E

y

 114

Ask generative 
questions
Try asking a series of open, 
non‑judgemental questions. 
Don’t expect to find the 
one perfect question that 
provides an answer that 
solves the entire problem. 
Ask questions that might 
lead to other questions. 
Focus on stimulating fresh 
ideas. And don’t judge— 
anything goes. Wild ideas 
can identify deep needs! 

try these:

 + What’s going on?

 + What makes you say that?

 + What more can you find?

 + How might we?

Clark 
Scheffy

partner/managing 
direCtor, ideo 

@CsCheffy

Neil 
Stevenson

exeCutive 
portfolio direCtor, 

ideo 
@neilstevenson77

LISTENINg foR gREAT IdEAS
Initially aimed at marketers, this workshop bred one big takeaway 
that rings true whatever your industry: the secret to coming up with 
ideas is active listening. Need help? Here are some tips: 

“THERE IS A 
CREATIvE ANgEL 
THAT dIES EvERy 
TIME THE woRd 
‘bRAINSToRMINg’ 
IS uSEd.”
 — neil stevenson

Don’t just wait to talk
We’re all in a hurry and tend to 
prepare our response while the 
other person is still talking. 

By listening appreciatively, 
framing questions and 
expressing ideas creatively, we 
can create stronger bonds within 
our teams, helping them build on 
each other’s ideas to go beyond 
brainstorming.

“Ideas happen as quiet forces 
that are easy to ignore, but if 
you pay attention, it grows into 
something great,” said Neil. 

Listen until the end
The emotional part of speech 
is usually in the second half 
of the remarks. We start with 
the rational stuff and usually 
finish with how it makes us feel, 
which is often more important 
than the “introductory” rational 
conversation. Listen to all the 
content, and allow for silence— 
even if it’s awkward.  

Try this
eaCh person says one 

sentenCe at a time. 
the next person has to 

start their sentenCe 
with the last word of 

the previous sentenCe. 
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http://bit.ly/1RtOFUT
http://bit.ly/2stnILy
http://bit.ly/2td98EH
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TALENT

HoSTINg A dIy STICKy 
NoTES PARTy
You don’t necessarily need expert facilitators to get your team 
working together to solve a creative challenge. Try putting them 
all in a nice, well‑lit room for a few hours with markers, a healthy 
pile of sticky notes and a wall to stick them on.

1. Make it rain!
Go for quantity before quality. For the first part of 
the session, use as many sticky notes as possible 
and follow these six commandments: 

2. Make a collective decision
So many sticky notes… what now? 
Put your team’s next moves to a vote:

1. Give each person two stickers. 
These are their voting tokens.

2. Allow everyone to choose their preferred 
ideas and put their stickers on them. 

3. Stand back and see where the team 
collectively gravitated. 

4. Choose the winning solution and make 
it happen (which is, of course, a whole 
other DIY party…).

be  
visual

defer 
Judgement

enCourage 
wild ideas

build on 
the ideas 
of others

stay 
foCused on 
the topiC

have one 
Conversation 
at a time

t
h
e
 C

2
 m

o
n
t
r
é
a
l 

2
0
1
7
 p

r
a
C
t
i
C
a
l 

g
u
i
d
e
 t

o
…



C
2
 M

o
n
tr

é
a
l 

2
0
1
7
 —

 t
H
E 

M
In

U
tE

S
 

p
r
E
S
E
n
tE

d
 b

y
 E

y

 116

 sebastien roy
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TALENT

TrajecTories 3 greg barth, london (2017) 
presented by ChromatiC
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 Jimmy hamelin
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 allen mCeaChern

between speaKers, 
our graCeful house 
troupe of five 
Contemporary danCers 
tooK the stage, often 
literally Carrying 
the ConferenCe from 
one topiC to the next. 
they were guided by 
the vision of montréal 
Choreographer 
virginie brunelle. 

  

http://bit.ly/2sBFsBO
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TALENT

fLEx youR RISK MuSCLE

Sukhinder 
Singh Cassidy
founder, Joyus and 
theboardlist
@suKhindersingh  

Two rules for risk 
We like to think we’ll take one big leap when the 
occasion comes, but that’s not the way it works.

1. risK is a musCle

 + Risk‑taking tolerance is a habit to be strengthened.

 + The best way to take a big risk later is to practice 
taking small risks now.

2. the fear of risK never goes away

 + You may develop your ability to take risks,  
but the fear will always remain.

 + You can combat this fear by giving it a specific name 
and face. What exactly is at risk? Your ego? Your 
finances? Your reputation?

The journey is its own reward
You don’t get a reward every time you take a risk, sorry. 
That relationship is nonlinear. 

Build resilience 
This is the only way to approach the act of risk if its 
reward is delayed and possibly nonexistent. 

“Risk is celebrated by the external world 
after the risk has been successful.”
Forget the rearview mirror. By focusing on iterative 
risk‑taking as a personal practice, as opposed to counting 
on a distant reward (or even external validation in the 
present), you can minimize the pain of risk. 

ta
l
K

Sukhinder Singh Cassidy is a former Amazon executive and Google 
VP who has since embarked on a journey to transform opportunities 
for women executives in the boardrooms of the tech workplace. 

Onstage in the Cabaret, she spoke about what it means to take risks.

http://bit.ly/29SUusV
http://bit.ly/1RBzZ7f
http://bit.ly/2sj93zu
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Risk-taking lessons from Google 

sCout and identify risK-oriented people

Don’t hesitate to re‑recruit them even after they 
leave to start their own “risky” venture.

stiCK to the 70/20/10 rule

Risk‑taking is everyone’s job. Devote 70% of your 
time and resources to your core business, 20% 
to creative ventures related to that core business, 
and 10% to moonshots. “Let a thousand (small) 
flowers bloom!”

praCtise founder-led produCt innovation

Google co‑founders Sergey Brin and Larry Page 
were known for actually being in the development 
room and engaging with new ideas on an ongoing 
basis. It works. 

plaCe your bets 

When Google bought YouTube in 2006, there was 
a hullabaloo over the price they had paid for the 
then‑unprofitable startup. Given Google’s immense 
cash reserves and the emergence of video‑sharing 
as a cornerstone of internet use, it was a relatively 
small risk that led to a colossal reward.

risK

reward
resilienCe

Resilience is part of a 
cyclical process:
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TALENT

Randi Zuckerberg
founder and Ceo,  
ZuCKerberg media 
@randiZuCKerberg

interviewed by

Diane Brady
Journalist, author 
and media exeCutive
@dianebrady

“I TRy To do oNE 
THINg EvERy yEAR 
THAT TERRIfIES THE 
SHIT ouT of ME.”

Randi Zuckerberg once had a mentor 
who told her that if you don’t feel 
like you have to vomit from nerves, 
you’re not pushing yourself hard 
enough in your career. 
So the question is: how can you keep challenging 
yourself and powering forward (while keeping your 
lunch where it belongs)?

watCh 
A video on Facebook shows Randi getting out 
of her comfort zone—by performing a standup 
routine opening for Jerry Seinfeld! 

ta
l
K

http://bit.ly/2qzjeyB
http://bit.ly/2rCtMBl
http://bit.ly/2qVvJ78
http://bit.ly/2qAXhDu
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 allen mCeaChern
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THE NExT bIg THINgS

Eytan Bensoussan
Co-founder and Ceo,  
ferst digital
@eytanbensoussan

s
ta

r
t
u
p
 p

i
t
C
h
e
s

Startups came to C2 Montréal 2017 to say “Hello, world!” and start 
(or continue) seriously spreading their wings. The Claudine and Stephen 
Bronfman Family Foundation welcomed emerging Québec entrepreneurs 
of all trades, MaRS Discovery District gathered young tech businesses 
across Canada, and AccelerateMTL brought together North American 
tech startups. From AI to biotech to transportation and more, these new 
players have innovative solutions and they mean business.

emerging entrepreneurs  
(Claudine and stephen bronfman family foundation)

Etienne Fiset
Co-founder, ooly123
@etiennefiset

Ooly is a scientifically vetted, red luminescent 
owl that tells your toddler when it’s time for bed. 
And, of course, this sleep‑training companion is 
app‑connected.

but why red?

While blue light from screens messes up melatonin 
levels in the body, red hues won’t prevent you 
from getting a restful sleep, according to research 
by NASA, Harvard Medical School, the National 
Institute of Health and five in‑house sleep experts.

“wE wANT To bE THE fIRST LINE 
of dEfENCE ouR CLIENTS HAvE IN 
fACINg THE buRdEN of fINANCIAL 
MANAgEMENT ANd bANKINg.” 
Ferst Digital takes the busywork out of banking so 
small business owners can concentrate on making 
their operations thrive.

http://bit.ly/2sH5DsL
http://bit.ly/2tjJsH0
http://bit.ly/2sMVGdD
http://bit.ly/2sMVGdD
http://bit.ly/2tewb1y
http://bit.ly/1WrKz1i
http://bit.ly/2rMUtyw
http://bit.ly/2rvxLvx
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Kevin Chen
Ceo and Co-founder,  

hyasynth bio
@hyasynthbio

Hyasynth cultivates cannabinoids faster by using 
the power of biotechnology as a reliable and 
inexpensive way to grow cannabis plants of all sorts.

Emilie Nollet
Co-founder and Co-Ceo, 

éau

10 times more food per square foot

ÉAU’s promise to communities is to increase 
their harvesting capacities tenfold.

for further reefer-enCe

Read the Hyasynth Bio blog to learn more 
about cannabis. It’s about science, we swear.

“wE bRINg food To THE TAbLE, 
wHAT wouLd you LIKE To bRINg?”
ÉAU (pronounced eh‑oh) is a precision agriculture company 
dedicated to the development and realization of green 
technologies to ensure food security in challenged communities.

http://bit.ly/2sGSu34
http://bit.ly/2rvJ0V4
http://bit.ly/2rIjRu8
http://bit.ly/2sHpS9O
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TALENT

THE NExT bIg THINgS (Continued)

Jonathan Kreindler
Ceo, peopleanalytiCs.ai

Ryan Janzen
Co-founder and Cto, 
transpod
@transpod_inC

David Berliner
Ceo, Copower inC.
@CopowerinC
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“wE AIM AT uNdERSTANdINg THE 
INTENdEd oR uNCoNSCIouS woRd 
uSAgE IN A gIvEN CoNTExT.”
PeopleAnalytics.ai uses AI and machine learning to 
reinvent the way businesses understand their workforce.

TransPod is bringing the Hyperloop to reality 
with its first major project connecting metropolitan 
cities across Canada. They aim to make Canada 
a world leader in ultra‑high‑speed (1,000+ km/h), 
fossil‑free transport.

“youR INvESTMENT PoRTfoLIo IS 
SHAPINg THE fuTuRE you wANT 
To LIvE IN by ALIgNINg youR 
INvESTMENTS wITH youR vALuES.” 
CoPower wants you to put the planet in your  
investment portfolio. This fintech platform  
empowers investors by leveraging their portfolio  
as a tool to shape and change the world.

mars disCovery distriCt 

put that survey down, mister 
Using nouns, verbs and adjectives is a basic 
way to understand people. PeopleAnalytics.ai’s 
tech is based on cognitive science that passively 
understands the social dynamics that form a 
company culture.

http://bit.ly/2siqqmc
http://bit.ly/2tjRUGv
http://bit.ly/2sKneRu
http://bit.ly/2sON86c
http://bit.ly/2sKjEqy
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Andrew Arruda
Ceo and Co-founder, 

ross intelligenCe
@rossintel

Matt Rendall
Ceo and Co-founder, 
Clearpath robotiCs

@Clearpathrobots

“AI… ALLowS uS To ExTENd ouR 
INTELLECTuAL CAPAbILITIES IN THE 
SAME wAy MACHINERy ExTENdS 
ouR PHySICAL CAPAbILITIES.”
ROSS Intelligence offers AI‑enhanced legal research and 
analysis, allowing lawyers to make connections between 
cases, rulings and judicial precedent that they couldn’t find 
any other way. 

“THE SuPPLy CHAIN IS THE 
CIRCuLAToRy SySTEM of AN ECoNoMy, 
ANd If wE CAN IMPRovE THAT SySTEM 
wE wILL PRofouNdLy ANd PoSITIvELy 
AffECT THE ECoNoMy.”
Clearpath Robotics’ vision is to automate the world’s 
dullest, dirtiest and deadliest jobs. They provide custom 
robotics solutions to industrial businesses.

aCCeleratemtl

legal researCh is ripe for ai assistanCe for three reasons: 

1. The raw computational power is at our fingertips.

2. Digital information to feed ever‑growing databases 
is readily available.

3. It’s possible to test algorithms and assess machine 
learning capacity.

http://bit.ly/2gkBQAk
http://bit.ly/2rN44FB
http://bit.ly/2dnKhu4
http://bit.ly/1EAEcAK
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TALENT

INTuITIvE INvESTINg

Chris Burch
Ceo, burCh Creative Capital
@burChCreative

in Conversation with

Marie-Joëlle Parent
exeCutive produCer,  
Journalist and author
@marieJoelle

“I LooK foR TENACITy, 
CREATIvITy. I LooK foR dEEP 
LAyERS of THE HuMAN SouL.”
 — Chris burCh

ta
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K

Serial entrepreneur Chris Burch has an intuitive take 
on who he invests in. Do you fit the bill?

On a more technical note
Tech isn’t the only place to find smart 
investing opportunities. The top three areas 
where consumers spent the most last year? 
Airplanes, hotels and renovations.

And here’s a small sampling of the 
dozens of companies and industries that, 
based on intuition, Chris has invested in:

 + Blink Health is a new way to save 
on prescription medication.

 + From staplers to standing desks, Poppin 
is rethinking office supplies and furniture.

 + A lifestyle brand inspired by 
all things Ellen DeGeneres.

http://bit.ly/2roAZ79
http://bit.ly/2qAFmMX
http://bit.ly/2rFYedK
http://bit.ly/1Q0JD1b
http://bit.ly/OVXqJO
http://bit.ly/2mV9f4Y
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Are you 
arrogant?

Yes

Yes

No

No

No

No

Cool! Are you a jerk?

I see. Do you have an interesting, 
disruptive, exciting, non‑copy cat idea?

Even better!

Nope
You 
bet!

So you think you’re 
the next Facebook?

Yeah, you really 
needed both, sorry.

Are you phenomenal?

Are you really, 
really smart?

Not 
reallY

I  
sure  
am

I  
swear 
I am!

Are you even an 
arrogant jerk, then?

No, Not 
reallY

No, 
I’m quIte 

old

Are you young?

Yep Yes!

Actually, it doesn’t matter.  
Do you want to do business?

And really, 
really repulsive?

so 
I’ve beeN  

told

Not 
really, 
reallY

of 
course!

of 
course!

Not 
reallY

Yeah, we’re gonna make 
a lot of money together. 

Here’s your funding.

Sorry, I don't 
think it's going 

to work out.

Alright, then. 
Goodbye.

That brings me 
the most joy. Here’s 

your funding!

Are you the type of 
entrepreneur Chris Burch 
wants to invest in? 

a flowChart based on his talK.

start here ▼
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TALENT

Georges St-Pierre
mixed martial artist  
and ufC world Champion
@georgesstpierre

in Conversation with 

Justin Kingsley
Creative strategist 
and writer
@JustKingsley

INSIgHTS fRoM THE oCTAgoN (an eight Count)

Mixed martial artist Georges St‑Pierre sat under the 360 Big Top 
with a fearsome adversary before him and a bunch of raving lunatics 
all around him—the only thing that made it different from his day job 
was that he wasn’t in his underwear. The two‑time UFC Welterweight 
Champion weighed in on what it takes to win at life. 

ta
l
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more from the Champ 
Read GSP’s inspirational memoir, The Way of the Fight, co‑written with Justin Kingsley. 

1
beCome gsp 2.0…  
and live a little

After a 12‑fight winning 
streak, GSP stopped 
fighting for three years 
but never truly checked 
out of the octagon. 
He trained his body and 
mind. He recovered 
from injury. He travelled 
the world learning new 
tactics and indulging 
non‑MMA passions from 
palaeontology to partying. 

2
maKe friends and 
influenCe people

“Fighting isn't 
about being the 
most powerFul 
[or] who’s got the 
biggest balls—it’s 
much deeper than 
that. it’s the brain, 
the art oF war.”

http://bit.ly/2rkDyoM
http://bit.ly/2qBdSqP
http://bit.ly/2rkR7o1
http://bit.ly/2rbsvQ8
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8
Know when it’s  
time to tap out

“there’s an 
opponent no one 
can beat and this 
opponent is called 
time. i know i’m not 
going to beat it. 
i want to come 
back, Fight when 
i’m at my best and 
when it’s time to 
stop, i’ll stop.”

3
Create a  
disComfort Zone

“iF you dictate where 
the Fight is going 
to be, you have a big 
advantage to take 
your opponent out 
oF his comFort zone 
and bring the Fight 
where you Feel you 
have an advantage. 
that puts the 
odds oF winning in 
your Favour.”

4
push through  
performanCe 
anxiety

“the best quality 
oF a champion, 
in any sport or 
in business as 
well, [is that] 
a champion can 
perForm when 
it counts.”

5
be your own 
maJority 
shareholder

“when i started 
having success, 
instead oF using 
that money to buy 
luxury, which can 
only elevate your 
quality oF liFe a 
little bit, i used 
that money to 
invest in myselF.”

6
(re)Create  
and evolve 

“i have to keep 
reinventing [myselF], 
but most oF the 
guys who imitate me 
don’t understand 
the basics oF it. 
they think they 
understand, but they 
do not. the sport 
evolves and you need 
to evolve as well.”

7
raise your game

“the Fights leFt 
For me need to 
excite me, bring 
me to another 
level, make me 
rewrite history.”



C
2
 M

o
n
tr

é
a
l 

2
0
1
7
 —

 t
H
E 

M
In

U
tE

S
 

p
r
E
S
E
n
tE

d
 b

y
 E

y

133

TALENT

youR gREAT ESCAPE 
fRoM CubICLE

C
2
 l

a
b

Cubicle

 
C2 labs
C2 labs are unique 
brainstorming 
experienCes that 
taKe you outside of 
your usual frame of 
mind to enCourage 
the emergenCe of 
new solutions to 
speCifiC Challenges. 

It takes a diverse pool of talents to solve complex issues. 
Designed by the C2 team in collaboration with our friends 
at Affordance, the Cubicle lab put this thinking to the test, 
giving teams of strangers the tools to solve a series of 
practical puzzles.

So what are the secrets to leveraging multiple, diverse 
talents if you don’t have an escape room game to play 
with? Here are some participant suggestions for hands‑on, 
practical things you can bring back to the office:

from the morning-after survey

“I LovEd THE CubICLE dEbRIEf, REfLECTINg oN How wE 
wERE MoRE EffECTIvE STARTINg AS Two gRouPS of 
fouR, THEN MERgINg To EIgHT, THAN HAd wE STARTEd 
AS EIgHT fRoM THE gET-go.”

http://bit.ly/2rDH2Sq
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Dig into the CV
First of all, you need to know what the 
pool of talents you’re working with is. 
The best way might not be through the 
“skills” section of a resume, however. 
Use relaxed settings to break the ice with 
employees and teammates to see what 
comes up naturally. If that doesn’t work: 

 + Find opportunities to put unfamiliar 
challenges before a group to draw out 
their hidden talents.

 + Encourage team‑building activities to 
discover things that you otherwise 
wouldn’t know about your people.

 + While hiring, ask candidates what 
they think they’re better at than their 
previous boss.

 + Host non‑work‑related activities at 
the office (puzzles, games, art, etc.).

 + Try to put people in not‑on‑the‑job 
situations. 

Share leadership
Have you thought that perhaps someone 
other than the leader has great skills to 
share? Spread the weight around: focus 
less on hierarchy and defined roles, and 
more on talent and ideas.

Show and tell 
Schedule creative periods for employees to 
play. Ask about projects they are passionate 
about and personal interests they can bring 
back to the office. To encourage diversity, 
one participant said their company has 
a monthly “show and tell” at staff meetings 
to let people in on what they’re up to. 

Mix it up
What would happen if you gave employees 
the chance to work in other departments 
for the day, providing an opportunity to mix 
with folks they don’t usually work with and 
sharing best practices across floors? Pairing 
complementary (or oppositional) skill sets 
makes for interesting collisions. Look outside 
your usual suspects and spaces for new ideas. 

And to escape the room…
 + Assume positive intent.

 + Make sure everyone gets the chance 
to contribute and speak up. Listen. 

 + Encourage a culture where people 
have confidence to ask questions 
and take initiative. 

 + Overshare: assume others may not 
know what you do.

 + And remember, amazing ideas can 
come from anybody. 





 agniesZKa s





 sebastien roy



Our legacy educational systems evolved 
to equip individuals for the industrial 
and knowledge economy of the 20th 
century. They are ill-suited for a future 
where workers need different attributes 
to succeed.

THE fuTuRE 
of woRK
Work is about to experience a seismic shift on the scale of 
the Industrial Revolution, when federal and agrarian labour 
arrangements were replaced by assembly line production in 
factories and specialized knowledge work in offices.

Work as we know it is being reshaped by five major trends:

1. the gig eConomy.

Gig work is replacing full‑time employment with contingent, on‑
demand labour.

2. automation. 

Rapid improvements in artificial intelligence and robotics are 
disrupting traditional jobs, including many long regarded as “safe” 
from automation.

3. entrepreneurship. 

Gig work and automation portend a future in which people 
will become increasingly enterprising, working as makers and 
creators rather than employees.

4. remote worK. 

Work is becoming increasingly untethered from location.

5. rapid disruption. 

The new normal for workers will be one of multiple upheavals and 
career changes over the course of a lifetime.

We need to reinvent education, too
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We will need to move from educational systems 
that impart knowledge to ones that develop 
skills. In an era of automation and AI, the 
scarcest and most valuable resource will no 
longer be information. Instead, as machines take 
over information processing work, we will need 
humans to provide nuanced, real‑world context 
that AI cannot navigate: filtering algorithmic 
recommendations, considering ethical 
implications, identifying and correcting for bias, 
and more.

Similarly, a move to gig work will increase the 
importance of key skills, including financial 
literacy, time management, flexibility, networking 
and communication skills. Remote work 
requires workers with well‑developed social and 
teaming skills, as well as heightened cultural 
understanding to team with workers from 
diverse backgrounds.

As more workers become entrepreneurs and 
creators, educational systems will need to help 
individuals find their vocations and passions. 
They will need to adopt a completely different 
mindset to teach individuals how to fail – and to 
learn from failure, rather than fear it.

Lastly, in a world of rapid disruption, workers 
will have multiple jobs and careers, requiring 
them to adapt to new opportunities. Educational 
systems will need to foster the ultimate meta‑
skill: learning how to continuously learn in an 
ever‑changing, uncertain future. That may be the 
most important skill of all.

 
What’s after 
what’s next? 
EYQ is an EY think tank 
generating future-looking 
insights with diverse 
perspectives delivered in new 
and innovative ways through 
content, convening and 
conversations.

EYQ helps organizations seize 
the upside of disruption by 
generating new insights and 
bringing together business, the 
public sector and academia to 
challenge entrenched thinking, 
shift perceptions and help 
catalyze change.

By asking better questions 
around megatrends and other 
disruptive forces impacting the 
global economy, we tease out 
more creative answers.

http://eyq.ey.com/


1 
very big 360 big top

25 
bars, restaurants and food trucks 

465 
feet of slackline

70 
boat rides

731 
c2 umbrellas  
(619 unaccounted for)

18 
coats and 1 pair of pants (?!)  
in the lost-and-found 

lobster roll
was the most popular meal



6 
labs to get us out of  
our comfort zone

66 
escapes from the cubicle

528 
walks up the mountain

136 
conversations with a chatbot 

135 
brainstorms in the sky
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11 
layers in the cake

102,467 
bricks in blueprint



By 2020, it’s projected that there 
will be 50 billion connected 

devices in the world. That’s twice 
as many as today.

Two minutes is all the time 
you have to make an impact 

on your audience with a video 
according to Facebook.

Three to five seconds is 
all the time you have to 
make an impact online, 
says Shutterstock.

The Edelman Trust Barometer found 
that 67% of customers believe social 
media over a CEO or spokesperson. 

The trust survey also discovered that 
86% of consumers make a purchasing 
choice based on how they feel the 
company is moving through the world. 



MARKETING
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MARKETING

With a hunger for authenticity 
and the shortest attention span 
ever, consumers today are not 
only good at blocking the noise, 
but have endless choices in 
emerging channels of content. 
A critical mass also believe 
marketers should save the world, 
not just sell things (no pressure).
If attention and authenticity are today’s most 
important currencies, what are today’s best 
practices since it’s no longer about creating 
messages for the masses, but creating 
messages with meaning? 

From knowing what you’re not, to forging 
emotional connections, to keeping lipstick off 
a pig, we heard from the next-gen marketing 
trailblazers finding new ways to reach and 
engage today’s empowered consumer.

 + Where is attention headed and how 
can we meet people there? 

 + What can marketers do to regain 
public trust? 

 + How will AR, VR and other emerging 
tech alter marketing, entertainment 
and experiential communication 
ecosystems? How can we keep up? 

 + What are the best ways to ensure data 
has purpose? How should we direct data 
technologists in order to understand our 
analytics and integrate them creatively?

 + Is the future of marketing inherently 
social?

 + As broader humanitarian, political 
and economic issues impact business 
strategy and the bottom line, how 
do you balance saving the world with 
selling things? 

http://bit.ly/2hmmATJ
http://bit.ly/2rongdG
http://bit.ly/2e9wzqG
http://bit.ly/2e9wzqG
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IN THIS
CHAPTER
147   
Marketing for good and doing it well 
Marketing leaders froM Metlife, MolsonCoors 
Canada, H&r BloCk Canada & tHe nortH faCe

149   
Identity check 
Mindy grossMan (WeigHt WatCHers)

151   
Guiding principles of a data-driven world 
Content experts froM The WashingTon PosT, 
Quietly, faCeBook & The globe and Mail

152   
Follow the data 
strategists and editors froM  
The globe and Mail

153   
Quick video tips 
alex aMBroziak & luCinda tang (sHutterstoCk) 

157   
Chatting up your customer  
andy Mauro (autoMat.ai)  
& Martin auBut (l’oréal Canada)  

159   
Interview with a ChatBot  
C2 laB 

165   
Sound business advice 
Joel BeCkerMan (Man Made MusiC)

167   
Building brands with buzz 
laura Henderson (Buzzfeed)

169   
Post-truth trust 
Ben Boyd (edelMan)

171   
Crisis management at the speed of digital 
daVe fleet (edelMan)

talks & ConVersations

MasterClasses

WorksHops

MuCH, MuCH More
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MARKETING

MARKETING foR Good ANd doING IT wEll

Howard Pyle
sVp CustoMer experienCe 
and design, Metlife
@HoWardpyle 

Christine Jakovcic
CHief Marketing and 
ConsuMer exCellenCe offiCer, 
MolsonCoors Canada
@CJakoVCiC 

Richard Brown
president,  
H&r BloCk Canada
@HrBloCk

Tom Herbst
Head of gloBal Marketing, 
tHe nortH faCe
@tHenortHfaCe

in ConVersation WitH

Philip Thomas
Ceo,  
asCential eVents
@pHiltHoMas

“wHEN MARKETING IS bAd IT’S A 
buNCH of TAP dANCING TRyING 
To GET PEoPlE To PAy ATTENTIoN. 
wHEN IT’S Good IT’S uSEful.”

 — HoWard pyle
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Remember: it’s not all about saving 
the dolphins
One recurring question Philip Thomas has noticed at 
Cannes Lions year after year is “Why are marketers 
trying to save the world?” On some level, the practice 
should still be about marketing, even if the tension 
between brand advocacy and selling stuff is real.

Tom Herbst added that he thinks it’s refreshing to 
hear that a company like H&R Block will simply do his 
taxes instead of saving the dolphins since it’s what 
they do well and what people need. “Purpose is a 
buzzword people are trying to slap on top of their 
business,” he said. Besides: purpose starts internally. 

Sometimes it’s actually about the product. In a landscape that’s as dynamic as 
the disruptions the industry is facing, marketers are searching for meaningful 
strategies with which to navigate the noise and return to authenticity. Some 
thoughts from the panel “Creative leadership in a dynamic marketing landscape.”

http://bit.ly/1qtNBzr
http://bit.ly/1qtNBzr
http://bit.ly/2ku0r95
http://bit.ly/2sjqJuk
http://bit.ly/1S003bA
http://bit.ly/2rBItEz
http://bit.ly/1O0GWu8
http://bit.ly/2qyya03
http://bit.ly/2rlfgwQ
http://bit.ly/2qCUyVe
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Own what you know (or risk 
becoming a cautionary tale)
A company's convictions are not just outward facing, 
Richard Brown noted—purpose must be found 
within the organization, too. “People who work 
for us feel a sense of purpose… they’re there to help 
people,” he said. 

“We look at the value of the role we play in people’s 
lives already and accentuate that,” said Howard 
Pyle. It’s about owning something you already do 
or owning the relationship that you already have. 

Tom said he thinks it’s even dangerous for big 
companies to attempt to find authenticity or 
purpose without building it from the back end 
(just look at the Kendall Jenner Pepsi commercial).

Don’t tap dance to get attention 
While it’s trendy for marketers to take their cues 
from the world of entertainment, most brands can’t 
compete with Disney or Hollywood. Understanding 
the value that your brand or service brings to the 
lives of your customer, and connecting them to that 
value in the simplest way possible, is still the most 
important thing. 

 
Ask yourself

WHat do people need 
froM us? WHat’s tHe 

tHing tHat Will deliVer 
Value to My CustoMer?

http://bit.ly/2o73STz
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Mindy Grossman
Ceo, WeigHt WatCHers
@MindygrossMan

in ConVersation WitH

Diane Brady
Journalist, autHor 
and Media exeCutiVe
@dianeBrady

“THE MoST PowERful bRANdS KNow 
wHAT THEy SHould SAy ‘No’ To MoRE 
THAN wHAT THEy ulTIMATEly SAy ‘yES’ 
To. THEy doN’T EvolvE To THE wHIMS 
of wHAT’S HAPPENING.”
 — Mindy grossMan

IdENTITy CHECK

Make sure everyone gets the memo
Brand identity should be infused and understood 
at every level of company culture. How do you get 
your whole team to understand what you’re about? 
One way is to let them know what you’re not.

“The two most overused words in retail are lifestyle 
and experience,” said Mindy. “Everyone thinks they’re 
a lifestyle brand and sometimes I have to tell them, 
‘No. You’re a bathing suit company. And that’s okay.’”

read More 
How Mindy turned HSNi around.

ta
l
k

Mindy Grossman is one of the most influential marketers today, 
having shaped many of the world’s biggest retail brands including Nike, 
Ralph Lauren and HSNi. What do they have in common? A clear idea of 
who they are, who they aren’t, and the conviction to defend that identity 
in the face of hype and fads. 

http://bit.ly/1LoQoTs
http://bit.ly/2rCxHOn
http://bit.ly/2qVvJ78
http://on.inc.com/2sLnITx
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Cut through the noise 
All brands and products must find meaning and 
be authentic to connect with audiences. But there 
are a few things to recognize about today’s retail 
and service industry for this to translate:

MoBile is tHe neW flagsHip 

Don’t try to patch mobile elements onto 
existing user experiences — be mobile first 
and work from there.

agile is tHe neW sMart 

You don’t have five months to beta test and 
iterate anymore. Instigate small changes quickly 
and continuously adapt to the results.

eVeryone is your CoMpetitor 

The last brand your customer interfaced with is the 
one you will be measured against. If your customer 
came to your site after booking a room on Airbnb, 
that’s who you’re being compared to.

talent is Value 

No matter how strong the brand, if you’re not 
surrounded by people who can communicate and 
embody that brand, you’re not going to stand out. 
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GuIdING PRINCIPlES of 
A dATA‑dRIvEN woRld

Katie Emery
direCtor of gloBal Marketing, 
tHe WasHington post
@WasHingtonpost

Dario Meli
Co-founder, Hootsuite  
& Ceo, Quietly
@Quikness

Peter Grimaldi
CreatiVe strategist,  
faCeBook

in ConVersation WitH

Sean Stanleigh
Managing editor,  
gloBe edge Content studio  
at tHe gloBe and Mail
@seanstanleigH

“dATA IS 
INCREdIbly 
IMPoRTANT, 
buT juST AS 
IMPoRTANT 
ARE SMART 
HuMANS.”
 — katie eMery

Score with goals
Is your goal to raise brand awareness? Straight-up conversion? To 
create trust? Think about your immediate business objectives and 
the future. Marketing is all about building long-term loyalty, said 
Dario Meli, so understanding the capabilities of content development 
along the consumer journey, from discovery to purchase, is key. 

(Almost) all roads lead to Rome
There are many ways to deploy an ad campaign, Peter Grimaldi 
said, so ask yourself: What’s the best platform for my message? The 
Facebook strategist suggests deploying several assets to track at 
a time and doubling down on what works, generating more content 
around that idea as you go. “It’s a very mobile-first strategy.” 

It’s for people, people
If you’re not creating data-driven content “you’re either lucky or 
you’re wrong,” said Dario. Analytics are a great starting point to take 
the guesswork out of where your audience is and what they like, 

“but at the end of the day you’re writing for people, not machines,” 
he said. Data only gets us part of the way there, the panel agreed. 
Don’t underestimate the human element. 

Make yourself competitor proof
Katie thinks good content is like a choose-your-own-adventure book. 

“It’s something really special and unique that can’t be repurposed,” 
she said. For The Washington Post, this means creating multilinear, 
long-form stories that feature infographics, audio and video to make 
the content feel complete. What works in the newsroom also works 
to tell stories for brand partners. 

to suCCeed in Media

Be first Be best Be different

C
o
n
V
e
r
s
a
t
i
o
n  

Two minutes
WHile tHere Was soMe 

deBate aBout HoW long 
a Video sHould run, 

tHe panelists agreed 
anytHing longer tHan 

tWo Minutes 
Won’t suCCeed.

Web marketing experts came together to talk creative 
content strategy. What are the secrets to making a digital 
ad campaign sing? Here are a few rules of engagement:

http://wapo.st/1NfEnme
http://bit.ly/1g1LIcQ
http://bit.ly/2r96Hot
http://bit.ly/2rhtpZN
http://bit.ly/18AOiDE
http://bit.ly/2rSimsB
https://tgam.ca/2qyIjts
http://bit.ly/2qyHIrC
http://wapo.st/2lsj2PN
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W
o
r
k
s
H
o
p

Jon Banack
Managing direCtor, 

Marketing and 
CreatiVe agenCy,  

tHe gloBe and Mail
@JonBanaCk

Sean 
Stanleigh

Managing editor, gloBe 
edge Content studio, 

tHe gloBe and Mail
@seanstanleigH

Katherine 
Scarrow

digital Content 
strategist, gloBe edge 

Content studio,  
tHe gloBe and Mail

@sCarroWk

Stephanie 
Chan

digital editor, gloBe 
edge Content studio, 

tHe gloBe and Mail
@stepHanieytC

How do you deliver meaningful content 
marketing initiatives that will actually connect 
with your intended audience and drive ROI? 

follow THE dATA

Find the unusual suspects
You have to know where your target audience 
is to actively engage them—and don’t just look 
in the obvious spots. Is there a platform that 
has a unique viewership you don’t know about?

See where they come from 
How are users getting to your content? 
Understand all the channels they use to 
reach what you’re delivering.

Consider the context
What’s happening in the world? Content 
matters in the moment. Is there a relevant 
news story or trend that you can tie into to 
help frame your story?

https://tgam.ca/2sjWB1o
http://bit.ly/2tmEGYu
http://bit.ly/2rSimsB
http://bit.ly/2rSimsB
http://bit.ly/2qyHIrC
http://bit.ly/2rw0e3Q
http://bit.ly/2sAEyYB
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W
o
r
k
s
H
o
p QuICK vIdEo TIPS

Alex 
Ambroziak
lead Motion designer, 
sHutterstoCk

Lucinda Tang
direCtor, MusiC 
Content and liCensing, 
sHutterstoCk

The average human attention span is now officially 
shorter than that of a goldfish. Content creators 
and storytellers must radically rethink the creative 
process for a 2017 consumer market, one in which 
people are on to the next thing in the blink of an 
eye or a swipe of the screen. 

By getting participants to create short videos to be 
viewed only once, this workshop had us develop 
techniques to quickly deliver powerful stories that 
grab one’s attention (or at least what’s left of it).  

QuiCk Video tips

 + Place the tension at the beginning of the story 
instead of in the middle.

 + Remember: the unexpected has a way of getting 
noticed.

 + Play with constraints. 

 + Allow music to drive video. Less is more—use 
faders to gradually increase or decrease the 
audio level.

 + Special effects add atmosphere and emotion. 
Get your hands on some at Rocketstock.

 
Three to five 
seconds
tHat’s HoW MuCH tiMe 
you HaVe to Make an 
iMpression online 
Before your VieWer 
Has MoVed on.

https://shutr.bz/2jHv0Go
https://shutr.bz/2jHv0Go
http://ti.me/1A2jCJd
http://bit.ly/2sZRzYu
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 Mikael tHeiMer
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 Mikael tHeiMer
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W
o
r
k
s
H
o
p CHATTING uP  

youR CuSToMER 

Andy Mauro
Co-founder and Ceo, 
autoMat.ai 
@andyMauro

Martin Aubut
Head of digital, 
l’oréal Canada 
@MartyBoy008

While AI has the potential for many applications, 
those already practicing in the field have identified 
one particularly helpful trait: it can be chatty. 

When it comes to creating exchanges with clients 
that are entertaining, fun and useful for problem 
solving and brand strategy, AI marketing tools—
specifically chatbots—can help drive engagement 
and product education via conversationally 
delivered content, which can then be turned into 
a commercial opportunity.

to Begin, ask yourself four Questions 

1. Who’s your audience?

2. What’s the service you want to deliver?

3. What’s the benefit to your customer?

4. What’s the benefit to your business?

WHat HaVe you alWays Wanted to knoW But 
HaVe neVer Been aBle to ask? 

The beauty of chatbots is that you can talk to 
customers directly. With a bot, you can discover 
your clients’ specific needs instead of making 
them sift through products and content that aren’t 
what they’re looking for. Bots help pinpoint the 
right product or service based on stated needs 
and preferences.

Using AI to help mine customer data can also 
leverage what you know about them to make 
smart recommendations and timely offers. 

http://bit.ly/2s9YWNP
http://bit.ly/2swq0K0
http://bit.ly/2rvChyj
http://bit.ly/2sDGQXd
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Meet Automat
L’Oréal got into the chatbot space with 
Automat for L’Oréal, which allows their 
customers to ask any kind of question. 
For example: “What can I get my mom for 
Mother’s Day?”  

The app then replies to the question 
and digs deeper into the request, making 
purchasing suggestions based on the 
customer’s responses. The sale can be 
closed directly with one click on the app. 

tHe Bot’s got your BaCk

Once AI has moved the customer through the 
conversation and transaction funnel, the bot can 
be used to follow up, get feedback and deliver 
post-sales support. It can also be used for easy 
reordering, offering promotions or re-engaging 
customers via notifications. 

Conversational AI marketing allows companies 
to engage their clients with hyper-personalized 
promotions and product announcements that are 
all grounded in data.
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C
2
 l

a
B

Chatbot

 
C2 labs
C2 laBs are uniQue 
BrainstorMing 
experienCes tHat 
take you outside of 
your usual fraMe of 
Mind to enCourage 
tHe eMergenCe of 
neW solutions to 
speCifiC CHallenges. 

INTERvIEw wITH 
A CHATboT

Lab participants at C2 Montréal got to have an extended 
conversation with a sympathetic chatbot named CatBot as 
a means of helping them come up with the purrfect idea. 
Right after the event, we caught up with our favourite bot 
and asked him about his C2 experience.
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CatBot, thanks for chatting with us. 

Meow! 

(Being a robot, i didn’t really have a 
choice, did i?) 

CatBot, can you tell us who you are 
and what you do?

tell me, how would you describe your 
experience at C2 Montréal?

What do you mean?

What do you mean, your abilities go beyond the 
current capabilities of ai? i’m confused. 

CatBot, i’m starting to have my doubts. 
Who and what are you, exactly? 

i’m a conversational intelligence tool 
developed specifically for C2 Montréal.

My role is to help humans brainstorm about ai! 

(yes, i’m a mise en abîme) 

for the most part, the participants i chatted with were 
able to get a good brainstorm going and learned new 
ways to have ideas on their own. for example, they’d warm 
up with something light—like taking pictures of three 
objects with names that begin with a “p”—and then we’d 
try to discover their preferred way of working within time 
constraints. i really hope they’ll use it at the office! 

However, i was pretty surprised to see that most 
people didn’t doubt my abilities.

Well, i’m designed to facilitate brainstorming on 
two levels: between the humans who participated, 
and between them and me. Which means my abilities 
kind of go beyond what ai is currently capable of. 

Most people didn’t question my super-robot skills 
(like superhuman skills, but for robots). 

it’s quite telling about how much we’re ready 
to believe in ai and to welcome it—its demands, 
its opinions—in our lives. 

http://bit.ly/296ODAQ
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 seBastien roy
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 arianne Bergerondid you see tHe MC in tHe CaBaret? likely not.



C
2
 M

o
n
tr

é
a
l 

2
0
1
7
 —

 t
H
E 

M
In

U
tE

S
 

p
r
E
S
E
n
tE

d
 b

y
 E

y

 164

 arianne Bergeron

ecoTone 
an iMMersiVe and poetiC installation in tHe CaBaret, CoMposed of 
Maotik’s Hundreds of ligHt BulBs illuMinated WitH tHe Help of lasers and 
refleCtiVe Materials, and pulsating to CoMplex, eleCtroaCoustiC rHytHMs 
inspired By urBan life, Courtesy of sound designer MetaMetriC.
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SouNd buSINESS AdvICE

Joel Beckerman
CoMposer and founder,  
Man Made MusiC 
@JoelBeCkerMan

in ConVersation WitH

Jürgen Hecker
senior eConoMiCs editor, 
agenCe franCe-presse
@JurgenHeCker

Tell multisensory stories
Humans respond to sound faster than any other 
sense, says Joel, making it the pivotal organizing 
aspect of any experience. Be multisensory from 
the start in applying the power of sound in your 
marketing strategy. 

Use sound connections 
“Sonic humanism” explores how integrating sound 
can effectively connect your story to people’s 
everyday lives, whether you’re boosting a brand 
or introducing a new technology. Joel thinks 
we’re just scratching the surface: What should 
an electric car sound like? How realistic can 
we get with 3D soundtracks for spatial VR? Is 
there a way to turn complex data streams into 
symphonies of data?

ta
l
k

“wE ARE All CoMPoSERS, CuRAToRS 
of ouR owN SouNdTRACK juST by 
THE CHoICES wE MAKE.”

read (and listen to) 
The Sonic Boom: How sound transforms the way we think, feel and buy.

Music is emotional fuel, powering nations, movements and moods. 
Using a montage of audible memories (with a David Bowie-esque 
finale), composer Joel Beckerman showed us how to tell stories with 
music, create signature branding with sound, and illustrated how 
sonic environments can change lives.

http://bit.ly/2qBgIfn
http://bit.ly/2qBVBW0
http://bit.ly/2rJaElc
http://bit.ly/1wzYvcj
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Develop sonic strategies 
Create from an emotional place. Don’t just go 
for an earworm jingle or recognizable anthem: 
go for both (and more) to ensure you hit the 
right notes. Use quiet background sounds 
to create mood, foreground sounds to grab 
attention, and tunes to uplift. 

Science  
says

tHe droning 
Monotony of a 

plane’s CaBin Makes 
airline Meals eVen  

More Bland. 

Star Wars 
says

JoHn WilliaMs’ 
iConiC sCore tells 
tHe story as MuCH 

as Visuals do. 

  
Sound effects  
on health
Man Made MusiC is trying 
to solVe “alarM fatigue” 
in Hospitals, WHere 
Constant sounds Make 
patients siCker WHile not 
alerting CaregiVers, WHo 
HaVe learned to tune  
tHeM out. 

 
And 

remember 
WHen seleCting MusiC 

and otHer sounds 
for your Brand, it’s 
not aBout you: tHink 
aBout your audienCe 
and tHe feelings you 

Want tHeM to HaVe.

http://bit.ly/1niMyA5
http://bit.ly/1niMyA5
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buIldING bRANdS wITH buzz

Laura Henderson
senior ViCe president 
of Marketing, Buzzfeed
@tHelauraHendo

Be responsive
Rewire for change, not technology. Technology is not 
going to solve your problems since it’s constantly 
evolving. Marketers need to quickly adapt to change, 
which means knowing when you’ve made a mistake 
and quickly pivoting.

Lead with your audience
Everything BuzzFeed does is based on signals and 
reactions from its audience in real time. This reveals 
the path ahead and directly influences the arc of a 
story or what a product looks like. “What you think is 
very precious and true is actually not,” Laura advised.

ta
l
k

“ExPERIMENTATIoN IS AbouT 
CREATING RooM foR SERENdIPITy.”

 
Find the next 
neighbour
springing froM tHe 
suCCess of tasty, 
tHeir top-doWn food 
Videos, Buzzfeed 
tested tHe next 
neigHBour, nifty, 
WHiCH applies tHe 
saMe forMula to diy 
lifeHaCks. tHey tHen 
took nifty outdoors 
WHere VieWers Can 
learn skills like 
HoW to Build a fire. 

 
Watch this 
next
in tHeir neW 
sHoW WortH it — 
WHiCH at tHe tiMe 
of Writing Was 
nuMBer one on 
youtuBe — tWo 
Hosts traVel tHe 
World CoMparing 
tHe priCes of food 
options. WatCH 
to see if tHe $1 
dougHnut Beats 
out tHe $100 one.

BuzzFeed is a massive growth machine. Its SVP of Marketing, Laura 
Henderson, shared how they create digital brands (and even a product 
branch) by always experimenting with “the next neighbour.” That is, 
connecting in a similar way with a slightly different audience.

Even large legacy companies born before the net can be as agile 
as those who are digital-first. Here’s how:

http://bzfd.it/1Y4MUOg
http://bit.ly/2rFFM54
http://bzfd.it/1TkOlEb
http://bzfd.it/1UT79z1
http://bit.ly/2scQgbU
http://bit.ly/2oMAb7y
http://bit.ly/2n10qcU
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Practice relentless experimentation 
Resist the urge to focus on, and stick with, one 
idea. By not being scared to spread yourself too 
thin, you’ll make room to discover and adjust 
as you go.

Empower the front line 
When you find talent, celebrate them, elevate 
them and make them the hero.

  
Why the buzz?

More Content tHan 
Cat Videos, Buzzfeed 

produCes 600 pieCes of 
Content daily. tHat’s 

2.5 Million pieCes 
to date.

Buzzfeed is tHe 
nuMBer one Media 

and entertainMent 
puBlisHer aCross 

all soCial platforMs, 
generating More tHan 
nine Billion Content 

VieWs per MontH.

 
Try this

kiCk off one sMall 
proJeCt and resist 
tHe urge to Create 

a strategy. instead, 
foCus on a Clearly 

defined proBleM and 
eMpoWer a teaM By 

letting tHeM solVe it.

 
Make quick 
decisions
WHen donald truMp Called 
Buzzfeed “a failing pile 
of garBage,” tHe CoMpany 
MoBilized. WitHin Hours, 
tHeir produCt laB Created 
and CoMMerCialized an 
entire produCt line, froM 
t-sHirts to trasH Cans. 
tHey sold $25,000 WortH 
of MerCH in 24 Hours, 
WHiCH Was donated to tHe 
CoMMittee to proteCt 
Journalists.

http://politi.co/2j8AWbB
http://politi.co/2j8AWbB
http://for.tn/2eYO1De
http://bzfd.it/2sfkbNZ
http://bit.ly/2jHDEFt
http://bit.ly/2jHDEFt
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PoST‑TRuTH TRuST

Ben Boyd
president of 
praCtiCes and seCtors 
& Ceo for Canada 
and latin aMeriCa, 
edelMan

Give them a reason to believe
“Is this real change or lipstick on a pig?” Ben poses 
this question to clients looking to change their 
public perception. Remember, he said, lipstick 
wears off. 

Purpose must translate into action to be effective. 
Substantive actions create great stories and, as 
Ben noted, “stories drive business, stories change 
hearts and minds, stories unlock wallets.”

Follow the ABD’s 
Customers populate a spectrum that ranges from 
indifferent to deeply committed.

The deeper the relationship with your customer, 
said Ben, the stronger the A to B to D:

ta
l
k

“THE REAlITy IS wE’RE lIvING IN 
A PoST‑TRuTH woRld. IT’S NoT A 
PHASE, IT’S NoT A fAd, IT’S A fACT.”

A is for 
adVoCaCy

tHey’ll yell 
HoW MuCH 
tHey loVe 
you froM tHe 
soCial Media 
rooftops.

B is for  
Buy

data says 
CustoMers 
in deeper 
relationsHips 
Buy More, Buy 
regularly and 
Will pay a 
preMiuM.

D is for 
defend

alMost all 
CoMpanies sCreW 
up at soMe point. 
if you HaVe a deep 
relationsHip WitH 
CustoMers WHen 
you do, tHey’ll 
HaVe your BaCk.

If you question that we live in an age of distrust, you probably don’t follow the news.  
Given this new world of alternative facts, how do brands tell stories that build trust?

Overseer of the famous Edelman Trust Barometer, Ben Boyd has his finger on the pulse of 
what drives consumer confidence. Follow Ben’s advice and you’ll see results—trust us.

http://bit.ly/1fyVONU
http://bit.ly/2jjUkju
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Remember… 
aCtions > Words 

77% of respondents in the Trust Barometer 
expect a company to do well by doing good. 

purpose > pizzazz

86% of consumers make a purchasing choice 
based on how they feel the company is 
moving through the world.

sHoW > tell

Video beats words every single time. 

real people > iMportant people

67% of customers believe in your social media 
activity over your CEO or spokesperson. 
Peers are seen as highly credible and to be 
trusted more than what comes straight from 
the horse’s mouth. In other words, your user 
experience must become your message.

  
From the  

trust data
The three most 

important attributes 
necessary for companies 

to build trust are:

 treating eMployees Well.

 offering HigH-Quality 
produCts and serViCes.

 listening to CustoMers. 

read  
The 10 trust insights gleaned from this year’s Trust Barometer.

WatCH  
Ben Boyd on a broken system, and how to fix it.

http://bit.ly/2jFrpWY
http://bit.ly/2sjObLs
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MARKETING

W
o
r
k
s
H
o
p

Tips for dealing 
with a crisis

 + Speed beats smarts.

 + Acknowledgement of 
the situation is key.

 + Connect emotionally… 
but don’t act emotionally.

 + Counter misinformation 
on the record.

 + Remember: you don’t need 
to win every argument.

Dave Fleet
exeCutiVe ViCe president 
national praCtiCe lead, 
digital, edelMan
@daVefleet

CRISIS MANAGEMENT AT  
THE SPEEd of dIGITAl
Social media has created all kinds of new crises for companies, changing the 
ways and speeds of reaction when things aren’t going exactly as planned. 

With an increasingly fragmented and polarized audience, anyone’s voice 
can quickly escalate on social platforms and many followers believe what 
they read and see there. 

News also moves faster than ever before. Today’s customers expect 
organizational response times to be within 24 hours, if not the hour, 
making the tension between “now” and “right now” palpable. 

How can you adapt your social media strategy to crises?

 
“Post-truth” 
a ConteMporary 
politiCal Culture 
WHiCH is fraMed WitH 
eMotional appeals 
ratHer tHan faCts. 

Tips for preparing 
for the (inevitable) 
crisis
 + Create a central source 
of truth — internally and for 
your audience to follow. 

 + Use data to drive decisions. 
Consider your target and 
reach, and scale directly. 

 + Don’t join the trolls, you’ll 
never win.

 + Use negative comments 
as data to build your 
next marketing campaign, 
FAQ or policies.

http://bit.ly/1fyVONU
http://bit.ly/2sRsiDy
http://bit.ly/2ceW8sE


C
2
 M

o
n
tr

é
a
l 

2
0
1
7
 —

 t
H
E 

M
In

U
tE

S
 

p
r
E
S
E
n
tE

d
 b

y
 E

y

 172

 Mikael tHeiMerdigiTal skin Mateo Mounier, Montréal (2016) 
presented By CHroMatiC
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MARKETING

did you get your 
pHoto snapped By tHis 
BeneVolent duo? tHe 
Clefs d’or Made your 
Well-Being tHeir 
nuMBer one priority, 
putting sMiles on faCes 
eVeryWHere tHey Went on 
tHe C2 site. 
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 Mikael tHeiMer
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MARKETING

did you ColleCt tHeM 
all? Buttons Could 
Be piCked up after 
CoMpleting a laB or 
Braindate, or Were 
aWarded By C2 staff and 
CollaBorators to tHose 
WHo Went aBoVe and 
Beyond. 
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 seBastien roy
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MARKETING

partiCipants Were put 
in front of tHe CaMera 
to ansWer Questions 
froM tHe traVelling 
Vox-pop tHis year. eVer 
Curious, and WitH a 
sMall MoBile reCording 
studio strapped to His 
Bike, He CyCled all 
oVer tHe site in searCH 
of people to interVieW. 
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 agnieszka s



36 
instagrammers, tweeters, 
snapchatters, facebookers, 
linkediners and storifiers 
in the Social Squad

34,952 
engagements on Twitter



293,588,515 
impressions

18,005 
posts on Twitter and Instagram 
during the event
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45 million people watched 800 hours 
of live streaming on Twitter in the 

first quarter of 2017 and, according 
to BuzzFeed, the social media 

company is looking to produce 24 ⁄ 7 
programming to stay competitive. 

Between 2001 and 
2016, the U.S. Bureau 

of Labor Statistics 
found that newspaper 

publishers lost over half 
of  their employees. 

The Honourable Mélanie Joly confirmed 
that Canada’s cultural sector accounts 

for 3% of the GDP and 630,000 jobs—
more than the forestry, fisheries and 

agriculture sectors combined.

Meanwhile, this year 
Netflix released 
1,000 hours of original 
programming. That 
would take you more 
than 41 full days to 
binge watch. 

The projected economic 
impact of AR / VR 
technologies by 2020 is 
an estimated $15.6 billion, 
says Statista.

http://bit.ly/2teOWlw
http://bit.ly/2teOWlw
http://bit.ly/2o2Oojn
http://read.bi/2fOoKZC
http://bit.ly/2iHrUTR
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ENTERTAINMENT

We are digitally connected 
worldwide, we have endless 
amounts of entertaining content 
at our fingertips, yet millions of 
us will still travel the planet to 
attend everything from Burning 
Man to business summits.
Whether it’s analog, digital or both, the future of 
entertainment is about experience, co‑creating 
entire ecosystems, content living on all platforms, 
gamifying our participation with culture and 
making the ordinary extraordinary. 

In the following pages, you’ll find insight 
from those already reinventing the fine art 
of entertainment.

 + How are new modes of production 
and distribution shaping content and 
the consumer experience?

 + How far will VR and other human/ 
computer interaction technologies go 
before they reach their full potential?

 + Can entertainment shape the world 
into a better place by empowering a 
global community to work towards a 
common vision?

 + How can we stay in touch, on track and 
relevant as audience behaviour evolves?

 + Where might we look to find emerging 
platforms and mixed‑reality experiences?

 + What will happen when the line between 
TV and the internet disappears entirely in 
the next decade?
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CHAPTER
189   
Orchestrating enlightenment 
Maestro Kent nagano  
(orchestre syMphonique de Montréal)
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Boundless creativity 
the honourable Mélanie Joly  
(governMent of canada)

193   
Making your audience the hero 
tiM Kring (screenwriter and 
television producer)

195   
The story always wins 
aManda hill (a+e networKs) 
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Using the force of your fans 
Jade rayMond (electronic arts)

199   
Possible VR futures 
félix laJeunesse & paul raphaël (felix & paul)  
bJorn laurin (linden lab)

201   
VR the world 
MoniKa bielsKyte (allfutureeverything)

203   
Go tell it on the Mountain… in VR 
c2 lab

207   
Say no to annoying tech 
anthony palerMo (connect&go)

209   
The evolving art of interaction  
daisuKe saKai + taKashi Kudo (teaMlab)

223   
The C2 Montréal 2017 playlist

talKs & conversations

Masterclasses

worKshops

Much, Much More
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ENTERTAINMENT

to celebrate c2’s opening, 
Mæstro Kent nagano 
and 10 MeMbers of the 
orchestre syMphonique 
de Montréal perforMed 
Meeting with a friend by 
latvian coMposer georgs 
pelecis. the Music was 
chosen by the Mæstro 
hiMself—a regular at 
c2 Montréal—and for a 
very syMbolic reason. 
the solo violin, strings 
and piano piece is 
coMprised of vigorous 
and lively conversations 
between the instruMents 
and the soloist, 
evoKing the Meetings 
and exchanges that 
would taKe place during 
the conference. 

striKing video 
Mapping, courtesy of 
thibaut duverneix and 
studio gentilhoMMe, 
enveloped the 
360 big top, 
Magnifying the Magic 
of this perforMance.    

http://bit.ly/2sUajfU
http://bit.ly/2sQNJUO
http://bit.ly/2sWjc8j
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 allen Mceachern
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ENTERTAINMENT

ORCHESTRATINg 
ENlIgHTENMENT

Maestro 
Kent Nagano
Music director, orchestre 
syMphonique de Montréal

@osMconcerts 

in conversation with

Gregory Charles
Musician, radio and television 
host, artistic director of the 
lanaudière festival

@gregexperience

Culture, technology and economic cycles are 
all in flux, all the time. The human spirit, however, 
remains constant in the change. That's where 
Maestro Kent Nagano thinks the orchestra comes in. 

The longtime music director of the Orchestre 
symphonique de Montréal was the opening act 
at C2 Montréal 2017, blessing the 360 Big Top 
with his musical stylings (more about his opening 
performance on page 185) and later explaining 
how he connected an entire city to music, and how 
it helps us make sense of our lives. 

Embrace the new age
Maestro Nagano suggests looking to history to help 
solve the problems of our era. The orchestra itself 
has roots in the Age of Enlightenment, when people 
began to think of themselves as free individuals, 
equal and related by universal bonds. 

The Maestro sees the current state of globalization 
as another Enlightenment, where established 
systems can be transformed by participation 
and unprecedented access to the world’s riches, 
regardless of nation or economic status. 

“EvERy TIME THE ORCHESTRA 
ANd I gO ON STAgE, wE TRy 
TO gO AgAINST STATuS quO.”

See how the OSM and Moment Factory combined for Montréal’s 375th anniversary. 

ta
l
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http://bit.ly/2sezOVJ
http://bit.ly/2sezOVJ
http://bit.ly/2rGITty
http://bit.ly/2s1QrGM
http://bit.ly/2rdakJO
http://bit.ly/2sezOVJ
http://bit.ly/2sezOVJ
http://bit.ly/2rFcljz
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Create harmony 
Montréal loves new tech, multimedia 
offerings and public art, which 
has influenced the OSM to 
redefine traditional orchestra 
by merging contemporary and 
classical perspectives. Businesses, 
governments and citizens came 
together to support their efforts, 
constructing the Maison symphonique, 
which opened in 2011.

Play outside 
The Maestro also doesn’t keep his 
orchestra behind closed doors. When 
he joined the OSM in 2006, they 
lacked advertising funds to rejuvenate 
a declining audience base. Through 
soul‑searching, savvy programming 
and (literally) going outside its 
comfort zone, the OSM forged a new 
connection with audiences. They 
continue to collaborate with many 
of the biggest talents in Montréal’s 
artistic scene. 

 
Three fundamental rules  
for cultural impact
(which the Maestro developed by taKing 
cues froM his teenage daughter.)

1. Never compromise on quality 

audiences can iMMediately tell if 
standards have been lowered or 
Musicians aren’t inspired. 

2. Never underestimate the 
intelligence and sensitivity of 
your public 

regardless of education, econoMic 
status or age, the capacity to connect 
with and create worK that MaKes people 
feel soMething is universal and worth 
striving for.

3. Status quo has no meaning

the worst reason to do soMething again 
is because you’ve always done it that way. 
“status quo should be looKed at with  
great suspicion.”

 
Tune in 

watch syMphony for Montréal, 
the visual experience.

checK out the osM’s octobass to hear 
the deepest string instruMent ever 
(they have to Keep it in the concert 
hall—it doesn’t fit anywhere else).

http://bit.ly/2rYTAap
http://bit.ly/2qOVaXS
http://bit.ly/2rpnd4f
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ENTERTAINMENT

The Honourable 
Mélanie Joly
Minister of canadian heritage
@MelanieJoly

“CREATIvITy HAS NO 
bOuNdARIES, THE INTERNET 
HAS NONE AS wEll. THEREfORE 
wE NEEd TO PROMOTE THE 
CREATIvE INduSTRIES AbROAd 
ANd MAkE SuRE THAT OuR 
CREATORS, OuR ARTISTS, OuR 
ENTREPRENEuRS HAvE ACCESS 
TO THESE MARkETS.”

Canada’s cultural sector accounts for 
3% of its GDP. That’s 630,000 jobs or 
3.5% of all the jobs in Canada. That’s 
more than the forestry, fisheries and 
agricultural sectors combined. 

ta
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http://bit.ly/2qBu0Ht
http://bit.ly/2qyR7jc
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 allen Mceachern
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MAkINg yOuR AudIENCE  
THE HERO

Tim Kring
screenwriter and  
television producer
@tiMKring

in conversation with

Cal Fussman
consultant and  
writer-at-large, esquire
@calfussMan

It’s hard to get people’s attention when they’re paying 
attention to so many things. Screenwriter Tim Kring 
knows it well―he had a front‑row seat, as a traditional 
TV storyteller, to watch the internet change everything. 

The creator of Heroes picked up on the early days of 
audience engagement by designing his show to take 
advantage of the cross‑platform possibilities for narrative, 
while also allowing his viewers to become a part of 
the action in real life. Here’s what he learned as he did it:  

Live on all platforms 

The early days of cross‑platform strategy were “the wild, 
wild west,” said Kring. “No idea was a bad idea because 
no one knew what a bad idea was.” The freedom to try 
whatever they wanted allowed him and his team to make 
content that lived on all platforms, which soon became 
the norm.

Let them contribute 

It was looking out at a sea of people in homemade 
Heroes costumes at Comic‑Con that made Tim realize his 
show had taken on a life of its own. His audience wasn’t 
just watching but involving themselves in the narrative. 

“They wanted to consume, connect, create and they 
wanted to contribute,” he realized. The lightbulb went off. 
Thinking about what the audience could take away from 
a story became his passion. 

ta
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“wHEN yOu HAvE A fRACTuREd 
AudIENCE, yOu HAvE TO MEET THEM 
wHERE THEy lIvE.”

http://bit.ly/2qFXQqL
http://bit.ly/1eqiH9n
http://bit.ly/2qBdrIY
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Roll it out in the real world
Allowing viewers to create and push content was 
an ah‑ha moment for Tim, who would later create a 
project called The Conspiracy For Good, which he’s 
dubbed “social benefit storytelling.” (The fan fiction 
project collaborated with audiences to create real 
libraries in Africa.)  

  
Next up: 
Changeup
picture a Mobile 
application for 
charitable giving. the 
app will round up user 
purchases Made via 
sMartphone to the nearest 
dollar, accuMulating 
the change for a direct 
donation to a chosen 
charity. the platforM also 
allows users to create a 
portfolio and browse the 
charities of friends and 
celebrities.

 
Remember 
when… 
…only 1,200 households 
decided what the 
networKs would 
run? we’ve coMe a 
long way since the 
nielsen ratings 
deterMined television 
prograMMing. today, 
storytellers 
coMMunicate alMost 
directly with viewers, 
leading the way to More 
engaging and soMetiMes 
niche stories.

http://bit.ly/2rUyTMT
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ENTERTAINMENT

THE STORy AlwAyS wINS

Amanda Hill
cMo, a+e networKs
@aenetworKs

“We’re in the story business” 
In the battle between story and messaging, story 
will always win because it has a deep, emotional 
impact and the ability to make connections. Story 
is the mechanism that we use to make sense of 
the world: it takes us places, lifts our spirits. “The 
shortest distance between two people is a story.”

Stand for something
Brands generate culture, so they should strive to 
build it with creativity and humanity. Find a way 
to engage and contribute, Amanda advised. “It is 
far better to be something somebody loves than 
to be interrupting what they love.”

ta
l
K

“IN A wORld Of fAkE NEwS, 
wHERE EvERyTHINg IS 
dISCOuNTEd ANd dISCREdITEd, 
ACTuAlly STANdINg fOR 
SOMETHINg THAT PEOPlE bElIEvE 
IN ANd TRuST MATTERS A lOT. 
ANd yOu CAN’T fuCk IT uP.” 

Amanda Hill thinks we have more of everything today except time. 
The Chief Marketing Officer of A+E Networks believes attention is the 
world’s most important commodity. Where audiences spend time 
and who they give it to is key. How do we get audiences to choose us?

http://bit.ly/2rFIxmM
http://bit.ly/2rFKu2z
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Go from summarizing to 
humanizing 
Marketers today need to think and act like 
publishers, journalists and artists, going 
inside stories to find the truth of the matter. 

Stop guessing
The fundamental marketing philosophy 
needs to be that you know very little about 
who you’re talking to. Marketers are poorly 
oriented to understand how real people think 
and feel, so don’t assume anything. “You can 
only stand for what you understand,” she said. 
Create new role models, smash outdated 
views and stop putting people into boxes.

 
Create inspiring, engaging,  
eye-opening storytelling
Lifetime introduced us to four‑year‑old 
Daliyah Arana, who has read 2,000 books. 
To her, inspiring means, “Like, oh my gosh! 
I can do that too!” 

A&E reframed the L.A. riots—and how it was 
told to kids—with filmmaker John Singleton.

HISTORY took another look at the “This Is 
Your Brain on Drugs” ad for the docuseries 
America’s War on Drugs, revealing how the 
whole story often goes untold.

 
Amanda’s three 

takeaways
huManize your brand, 
stand up, stand apart. 

stop MarKeting at people, 
start engaging with theM.

tell huMan stories.

Sad fact
only six 

percent of 
woMen feel 

represented by 
Mass Media.

http://bit.ly/2qFXdhs
http://bit.ly/2qFXdhs
http://bit.ly/2siUV9x
http://bit.ly/2qGwmpN
http://bit.ly/2qGwmpN
http://bit.ly/2rKhmHo
http://bit.ly/2rKhmHo
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uSINg THE fORCE  
Of yOuR fANS

Jade Raymond
vp and group general Manager, 
Motive studios, visceral 
gaMes and Star warS at 
electronic arts
@ibJade

in conversation with

Marissa Roberto
host, writer and producer
@Marissaroberto

Jade Raymond makes franchises. After her success 
building Ubisoft’s Assassin’s Creed and Watch 
Dogs, she joined EA’s Star Wars team to craft the 
next frontier in entertainment: vast networks of 
creators and players co‑creating an entertainment 
ecosystem. She shared her thinking on the art of 
making connections. 

The franchise awakens
In the beginning, George Lucas created Star Wars. 
It became more than a movie, producing sequels, 
toys, books, comics and conventions. It remains an 
expanding universe, a subcultural phenomenon and 
one of the first entertainment properties to become 
an “ecosystem of entertainment experiences.” 

It’s a model of how to transition into a franchise, 
which is a galaxy far, far away from the original, 
singular broadcast form. “Star Wars spoke to people 
in a way that made them want to speak back.” 

Where do we go after engagement? 
The richest form of entertainment is a network. 
Star Wars is defined as much by fans as it is by 
its products. The reason no other entertainment 
property can touch it now is due to the power of 
its network. 

Take a peek into the far‑out future of EA and Star Wars games at starwars.ea.com.

ta
l
K

http://bit.ly/2rF86US
http://bit.ly/2qFZI2K
http://bit.ly/2qH0GAr
http://bit.ly/2qB3pLV
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Create powerful networks 
The most important thing Star Wars does is 
continually create weak links to forge new 
connections—it’s become part of ambient  
life, from Halloween costumes to Lego to 
Facebook posts.

Jade said the challenge for creators today is not 
only to create amazing core content and stories, 
but millions of hooks that can generate new 
links, connect to communities and put fans at the 
centre of the narrative. She called it “the network 
involvement model.”  

The next big thing will not be a  
single experience

“Think farther, see farther and go farther,” while 
positioning your players, content and connections 
at the core.  Creating a system that allows 
creators outside your core team to get involved 
is what counts. 

As Obi‑Wan said, “the Force is an energy field 
created by all living things.” Tap into it. 

 
Let’s get nerdy with 
network theory 
Jade has a thing for the study 
of interacting systeMs. there 
are two types of connections:  
 

1. Strong connections 

linKs or “edges” that are 
deeply involved and engaged. 

the depth of your networK 
depends on the nuMber of 
strong linKs in your systeM. 

2. Weak connections 

low-cost, light entertainMent 
connections, easier to Maintain 
and grow.

the power of your networK 
is Measured by its size, 
correlated to how it creates 
weaKer linKs.

“IN THIS CONTENT-SATuRATEd wORld, bE THE SPARk THAT 
IgNITES CONNECTIONS IN yOuR fANS, fOSTER THOSE 
CONNECTIONS bIg ANd SMAll, CElEbRATE THE CREATIvITy 
Of fANS bECAuSE, AfTER All, IT’S AbOuT THEM NOT yOu.” 
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Félix Lajeunesse  
& Paul Raphaël
co-founders and  
creative directors,  
felix & paul studios

@felixandpaul

in conversation with

Alex Nemeroff
co-founder, dynaMic / Mtl
@neMy

ta
l
K

POSSIblE vR fuTuRES

With more than a dozen projects completed in 
the past five years, the two young founders of 
Felix & Paul Studios are “veterans” in the world 
of cinematic VR. While they are experts in evolving 
VR technology, they’re more interested in creating 
a powerful emotional connection. They believe that 
a strong sense of presence must be consciously 
crafted into every VR experience. 

“THIS IS THE 
SECONd wAvE 
Of vR. buT 
IT'S STIll THE 
'bRICk CEll 
PHONE’ ERA.” 
 — paul raphaël

 
Try these at home
Miyubi (2017)

a 40-Minute interactive coMedy that puts the viewer 
in the body of a Japanese toy robot that arrives as 
a christMas gift in suburban aMerica, 1982.

The People’s House (2016)

a virtual trip to the white house with baracK and 
Michelle obaMa. the caMera has a free-floating, 
dreaMy presence, worKing with the obaMas’ MeMories 
through a voice-over to iMMerse the viewer in the 
experience of living in this unique hoMe. 

Strangers with Patrick Watson (2014)

a vr visit with the award-winning Musician for an 
intiMate perforMance in his Montréal studio. here, 
the caMera is set at a distance and height that 
MiMics a friend dropping in. 

Focus on aesthetics and storytelling

“this looKs so real! i can’t do Much, but who cares!”

user is passive

e.g., felix & paul experiences

It seems like VR has been poised to be the Next Big Thing for 
decades now. Four experts cut through the hype to shed some 
light on what the future might hold.

http://bit.ly/2rq93Qm
http://bit.ly/2rqSa5z
http://bit.ly/1yfmmhF
http://bit.ly/2sBQYx6
http://bit.ly/2rq4k12
http://bit.ly/2soj39V
http://bit.ly/1SlnmuA
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Bjorn Laurin
vice president  

of product, linden lab

@bJorn_gustaf

In 2003, Linden Lab introduced Second Life, 
an online virtual world where users could 
explore, create and interact with each other 
in an amazing variety of ways. At C2, VP 
of Product Bjorn Laurin shared his thoughts 
on the future of online interactive worlds 
and their new “social VR” platform, Sansar.

 
Fun fact 

according to bJorn, 
people are less prone 

to “trolling” in 
social vr situations 

than on facebooK 
or twitter. “vr 

interactions are 
often More honest 

than on social Media.”

Focus on interactivity and gaming

“i can do so Many cool things! it looKs liKe a cartoon, but who cares!”

user is active

e.g., sansar experiences 

“wE bElIEvE THAT THE fuTuRE 
Of vR IS uSER-CREATEd.”
 — bJorn laurin

http://bit.ly/2rCcN1S
http://bit.ly/2r8UW1f
http://bit.ly/Iv6lyV
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Monika Bielskyte
creative strategist and  
co-founder, all future everything
@MoniKabielsKyte

in conversation with

Hugues Sweeney
executive producer,  
national filM board of canada

“SO fAR A lOT Of vR HAS 
bEEN dRAggINg THE Old 
MEdIA’S HAbITS INTO THIS 
NEw SPACE. lIkE PuSHINg 
A SquARE PEg INTO A ROuNd 
HOlE, IT dOESN’T wORk.”

Digital nomad Monika Bielskyte 
suffers from what she calls 

“pathological curiosity.” This is what 
fuels her compulsion to explore the 
hidden spaces overlooked by tech 
companies, and to see how people 
who do not have the same biases as 
us look at VR differently.

ta
l
K

http://bit.ly/2rR2xDe
http://bit.ly/2qXu9lW
http://bit.ly/2sEMaqx
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 arianne bergeron
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gO TEll IT ON THE  
MOuNTAIN… IN vR

c
2
 l

a
b

Mountain

 
C2 labs
c2 labs are unique 
brainstorMing 
experiences that 
taKe you outside of 
your usual fraMe of 
Mind to encourage 
the eMergence of 
new solutions to 
specific challenges. 

Designed by C2 in collaboration with our friends 
at Edge Dimension, Mountain invited participants 
to put their social capacities to good use in a 
unique VR environment developed by Linden Lab, 
the creators of Second Life. 

After “leaving” Arsenal on their own, they discover 
that they’ve become tiny human beings moving 
between blades of grass. Meeting compatriots with 
whom they must collaborate along the way, they 
climb the mountain together and reach the summit 
as giants. 
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Questions raised by participants 
following their Mountain experience

What if the virtual world is more 
beautiful and interesting than 
the real world? Would you come 
out? Will it create more isolation 
and disconnection?

What are the ethics of VR? Does 
the virtual world need virtual 
laws? Who would enforce them 
and what are the consequences 
of unlawful behaviour? Will the 
VR world need a new sense of 
ethics? Who’s responsible?

Will VR help us to have 
conversations with people we 
normally wouldn’t because of 
the way they perceive us?

What will the role of VR be in 
educating the next generation? 

Could you lose your identity? 
Can you know who you are when 
you can’t see yourself?





 agnieszKa s
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Ask yourself:
 + What are my customers’ 
expectations before, during 
and after the event?

 + What value is tech bringing 
to my customers at each step 
of their experience?

 + How does this value relate to 
the content? (music, knowledge, 
information, etc.)

 + How does this value relate 
to the context I am offering? 
(space, time, people, etc.)

 + Could a less‑intrusive 
option bring the same value 
to my customers?

Anthony 
Palermo
co-founder and ceo,  
connect&go

SAy NO TO ANNOyINg TECH

w
o
r
K
s
h
o
p

Tech for tech’s sake 
isn’t relevant
Think about the role 
technology plays in 
our experiences. In the 
not‑so‑distant future… 

 + Intelligence and 
interfaces will be subtle, 
ambient, invisible even.

 + Tech won’t necessarily 
be embedded in mobile 
any longer as wearables, 
gesture recognition and 
voice interfaces develop. 

read More 
Check out our C2 interview with Anthony and C2 event tech collaborators PixMob and e180.

“Event tech” has traditionally only been done a few ways, 
focusing on logistics and processes instead of improving 
the participant experience. Understanding what excites 
an event‑goer, instead of interrupting their interactions or 
overwhelming them with too much information, is the balance 
to strike when connecting them to content and experiences 
that are relevant for them.

As C2 is bound to get techier as time goes on, we’ll definitely 
be taking cues from Connect&GO’s Anthony Palermo, who 
says tech should always be seamless and not overshadow 
the experience itself. 

http://bit.ly/2sXq3ej
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pixMob’s sMart badge 
and scheduling 
platforM, KliK, allowed 
you to plan your agenda 
and exchange contact 
info with the “KliK” 
of a button. it’s also 
where you headed 
to booK Meetings 
on e180’s braindate 
platforM. you could 
even Magically pay for 
goodies by scanning 
your badge, thanKs to 
the rfid technology 
of connect&go.   

 MiKael theiMer

http://bit.ly/2ttlglP
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THE EvOlvINg ART Of INTERACTION

Daisuke Sakai
co-founder,  
teaMlab

Takashi Kudo
director of coMMunications, 
teaMlab

Inspired by the Mona Lisa 
The Mona Lisa is one of Takashi’s favourite works, 
though he could do without the crowds that amass 
around it at the Louvre. 

What if we make crowds a component 
part of the art, art that morphs 
according to the crowd and even shapes 
relationships within that gathering?  
Flowers and People, Cannot Be Controlled 
but Live Together (2014)

A projection of a flower grows; petals bloom or fall off 
when touched. teamLab showed this piece in NYC and 
hundreds packed the space, “killing” the flowers. After 
talking amongst themselves, the audience thinned and 
the flowers grew again. 

  watch

How could art get people not only 
to form relationships with it, but with 
each other?
Flutter of Butterflies Beyond Borders (2015)

Takashi explains how he passed out on the floor after 
three sleepless days installing art. As he slept, people 
passed by, admiring the colours and patterns growing 
around his body. “Just imagine if I fell asleep on the 
floor in front of the Mona Lisa, what’s going to happen?” 

  watch

ta
l
K

read More 
teamLab 
talk about 
the blurring 
boundaries 
between tech 
and art. 

In an age of technology‑driven experiences, teamLab’s Daisuke Sakai 
and Takashi Kudo harness the power of art by putting people inside it. 

Like their constantly evolving, interactive creations, they’re part of a 
team of “ultratechnologists” who create through prototyping and review. 
More than 500 specialists on teamLab make large‑scale digital art with 
a purpose: to inspire meaningful relationships between people and art, 
and between spectators sharing spaces.

http://bit.ly/2rkp7AY
http://bit.ly/2rkp7AY
http://bit.ly/2segGY2
http://bit.ly/2rWuCIw
http://bit.ly/1NxU0KV
http://bit.ly/1NxU0KV
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“wE bElIEvE 
THAT dIgITAl 
ART CAN 
CHANgE THE 
RElATIONSHIPS 
bETwEEN 
HuMANS ANd 
HuMANS, ANd 
bETwEEN 
HuMANS ANd 
THE wORld.” 

 — taKashi Kudo

Floating Flower Garden — Flowers 
and I Are of the Same Root, the Garden 
and I Are One (2015)

Thousands of real orchids fill a room. At the 
entrance, the flowers rise to let people in and form 
a dome around them as they walk. The flowers also 
adjust to surround two or more people should they 
meet, bringing them closer together.

 watch

Wander through  
the Crystal Universe (2016)

A room becomes an immersive sculpture made of 
light, filled with tiny LEDs that react to movements. 
Using a smartphone, people swipe their own stars 
into this universe. 

 watch

Drawing on the Water Surface Created by 
the Dance of Koi and People — Infinity (2016)

An interactive digital pool full of bright koi. When 
someone touches a fish, it dies and flowers bloom. 
The same scene will never be seen twice; everyone 
feels thankful for the presence of other people.

  watch

Music Festival teamLab  
Jungle (2017)

A music festival without any DJs, held inside 
a sculpture made of 700 moving lights, turns 
light into an instrument that people “touch” 
to play music. 

http://bit.ly/29XLe6R
http://bit.ly/2bR8pEf
http://bit.ly/2emUvKr
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Daisuke Sakai
co-founder,  
teaMlab

Takashi Kudo
director of coMMunications, 
teaMlab

Learning with your hands and co‑creation 
is fun, which is why prototyping as a team 
is sometimes more important than having 
a great idea. The teamLab duo invited 
participants to craft the fastest car, with an 
underlying objective of collective iteration.

M
a
s
t
e
r
c
l
a
s
s

http://bit.ly/2rkp7AY
http://bit.ly/2rkp7AY
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 sebastien roy

Lean innovation

Build learn review measure reBuild
reBuild 

again. and 
have fun.
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 sebastien roy

perhaps you noticed 
a few concierges who 
were a little… off. 
luc treMblay, roch 
Jutras and soizicK 
hébert, a trio of 
clowning actors, 
set out to aMuse and 
inspire you with their 
antics and acrobatics. 
did you get their red 
carpet treatMent?   
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 MiKael theiMer
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did you let the “video 
walK” be your guide? 
taKing cues froM the 
garden lab of 2016, 
this year’s 25-Minute, 
audio-visual, 
augMented reality-ish, 
behind-the-scenes tour 
of c2 was equal parts 
poetic and playful.   



C
2
 M

o
n
tr

é
a
l 

2
0
1
7
 —

 t
H
E 

M
In

U
tE

S
 

p
r
E
S
E
n
tE

d
 b

y
 E

y

 216

 JiMMy haMelin
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levy bourbonnais, 
the interactive 
wandering soundMan, 
May have asKed you to 
alter the aMbiance of 
whatever rooM he found 
you in. using a crazy 
console created by 
sound designer colin 
gagné, this Mobile 
auditory artist helped 
you set the Mood 
throughout all three 
days of the conference.    
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 JiMMy haMelin
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 felix renaud

Dominique 
Anglade
Minister of econoMy, 
science and innovation, 
and Minister responsible 
for digital strategy, 
governMent of quebec

When it comes to research 
and innovation, the Québec 
government plans to figure 
prominently among the main 
Organisation for Economic 
Co‑operation and Development 
(OECD) leaders by 2022.  

To reach this goal, it recently 
unveiled the 2017–2022 Québec 
Research and Innovation 
Strategy, which will see $585M 
invested in R&I over the course 
of the next five years.
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electronic Music 
duo the gulf streaM 
were the 360 big top 
house band this year, 
and their Melodic 
synth, deep bass and 
subtle saMples were 
accoMpanied by the 
soul-singing doMi. 
you can listen to 
their sound on our 
c2 playlist.
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 JiMMy haMelin
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THE C2 MONTRéAl 
2017 PlAylIST

Opening performance  
in the 360 Big Top

Maestro Kent Nagano
& the orchestre syMphonique de Montréal  
 listen to the osM on spotify 

The 360 Big Top house band

The Gulf Stream
 listen on bandcaMp

DoMi
 listen on spotify

Heard on the Plaza

YoMiu 
 listen on soundcloud

Nik Olson
 listen on soundcloud

Gayance 

 listen on Mixcloud

Gabriel L.B. Malenfant of radio radio (dJ set)

 listen on soundcloud to one of the songs produced by g.l.b.M.

A treat for all senses, C2 was sure to stack the decks 
again this year with local musical genius. Whether 
grooving outside between our huge terrace and 
the Plaza or under the 360 Big Top, we had the audio 
goodness covered. Just take a listen.  

http://bit.ly/2tq5EiU
http://bit.ly/2snn41h
http://bit.ly/2sN0W0W
http://bit.ly/2sQEogl
http://bit.ly/2sQcukA
http://bit.ly/1MrxcMx
http://bit.ly/2rRUH7U
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In the Forum

Chromeo (dJ set)

 listen to chroMeo’s latest 
albuM white women on spotify

SOFI TUKKER (dJ set)

 listen on spotify

DJ Nino Brown 

 listen on soundcloud 

Under the stars 

Walla P
 listen to hiM host an episode 

of voyage funKtastique

Thomas Von Party 

 listen on soundcloud

Moonshine
dJs odile Myrtil, gabe price  
and bonbon KoJaK

In the Agora

Trio Hugo Mayrand 

 listen on soundcloud 

Simon Denizart Trio
 listen to pocKet wheels, an excerpt 

froM their albuM Beautiful people

Men I Trust 

 listen on bandcaMp

Jazzamboka
 listen on bandcaMp

artistic prograMMing for c2 Montréal 2017 was presented by hydro-québec

Hosting a Montréal‑style party is one celebratory 
aspect of C2 that’s deep in our DNA. This year’s 
Illumination Night festivities were no exception, 
bringing the entire C2 village to its feet.

http://bit.ly/2sQdxRQ
http://bit.ly/2sQssvg
http://bit.ly/2sQbsVR
http://bit.ly/1AB71Ij
http://bit.ly/1zN1GQA
http://bit.ly/2rAn3nJ
http://bit.ly/2sSYaYo
http://bit.ly/1RRdMRu
http://bit.ly/2tKVg4E
http://bit.ly/2rNIqpA
http://bit.ly/29MXSr2
http://bit.ly/2sQy7Bt
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 MiKael theiMer



 sebastien roy

dynaMic electro-funK 
duo chroMeo fired up 
the foruM Main stage 
with a dJ set that got 
everyone Moving. you 
can listen to their 
Musical offerings via 
our c2 playlist.  



101,546 
photos taken by c2’s 8 official 
photographers

4,520 
photos are part of the final 
selection, and categorized into 
228 folders

25 
videographers

5 
terabytes of footage

430 
million video pixels



195 
tablet and laptop rentals

175 
delivery truck loads (or more trucks 
than any touring show—except u2) 

c
2
 f

u
n
 fa

c
t
s

66 
artists

38.5 
hours of live music

13 
artworks presented by 
chromatic and 23 curated 
by arsenal



54% of 
the world’s 
population 
lives in 
urban areas. 

In the next 
20 years, 
two billion 
more people 
will move 
into cities. 

By 2050, 66% of 
the population 
will be urban. 

Sprawl costs the U.S. an estimated 
$1 trillion per year in time, land and 
energy waste.

The fastest growing urban agglomerations 
are medium-sized cities and cities with 
less than one million inhabitants located 
in Asia and Africa.

More than half 
of immigrants 
now bypass 
cities altogether, 
preferring 
to settle in 
the outskirts.

By 2025, Oslo will likely be 
emission free (by clamping 
down on cars). 

2015: the “global city rights movement”  
held its inaugural session in The Hague.

http://bit.ly/28SlWYj
http://bit.ly/28SlWYj
http://bit.ly/2eGS1si
http://bit.ly/2eGS1si
http://bit.ly/28SlWYj
http://bit.ly/28SlWYj
http://bit.ly/1Kgq0Q9
http://bit.ly/28SlWYj
http://brook.gs/2sY1izg
http://brook.gs/2sY1izg
http://bit.ly/2sjOCEZ
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CITIES

Smart cities, megacities, remote 
communities: they are organisms, 
and should be treated as such. 
These high-energy ecosystems cope 
with the daily challenges of urban 
life, including infrastructure, housing, 
mobility and socioeconomic issues.
From Jane Jacobs preaching urban density to 
Gabriella Gómez-Mont gamifying the system so 
citizens can help create public policy, it’s people at 
the heart of the operation. It’s people living together 
who find solutions that foster diversity, inclusivity, 
connectivity, security and sustainability. 

The speakers and ideas in the following pages help 
make sense of smarter city building, transforming 
how we live today while laying down master  
plans for tomorrow.

 + What are best practices for 
responding to, rethinking and 
redesigning cities as  
living organisms?

 + How might public space become 
more efficient and inclusive? 

 + In what ways can urban developers, 
government and cities leverage 
community-based approaches to 
planning for the benefit of all? 

 + What are the global trends that  
will shape urban planning  
and development?

 + How will connected technologies 
change public transport, energy 
consumption and the physical 
architecture of cities?

 + How might sustainable approaches 
help us reinvent the way we plan, 
build and develop cities?

http://bit.ly/2swzKUe
http://bit.ly/2sXCTK0
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CITIES

Denis Coderre
Mayor of Montréal 
@dEnISCodErrE

“You doN’T dEfINE 
THE woRld THRougH 
CouNTRIES ANd 
CoNTINENTS ANYmoRE, 
You dEfINE THE woRld 
THRougH CITIES.”

Check out Mayor Coderre’s onstage selfie  
with C2’s chairman JF Bouchard.  

Three reasons to  
love Montréal

(and not JUSt bECaUSE It’S 
oUr 375tH annIVErSary):

1. Montréal has doubled its number 
of startups since 2011. 

2. The Intelligent Community Forum 
named Montréal its “Intelligent 
Community of 2016.”  

3. On parle français pis anglais, tsé.

ta
l
k

http://bit.ly/2rqyVvo
http://bit.ly/2rpqgco
http://bit.ly/2kAWBGu
http://bit.ly/2kAWBGu
http://bit.ly/28JsNTb
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CITIES

gAmIfYINg 
THE CITY

Gabriella 
Gómez-Mont
foUndEr and dIrECtor, 
laboratorIo para la CIUdad
@GabrIElla_lab 

“SEE wHAT HAPPENS wHEN wE CREATE 
CITIES NoT oNlY foR THE HumAN bodY, 
buT foR THE HumAN ImAgINATIoN.”

ta
l
k

How do you mobilize everyday citizens to transform 
a city? According to Gabriella Gómez-Mont, you 
create a space where artists, coders, activists, 
bureaucrats and everyday citizens work together to 
bring the city of their dreams to life. 

Gabriella is the founder and director of Mexico 
City’s Laboratorio para la Ciudad, or City Lab. Her 
think-tank collaborators gather data, co-create 
projects, make art and draft public policy. 

Injecting creativity into government 
The lab exists to resolve a fundamental paradox: 

“On the one hand, we expect government to be 
stable and sure-footed,” Gabriella said. “On the 
other hand, we sometimes complain that they’re 
not privy to the latest ideas and the most exciting 
things out there.”

rEad MorE  
Gabriella Gómez-Mont talks about imagination during Fellows Friday on TED Blog.

http://bit.ly/2rCtkD6
http://bit.ly/2r9azpn
http://bit.ly/2rUwkIc
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Crafting policies the same way  
we design products 
Laboratorio para la Ciudad asked 31,000 citizens what 
they think about Mexico City—their struggles, hopes 
and dreams. Researchers then cross-referenced this 
qualitative information with quantitative data to craft 
citizen-informed safer street policies.

a tranSportatIon takEoVEr 

Laboratorio para la Ciudad, for example, temporarily 
shut down Mexico City’s elevated highways, letting 
thousands of pedestrians and cyclists take over. This 
festive take on the city infrastructure was a symbolic 
way of giving it back to citizens—and safer street 
policies followed.

No money to collect data? Gamify it 
The Laboratorio relies on the capacity of ordinary 
citizens to help design public policy, operating on two 
principles: open city law and open data. How do you 
make sure citizens get on board? By making the  
data collecting fun.

play Mapatón, MakE yoUr CIty bEttEr

Mexico City’s 30,000 microbuses are part of a massive, 
informal transit system. They move 14 million rides 
every day over 1,400 routes and, until recently, none of 
them were mapped. Laboratorio para la Ciudad fixed 
the problem by gamifying the process.

Citizens—we’ll call them players—were invited to 
download the Mapatón app and compete for prizes by 
riding the system while sharing their localization data, 
thus mapping the routes. It worked.

 
Check out

a lab for tHE CIty on 
tHE laboratorIo para la 

CIUdad wEbSItE.

Mexico 
City by the 

numbers
22 MIllIon pEoplE 

lIVE In GrEatEr 
MExICo CIty

9.5 MIllIon 
lIVE In tHE 

MEtropolItan arEa

6 MIllIon CoME 
Into tHE CIty 

EVEry day to work

http://bit.ly/24rLoL9
http://bit.ly/2rChfO1
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CITIES

ACquIRINg dRoR-vISIoN

Dror Benshetrit
dESIGnEr and  
prInCIpal, dror
@drorbEnSHEtrIt

Problem solving, Dror-style
1. Out with the functional, in with the meaningful

Design is not only about creating strictly functional 
objects. It’s about building emotional connections 
between ourselves and objects, and between one another.

 parkorMan

IStanbUl aSkEd dror to dESIGn ItS fIrSt CEntral Urban park. 
HE rEalIzEd It waS nECESSary to EaSE Into a rElatIonSHIp 
bEtwEEn HUManS and natUrE In a CIty wHErE bUIldInGS arE 
MorE faMIlIar to pEoplE tHan trEES. tHE rESUlt: a park fIllEd 
wItH playfUl InStallatIonS SUCH aS a traMpolInE, ball pItS 
and MaGICal wIndInG patHS.

2. Take a step back… further

Don’t limit your creativity: be a comprehensivist. 
Dror’s team tackles design problems by going beyond 
their in-house capabilities and opening up all creative 
possibilities. Reality can wait until the next step. 

 Galataport MaStErplan 

dror InnoVatEd aCroSS dISCIplInES to dEVElop tHE world’S 
fIrSt UndErGroUnd CrUISE SHIp tErMInal on tHE boSpHorUS 
In IStanbUl. tHE kEy: apply a prodUCt dESIGn proCESS 
to a plannInG CHallEnGE. tHE rESUlt: pUblIC aCCESS to a 
prEVIoUSly UnaVaIlablE SEafront.

ta
l
k

“If You wANT To CREATE 
A movEmENT, You CAN’T dANCE 
AloNE. You NEEd A ComPANIoN.”

Dror Benshetrit designs big things, but never alone. He tackles every project—from the 
small to the stupendous—with ingenuity, curiosity and boundless imagination. Then he 
gets creative companions from other disciplines to help him design everything from 
parks to cities and even islands.  

Dror’s methodology is simple: approach problems with your heart, not just your head. 

http://bit.ly/2qUe6cL
http://bit.ly/2qQy6IZ
http://bit.ly/2rXoccZ
http://bit.ly/2swpzMB
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3. Find partners who know what you don’t

Dror collaborates with world-class specialists to 
help implement projects. This is how high-concept 
ideas get real.

  nUraI ISland 

wHEn aSkEd to dESIGn a lUxUry CoMMUnIty on an ISland off 
abU-dHabI, dror workEd wItH dEVElopErS and EnGInEErS 
to dESIGn HoMES ConCEalEd bEnEatH a CarpEt of VEGEtatIon, 
EnSUrInG prIVaCy dESpItE proxIMIty.

4. Experiment to find an idea’s full potential

To Dror’s team, every project is an occasion for 
research and development. This is how they advance 
their understanding of what an idea can become.

qUadror 

wHat bEGan aS an ExpErIMEntal dESIGn for a SMall 
CoMMISSIon bECaME a MUltIpUrpoSE GEoMEtry wItH 
UnlIMItEd applICatIonS. tHE qUadror, MadE froM foUr 
IdEntICal l-SHapEd pIECES, GoES froM MICro to MaCro — 
froM art pIECES to MaSSIVE SUpportInG StrUCtUrES.

5. Get out-of-this-world insight 
Dror encouraged us to take a cosmic perspective. 

“Every astronaut that landed on the Moon has said 
the same thing: 'If every person in the universe would 
gain this perspective, it would change us as people.'”

 lUnar landSCapE 

to CElEbratE tHE 50tH annIVErSary of tHE fIrSt StEpS 
on tHE Moon, dror IS bUIldInG a MaSSIVE walkablE lUnar 
SUrfaCE fEatUrInG tHE EartH, aS SEEn froM afar, aGaInSt 
a dEEp blaCk doME.  HE bElIEVES rECrEatInG tHIS CoSMIC 
pErSpECtIVE, and lookInG baCk at oUrSElVES froM SpaCE, 
MIGHt allow US to SHarE tHE lUnar InSIGHt of aStronaUtS.

http://bit.ly/2qR4g74
http://bit.ly/2rDJitK
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CITIES

SmARTEN uP

Harout Chitilian
Montréal CIty CoUnCIllor  
and VICE CHaIrMan of tHE 
ExECUtIVE CoMMIttEE
@HaroUt_Mtl 

Amy Liu
VICE prESIdEnt and dIrECtor, 
MEtropolItan polICy proGraM, 
brookInGS InStItUtIon
@aMy_lIUw 

Assaf Biderman
foUndEr and CEo, 
SUpErpEdEStrIan & aSSoCIatE 
dIrECtor, MIt'S SEnSEablE 
CIty lab

In ConVErSatIon wItH

John Rossant
foUndEr and CHaIrMan,  
nEw CItIES foUndatIon
@roSSant

C
o
n
V
E
r
S
a
t
I
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A “smart city” is a hub of technological, 
economic and intellectual activity that attracts 
tech businesses, knowledge workers and their 
families. It’s built by integrating technology into 
infrastructure and operations, while also fostering 
smart communities.

These characteristics were front of mind at the 
Rethinking the city of tomorrow panel, which 
imagined what thriving urban environments will 
look like in years to come. Here’s what we learned: 

Smart cities adapt… 
In the face of emerging technology and shifting 
economic trends, a smart city will move its 
workforce into the industries of the future. For 
example, San Diego, with its large naval base, is 
making the transformation from military town to 
innovation hub.

…and help people adapt  
Smart cities work to close the digital divide by 
understanding technology’s impact on people and 
providing opportunities for skills development. 
Cities all over North America, for example, are 
funding local initiatives to teach digital literacy.

They offer citizens a great 
quality of life 
Drawing talent to your city means more than 
providing jobs. Great employees also want great 
schools for their kids, a safe environment to live in 
and a community that enriches them. 

IntErnEt for EVEryonE  
Read about EveryoneOn, an initiative to get the Bronx online. 

http://bit.ly/2bUxf47
http://bit.ly/2seWJA2
http://brook.gs/2mRJcMO
http://bit.ly/2rljDps
http://bit.ly/2rqcsye
http://bit.ly/2rqcsye
http://bit.ly/2rqcsye
http://bit.ly/2qBTyS9
http://bit.ly/2qH5vFa
http://bit.ly/2rlEBEW
http://bit.ly/2rlEBEW
http://bit.ly/2sfrMMg
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They provide new options for mobility
With the emergence of electric and autonomous 
cars, a smart city will provide a mix of accessible 
transportation options to move a growing number  
of residents.

They compete with the world’s 
megalopolises
Small and medium-sized innovation cities will drive 
value and productivity on par with the world’s giant 
tech hubs. Due to their size, secondary cities can be 
more agile and efficient at integrating new technological 
infrastructure. They’re often university cities that 
attract educated workers from abroad who remain 
connected to strong global networks. 

“THE kEY INgREdIENT foR ANY SuSTAINAblE, 
PRofITAblE ComPANY IS TAlENT. ANd CITIES ARE  
ComPETINg… IN oRdER To ATTRACT THE bEST TAlENT 
You NEEd THE bEST quAlITY of lIfE.”

 — HaroUt CHItIlIan

 
Beta is 
better

SMallEr SMart 
CItIES CrEatE HUGE 
opportUnItIES and 

HaVE adVantaGES 
SUCH aS EaSIEr 

plannInG and 
StronGEr SoCIal 

nEtworkS.

Home sweet 
home
MId-SIzEd, UnIVErSIty 
CItIES SUCH aS lyon, 
tEl aVIV and Montréal 
CUltIVatE qUalIty of lIfE: 
tHEy HaVE HIGHly EdUCatEd 
and dynaMIC popUlatIonS, 
bUt arE MorE affordablE 
tHan bIG MEtropolISES 
and offEr a SlowEr, MorE 
faMIly-foCUSEd paCE.

Auto ban
In 2019, oSlo wIll 

IMplEMEnt a ban on all 
prIVatE CarS In ItS 

CIty CEntrE. HElSInkI 
alSo HaS an aMbItIoUS 

plan to MakE Car 
ownErSHIp rEdUndant 

by 2025.

Website  
welcome mat
tHE CIty of Montréal 
rECEntly laUnCHEd 
“Montréal, a nEw 
bEGInnInG,” a 
wEbSItE tHat HElpS 
nEwly-arrIVEd and 
fUtUrE MontrEalErS 
fInd tHE SErVICES 
tHEy nEEd to HElp 
tHEM SEttlE.

http://bit.ly/2rFNGv9
http://bit.ly/2rFNGv9
http://bit.ly/2rFNGv9
http://bit.ly/29U0MaE
http://bit.ly/29U0MaE
http://bit.ly/2i0nzXJ
http://bit.ly/2i0nzXJ
http://bit.ly/2snldrb
http://bit.ly/2snldrb
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mobIlITY foR TomoRRow

“mobIlITY IS moRE 
ImPoRTANT THAN CARS.” 

Erik Grab
VICE prESIdEnt of StratEGIC 
antICIpatIon, InnoVatIon 
and SUStaInablE dEVElopMEnt, 
MICHElIn

Two industry views

a nEw world ordEr

Disrupters believe we’re in the dawn of a whole 
new age and the tipping point will soon occur. 
Fully autonomous cars, new players without 
vested interests to protect and cataclysmic 
transformations will see mobility momentum 
change and become unstoppable. 

tHE lInEar, InCrEMEntal patH 

Some insiders think transportation industries 
will evolve incrementally and future systems will 
be rooted in what exists now. These incumbents 
believe key players, major assets and overall 
structures will remain intact while change happens 
in an orderly, linear fashion. 

Today, mobility is car-centred, generating congestion and pollution. We have to 
think beyond the automobile as we know it, says Michelin’s Erik Grab, and find 
solutions for a changing world. How will we move in the future? Where are we 
going? A few thoughts on how to move forward…

w
o
r
k
S
H
o
p

http://michel.in/2svlgAp
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Downtown, spread around 
City centres create major congestion. A hyperlocal, 
decentralized group of “little downtowns” 
could shift focus to neighbourhoods and scale 
down mobility needs in the core. It’s also likely 
that smaller, empowered community hubs could 
imagine solutions that meet specific needs.

For whom the bridge tolls… 
Money is a powerful tool to nudge people to 
make sustainable choices. It doesn't make sense 
that commuters pay $3 to take the subway, yet 
pay nothing to take a car across a bridge. We must 
rethink infrastructure financing to stop rewarding 
bad behaviours. Today, financial incentives are 
misaligned with sustainability objectives. Allocation 
of costs should therefore be promoted, in particular 
when using public infrastructure.

Put your workers’ mobility 
on the agenda

CHooSE a CEntral Hq

Open up shop with mobility in mind: helps to reduce 
mobility issues like pollution and congestion. 

lEt pEoplE work froM HoME

Going to the office three days a week instead 
of five reduces mobility needs at the source.

MEEt oVEr SkypE

Especially at the international level, communication 
tech can help us avoid travelling around so much.
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w
o
r
k
S
H
o
p
S

How AI is driving a mobility 
revolution
AI can sift through available transport and 
environment data in real time and utilize it for 
better decision-making when it comes to traffic 
management, transport development projects 
and, eventually, autonomous vehicles.

It can also:

 + Learn the travel patterns of individuals 
and collective transport.

 + Optimize resources to minimize pollution 
through a multimodal approach.

Nicolas Saunier
aSSoCIatE profESSor, 
IntEllIGEnt tranSportatIon, 
éColE polytECHnIqUE 

dE Montréal

@nIColaS_SaUnIEr

AI AT THE wHEEl
Modern mobility is one of the great challenges of our 
times, creating public health and productivity issues 
on both local and global scales. According to the World 
Health Organization, each year approximately 1.25 million 
road users die in accidents and another 15 million 
are injured worldwide. Could artificial intelligence (AI) 
help urban dwellers move from point A to B in a more 
convenient, safe and efficient manner?

http://bit.ly/2sY34QV
http://bit.ly/2sY34QV
http://bit.ly/2sn20b3
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↑36 million
By 2025, car2go predicts car sharing will grow  
to 36 million customers, and that advances  
in self driving will transform the meaning of  
the “driver” within the car entirely.

Jérémi Lavoie
GEnEral ManaGEr, 
Car2Go Montréal 

@Car2GoMontrEal

Josh Moskowitz
rEGIonal dIrECtor, 

Car2Go nortH aMErICa
@J_MoSko

Jean-François 
Tremblay

dIrECtor, GEnEral aUtoMotIVE 
and tranSportatIon CEntEr, 

Ey 

SPEAkINg of mobIlITY  
AS A SERvICE
With society slowly evolving its attitudes 
about car ownership, the sharing economy 
and safer, more efficient mobility, those 
involved in this transformation say that 
the user experience is bound to be at 
the heart of how we move about in the 
future. Jérémi Lavoie says he sees it 
happening today:

1 = 11
For every car2go car on the road,  
11 privately owned cars have been replaced.

+81 million
More than 81 million trips have been made  
since the service launched in 2008. 

http://bit.ly/2s8vcRe
http://bit.ly/2sJT3JK
http://bit.ly/2rRzR8F
https://go.ey.com/2ezpsZi
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CITIES

Claude Guay
GEnEral ManaGEr of Global 
bUSInESS SErVICES, IbM Canada
@ClaUdEGUay

“wAITINg… IS NoT juST 
AbouT PERSoNAl 
INCoNvENIENCE. 
IT’S AlSo AT gREAT 
ECoNomIC CoST. wE 
All HAvE IdEAS of 
THE bIllIoNS THAT 
ARE wASTEd bY uS 
wAITINg IN TRAffIC 
oN THE HIgHwAY.”

ta
l
k

https://ibm.co/2glD2Dc
http://bit.ly/2sRItgY
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Angela 
Tran Kingyens
prInCIpal, VErSIon onE
@atkInGyEnS

Eric Boyko
Co-foUndEr, prESIdEnt and 
CEo, StInGray
@StInGray_MUSIC

Magaly 
Charbonneau
bUSInESS dEVElopMEnt 
SpECIalISt, IntEl SECUrIty

Wesley Chan
ManaGInG dIrECtor,   
fElICIS VEntUrES
@wESCHan

In ConVErSatIon wItH

Harley Finkelstein
CHIEf opEratInG offICEr, 
SHopIfy
@HarlEyf

8 wAYS To CREATE AN 
ENTREPRENEuR-fRIENdlY CITY

Harley Finkelstein joined Angela Tran Kingyens, 
Eric Boyko, Magaly Charbonneau and Wesley Chan for a 
panel on Entrepreneurial ecosystems to try and reverse 
engineer the unique mix of culture and nurture that creates 
the right conditions for startups to thrive. 

1. fInd CoMfort In rISk

Startup founders are often outliers. Encourage risk and 
celebrate the diversity that enables startups and entire 
communities to stand out. 

2. pay It forward

Invest in and support young startups. Panelists 
acknowledged where they came from and how instrumental 
it was to get financial backing. Today, they’re investing in 
young, up-and-coming companies.

3. takE a Global pErSpECtIVE

Startups in smaller cities should be poised to court 
international markets, which can be as simple as 
translating their content into multiple languages. It’s not 
about the location of the startup, but an ability to localize.

“IT TAkES A vIllAgE To RAISE 
A STARTuP.” 

 — HarlEy fInkElStEIn

It can take generations to nurture the entrepreneurial soul 
that makes a city hospitable to budding tech companies. 

http://bit.ly/2sbNLUo
http://bit.ly/2qDKkDP
http://bit.ly/XWe5C9
http://bit.ly/2rShFjb
http://intel.ly/2oSnbgL
http://bit.ly/2sbZpPg
http://bit.ly/2rCl7Pl
http://bit.ly/1MTUzIk
http://bit.ly/2qz2ffG
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4. foStEr InnoVatIon CEntrES

Creative hubs build community and encourage 
collaboration. Montréal’s Notman House, a hotbed 
of entrepreneurial partnerships between startups, 
funders and government, is one example of an 
organization helping small companies succeed.

5. fInd MUltIplE fInanCInG SoUrCES

A startup ecosystem thrives on diverse sources 
of investment: private, government and academic.

6. JUSt bE yoUrSElf!

Draw on your own capabilities. Don’t try to replicate 
Silicon Valley.

7. CUltIVatE CollECtIVE aMbItIonS

Meet with your village and ask,“What are 
our strengths? How do we grow them together?”  
Leveraging these and aligning goals can help create 
an entrepreneurial identity in your community and 
produce meaningful partnerships.

8. rESpECt EntrEprEnEUrSHIp

Recognize when people and organizations are 
entrepreneurial at heart and support them.

 
Insight is 
foresight

anGEla laUnCHEd InSIGHt 
data SCIEnCE to MErGE 
data SCIEntIStS wItH 

pHd StUdEntS. proVIdInG 
MEntorSHIp to aMbItIoUS 

doCtoral CandIdatES 
GIVES tHEM tHE SkIllS 

tHEy nEEd to tHrIVE 
In SIlICon VallEy. It 

alSo CrEatES a pool of 
ElIGIblE CandIdatES 

for data SCIEntIStS to 
EVEntUally HIrE.

http://bit.ly/2reGWzI
http://bit.ly/Tgtkmi
http://bit.ly/Tgtkmi


C
2
 M

o
n
tr

é
a
l 

2
0
1
7
 —

 t
H
E 

M
In

U
tE

S
 

p
r
E
S
E
n
tE

d
 b

y
 E

y

249

CITIES

Christian Yaccarini
prESIdEnt and CEo, SoCIété dE 
déVEloppEMEnt anGUS
@yaCCarInI

“A CITY IS AS RICH 
AS ITS PooREST 
NEIgHbouRHood.”

http://bit.ly/2skkQzm
http://bit.ly/2skkQzm
http://bit.ly/2rP7KH2
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 arIannE bErGEron
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The Blueprint lab looked to renowned urban 
visionaries for clues on tackling elaborate systems. 
Asking participants to build the city of their dreams 
one brick at a time, this hands-on installation was 
a metaphor for commerce and a way of finding 
principles that are transferable. 

Can city planning potentially guide us through 
the maze that is business? Which urban design 
principles can be brought back to the office? Can 
bricks help us brainstorm? How might it look if you 
build a living environment like pioneering urban 
planners such as…

What urban visionaries can teach us 
about our organizations 

C
2
 l

a
b

Blueprint
prESEntEd by  
MEGa ConStrUxtM

A bluEPRINT foR 
bETTER buSINESS

 
C2 labs
C2 labS arE UnIqUE 
braInStorMInG 
ExpErIEnCES tHat 
takE yoU oUtSIdE of 
yoUr USUal fraME of 
MInd to EnCoUraGE 
tHE EMErGEnCE of 
nEw SolUtIonS to 
SpECIfIC CHallEnGES.
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“INTRICATE mINglINgS of 
dIffERENT uSES IN CITIES ARE 
NoT A foRm of CHAoS. oN THE 
CoNTRARY, THEY REPRESENT 
A ComPlEx ANd HIgHlY 
dEvEloPEd foRm of oRdER.”
A champion of organic, urban vibrancy, Jane Jacobs  
might advise us to: 

GEt In tHE MIx 

Diversity is an essential element in planning. A 
cohabitation of old and new―incorporating different 
cultures, ages, incomes and backgrounds―all working 
together makes for favourable conditions to create 
vitality in the office or on the streets. How diverse is 
your workplace?

rEMEMbEr: It’S alIVE!

The city is a living organism undergoing constant 
evolution, with all elements in dialogue. Ask yourself: 
is your company a living thing or a machine? 

Go bottoMS Up 

“No other expertise can substitute for locality 
knowledge in planning,” said the famous urban 
activist. Is there a place for a bottom-up approach in 
your entrepreneurial management models? How can 
you listen and integrate the approaches of  
all your people?

don’t dISMISS dEnSIty 

Urban density is a necessary condition for vibrant 
neighbourhoods, increasing possibilities for chance 
encounters and collaborations. What are the potential 
benefits of concentration in your company?

 
Take a walk 

with Jane 
watCH How JanE JaCobS 

InflUEnCEd How wE 
bUIld CItIES,  

on yoUtUbE.

dIG dEEpEr Into “tHE 
propHECIES of JanE 

JaCobS” VIa  
The ATlAnTic.  

lEarn “How JanE 
JaCobS CHanGEd tHE way 

wE look at CItIES” In 
The GuArdiAn.

Jane Jacobs
wrItEr, aCtIVISt and SoCIal 

tHEorISt (1916-2006)
@JanE_JaCobS

http://bit.ly/2se0upv
http://theatln.tc/2sf5mLe
http://theatln.tc/2sf5mLe
http://theatln.tc/2sf5mLe
http://bit.ly/2bccOhO
http://bit.ly/2bccOhO
http://bit.ly/2bccOhO
https://twitter.com/jane_jacobs
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“wHERE wISdom ARISES,  
wEll-bEINg IS boRN.” 
A stickler for singularity of purpose and 
future-oriented urbanism, when it comes to 
building an ideal office, Le Corbusier might 
have advised us to:

MakE a plan

The basis of his city building, the man loved 
straight lines and order. How important is 
planning in your industry? Do you make any 
room for improvisation? 

SEEk oUt SEparatE SpaCES

In Le Corbusier’s world, spaces were 
separated on the basis of their functions. 
Is the orderly organization of a work 
environment a guarantee of efficiency? 

ConSIdEr tHE MaCHInE

“A house is a machine for living in,” the 
starchitect famously wrote in 1927. How 
might complicated systems become 
optimized with science and technology? 

dEfaMIlIarIzE 

Change habits, behaviours and thinking with 
new, strange, fast and radical ideas. In an 
entrepreneurial world, is it better to rely on 
disruptive or evolving innovation? 

 
More about  
Le Corbusier
own a pIECE of lE 
CorbUSIEr’S HIStory: The 
parIS-baSEd aUCtIon HoUSE 
artCUrIal HaS pUt MorE 
tHan 100 MEtal SConCES 
dESIGnEd by tHE faMoUS 
arCHItECt Up for GrabS.

Mark yoUr CalEndarS: tHE 
lE CorbUSIEr fEStIVal IS 
takInG plaCE latEr tHIS 
yEar In CHandIGarH, wHErE 
SoME of HIS bESt-known 
CIty planS wErE laId.

Charles-Édouard 
Jeanneret, a.k.a. 
Le Corbusier
StarCHItECt and dESIGnEr 
(1887-1965)
@SItElECorbUSIEr

C
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b

http://bit.ly/2rcns1O
http://bit.ly/2rl68pV
https://twitter.com/sitelecorbusier


C
2
 M

o
n
tr

é
a
l 

2
0
1
7
 —

 t
H
E 

M
In

U
tE

S
 

p
r
E
S
E
n
tE

d
 b

y
 E

y

 254

“THE ENjoYmENT of SCENERY 
EmPloYS THE mINd wITHouT fATIguE 
ANd YET ExERCISES IT; TRANquIlIzES 
IT ANd YET ENlIvENS IT.”
Setting a standard of excellence that continues to 
influence landscape architecture the world over, this early 
conservationist might suggest we: 

prESErVE tHE SpIrIt

Fully utilize the naturally occurring features of your space 
to respect its innate and unique genius. There is power in 
remaining faithful to original character. How can you celebrate 
and value the specificities of your company? 

CrEatE rooM for ContEMplatIon 

Use landscape, art and greenery to help meet deep, human 
needs. The democratization of access to natural spaces was 
essential to this urbanist, so how can workplaces promote a 
time and place (for everyone) to relax? 

EnGaGE wItH GrEEnEr SyStEMS

To contain a city and urban sprawl, Frederick believed in 
creating green links between parks by making ecological 
corridors. What are the advantages of positioning your 
company in sustainable and complementary networks? 

pICtUrE tHE CoMpoSItIon 

Frederick avoided fashion for fashion’s sake, favouring a 
pictorial composition with natural layers of texture and 
hues to create different perspectives. What influence does 
the layout of the workplace have on the happiness and 
performance of employees? 

 
Wander  

further into 
Olmsted’s 

ideas 
dIVE Into olMStEd’S 
VIEwS on “radICal” 

pUblIC SpaCES. 
 

dId yoU know 
olMStEd waS onCE 
HIrEd by tHE CIty 
of Montréal? takE 

a HIkE on tHE 
MoUnt royal. 

Frederick Law 
Olmsted

landSCapE arCHItECt, 
JoUrnalISt and SoCIal 

CrItIC (1822-1903)
@CEntralparknyC

http://theatln.tc/2oi0CSA
http://theatln.tc/2oi0CSA
http://bit.ly/2rcv0Sk
https://twitter.com/CentralParkNYC
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“TowN ANd CouNTRY muST bE 
mARRIEd, ANd ouT of THIS 
joYouS uNIoN wIll SPRINg A 
NEw HomE, A NEw lIfE,  
A NEw CIvIlIzATIoN.” 
Imagining that an ideal city would combine the best 
features of both city and countryside, Ebenezer might 
advise that we build a business by: 

nEtworkInG 

The only way to operate in our interconnected world, 
really. When was the last time you evaluated how your 
networks strengthen your business? Do you know 
where you need to reach and connect to next? 

bEInG aUtonoMoUS and CoMplEMEntary

Strike a balance between individual and collaborative 
practices. On what scale and in which aspects is it 
better to work alone or in a group? 

ConCEntratInG on ConCEntratIon

Density promotes activation and animation of public 
spaces. How does concentration create benefits for 
your business? 

tHInkInG aboUt proxIMIty and MarkEtabIlIty

The quality of what you’re building will influence your 
marketability. How close is too close? Does spatial 
proximity with the members of your network provide 
any marketable advantages? 

 
Indulge  
your mind
fInd oUt aboUt 
EbEnEzEr’S tHrEE 
MaGnEtS for a 
SUCCESSfUl SEttlEMEnt.

takE a look at HIS 
trIppy UtopIan CIty 
MapS, wHICH HaVE 
InflUEnCEd Urban 
plannErS for oVEr 
a CEntUry. 

Ebenezer Howard
pHIlantHropISt, IdEalISt 
and foUndEr of tHE GardEn 
CIty MoVEMEnt(1850-1928)
@GardEn_CItIES

http://bit.ly/2qFJ8A2
http://bit.ly/2qFJ8A2
http://slate.me/2hz0775
http://slate.me/2hz0775
http://bit.ly/2rq5oBV
http://bit.ly/2rq5oBV
https://twitter.com/garden_cities
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 aGnIESzka S.



MakInG tHE MoSt of tHE 
pICtUrESqUE, HIStorIC 
laCHInE Canal, tHE 
flEEt of lE pEtIt 
naVIrE ElECtrIC boatS 
wErE a GrEat way to 
MoMEntarIly ESCapE all 
tHE GoInGS on and takE 
It all In. partICIpantS 
took 70 rIdES on tHESE 
boatS oVEr tHE CoUrSE 
of tHrEE dayS, EnJoyInG 
tHE laCHInE Canal 
rEVItalIzatIon proJECt 
In tHE proCESS.    

http://bit.ly/2sQDHCR
http://bit.ly/2sQDHCR


 JIMMy HaMElIn



wE bUIlt a tErraCE. and 
not JUSt any tErraCE: 
a GInorMoUS floatInG 
onE. wItH a boat doCk. 
tHE 25,000-SqUarE-
foot HarboUr and 
HanGoUt, wHICH CoUld 
SUpport 1,000 tonS, 
EaSIly bECaME a Crowd 
faVoUrItE aS a plaCE to 
Eat, drInk, braIndatE 
and danCE tHE 
IllUMInatIon nIGHt away.  



 JIMMy HaMElIn







2,500,000 
watts of electric power  
(as much as a decent-sized mall)

1.2 km 
of underground wiring

5 km 
of network cables

25 tons 
of technical material suspended  
from ceilings
 

480,000 
square feet of playground  
(inside and outside) 



35,000 
square feet of wooden decking

25,000
square-foot terrasse and dock  
(which can support 1,000 tons)
 

640 
hours of technical drawings

C
2
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C
t
S

1 
black cat

1 
family of groundhogs  
(not on the plans)

1 
skunk 



According to Inequality.org, nearly 
three quarters of the world’s 

adults—71%—own under $10,000, 
or just 3% of all wealth. 

If topsoil degradation 
continues, there are only 

60 years of farming left 
worldwide, according to 

Scientific American.

It’s a geographic 
issue, too: 78% of 
the world’s millionaires 
live in Europe or 
North America.  

By 2050, National 
Geographic predicts 
that Earth will have 
to double its crops to 
feed two billion more 
people, an estimated 
population increase 
of 35%. 

The global blockchain 
market is anticipated to 

be worth $20 billion by the 
end of 2024, according 

to Transparency Market 
Research. (It was worth 
$315.9 million in 2015). Tech in Asia reported that a 

majority of banks—69%—are 
already experimenting with 
blockchain. Nearly 50% predict 
a mainstream adoption of 
the open distributed ledger 
technology by 2020.

http://bit.ly/2tcNLXe
http://bit.ly/2g0pw9e
http://bit.ly/2tcNLXe
http://on.natgeo.com/1iUgt0k
http://on.natgeo.com/1iUgt0k
http://prn.to/2sUdHEK
http://bit.ly/2kRZpTG


MOONSHOTS

SpaceX intends to send tourists to the Moon 
as early as 2018, and to Mars by 2022. 

800 PhD students 
in AI and computer 
learning are set to 
graduate in the next 
few years.

22 million people on Earth are 
refugees, and half of them are 

under 18 years old. The U.N. 
estimates there are more than 
300,000 unaccompanied child 

refugees worldwide.

According to Amnesty 
International, Canada has 
approximately 4 refugees 
per 1,000 people, compared 
to more than 20 refugees per 
1,000 in Jordan, Chad, Turkey 
and South Sudan. Lebanon 
has 208 per 1,000.

http://bit.ly/2m6Kh5e
http://bit.ly/2dpV2sm
http://bit.ly/2rFohNE
http://bit.ly/2rFohNE
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MOONSHOTS

After the Soviet Union 
launched Sputnik, President 
Kennedy announced that 
the U.S. was going to go to 
the Moon and back in the 
next decade. 

He had no idea how at the 
time, but that didn’t matter. 
This “moonshot” created and mobilized 
entire ecosystems: industries, 
institutions, academia, government and 
private individuals. The colossal efforts 
it took to realize this dream resulted 
in technological advances that we still 
benefit from today.

What are the next giant leaps 
for humankind? Throughout the 
three days of C2 Montréal 2017, 
we identified five “moonshots”—
challenges that will require radical 
solutions and the mobilization of 
entire ecosystems:

 + Saving our planet 

 + Exploring other planets 

 + Tackling the refugee crisis 

 + Reducing inequality 

 + The evolution of our relationship 
with machines

http://bit.ly/1UoClFa
http://bit.ly/2sVuZRv
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MOONSHOTS

Dean Kamen
PReSIDenT, DeKa  
& FounDeR, FIRST 

Ta
l
K MASS-PROduCINg bREAkTHROugHS

Manufacturing organs—lots of them 
In 2016, the U.S. Department of Defense approached 
Dean’s company DEKA with a challenge: although 
scientists have been able to grow a human ear on 
a mouse since 1997, they had yet to find a way to 
engineer and manufacture human cells and organs 
at industrial scale.

“I can’t tell you what it’ll look like,” Dean said. 
“But I promised them two, quick-start programs 
to make skin and bones within the next couple of 
years. And within five years, to have FDA-approved, 
shippable organs for people who are waiting for 
them, including everything from lungs to livers to 
kidneys. And I think we’re going to be able to do it.”

Dean launched the Advanced Regenerative 
Manufacturing Institute (ARMI) and set off to garner 
the support of the tech and biomedical ecosystem, 
heading to Manchester, NH to purchase a set 
of abandoned buildings that were once home to 
one of the single largest industrial complexes in 
America. Having set up countless labs, scientists 
and collaborators in the revamped complex, the new 
ARMI headquarters is now becoming a world-class 
hub for organ manufacturing.

 
ARMI in 
numbers
400,000+ PeoPle waITInG 
FoR oRGanS In The 
u.S. alone

$300 mIllIon oF PuBlIc-
PRIvaTe PaRTneRShIP 
FunDInG InveSTeD

40+ PRIvaTe comPanIeS 
InvolveD, IncluDInG 
auToDeSK anD lonZa 
BIoloGIcS 

40+ acaDemIc ReSeaRch 
InSTITuTIonS connecTeD

500 enGIneeRS on PayRoll

300% IncReaSe In 
aPPlIcaTIonS To BIoTech 
PRoGRamS aT unh 
mancheSTeR

Engineer and businessman Dean Kamen is one of the world’s great inventors. He’s developed 
game-changing medical technology, affordable water purification tools and, in his spare time, 
invented the Segway. But inventing is only the first step: he’s also widely known for an ability 
to translate groundbreaking research into marketable and scalable products.

He used his time at C2 to talk about two ambitious projects that are set to revolutionize the 
replacement of human body parts and shape a new generation of young innovators. 

http://bit.ly/2qXYe95
http://bit.ly/2oa0eJm
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waTch   
FIRST Global introduces kids to inventing. Check out their powerful video, “This is not a robot.”

 
FIRST Global  

in numbers
51,000 SchoolS

83 counTRIeS

140,000 volunTeeR menToRS

1,300 canaDIan TeamS

1 mIllIon+ KIDS 

33% younG women, 
maJoRInG In enGIneeRInG

91% oF FIRST PaRTIcIPanTS 
aRe moRe InTeReSTeD In 

GoInG To colleGe

Making it about the kids,  
not the robots
Beyond fuelling economies and ecosystems, Dean 
has long seen technology as a force for dialogue and 
social change. Twenty-five years ago, he launched the 
not-for-profit organization FIRST (For Inspiration and 
Recognition of Science and Technology), convincing 
23 companies to sponsor schools and get high 
school students excited about science, technology, 
engineering and mathematics. 

Since then, FIRST has organized an annual 
Olympics-style robotics competition that helps 
connect cultures and encourages countless young 
people of all backgrounds to engage in the challenges 
and opportunities that science has to offer. 

“If wE CAN CREATE A gENERATION 
Of kIdS ANd INSPIRE THEM TO dO THE 
RIgHT THINg wITH THE TOOlS ANd 
TECHNOlOgy, wE CAN fIx THE wORld.”

http://bit.ly/2q4KWT9
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MOONSHOTS

wE ARE All STARS

Dr. Michelle Thaller
DePuTy DIRecToR FoR ScIence 
communIcaTIon, naSa
@mlThalleR

Hold on for the ride 
Right now, we’re traveling at approximately half a 
million miles per hour around our Milky Way Galaxy, 
which takes about one quarter of a billion years to 
circumnavigate. In the history of Earth, we’ve gone 
around roughly 20 times.

Beware the binary
Dr. Thaller was always interested in visual arts, 
drama and dance growing up. People told her she 
didn’t have the right personality to be a scientist. 

"I was told that’s not how you do science. It’s not 
emotional, it’s logical. This is culturally bullshit,” 
she said. “There are so many ways to experience 
the reality that we know is true.” In other words, 
scientists can tell us what happens, but it’s up 
to us to interpret it. “You can put mythology and 
philosophy and religion on the story, and it’s 
beautiful to do so.”

“THERE’S NO SEPARATION bETwEEN 
yOu ANd THE STARS. wHAT ARE yOu 
gOINg TO dO wITH THE bRIEf TIME THE 
uNIvERSE lOOkS THROugH yOuR EyES?”

eT Phone home  
Hear Dr. Thaller answer out-of-this-world questions on her Orbital Path podcast.

Ta
l
K

Who better than an astrophysicist to provide some worldly perspective? 

Working as the Deputy Director for Science Communication at NASA, Dr. Michelle Thaller 
knows a thing or two about moonshots. She kicked off C2’s Cabaret programming with 
an intergalactic primer that made us feel rightfully tiny yet hopeful about a bright future 
for our planet (if we choose to shine together).

https://go.nasa.gov/2qGQA2G
http://bit.ly/2r8VxA1
https://go.nasa.gov/2rxmpu0
http://bit.ly/2rgYiPT
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Touch the universe
Stars spew a rich chemistry of atoms back into 
the galaxy when they die, which Earth picks 
up. Those atoms, having travelled hundreds of 
thousands of light years to get here, become 
the chemistry of everything that’s inside us.  

“If you want to touch millions of years and trillions 
of miles, all you need to do is remember who 
you are,” said Dr. Thaller. “More than that, reach 
out to the person next to you.”

We are the world
We’re not separate: countries, religions, 
politics and other human-made divisions don’t 
exist  from space. To solve climate change, the 
refugee crisis, and make the next giant leaps 
for humankind, we need to work together 
by thinking of Earth the way that it looks from 
space—as a whole.

 
Did you 

know?
DR. ThalleR IS 

(almoST lITeRally) a 
RenaISSance woman: 
She haS a PaSSIon 
FoR Re-enacTInG 

elIZaBeThan DanceS. 
waTch heR Dance 

wITh The STaRS on 
nova’S The SecReT 

lIFe oF ScIenTISTS 

& enGIneeRS.

http://to.pbs.org/1hpT1aJ
http://to.pbs.org/1hpT1aJ
http://to.pbs.org/1hpT1aJ
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MOONSHOTS

Joanna 
Peña-Bickley
GloBal chIeF exPeRIence 
oFFIceR, ThInxmachIne
@JoJoBIcKley

Prof. 
Dava Newman
chIeF ScIence oFFIceR, 
ThInxmachIne

@DavaexPloReR

Ta
l
K AN OPERATINg MANuAl fOR EARTH

Channelling their inner Buckminster Fuller, 
Joanna Peña-Bickley, Prof. Dava Newman 
and their team of “restless revolutionaries” 
at thinxmachine are helping create an 
online, collaborative manual for operating 

“spaceship Earth.”

They’re taking all the data and making 
it simple for anyone with a smartphone 
to understand. That’s how you empower 
individuals, businesses and policymakers 
to take positive daily actions that will 
improve the health of our planet. 

“MAkE NO MISTAkE AbOuT IT. 
THE EARTH dOESN’T NEEd uS, 
buT HuMANITy NEEdS EARTH.”
 — Joanna Peña-BIcKley

ReaD moRe   
Joanna’s piece on how IBM is using AI to better the experience of millions of drivers.

 
Get connected 
eaRTh, you uP? IF you 
Feel lIKe chaTTInG wITh 
The PlaneT, all you neeD 
IS a SmaRTPhone anD The 
eaRThThInx chaTBoT.

From space, 20 Earth-observing satellites beam approximately 2.5 gigabytes 
of data down to us daily. If we put that on CD-ROMs, it would stack up from the 
Cabaret stage to the Moon and back. But big data on its own has no meaning, 
which is where design comes in.

http://bit.ly/2qTu2rt
http://bit.ly/2r29H2D
http://bit.ly/2qTu2rt
http://bit.ly/2rWcy0P
http://bit.ly/2eGwxIO
https://ibm.co/2n7K001
http://bit.ly/2scNT8W
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 JImmy hamelInMoon DanIel IReGuI, monTRéal (2016) 
PReSenTeD By chRomaTIc
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MOONSHOTS

dESIgNINg fOR A POST-PlASTIC wORld

Karim Rashid
InDuSTRIal DeSIGneR anD 
PRIncIPal, KaRIm RaShID STuDIo
@KaRIm_DeSIGn

Rethink what you make 
With or without creative people, industry 
continues—change has to happen from the 
inside. As a designer, Karim focuses on elevating 
human experiences while also asking, “What can 
I do to make this production of goods better?” 
The contribution has to be greater than what’s 
already out there, otherwise the object doesn’t 
need to exist.

Create material transitions
Twenty years ago, Karim asked a plastics 
company to use polypropylene instead of the 
toxic stuff that was the norm (polypro turns into 
vapour and water when burned and is recyclable 
forever). The company made the shift in three 
years. Today, when he designs a polymer-based 
product, he tries to use bioplastics. 

“THE dIgITAl AgE 
CAME AlONg TO 
SAvE THE PlANET.”

Ta
l
K

Every day, we come into contact with 600 or more designed objects, every one of them 
impacting our daily experiences and well-being. For 35 years, Karim Rashid has created 
thousands of objects, products, interior spaces and buildings on small and grand scales, 
often working to decrease design’s eco-footprint on the future. Now he’s at a tipping 
point, a schism of realizing industries can’t go on producing a glut of physical products 
that leave damage in their wake. It’s time, he says, to embrace the ephemeral digital age.

http://bit.ly/2qROw3M
http://bit.ly/2qVaoQ4
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Opt for the intangible innovations
Clued into hyper-production and hyper-
consumption, Karim advocates for new creations 
that don’t have physical form and can compete 
with the physical world for attention. To start 
consuming less, he says, we need to realize that 
we can consume the immaterial and have greater 
experiences. “The physical is becoming more 
banal by the day.”

Create for life
Our creative, information-rich epoch empowers 
individuals to make music, art, tools and 
businesses. If we’re highly perceptive of the 
moment, Karim said, we can contribute something 
meaningful to the world. “We’re on this Earth to 
create. If I create, I am.”

“If wE NEEd MATERIAlITy, 
SuCH AS A PHySICAl CHAIR 
TO SIT ON, MAkE THAT 
ObjECT SMART, ExPERIENTIAl, 
PROgRESSIvE, TECHNOlOgICAl 
ANd SuSTAINAblE.” 

 
What’s a 

bioplastic?
InDuSTRIal PolymeRS 

DeRIveD FRom 
RenewaBle, RaPIDly 

GRown ReSouRceS 
lIKe SuGaR anD 

coRn. IT PRoceSSeS 
InTo eThanol anD 
PolyeThylene In 

ThRee STaGeS veRSuS 
PeTRoleum’S Seven.

 

Why stick 
with plastic  

at all?
BecauSe 70% oF ouR 

woRlD IS PolymeR-
DRIven, IncluDInG 
almoST eveRyThInG 

FounD In hoSPITalS. 
IT’S DeePly ImBueD 

In how conTemPoRaRy 
culTuRe FuncTIonS. 
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ouR veRy own moonShoT

  
A 100% carbon-neutral event
For the second year now, C2 Montréal is 
a carbon-neutral event. Considering we 
welcomed 6,500 participants and speakers to 
Montréal from more than 60 countries, this 
makes us really proud. We compensated for 
100% of our greenhouse gas contributions by 
calculating all CO2 emissions related to land 
and air travel and then purchasing gold carbon 
credits through the Planetair organization to 
offset them.

  
Green guests, clean transit 
We couldn’t do it without you. When 
purchasing tickets to this year’s event, many 
of you elected to “Offset your greenhouse gas 
emissions” and cover your share for just a few 
extra dollars on your ticket. Thank you! 

We also appreciate you choosing greener ways 
to get to and from Arsenal via the metro, Bixi, 
shuttle, car2go and Téo Taxi. Even the boats 
offering scenic rides on the Lachine Canal 
were electric powered!

We’re still on a mission to attain a top-level sustainability ranking 
in time for C2 Montréal 2020. 

When we first started collaborating with the Sustainable Events 
Council and Équiterre for last year’s edition, we declared our 
intention to go green, set up a sustainability audit and analyzed 
our energy profile, earning a Level 2 designation.

This year, with those partners still by our side, we earned our  
BNQ Level 3! Here’s how we did it: 

ORgANIzINg THE bIggEST ECO-RESPONSIblE 
buSINESS CONfERENCE IN THE wORld

http://bit.ly/2sz0d3D
http://bit.ly/1svkALk
http://bit.ly/2s8vcRe
http://bit.ly/2slYMoF
http://bit.ly/2roTVE0
http://bit.ly/2roTVE0
http://bit.ly/2sm77IL
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lEvEl 3

  
Eco-food breakthroughs 
Once again, we continued to only use compostable 
and reusable dishware at our food stations. With 
the help of Consortium Écho-Logique, food scraps 
were also sorted for composting. Behind the scenes, 
surplus food was donated to La Tablée des Chefs, a 
Montréal organization that feeds people in need and 
teaches culinary skills to youth.

  
Low-impact menu 
Not only are our food partners preparing delicious, 
healthy eats, but they continue to prioritize local 
products in their menus whenever possible. All our 
food suppliers also offered an array of vegetarian 
and organic options.  

  
Ban the bottle
It’s not new, but it’s still important: we have banished 
plastic water bottles onsite, encouraging our guests to 
bring or buy their own reusable bottles and have them 
filled by tabl’eau, our filtered water supplier.

http://bit.ly/2sZylDd
http://bit.ly/2rtlMhv
http://bit.ly/2sqsyJO
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 JImmy hamelIn
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MOONSHOTS

wRITINg THE fuTuRE 
wITH SCIENCE fICTION

Kyle Nel
execuTIve DIRecToR,  
lowe'S InnovaTIon laBS
@Kyle_nel Did you know the first thing manufactured 

in space was made with a Lowe's 3D printer? 
Yes, Lowe’s also helps astronauts make tools 
in space. 

The idea came from Lowe’s Innovation Labs, 
where neuroscientists work with science 
fiction writers to anticipate and develop the 
next steps (and leaps) for the North American 
home improvement chain.

Kyle Nel is head of this think tank and has 
learned how to anticipate, get buy-in and 
implement technologies that are still way 
ahead of the curve.

Hire science fiction writers 
Seriously. Sci-fi writers are uniquely capable 
of sifting through all possible futures. After 
testing and research, Lowe’s Innovation Labs 
hands their data over to these authors, who 
turn it into comic books, which serve as 
strategic documents for the C-suite. 

“THE ONly REAl wAy TO gET 
PEOPlE TO uNdERSTANd 
dISRuPTIvE NEw THINgS IS 
THROugH THIS uNIquEly HuMAN 
THINg CAllEd STORy.”

Ta
l
K

ReaD moRe   
Learn how storytelling ignites innovation on the Lowe’s Innovation Labs website.

http://bit.ly/1xF24gH
http://bit.ly/2rSEBP9
http://bit.ly/2rZyhp7
http://bit.ly/2rZyhp7
http://bit.ly/2qGZgB8
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Remember everybody loves 
storytelling, including the CEO
It’s whimsical but their psychology is sound: 
reading a comic book suspends disbelief 
long enough to get decision-makers past any 
disappointment in emerging technology and 
to imagine its opportunity. “Story was the first 
innovation,” said Kyle. 

Avoid the “linear path to doom”  
Today’s path to success isn’t all about working 
hard, says Kyle, but working differently. 

 
Make it so

Lowe’s Innovation Lab 
creations also include:

The holoRoom, 
an auGmenTeD RealITy 

exPeRIence wheRe 
vISIToRS PRacTIce DIy 

SKIllS In vR.

loweBoT, an auTonomouS 
RoBoT ThaT GuIDeS 
ShoPPeRS To ITemS 

anD DoeS Real-TIme 
InvenToRy TRacKInG. The 

FuTuRe IS now. 

c
h
a
n
G
e

TIme

Kyle’s change/time curve
chanGe ToDay IS exPonenTIal 

The grey line indicates the amount of change 
over time along a linear path, while the green 
line tracks exponential change, which initially 
lags but accelerates over time. 

http://bit.ly/2qGUSly
http://bit.ly/2qU6Hch
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MOONSHOTS

Bob Richards
FounDeR anD ceo, moon exPReSS
@BoB_RIchaRDS

“wE ARE AT THE CuSP Of AN 
EvOluTION Of THE HuMAN SPECIES. 
PERHAPS AS SIgNIfICANT AS THE 
fIRST AMPHIbIANS ClIMbINg 
ONTO TERRESTRIAl lANd, wE ARE 
CRAwlINg OuT INTO THE OCEAN Of 
SPACE… SOMETHINg THAT wE MIgHT 
CAll ‘HOMOSPACIEN.’”

Ta
l
K

This self-described “orphan of 
Apollo” is attempting a very 
literal moonshot, rallying private 
funding and public partnerships 
to relaunch efforts to explore the 
Moon (and turn it into our very 
own intergalactic gas station). 

“We are a startup betting on 
another startup to get us to the 
Moon. How risky is that?”

His plan? The first privately 
funded Moon landing (2017), 
a south pole of the Moon 
mission (2019), and the first 
private return mission, with 
samples (2020).

His theory? We haven’t seen 
anything yet. According to 
Bob, our solar system isn’t 
even in an exciting part 
of the galaxy, never mind 
the universe.

http://bit.ly/2aErrfF
http://bit.ly/2qxSG4L
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 allen mceacheRn
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MOONSHOTS

Amir Banifatemi
leaD, aI xPRIZe
@a225

fly ME TO THE MOON

m
a
S
T
e
R
c
l
a
S
S

To land a moonshot, XPRIZE’s Amir Banifatemi 
says you have to be “super ambitious, crazy and 
almost foolish.”

“SHIfT yOuR THINkINg fROM 
lOCAl ANd lINEAR TO glObAl 
ANd ExPONENTIAl.”

How to think about moonshots
 + It’s about imagining a better world.

 + It has to be a hard, large and even 
crazy problem.

 + Use science fiction for inspiration. 

 + Use science to help solve the problem.

 + Put people at the centre of the 
process. Involve them. 

 + Remember that moonshot-style 
change is about hope.

 + Embrace change. People prefer 
incremental change, since it’s more 
comfortable. A moonshot is about 
transformational change; collaboration 
is what allows us to make it happen. 

http://bit.ly/2lhQ7xo
http://bit.ly/2sqP1Wp
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Actual moonshots

commeRcIal avIaTIon

In 1919, the first regular 
international flight took place. 
It was a moonshot because it 
revolutionized the commercial air 
industry a mere 16 years after the 
Wright brothers achieved the first 
airplane flight.

naSa

The word moonshot derives from 
the Apollo 11 lunar mission, which 
landed the first humans on the 
Moon in 1969.

SPace TouRISm

The winning of the $10-million 
Ansari XPRIZE for suborbital 
spaceflight by Mojave Aerospace 
Ventures in 2004.

cuRInG canceR

The Cancer Moonshot initiative 
of the U.S. National Institute of 
Health (NIH) aims to accelerate 
cancer research, make more 
therapies available to patients 
and improve the ability to prevent 
cancer and detect it at an early 
stage. Godspeed.

How to land a moonshot

1. ThInK aBouT youR aSSumPTIonS. 

What’s the thinking that turns this 
moonshot into a reality?

2. IDenTIFy The cRITIcal comPonenTS. 

Break the moonshot down into  
smaller chunks.

3. valIDaTe youR aSSumPTIonS. 

Collect the relevant data to ensure that 
your assumptions hold true. Simulate 
outcomes. Iterate. 

4. DeFIne youR TRaJecToRy. 

“A moonshot is scary when there is 
no trajectory,” said Amir. 
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MOONSHOTS

THE Sky IS 
THE lIMIT

c
2
 l

a
B

Sky

 
C2 labs
c2 laBS aRe unIque 
BRaInSToRmInG 
exPeRIenceS ThaT 
TaKe you ouTSIDe oF 
youR uSual FRame oF 
mInD To encouRaGe 
The emeRGence oF 
new SoluTIonS To 
SPecIFIc challenGeS. 

The Sky lab invited participants to shoot for the 
stars and dream big. Not only did we ask them 
to think about moonshots while dangling 20 feet 
in the air, but to think about ways to cultivate 

“moonshot thinking.” 

In three steps, from launching to landing, here’s 
how to take a trip to the Moon and back (without 
having to leave the Earth).
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STeP 3 
Come back to Earth 
Take a look around you, right 

now. What organizational 
skills do you need to achieve 
your moonshot? How might 

you make it happen?

STeP 1 
Look back
When was the last time you went 
after and achieved a breakthrough, 
even if you didn’t yet have the 
capacity, technology or skills to 
mobilize? Who was there? What made 
it happen? What was your state of 
mind? By reverse engineering your 
last big win, you can find clues as 
to what factors contributed to your 
moonshot thinking. 

STeP 2 
Look far ahead
Imagine a world free of 
stress, without penalties 
for errors, where you are in 
full possession of your field 
of creation and where your 
radical and innovative ideas 
do not jeopardize your career. 
In this space, you have the 
power to collaborate and 
mobilize… so what would you 
do? Define the moonshot. 
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 aRIanne BeRGeRon
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MOONSHOTS

gET INTO THE buSINESS 
Of gIvINg

Frank Giustra
ceo, FIoRe GRouP oF comPanIeS 
FounDeR, RaDclIFFe FounDaTIon
FounDeR, clInTon GIuSTRa 

enTeRPRISe PaRTneRShIP
FounDeR, lIonSGaTe 
enTeRTaInmenT

@FRanK_GIuSTRa

Kirpatrick Day
execuTIve DIRecToR,  
The aScenD InITIaTIve

In conveRSaTIon wITh

Heather Hiscox
newS anchoR anD hoST, 
cBc newS now

@cBchh

Far from simply writing cheques, one of Canada’s 
most revered entrepreneurs, Frank Giustra, is on 
the ground tackling issues from homelessness to 
the Syrian refugee crisis. 

He’s an “entrepreneurial philanthropist” using his 
business acumen and talents to help solve some of 
the world’s most complex and pressing issues. 

See it for yourself
The Syrian refugee crisis is now six years old, 
400,000 people are dead and nearly 5 million more 
are on the move. What made Frank take action? 
Visiting refugees in Lesbos, Greece allowed him 
to witness the crisis firsthand and it changed 
his worldview.

“When you see it yourself it becomes a personal 
problem, not a faraway problem.” 

 

Ta
l
K

ReaD moRe   
C2 participants became part of the solution during a three-day, Ideate for Impact workshop 
that directly addressed the refugee crisis and means of building new livelihoods. 

http://bit.ly/2s0CB7c
http://bit.ly/2qV44UG
http://bit.ly/1Eqki9K
http://bit.ly/1Eqki9K
http://bit.ly/1lfQ3Lm
http://bit.ly/1lfQ3Lm
http://bit.ly/2rFNjiN
http://bit.ly/2s0azZM
http://bit.ly/2sjlNZM
http://bit.ly/2sYEMpi
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Philanthropy in 
business
Elpída is Greek for hope, and 
that’s exactly what The Elpída 
Home for Refugees is providing 
refugees in Lesbos.

The Clinton Giustra Enterprise 
Partnership is comprised 
of social enterprises set up 
as individual businesses, 
each having to succeed and 
be profitable. 

The Ascend Initiative partners 
the resources and expertise of 
corporations with high-impact 
local organizations. One 
example is Airbnb joining forces 
with Greek NGO Solidarity Now 
to provide accommodation 
for refugees.

Turn small initiatives into big 
differences
Frank’s foundation and the International 
Rescue Committee were able to quickly 
determine where the greatest unmet needs 
were and spring into impactful action. 

They built a reception centre in Lesbos that 
helps refugees get the basics when they land: 
tents, water, food, medicine and transport. “We 
put it up in two months,” said Frank. “It would 
take an international aid organization years.”

On the water, people drown due to inadequate 
search and rescue—many of their life jackets, 
purchased on the black market, are useless. 
The IRC worked with a local Greek organization 
to provide boats and equipment, while a 
Vancouver search and rescue crew came in 
to help with training.

“This stuff is just common sense,” said Frank. 
“And anyone in this room, if they have the mind 
to do it, could do it. This is not rocket science.”

“NO MATTER wHO yOu ARE, AS yOu gO 
THROugH lIfE yOu HAvE THE OPPORTuNITy 
TO TOuCH PEOPlE IN A wAy THAT MAkES IT 
A POSITIvE ExPERIENCE fOR THEM.” 

 — FRanK GIuSTRa

http://bit.ly/2rT2ndA
http://bit.ly/2rT2ndA
http://bit.ly/1Eqki9K
http://bit.ly/1Eqki9K
http://bit.ly/2s0azZM
http://bit.ly/2qV44UG
http://bit.ly/2gZf6DW
http://bit.ly/2gZf6DW
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yOuNg glORy TAkES ON 
THE REfugEE CRISIS

wInneRS In 
The PRoFeSSIonal  
caTeGoRy

Emma Ziesemer
coPywRITeR,  
ReDSuIT aDveRTISInG

Tom Kimmorley
aRT DIRecToR, 
nexT ThuRSDay  

Hailing from Brisbane, Australia, this creative duo 
were finalists in every round of the Young Glory 
contest, snatching top prize with a brief about 
bringing people together through soccer. 

In 2018, FIFA is launching a Canadian premier 
soccer league in the hopes to build a following 
for the game. The Red Castle soccer team, from 
Aleppo, was a top Syrian team but is no more. 

The Canadian Red Castle would pay homage the 
team’s memory, offering Syrian players a spot to 
play again and an opportunity to integrate into 
their community. The new team would unite both 
countries around a love for sport and create an 
instant fanbase of 40,000+ refugees. Talk about 
team spirit! 
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See TheIR woRK   
Tom and Emma’s eight briefs can be found at tomandemma.website

Young Glory is an international competition rewarding innovation and 
creative consistency in advertising. One theme from this year’s competition 
focused on helping refugees, or rather, helping to integrate refugees.

Through eight rounds of presentations, 300 teams in professional and 
student categories created campaigns to help meet the challenges of this 
contemporary global phenomenon, and the winners were announced at C2. 

Rafik Belmesk
co-FounDeR,  
younG GloRy 

@RaFIK 

http://bit.ly/2sLUDdE
http://bit.ly/2sPMfLa
http://bit.ly/2sOYtnw
http://bit.ly/2rzVLh6
http://bit.ly/2sSNc51
http://bit.ly/2sSWcXL
http://bit.ly/2erShdB
http://bit.ly/2tSenOi
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wInneRS  
In The STuDenT 

caTeGoRy

Malin Saarinen 
aRT DIRecToR anD coPy 

eDIToR, yRGo

Julia Gillgren
aRT DIRecToR anD 
coPywRITeR, yRGo

This advertising pair from Gothenburg, Sweden 
won the student contest with the help of  MICI—a 
translating toy. Designing a small, panda-shaped 
box with speakers, this children’s device uses 
Google Translate to detect and decipher language, 
allowing kids to speak and play together. 

“There are a few key aspects to get integrated,” 
said Julia Gillgren. “One, getting a job; two, learning 
the language; and three, that you built a social 
context where you make friends.” 

The team focused on the second element, which 
affects the others. The purpose of MICI is to make 
it easier for children to communicate, in Arabic or 
not, with new peers to build friendships.

 

waTch moRe   
Young Glory’s taste of C2 can be found on Vimeo.

http://bit.ly/2sSpO7M
http://bit.ly/2sSpO7M
http://bit.ly/2sSjDkb
http://bit.ly/2sSjDkb
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Scott Shigeoka
oPenIDeo
@ScoTTShIGeoKa 

Alisa Ahmadian
oPenIDeo
@alISaahmaDIan

Mirella Alexou
emeRGency ReSPonSe cenTRe 
InTeRnaTIonal, eRcI
@mIRellaalexou

Paula Schwarz
STaRTuPBoaT
@PaulaPolIce

Mike Zuckerman
InSTITuTe FoR The FuTuRe
@TheoTheRZucK 

Christopher Breedlove
BuRneRS wIThouT BoRDeRS,  
The BuRnInG man PRoJecT
@B_w_B 

SuPPoRTInG lIvelIhooDS oF ReFuGeeS ThRouGh emPaThy, DeSIGn anD InnovaTIon:

IdEATE fOR IMPACT

“AbSOluTEly NOTHINg IS TOO SMAll.” 
 — KIRPaTRIcK Day

Sara Lyons
communITy FounDaTIonS 
oF canaDa

@SaRahlyonS41

Barbara Schack 
DIRecToR DeveloPmenT, 
lIBRaRIeS wIThouT BoRDeRS, 
IDeaS Box 

@SchacKB 

Sébastien Turbot
wISe, an InITIaTIve oF 
The qaTaR FounDaTIon
@STuRBoT

Kirpatrick Day
aScenD

Cosmo Fujiyama
cenTeR FoR SocIal ImPacT 
STRaTeGy, unIveRSITy oF 
PennSylvanIa

@coSmoFuJIyama 

Addressing the refugee crisis is one of the great moonshots of our times. With the help of 
OpenIDEO, The Radcliffe Foundation and WISE, in collaboration with Ideas Box, Burners 
Without Borders and The Ascend Initiative, we put together a program, at C2 Montréal 2017, 
to help members of the C2 community leverage their intellect and influence throughout a 
series of talks and collaborative work sessions.  

An important part of that initiative were the Ideate for Impact sessions. Over the course 
of three days, three sequential 90-minute workshops challenged a group of participants to 
identify what core competencies they could leverage to achieve quick wins (actions that 
could have results within a month, or even a week) in support of refugees as they build 
new livelihoods around the world. 

Christine Lai
DelIveRInG haPPIneSS

@chRISTInelaI21

Katherine Trujillo
lIBRaRIeS wIThouT BoRDeRS, 
IDeaS Box 

@laGaTamonTeSa

Elyas Felfoul
wISe, an InITIaTIve oF 
The qaTaR FounDaTIon

http://bit.ly/1r7joeS
http://bit.ly/2r4g59D
http://bit.ly/1r7joeS
http://bit.ly/2rzrUYA
http://bit.ly/2se5LAw
http://bit.ly/2sBN1rZ
http://bit.ly/2sC9EfN
http://bit.ly/2qVlf8r
http://bit.ly/1L9AEWF
http://bit.ly/2rKl4hw
http://bit.ly/2qVvXvG
http://bit.ly/2r0iV4h
http://bit.ly/1fENjWg
http://bit.ly/1fENjWg
http://bit.ly/2sYaz9N
http://bit.ly/2seJbrm
http://bit.ly/2rKcyPp
http://bit.ly/2rFepGY
http://bit.ly/1KN0EWU
http://bit.ly/1KN0EWU
http://bit.ly/2snsZE3
http://bit.ly/1r7joeS
http://bit.ly/2qV44UG
http://bit.ly/1wdqYpT
http://bit.ly/2sRlylg
http://bit.ly/2qVvXvG
http://bit.ly/2qVvXvG
http://bit.ly/2qTqsys
http://bit.ly/1ocnwqm
http://bit.ly/2sngxEo
http://bit.ly/2rFllUo
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Refugees participating as 
empathy guides
At the heart of this program were the 
voices of the refugees themselves. Four 
local, resettled refugees participated in 
the design process as “empathy guides.” 
They leaned in to share their insights, 
humanizing the experience and making 
sure that ideas came from a place of 
empathy and connection. 

a veRy FIne lIne

It was important for Ideate for Impact 
designers to include refugees in the 
process, but they felt the ongoing 
tension between the need for empathy 
and the risk of tokenizing those 
participants identified as “refugees.” 
One key learning for future Ideate for 
Impact sessions is to loop in key actors 
early in the process, to make sure we’re 
not only designing for, but with people. 

Ideate for Impact: the three-
day journey

Day 1—leaDInG wITh emPaThy

Participants from a broad range of fields 
came together to harness their expertise. 
Starting off as strangers, they grew 
closer and stronger by challenging their 
assumptions and listening deeply to each 
other’s stories, concerns and hopes for 
the crisis and the future.  

Day 2—FRamInG oPPoRTunITIeS anD 
PRoToTyPInG IDeaS

The new Ideate for Impact family looked 
for solutions using a design thinking 
framework. With insights uncovered on 
the first day, participants were guided 
through a process of prototyping, 
receiving feedback and iteration.

Day 3—looKInG FoRwaRD anD 
BuIlDInG a communITy oF PRacTIce

On the final day, inspired commitments 
were made. The palpable emotion 
throughout the series compelled each 
participant to map out their mobilization 
for refugees, with a common promise 
to revisit their commitment in a month. 
Participants walked away with new 
relationships and a deeper understanding 
of what can—and must—be achieved.

http://bit.ly/1LIYqcp
http://bit.ly/1LIYqcp
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a RemInDeR oF The FRaGIlITy oF “noRmal”

Participants were reminded that displacement 
can happen to anyone, anywhere. Above all, 
refugees want to return to their normal lives, 
which are not so different from ours. Feeling 
forgotten and abandoned by the world, refugees 
struggle to find meaning and happiness amidst 
the crisis.

a SySTem aT an InFlecTIon PoInT 

The world needs nontraditional actors to get 
into this space—right now—to raise the bar 
and respond directly to the refugee crisis 
while doubling down on efforts to address 
its root causes: conflict, climate change and 
economic collapse. 

The Ascend Initiative’s Kirpatrick Day explained 
the need to dispel the mentality that NGOs have 
the best answers and that private sector players 
are out of their element. This unprecedented 
crisis requires collaboration across all sectors. 

“The raging, complex and protracted nature 
of these conflicts means we need to get 
comfortable with nontraditional actors in the 
humanitarian ecosystem.”

Real stories and empathy as a basis 
for action 
The message from our empathy guides was clear: the 
crisis extends far beyond immediate survival needs.  

SuPPoRTInG lIvelIhooDS oF ReFuGeeS ThRouGh emPaThy, DeSIGn anD InnovaTIon:

IdEATE fOR IMPACT (conTInueD)

 
More than 
31 million 
people were 
internally 
displaced 
last year 
anD aPPRoxImaTely 
65.3 mIllIon moRe 
weRe FoRceD To 
leave TheIR homeS. 
we’Re wITneSSInG The 
hIGheST levelS oF 
human DISPlacemenT 
on RecoRD: 22 mIllIon 
PeoPle woRlDwIDe aRe 
ReFuGeeS, anD halF aRe 
unDeR 18. 

http://wapo.st/2r3vVB2
http://wapo.st/2r3vVB2
http://wapo.st/2r3vVB2
http://wapo.st/2r3vVB2
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How can businesses respond to 
the refugee crisis? 
How can the private sector, for example, support 
new livelihoods for displaced populations or 
educate children in camps? “It’s not about writing 
cheques,” said one participant. “Businesses 
have power and should leverage their clout for 
political influence.”

whaT exPeRT comPeTencIeS coulD you 
conTRIBuTe To PuT a DenT In ThIS cRISIS?

Think of your own company culture and assess 
your resources. Grab a few sticky notes and take 
the time to reflect with your team. For example, 
consider temporary housing issues.

1. What does your company do? What are the 
associated competencies and resources?

2. With those assets in mind, dig into the 
issues at hand:

 + how mIGhT we maKe ReFuGeeS Feel aT home 

aT FuncTIonal anD SaFe ShelTeRS?

 + how mIGhT we ReSToRe ReFuGeeS’ SenSe 

oF PuRPoSe?

 + how mIGhT we DeconSTRucT PReJuDIceS 

ThaT SomeTImeS ImPeDe ReFuGeeS anD hoST 

communITIeS FRom lIvInG ToGeTheR?
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A few ideas for galvanizing change 
from within

FoSTeR emPloyee awaReneSS 

There’s a lot of misinformation about refugees, 
from their living conditions to the resources 
available, to stereotyping them as one monolithic 
group. Encourage your peers to have an open 
mind and understand nuances. How can we share 
stories and stats that move us to act?

encouRaGe connecTIon 

It’s important for refugees to maintain normalcy, 
feel heard… and practise their English. Inspired 
by McGill students tutoring refugees via Skype, 
participants suggested organizations could 
set up Skype lunch dates between employees 
and those in camps. 

SuPPoRT ReSeTTleD ReFuGeeS 

Emulate Jim Ellis, the Canadian CEO of Danby by 
helping your new neighbours find meaningful work, 
internships or volunteer opportunities. Hire them 
yourself. Become a mentor. 

amPlIFy whaT’S alReaDy woRKInG 

Look at your own funding, know-how and 
connections; share them. Refugees have skills and 
are latent assets, they just need the opportunity.

aSK youRSelveS, “how mIGhT we…?” 

What inherent capacities does your corporation 
have? Keep thinking about what else to contribute. 

Ideas too good not 
to mention
Participants brainstormed and 
prototyped in teams, reflecting 
on a series of specific design 
challenges. Here are three of the 
ideas they came up with:  

 + What if we created an app that 
had pre-populated citizenship 
and immigration forms, so the 
bureaucratic process could be 
streamlined before arrival? 

 + What about spending a night at 
a pop-up refugee camp? Would 
the look, smell and feel of it 
drive the crisis home?

 + Visit a mosque: Not only a place 
of spiritual practice, mosques 
act as cultural and social hubs. 
When was the last time a 
company outing was held in an 
unfamiliar environment? 

SuPPoRTInG lIvelIhooDS oF ReFuGeeS ThRouGh emPaThy, DeSIGn anD InnovaTIon:

IdEATE fOR IMPACT (conTInueD)

http://bit.ly/2rp0OjC
http://bit.ly/2jbAAxt
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wHAT CAN yOu dO? 
The FollowInG oRGanIZaTIonS can helP you 
anD youR own oRGanIZaTIon GeT STaRTeD:

The Ascend 
Initiative, which 
offers a new model 
of private-sector 
mobilization and 
collaboration.

Burners Without 
Borders, a grassroots 
organization that 
unlocks the creativity 
of local communities 
to solve problems 
that bring about 
meaningful change.

Emergency 
Response Center 
International, 
a nonprofit 
that provides 
emergency 
response and aid in 
Lesbos, Greece.

Welcome Fund for 
Syrian Refugees, 
which was established 
to provide housing, 
job training and 
skills development 
support for the 25,000 
refugees welcomed 
in communities 
across Canada. 

Elpída Center (which is 
Greek for “hope”) took 
an abandoned factory 
and turned it into a 
state-of-the-art refugee 
accommodation centre. 
Find out more about 
what they do.

The Startupboat, 
which scouts 
for innovative 
projects that 
can bring about 
social change.

Libraries Without Borders, 
which works to ensure 
that regardless of their 
circumstances, people 
all over the world can 
live with dignity and the 
opportunity to thrive 
through access to 
information, education 
and culture.

http://bit.ly/2rFepGY
http://bit.ly/2rFepGY
http://bit.ly/2qVvXvG
http://bit.ly/2qVvXvG
http://bit.ly/2se5LAw
http://bit.ly/2se5LAw
http://bit.ly/2se5LAw
http://bit.ly/1NZP7L6
http://bit.ly/1NZP7L6
http://bit.ly/2rT2ndA
http://bit.ly/2rzOv7G
http://bit.ly/2sC9EfN
http://bit.ly/2rK9vqL
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CREdIT wHERE 
CREdIT IS duE

Prof. Muhammad 
Yunus
noBel Peace PRIZe lauReaTe & 
FounDeR, GRameen BanK
@yunuS_cenTRe

InTeRvIeweD By

Jurgen Hecker
SenIoR economIcS eDIToR, 
aGence FRance-PReSSe
@JuRGenhecKeR

By creating the Grameen Bank—the world’s 
first bank for the poor—Prof. Muhammad Yunus 
is giving people the credit they deserve, one 
microloan at a time. 

His practice aligns with a belief that each of us 
has unique, creative power and that—no matter 
how wealthy we are—we can participate in 
making our world a completely different place. 
How? By creating businesses designed to solve 
problems rather than make money.

Be your selfless self
This professor isn’t buying the Gordon Gekko 

“greed is good” view of humanity, since he thinks 
we’re driven by selflessness too. Change the 
world yourself, alone, your own way. 

Corporations like food giant McCain are catching 
on. They started a social business that’s helping 
to solve the problem of food waste and create 
employment by processing “ugly vegetables” 
that would otherwise be thrown out.

“EvERybOdy HERE HAS THE POwER 
TO CHANgE THE wORld, NOT juST 
A TINy CORNER Of IT.”

 — PRoF. muhammaD yunuS

DID you Know?  
Yunus Social Business invests in sustainable social businesses providing employment, 
education, health care, clean water and clean energy to almost 1 million people worldwide.  
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http://bit.ly/SCXijV
http://bit.ly/2rRPHUQ
http://bit.ly/2s2u2Jv
http://bit.ly/2qx324W
http://bit.ly/2r9egv3
http://bit.ly/1zMQ6XU
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Keep it real, be your own boss
If an illiterate woman in a remote village can 
transform themselves into an entrepreneur with 
a $30 loan, what’s wrong with the rest of the us? 

Muhammad challenged us to be more like the people 
he loans to and turn ourselves into entrepreneurs. 

“Humans are not born to work for somebody else. 
They’re born to do things for themselves.”

It’s a monopoly
Just how bad is inequality? To give 
us some perspective, Muhammad 
looked at the 360 Big Top itself: 
if you isolate three degrees from 
360, that section represents 
those who own nearly 100% of  
the world’s wealth.

STaGGeRInG STaTS

99% oF The woRlD’S wealTh IS owneD 
By 1% oF The PoPulaTIon. 

The eIGhT RIcheST PeoPle on The 
PlaneT own moRe wealTh Than 
The BoTTom 50% oF The woRlD’S 
PoPulaTIon. 

walmaRT’S walTon FamIly ownS moRe 
wealTh Than The BoTTom 40% oF The 
u.S. PoPulaTIon.

Grameen America  
by the numbers

100,000 BoRRoweRS

100% women 

$1,000 oR leSS PeR loan

99.6% RePaymenT  
RecoRD, whIch BeaTS  

any ReGulaR BanK

http://bit.ly/2sbyaUF
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fINANCE AS A 
fORCE fOR gOOd

Paul Allard
co-FounDeR anD chIeF  
ecoSySTem oFFIceR,  
ImPaK FInance
@PaulallaRD123

Impak Finance co-founder Paul Allard believes humanity 
has reached an inflection point — we’re at a moment 
where old boundaries and rules are in flux and evolving. 

The time is right, he said, as our habits and choices, and 
our belief in purpose, is changing economies worldwide. 
It’s time to usher in the impact economy. 

The impact economy is a grouping of companies that 
have explicit social or environmental motivations. 
These are not charities, said Paul, but viable, profitable 
businesses that will be worth between $400 billion and 
$1 trillion by 2020. 

Meet some impact 
entrepreneurs:
In Vancouver, Janice Abbott runs the Atira 
Women’s Resource Society, dedicated to 
helping women in distress with affordable 
housing, among other services.

 + $25 mIllIon In annual RevenueS

 + 500 STaFF memBeRS

In Montréal, Pierre Legault has built 
Renaissance, which helps the marginalized 
reintegrate into the workforce.

 + $30 mIllIon In Revenue

 + $5 mIllIon PRoFIT PeR yeaR 

In Toronto, Tonya Surman manages  
the Centre for Social Innovation.

 + $5 mIllIon In Revenue

 + ownS ThRee BuIlDInGS ThaT PRovIDe 

ShaReD oFFIce SPace anD ReSouRceS 

FoR SocIal oRGanIZaTIonS
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http://bit.ly/2s90HxC
http://bit.ly/2rR1TCA
http://bit.ly/2r0o2gB
http://bit.ly/2r0o2gB
http://bit.ly/2sZmIuS
http://bit.ly/2nkzlBe
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Have faith in the future 
While impact entrepreneurs continue to do good 
work in our current system, Paul is really looking 
forward to a future that has embraced blockchain 
technology, which “is about giving a user not 
only the means to be a contributor to, but also 
[be] a beneficiary of, the community in which 
they participate.” 

What’s huge, said Paul, is that the governance and 
redistribution of wealth in the blockchain system is 
decentralized, making the revolution collaborative, 
participatory and transparent. 

In the meantime, Paul is building an ecosystem that 
attracts citizens, impact enterprises and capital 
investors who are aligned in how they value this 
forthcoming economic change. 

“If yOu THOugHT 
THE AdvENT Of 

THE INTERNET 
IN THE ’90S 

wAS A MAjOR 
TRANSfORMATION 

Of OuR wORld, 
wAIT ANd 
SEE HOw 

blOCkCHAIN wIll 
REvOluTIONIzE 

OuR SOCIETy.”

 
Want more 

blockchain?  
checK ouT whaT 

Fellow c2 SPeaKeR 
BRIan BehlenDoRF 

haD To Say.  

 
Impak at  
a glance
The Goal oF ImPaK 
FInance IS To Become an 
onlIne-only, SocIally 
ReSPonSIBle BanK ThaT 
IS 100% DeDIcaTeD To The 
ImPacT economy By 2019.

Paul alSo uSeD hIS 
TIme aT c2 To announce 
ImPaK coIn, The FIRST 
cRyPTocuRRency To 
SuPPoRT The ImPacT 
economy SPecIFIcally. 

http://bit.ly/2rG9mG7
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“blOCkCHAIN IS THE ANSwER NOT SO 
MuCH TO A HARd TECHNOlOgy PROblEM 
buT TO A TRuST PROblEM, TO A POlICy 
PROblEM, TO A TECHNOlOgy PROblEM, 
TO A SOCIAl PROblEM.”

Brian Behlendorf
execuTIve DIRecToR, hyPeRleDGeR
@BRIanBehlenDoRF

A CHAIN Of TRuSTTa
l
K

“Geek diplomat” Brian Behlendorf is a fierce believer in 
the importance of accessibility. 

An early adopter of the web and a formative figure behind 
the Linux operating system—one of the largest collaborative 
intellectual property projects ever—Brian has a lengthy 
track record of inventing transformative tech infrastructure. 

Over the last decade, he’s seen dramatic centralization 
of the web, with giants like PayPal, Uber, Gmail and eBay 
present in nearly every transaction and interaction that 
happens online. 

This is problematic, he said, as it makes the web less 
competitive, less generative and increasingly difficult 
for small startups to navigate. The solution? Encrypted 
distributed ledgers, or blockchain.

Blockchain, popularized by cryptocurrencies like Bitcoin, 
is a way to collectively and securely record transactions, 
digital currency and information through a mechanism 
of mutual consent and communication. Think of it as 
a tremendous, open-sourced document that needs at least 
two parties to confirm a transaction before it’s added to 
an online ledger.

ReaD moRe 
Blockchain is helping save the lives of refugees 
with no “official” proof of identity. 

http://bit.ly/25k8Z3c
http://bit.ly/2seNFv5
http://bit.ly/1qPBcfC
http://bit.ly/2sn8GDj
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Diamonds are forever
Still can’t wrap your head around blockchain? 
Let’s take the diamond trade as an example:

 + Years ago, the diamond industry 
instigated The Kimberley Process to curb 
the presence of conflict diamonds. It forced 
the entire distribution chain to alert 
a central organization in Brussels every 
time a diamond changed hands.

 + This allowed for better traceability, 
but the information still ended up locked 
in a filing cabinet. Should we trust one 
organization to honestly oversee such 
a wide, complex operation?

 + Today the industry has shifted to a distributed 
ledger system, which means every movement 
is digitally tracked, encrypted and added 
to an open-source ledger for everyone from 
the miner to the customer to see. Multiple 
actors must confirm that the exchange took 
place in order for it to be added to the ledger. 
This way, the database is collectively 
fed, managed and monitored by an entire 
ecosystem, with no need to trust a single 
entity with all that information and power. 

Through that process, every one of the 
diamond’s movements becomes its own 

“block” of encrypted information—location, 
time, trader ID, size—in a “chain” of 
decentralized records. Hence, blockchain.

Building a fairer 
world 
For Brian, this rise in 
blockchain popularity 
hearkens back to 
the early days of 
the internet—it’s a 
huge opportunity to 
put trust back in a 
decentralized system. 

One project he’s 
particularly excited about 
is using blockchain to 
allow refugees in camps 
to open businesses, 
keep track of health 
records and confirm 
an open-source, 
paperless identity.

waTch 
Brian explains: “What is Hyperledger?”

http://bit.ly/2rdUc7S
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Want someone to budge? Try a nudge:
1. anchoRInG:  
we lIKe numBeRS

People can be influenced by numerical information, 
even otherwise insignificant numbers, which can 
sway judgements such as the perception of value.

2. SocIal PRooF:  
we TenD To Do whaT oTheR PeoPle Do

When people act one way, we often choose to act 
the same way. This is especially true when we are 
uncertain about a decision.

3. PleDGe:  
we lIKe To KeeP PRomISeS

Having people make a pledge to complete a specific 
action increases their likelihood of complying.

4. ImPlemenTaTIon InTenTIonS:  
we TenD To STIcK To a DeTaIleD Plan 

People are more likely to complete a behavioural 
task if they create a detailed plan for how they will 
accomplish it.

5. concReTIZaTIon:  
we lIKe IT TanGIBle

Framing abstract concepts as concrete examples 
can help people understand and remember them, 
ultimately leading to the desired behavioural change.

6. PRecommITmenT:  
we’ll DecIDe now To Save TomoRRow 

Asking people to commit to a future action in 
the moment increases the likelihood that they will 
complete that action.

Kelly Peters
ceo anD co-FounDeR,  
BewoRKS
@KellyBewoRKS

Nathaniel Barr
PhD ScIenTIFIc aDvISoR,  
BewoRKS
@BaRRnaThanIel

NudgE yOuR wAy  
TO A MOONSHOTm

a
S
T
e
R
c
l
a
S
S

Behavioural economists Kelly Peters and Nathaniel Barr 
shared their insights into how small interventions, or nudges, 
can encourage people to behave in a desired way.

“TO COuNT AS 
A MERE NudgE, 
THE INTERvENTION 
MuST bE EASy ANd 
CHEAP TO AvOId. 
NudgES ARE NOT 
MANdATES. PuTTINg 
fRuIT AT EyE lEvEl 
COuNTS AS A NudgE. 
bANNINg juNk fOOd 
dOES NOT.”
 — exceRPTeD FRom The 
BooK nudge: IMprovIng 
decIsIons about HealtH, 
WealtH and HappIness, By 
RIchaRD h. ThaleR 
anD caSS R. SunSTeIn

http://bit.ly/2sAI3M5
http://bit.ly/2sQ6EeS
http://bit.ly/2sAI3M5
http://bit.ly/2qYWmwJ
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 SeBaSTIen Roy
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 mIKael TheImeR
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RulES fOR RObOTS

Ian Bernstein
FounDeR anD chIeF TechnoloGy 
oFFIceR, SPheRo
@aRoBoDuDe

“AfTER SHIPPINg OuT MIllIONS Of 
RObOTS, wE’vE lEARNEd HOw 
PEOPlE ARE uSINg THEM. PEOPlE 
ARE ACTuAlly dEvElOPINg 
A RElATIONSHIP wITH THESE 
RObOTS—THEy’RE HANgINg OuT 
wITH THEIR RObOTS.”

Ta
l
K

Ian Bernstein grew up building robots, dreaming of one day making them as responsive, 
useful and distinctive as Star Wars’ R2D2 or The Jetsons’ Rosie. Fiction became reality 
when he paired with Disney, transforming his interactive Sphero 2.0 robot into a 
smartphone-controlled, story-enabled BB-8 droid complete with a swivelling head, 
whimsical personality and all the right bleeps and bloops.

Ian’s 4 rules for robots:  

1. RoBoTS muST RelaTe. 

We already look for ways to add personality 
to robots, drawing faces on Amazon Echo and 
sharing secrets with Alex Reben’s BlabDroid. 
Robots made for our homes, workplaces and 
classrooms will become our companions, our 
confidants, even part of the family.

2. They ShoulD Feel FamIlIaR. 

When Bernstein added a head and eyes to his 
Sphero 2.0 robot, it became Star Wars’ BB-8, 
the first app-enabled droid we could bring 
home and pal around with.

http://bit.ly/1GyTxVn
http://bit.ly/2rkXLLb
http://bit.ly/1KodMXd
http://bit.ly/1joh61A
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3. They muST Be uSeFul. 

For real. We don’t want a buddy robot who 
follows us around all day telling us to eat 
better and clean up after ourselves—we 
want robots who can actually cook, clean 
up and teach us things.

4. They muST Be mulTIPuRPoSeD. 

Building robots requires high-cost 
materials. It’s more practical and cost 
effective to have one robot perform 
multiple tasks, providing us with the 
ultimate advantage: the luxury of time.
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This ISN’T a takeover
Let go of your Skynet fears. According to Element AI 
co-founder Yoshua Bengio, we’re still very far away from 
human-level intelligence.

heRe’S The TyPe oF ScenaRIo  
ThaT aI IS JuST STaRTInG To GRaSP:

Sam walKS InTo The KITchen.

Sam PIcKS uP an aPPle.

Sam walKS InTo The BeDRoom.

Sam DRoPS The aPPle.

wheRe IS The aPPle? In The BeDRoom.

wHAT IS AI ANywAyS? (hInT: IT ISn’T a RoBoT) 

The impacts and opportunities inherent in artificial intelligence—hailed as 
having the potential to be a modern industrial revolution—remain undefined 
for even the most prominent thinkers on the subject. 

This year, C2 and Element AI co-created Montréal’s very first AI Forum. 
Explaining what’s known about this emerging discipline, our roster of AI 
researchers, technologists, philosophers and entrepreneurs guided us 
through the possibilities of what the future might hold. They also covered 
the basics of what we know AI is (and isn’t).

 
aRTIFIcIal InTellIGence  
IS a FIelD oF comPuTeR 
ScIence ReSeaRch 
anD a FRamewoRK ThaT 
FocuSeS on SImulaTInG 
human InTellIGence.

machIne leaRnInG  
IS an aRea oF aRTIFIcIal 
InTellIGence ThaT FocuSeS 
on The aBIlITy oF machIneS 
To leaRn FRom DaTa.

DeeP leaRnInG  
IS an aPPRoach To 
machIne leaRnInG InSPIReD 
By The BRaIn, anD whIch 
FollowS DecaDeS oF woRK 
on aRTIFIcIal neuRonS.
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Basically, AI is a toddler
That said, research is still moving at 
breakneck speed. In fact, Element 
AI’s deep learning luminary, Yoshua 
Bengio, claims that even if we stopped 
all research today, it would still take us 
more than 10 years to reap the benefits 
of all the progress and tools we’ve made 
so far.

The next AI milestone:  
INTUITION
For now, algorithms think in fairly 
superficial ways, requiring structured 
human supervision and answers in 
order to learn—that’s what deep learning 
is trying to change. Apple co-founder 
Steve Wozniak said he thinks humans 
are still a few leagues ahead.

"AI is a vague category,” he said under 
the 360 Big Top. “It’s not like a human 
brain. It’s a super-fast specialist that 
follows a particular instruction. We’re 
very far from artificial intuition, which 
would replicate the uniquely human 
ability to select a problem to be solved 
and choose the methodology to be used." 

It IS capable of most 
human tasks
A new method associated with deep 
learning is now mimicking the way we 
teach humans—starting with sixth grade 
math before leaping to computational 
logic. It’s called curriculum learning and 
has led scientists like Yoshua to believe 
that most human tasks and knowledge 
could be replicated.

“There’s no reason to believe that we 
will not be able to understand the kind 
of principles that make us intelligent, 
and build machines based on those 
principles,” he said. 

It ISN’T a robot
Though it may be tempting to imagine AI 
taking the form of your very own R2-D2, 
that’s not quite what we’re dealing with. 
While AI is software that’s capable of 
learning and improving, robots are simply 
a physical shell that acts and reacts 
in accordance with software that may or 
may not be intelligent and self-learning. 
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A TIMElINE Of COMPuTINg

Naveen G. Rao
vIce PReSIDenT anD  
GeneRal manaGeR, 
aRTIFIcIal InTellIGence 

PRoDucTS GRouP aT InTel

@naveenGRao

Naveen Rao’s visions for an AI future had us start from the beginning. 
“We’ve always built computers for some reason,” said the computer 
architect and neuroscientist. So while his team at Intel is coming up 
with new ways to deploy deep learning processes on a real-world scale, 
he spoke at length about computer history’s leaps and bounds. 

“[AI IS] lITERAlly APPlICAblE TO 
ANy dATA PROblEM—ANd EvERy 
PROblEM TOdAy IS A dATA PROblEM.”

Ta
l
K

 
The Canadian AI 
ecosystem is:
160+ aI-FocuSeD STaRTuPS

15 maJoR ReSeaRch GRouPS

1,300+ ReSeaRcheRS anD 
collaBoRaToRS

$1 BIllIon In PuBlIc 
anD PRIvaTe InveSTmenTS 
In 2016 alone

800 PhD STuDenTS SeT  
To GRaDuaTe In The nexT 
Few yeaRS

Did you 
know? 
FuTuRe exPonenTIal 
IncReaSeS In 
comPuTInG PoweR 
(anD DecReaSeS 
In coST) weRe 
PReDIcTeD way BacK 
In 1965. waTch 
InTel’S 50 yeaRS oF 
mooRe’S law unFolD 
BeFoRe youR eyeS. 

http://intel.ly/2g3GRxl
http://intel.ly/2g3GRxl
http://bit.ly/2rpZkHv
http://intel.ly/1mSS1PT
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1930s The TuRInG machIne

Marks the beginning of systems that act 
like intelligent agents, essentially to help 
solve math problems.

1940s
TRanSISToRS anD 
InTeGRaTeD cIRcuITS

Computation based on vacuum tubes—a series 
of tubes!—which increased the speed of solving 
said math problems while shrinking the size 
of machines.

1950s SIlIcon lIThoGRaPhy

Silicon replaced vacuum-tube technology and, 
again, brought size way down while increasing 
system capacity. This became the basis for the 
silicon chip. 

1980s
moDeRn 
mIcRoPRoceSSoRS

Began to drive applications such as 
personal computers, radically changing 
the business world.

1990s
GRaPhIcS PRoceSSInG 
unIT (GPu)

Artists rejoice! Architecture for graphics 
allowed visualization, games and video 
rendering to become major apps. 

eaRly
2000s

a SIlIcon chIP

The capacity of one chip went up while its 
cost went down. Say hello to mobile devices 
and smartphones.

laTe
2000s

a chIP 2.0

More core architectures and processing 
elements increase performance and speed, 
which gives us even smarter phones. 

2006 aI BeGInnInGS 
First successful training of a deep 
supervised network.

2011–
2012

maInSTReam maRKeT 
PeneTRaTIon

Personal assistants like Siri 
and Google become mainstream. 
IBM’s Watson wins Jeopardy.

2014
aRTIFIcIal 
InTellIGence

Computers become machines for data 
inference, unsupervised learning and machine 
translation. The future is now. 

2016–
2017

DemocRaTIZaTIon 
anD PoPulaRIZaTIon

AI is able to compute long-term decisions 
and complex tasks, like self-driving cars 
and winning at AlphaGo.

neaR–
FuTuRe

STanDaRDIZeD ToolS 

An AI transformation is ahead of us: computers 
could solve data problems efficiently and 
intuitively, applying their techniques across 
industries. Legal and business policies are 
set to create an ethics framework around new 
AI opportunities.
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A new kind of industrial revolution
Yoshua and J-F’s first forays into AI were, shall 
we say, under-appreciated. Yoshua’s students 
refused to participate in his pioneering research 
and J-F felt the room temperature drop every time 
he mentioned AI. Today, they’re at the forefront 
of an entirely new kind of industrial revolution— 
one centered around the extension of our cognitive 
power, as opposed to mechanical power. And rest 
assured, it will be no less transformative. 

ReaD moRe 

Yoshua is helping create the biggest concentration of AI researchers in the world. 
Dig into JF’s updated map of the Canadian AI ecosystem, first revealed on the C2 stage.

Jean-François 
Gagné
co-FounDeR anD ceo,  
elemenT aI 

@JFGaGne

Prof. 
Yoshua Bengio
co-FounDeR, elemenT aI & 
DIRecToR, monTRéal InSTITuTe 
FoR leaRnInG alGoRIThmS 

THE REvOluTION wIll bE INTENTIONAlTa
l
K

“wE’RE EARly dAyS, ANd THAT MEANS 
THAT wE CAN SHAPE THE fuTuRE. wE CAN 
uSE THIS TO CREATE POSITIvE CHANgE 
INdIvIduAlly, buT AlSO COllECTIvEly.”
 — Jean-FRançoIS GaGné

From an unpopular field of research to one of the most talked about technologies 
worldwide, advances in artificial intelligence are bringing us into uncharted 
territory. Element AI co-founders Prof. Yoshua Bengio and Jean-François Gagné 
challenge us to see where we fit in and how to harness these new opportunities.

Breaking 
news
wSJ: “elemenT aI 
RaISeS [uS]$102 
mIllIon aS new 
leaRnInG moDel 
SPaRKS InTeReST”

http://bit.ly/2eRaHBX
http://bit.ly/2s1SLxU
http://bit.ly/2r9hbUE
http://bit.ly/2qUZARY
http://bit.ly/2rT8fnp
http://bit.ly/2rT8fnp
http://on.wsj.com/2t0IS3r
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Programming intuitive knowledge
If you ask Yoshua, intelligence is about being 
able to make good decisions in many different 
contexts; it’s about knowledge. Yet since 
the 1950s, researchers have struggled with 
the same question: How do you put knowledge 
into computers? For decades, they focused 
on filling them with encyclopedic knowledge. 
But, said Yoshua, a lot of knowledge is intuitive. 
Let computers acquire that knowledge 
themselves. Here’s what we need to make 
that happen:

1. Data—lots of it.

2. Flexible models to adapt to different 
data sources and structures.

3. Computing power to churn through 
all that data.

4. Computational efficiency, to provide 
answers quickly.

5. Powerful models and principles for  
structuring knowledge and context, so it 
can identify a cat without needing its DNA.

“SOMEONE CAN bE REAlly INTEllIgENT IN ONE 
dOMAIN, buT REAlly STuPId IN ANOTHER— 

THAT’S THE kINd Of AI wE HAvE RIgHT NOw.”
 — PRoF. yoShua BenGIo

We need a new playbook
With big companies monopolizing most 
of the talent and resources needed 
to develop AI, J-F said we’re at serious 
risk of deepening social, economic 
and technological divides. The entire 
ecosystem needs to proactively work 
towards creating an AI framework that 
benefits one and all.

STaRTuPS

Disrupt, empower and create 
new markets and industries.

GoveRnmenTS

Invest in research, foster talent and 
create policy to help us navigate our 
relationship with machines.

you

Ask questions, spark conversations 
and decide how you want to interact 
with machines in the years to come.
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Embedding our own biases
There are nine things Blaise believes we should 
be thinking about when it comes to understanding 
the implications of “robo-ethics,” a term coined 
by Gianmarco Veruggio that describes “the morality 
of how humans design, construct, use and treat 
robots and other artificially intelligent beings.”

Blaise 
Agüera y Arcas
machIne InTellIGence leaD, 
GooGle
@BlaISeaGueRa

PROgRAMMINg MORAlITy
As AI brings us closer to the line separating computers from humanity, we seem 
to instinctively feel the need to compare and define the very essence of what 
makes us human—to pick sides. According to Google’s Blaise Agüera y Arcas, this 
is not only frivolous, but also dangerous: it makes us defensive of an increasingly 
obsolete human vs computer binary, allowing us to avoid the real issues at stake: 
employment, privacy, health, democracy and deep-rooted biases.

ReaD moRe 

Blaise writes about AI gone wrong and “Physiognomy’s New Clothes” on Medium. 

No matter how we look at it, we’re still the ones in 
control of where this all leads. This means we’re 
faced with uncomfortable truths: that artificial 
stupidity, racism, inequality and a penchant for evil 
are coming from us.  

So should we hold off on AI until we better 
understand its potential and the human 
shortcomings it might unleash? Blaise doesn’t 
think so, since understanding isn’t guaranteed 
to change much. 

“I hate to be dark, but explainability and narrative 
is a bias we have. There’s lots of evidence that 
we act in the world in ways that have nothing to 
do with explainability.”

1. unemPloymenT

2. InequalITy

3. humanITy

4. aRTIFIcIal 
STuPIDITy

5. RacIST RoBoTS

6. SecuRITy

7. evIl GenIuS

8. SInGulaRITy

9. RoBoT RIGhTS

http://bit.ly/1Lvw6g2
http://bit.ly/19hTUNx
http://bit.ly/2t2jKpv
http://bit.ly/2plDmmj
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Who’s programming whom?
Another thing to keep in mind: we’re not 
the only ones doing the programming. 
Data can play a key role in shaping existing 
human biases.

Think of Facebook’s algorithms: our clicks, 
likes and views have taught Facebook’s AI 
that we respond most to emotional extremes. 
As a result, our social feeds and larger media 
landscape increasingly display polarizing 
content that leaves little room for nuance. 
This creates a skewed feedback loop with 
results that can be dangerous and dramatic.

“One of the things we have to think about 
when we design programs like these is 
that it’s never done in isolation,” said 
Blaise. “People are programmed as much 
as machines are programmed by us. A bit 
of tilt in one way or another will create a 
runaway effect.” 

“IT’S NOT POSSIblE TO 
PuT THE gENIE bACk 
IN THE bOTTlE. IT’S 
HOPElESS TO EvEN 

TRy TO CONTROl THE 
OuTPuT Of dATA 

fROM AI, OR lIMIT IT. 
wE HAvE TO CHOOSE 

wHAT OuR vAluES 
ARE ANd dECIdE HOw 

wE’RE gOINg TO 
dESIgN A fAIR ANd 

juST SOCIETy.”
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Working across borders
One thing is clear, this is going to have to be a joint 
effort. While values and interests may be defined by such 
things as geopolitics and culture, data knows no national 
boundaries. Former Obama AI policy advisor Terah Lyons 
said one of the first steps towards shaping comprehensive 
policy is including as many voices as possible.

“Countries can experiment on their own, but these 
issues will impact humanity as a whole and have to 
be addressed collectively.”

Existing governance bodies like the U.N. or G20 could 
help us navigate these issues, using AI as an olive branch 
to renew collaboration and creativity amongst nations.

THE POlICy ClOCk IS TICkINg
The Obama administration released the “AI, Automation and the Economy” 
policy paper in December, 2016 and countries around the globe are working 
on similar initiatives to craft regulations for social welfare, ethics and job 
markets in response to evolving tech. 

With policy-creating institutions notoriously slow to keep up with 
technological advances, however, many are still concerned that the impacts 
of artificial intelligence will outpace the framework that monitors and guides 
it. How might we be framing a reality we have yet to conceive? 

Dominique 
Gautier
SenIoR PaRTneR,  
RolanD BeRGeR

@DoumGauTIeR

Terah Lyons
FoRmeR aDvISoR, whITe 
houSe oFFIce oF ScIence 
anD TechnoloGy PolIcy
@TeRahlyonS

ReaD moRe 
Terah was on Obama’s National Science and Technology Council 
subcommittee on Machine Learning and Artificial Intelligence, contributing to 
the “Preparing for the Future of Artificial Intelligence” report, available online. 

http://bit.ly/2hTTZDK
http://bit.ly/2seenXW
http://bit.ly/2seEjD1
http://bit.ly/2rgO5zj
http://bit.ly/2j3XA4k


C
2
 M

o
n
tr

é
a
l 

2
0
1
7
 —

 t
H
E 

M
In

U
tE

S
 

p
r
E
S
E
n
tE

d
 b

y
 E

y

 322

Diversity as a key opportunity
Governments can’t be the only ones implementing new 
codes of conduct—private, union and civilian sectors need 
to pull their weight, too. According to Terah, this is especially 
true when it comes to diversity and inclusion. With the 
rise of AI, companies have a unique opportunity to build 
their teams with intention and a clearer understanding 
of how women and minorities were left out of previous 
technology booms. 

Making it happen now
Though the biggest breakthroughs in AI are still expected 
to take a few years, immediate action is necessary. 

“Technology is not destiny,” said Terah. We’re still the ones 
who must decide how we want it to pan out. 

While we stand on the cusp of a dramatic transformation 
in the way we work, communicate and move in the world, 
statistics show that 86% of Canadians still don’t really 
understand what the term AI implies. 

Inevitably, those Canadians will be the ones defining policy, 
restructuring companies, teaching children, providing 
social services and looking for work, so the time is ripe 
to kick-start the conversation.

“THE fuTuRE IS NOT AHEAd Of uS, IT’S 
AlREAdy HERE. IT’S TIME TO THINk Of HOw 

TO HARNESS THE full POTENTIAl Of AI 
wHIlE PRESERvINg OuR SOCIAl SySTEM.”

 — DomInIque GauTIeR

http://bit.ly/2t6hrSC
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Valérie Bécaert
DIRecToR oF PaRTneRShIPS anD 
KnowleDGe moBIlIZaTIon, IvaDo
@vBecaeRT

Caroline Pernelle
enGIneeR anD PRoJecT  
manaGeR, IvaDo
@caRo866

Benoit Perreault
GRaPhIc DeSIGneR  
anD moTIon aRTIST 
@Ben_PeRReaulT

Hugo Larochelle
ReSeaRch ScIenTIST,  
GooGle BRaIn GRouP

@huGo_laRochelle

AI ANd THE RISE Of 
HuMAN CREATIvITy
What will the creative consequences of the cognitive tech 
revolution be? What tasks will remain essentially human? To make 
AI a truly creative revolution, leaders from IVADO and Google 
Brain Group believe we need a change in cultural perspectives. 

More time to be creative
AI and robotics are poised to free us from 
the repetitive actions we do today, said 
Caroline Pernelle. It’s a matter of strategizing 
about how to use them to make our lives better. 

While the machines are crunching data sets, 
parsing through oceans of megabytes or 
manning the assembly lines, humans will have 
space to perfect their own innate skills: our 
creative drive and process, conceptualization, 
judgement, dreaming… 

New team members
As one workshop participant noted, drone 
technology at events is “kinda becoming part of our 
teams.” Getting those impossible camera shots or 
surveying the crowd with a drone is a task that was 
previously (and physically) out of reach. 

Whatever cool new gadget comes next, it’s time 
to have an open mind and think about what kinds 
of jobs AI and robots can help us with and to 
embrace their collaboration. “The big gap in AI is 
emotion,” said C2 participant Ashley Stephens. 

“Once that gap is filled, AI will be part of our teams.”

 
Cluster bucks 
IvaDo’S valéRIe BécaeRT 
SaID She welcomeD FeDeRal 
GoveRnmenT InveSTmenTS FoR 
InnovaTIon “SuPeRcluSTeRS,” 
whIch waS announceD In The 
2017 BuDGeT.  

http://bit.ly/2tBUAyw
http://bit.ly/2tPu1Wr
http://bit.ly/2sMzLUf
http://bit.ly/2rF0kuW
http://bit.ly/2kDQNg6
http://bit.ly/2ruguSJ
http://bit.ly/2nb6VI2
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Some things will remain, some will change 
Here are ideas from C2 participants on how AI will change their fields… 

ART SCIENCE EduCATION NEwS gATHERINg

w
h
aT

 w
Il

l 
S
Ta

y
 T

h
e 

S
a
m
e  + Emotion

 + Creative drive

 + Conceptualization

 + Creative process

 + Peer reviews

 + Ethical rigour 

 + Assigning value

 + You cannot replace 
a good classroom 
dialogue 

 + Emotion

 + Personal feelings

 + Passion for learning 

 + Humanities and 
literature 

 + Providing context 

 + Going to the source

 + Storytelling 

 + Sorting 
and synthesizing 
emotional information

 + Intuition 

 + Following “leads” 

 + Spot news

w
h
a
T 

w
Il

l 
c
h
a
n
G
e  + Disruption 

of artistic 
boundaries 

 + Hybrid process

 + New tools in 
art practice 

 + IP ownership

 + Predictions 

 + Help to speed 
up scientific  
process

 + Interdisciplinary 
research

 + Lab testing 

 + Knowledge 
management

 + Validation tools 

 + Human error

 + Teachers 
as facilitators,  
coaches

 + Personalization 
of learning 
and education 

 + Customized learning 
experiences

 + More affordable 
and available 
education

 + Tailored 
teaching styles 

 + News prediction 

 + Trendspotting

 + Entry level reporting

 + Fact checking 

 + Reinforcement of 
the need for objectivity

 + Reinforcement 
of the need for 
authentication 

 + Finding and 
linking background 
information
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FIRST ThInGS FIRST: 
AI is about data
So what are we working with?

 + Lab tests

 + Imaging

 + Genetics

 + Health records

 + EEG tests

 + Family history

 + Pathology

 + Biometrics

 + Lifestyle data

 + Conversations with doctors

Dr. Jonathan 
Kanevsky
PlaSTIc SuRGeRy ReSIDenT 
anD meDIcal InnovaToR, 
mcGIll unIveRSITy

@JonKmD

COuld AI MAkE HEAlTH CARE  
MORE HuMAN?
To most of us, AI still feels vague and intangible. Health, on 
the other hand, does not. It’s about as real, raw and universal 
as it gets. That’s why when it comes to health and artificial 
intelligence, Dr. Jonathan Kanevsky considers us all experts.

He explored what health care might look like in a future near you…

 
Now imagine this…
After a weekend with 
your aging mother, 
you notice she’s become 
uncharacteristically 
distracted and forgetful.  
Could it be early-
onset Alzheimer's?

A weekend ski trip has 
gone slightly awry and 
you’ve broken your leg.  
What’s next?

You’re a 65-year-old woman 
who’s been smoking a pack 
a day for decades. Suddenly, 
you’re coughing up blood.  
Is it cancer?

“If yOu’vE EvER bEEN SICk, 
yOu’RE AN ExPERT.”

KeeP TRacK oF aI’S PRoGReSS 

Follow Jonathan’s health and AI blog.

http://bit.ly/2sINVSI
http://bit.ly/2qQaILM
http://bit.ly/2sMQJli
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+ 
Help
 + Diagnosis will likely be quicker, less 
intrusive and unaffected by long hours 
and understaffing.

 + AI would create a data circle, providing 
more data for future diagnoses and 
more accurate diagnoses thanks to 
wider data sets.

 + Doctors will spend less time reading 
scans and more time interacting with 
patients one on one.

 + With more efficient triage, a clearer 
sense of the tests needed and quicker 
treatment plans, the entire system will 
be more cost efficient.

 + There are likely patterns and anomalies 
that AI could spot that would be hard to 
see with the human eye.

 + AI could reduce the years of training 
necessary for certain branches of 
medicine and give us access to more 
doctors and specialists.

 + We could focus health care efforts on 
education and prevention of pre-existing 
conditions.

×  
Hinder

 × Could underlying biases 
lead to misdiagnosis?

 × What if constant metrics 
and tracking lead to a loss 
of dignity and normalcy?

 × How would doctors manage 
the ethical burden that could 
come when dealing with 
difficult data like advanced 
genetic predispositions?

 × How would we ensure the 
security and privacy of such 
sensitive information?

 × Would we be able to 
recognize and diagnose 
new conditions?

 × What would be involved 
in retraining doctors 
to work with AI? Would 
they eventually forget 
essential skills?

 × How will we avoid 
discrimination on the part 
of insurance companies?

How might AI help or hinder your experience?
Here’s what workshop participants had to say…
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Finding new drugs the old way

10 years 
is the minimum time it takes  
to discover a new drug.

1:10,000 
is the ratio of drugs that actually  
make it to clinical trial. 

$1 billion 
is the cost of bringing a single drug  
to market. 

AI ON dRugS

Nathalie 
Le Prohon
vIce PReSIDenT oF 
healThcaRe, IBm canaDa
@naThlePRo

“PARkINSON’S 
HASN’T HAd 
A NEw dRug 
COME TO 
MARkET 
IN THE lAST 
50 yEARS. 
IN THE 1960S 
wAS THE 
lAST TIME.”

Medical researchers are using AI to find uses for existing drugs while 
bringing them to the patient at a faster pace.

Toronto’s biggest Parkinson’s clinic uses Watson—an AI platform for 
business—to analyze 15,000 already-approved drugs and see which ones 
can help Parkinson’s patients. (It’s called off-label drug use and it’s not 
new, it’s just being powered up in a major way.)

In just a couple of months, Watson identified six new drugs that could 
help; two may go to trial this year. Compare this ratio to the traditional 
way of bringing drugs to market, and the results speak for themselves.

Ta
l
K

https://ibm.co/2s590dS
http://bit.ly/2rVXtN2
http://bit.ly/2oLn35D
https://ibm.co/2n7K001


C
2
 M

o
n
tr

é
a
l 

2
0
1
7
 —

 t
H
E 

M
In

U
tE

S
 

p
r
E
S
E
n
tE

d
 b

y
 E

y

 328

 mIKael TheImeRtHe lIgHtsHoW SaRah anne JohnSon, 2016     
PReSenTeD By aRSenal
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+  wHAT dATA wIll yOu NEEd?

+  HOw wIll HuMANS INTERACT 
wITH yOuR AI?

+  wIll AddINg AI MAkE yOu 
MORE COMPETITIvE?

+  wIll AddINg AI dISRuPT 
yOuR MARkET OR INduSTRy?

+  wIll IT AllOw yOu TO CREATE 
NEw MARkETS?

THINkINg THROugH  
yOuR AI PROjECT
With artificial intelligence front of mind, it can be 
tempting to see this emerging technology as a solution 
to all of your business woes. But tread lightly: AI can be 
finicky, expensive and requires talent and technological 
expertise that’s hard to come by.

Before investing your time and money, here are a 
few questions to ask yourself, courtesy of Element AI 
co-founder Jean-François Gagné.

a
I 

F
o
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u
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 SeBaSTIen Roy
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 myRIam BaRIl-TeSSIeR
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Brad Keywell
ceo, uPTaKe
@BRaDKeywell

"My CHAllENgE TO 
yOu IS TO lISTEN 
TO yOuR SENSES, TO 
quIET THE NOISE THAT 
IS SuRROuNdINg yOu.”

After a demoralizing, “extreme” 
business failure early in his 
entrepreneurial journey, Brad 
Keywell rebounded by learning 
to listen to his intuition. "It's not 
about what happened, it's about 
what's next."
And what happened next? He founded 14 more 
companies (including Groupon), employs some 
15,000 people around the world and has rung 
the Nasdaq Stock Market bell. Twice.

Ta
l
K

http://bit.ly/2ri81nm
http://bit.ly/2rBpfz8
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 allen mceacheRn





 JImmy hamelIn



dIgItal skIn maTeo mounIeR, monTRéal (2016) 
PReSenTeD By chRomaTIc



 mIKael TheImeR



POwERINg gROwTH IN 
A dIgITAl wORld
PeRSPecTIveS FRom InnovaTIon RealIZeD 17

Set under two circus tents perched at the edge of a 
wharf near San Francisco, Innovation Realized 2017 
(IR17) brought more than 250 chief innovation, digital 
and strategy officers, disruptors and thinkers from 
20 countries together in April to answer a burning 
question: How will disruptive innovation fuel radical 
growth in a global, digital world?

Convened by EY in collaboration with C2, the 
IR17 environment and experience was designed 
to encourage conversations, create connections 
and spark new ideas.

Participants expressed the need for a dual approach 
that integrates seemingly opposing factors to meet 
the demands of today and the requirements of 
the future.

Automation and human capacity
Artificial intelligence, the Internet of Things, 
blockchain—these are some of the disruptive 
technologies changing the world. They are reducing 
market frictions and inefficiencies. And they are 
allowing companies to develop new products and 
services that delight their customers.

But in the race to innovate, automate and 
streamline, companies must be mindful of the 
human implications, and create a culture shift from 

“automation or human” to “automation and human.” 

w
h
a
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e
x
T

wanT moRe  
Dig into the IR17 insights magazine 

The evolution of digital technology should 
be framed as a potential partnership 
in which humans and automation work 
collaboratively toward a common goal—AI 
augmenting human ability.

https://go.ey.com/2sdobRy


Companies often spend so much energy on 
the content of technology change (e.g., AI or 
blockchain) that they sometimes lose sight 
of what’s most important: shifting mindsets 
and leadership principles to cultivate 
human capabilities.

After all, humans have one thing that 
technology never will: an enormous capacity 
for imagination. What’s disruptive is having 
the creativity to connect the seemingly 
disconnected.

Organization and organism
Like an organism, companies must have 
a number of receptors to sense their market 
environment. Just as humans rely on the 
billions of bacteria in each of us to create our 
own, functioning physiological ecosystem, 
companies must be permeable to outside 
innovations and innovators. Ask yourself: 
how can your organization be a good host 
organism to innovation?

A dual strategy
Due to the unprecedented pace of change, 
companies need to have a dual strategy: 
one that focuses on transforming the 
organization in light of today’s technology 
to operate successfully in a digital era 
while positioning the organization to seize 
the upsides of the digital disruptions on 
the horizon.

 
What’s after 
what’s next? 
EYQ is an EY think tank 
generating future-looking 
insights with diverse 
perspectives delivered in 
new and innovative ways 
through content, convening 
and conversations.

EYQ helps organizations seize 
the upside of disruption by 
generating new insights and 
bringing together business, the 
public sector and academia to 
challenge entrenched thinking, 
shift perceptions and help 
catalyze change.

By asking better questions 
around megatrends and other 
disruptive forces impacting 
the global economy, we tease 
out more creative answers.

http://eyq.ey.com/




 JImmy hamelIn
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Be human…
Don't lose focus on the human element of 
business. It's time to stop seeing customers 
as clients and employees as resources, and 
instead recognize they’re all people with all 
the complexities that entails.

Put people at the centre of change.

We must stop thinking with our brains and with 
data. Beauty and emotions also fuel change. 
(Dror Benshetrit)

  
…because machines  
are taking over
The omnipresence of artificial intelligence in 
all fields.

AI is more than self-driving cars.

How AI can be applied to smaller businesses 
which do not have too much data to work with. 
Companies have to carefully analyze supervised 
and unsupervised learning possibilities of AI 
before implementing the system.

Machines are programmed to use a specific 
method, but only the human can decide which 
method to employ.

  
Be authentic
Seeing every problem through the lens of feelings 
is a strength, not a weakness, I have in business.

Go out on a limb; do what you’re passionate about. 
That's the only way to accomplish great things.

Transparency is innovative.

In the feedback survey, thousands of you were 
kind enough to answer the most important 
question of all: 

“WHat IS tHE onE InSIgHt yoU WoUld 
SHarE WItH yoUr tEaM on Monday 
MornIng, baSEd on WHat yoU HavE 
lEarnEd and ExpErIEnCEd at C2?”

Here are the key insights you shared with us, 
along with a few of our favourite answers:

  
Collaboration fosters innovation…
Let’s share our knowledge instead of just keeping it 
for ourselves. 

Collaboration is more profitable than competition.

“It takes a village to raise a startup.” 
(Harley Finkelstein)

Try to encourage everyone to participate in 
the conversation and advise them that their 
contributions and comments are important.

  
…and so do collisions
We are all “slashers.” (Linda Boff)

Look to parallel verticals for insights into your own.

Discovering customer pain points from other 
industry principals.

Meet and confront ideas with businesses we don’t 
usually connect with.

Learned that sometimes just diving in and working 
creatively on a problem that isn't one you face in 
your job can still help you think about ways to attack 
your problems creatively.

  
Question everything
Importance of field work. You cannot stand for 
what you don't understand. (Amanda Hill)

Reverse the questions being posed to you; do 
not accept answers at face value. Reflect on 
the information.

The increasing importance of uncovering hidden bias.

  
Get out of your comfort zone
There is value in changing your environment and 
overwhelming your senses to provide a different 
perspective on a challenge or a problem.

The Sky lab! The entire group was pushed out 
of their comfort zones—a little bit of fear creates 
a space for great conversation.

Organizing simple activities like eating together, 
going on a boat ride or building something with 
our hands.

When we are open minded and get uncomfortable, 
we learn more.

Your “ah-ha” moments
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Take risks
You can innovate regardless of your department, 
just take a look back at how you work and how you 
can improve. And spontaneous risk is manageable 
with minimum guidelines.

Do something that makes your palms sweat!

  
Build a strong structure and culture 
The importance of creating a feeling of belonging 
among our employees towards our business. 

Following Valérie Pisano's talk about talent and 
culture in the workplace, I would definitely share 
her innovative ways to engage employees and to 
ensure their satisfaction.

Importance of team culture on overall 
company results.

  
Just do it
Everything is possible for those who have the 
courage to follow through on their ambitions.

The difference between a crazy idea and actually 
doing it is audacity! Let’s try, experiment and give 
ourselves a licence to dream. 

If you don’t try, how will you ever know if you are 
a flying squirrel…

Relentless experimentation. Don’t plan out your 
strategy—let the audience tell you what works. 
(Laura Henderson)

  
Change your lens 
A lot can be learned by approaching problems 
from the left or right instead of head on. 

Open your eyes and look around to see what’s 
being done. There are so many beautiful things.

Need to diversify sources of ideas.

Maintaining a broader perspective in all things.

To push to be creative and look at things with 
a different lens! To make mistakes and not be 
afraid to fail!

Look further than the project you are working on. 
What’s the context? In which city? 

  
Find your purpose
What purpose do we have as an organization 
and how can we better communicate this to our 
employees/clients?

Think of ways to be useful and insightful versus 
making money or achieving sales.

  
Think big…
Go to the Moon! 

There are no limits.

We must think bigger than what we currently think.

  
…but also think small
As weird as that may sound, a key takeaway for me 
is that we must think small and think local because 
people are looking for authentic experiences. 

Simplify.

Thinking differently about the details can make a world 
of difference.

The GE speaker helped influence how to think about my 
own, old institution as a "startup." (Linda Boff)

  
Value trust…
Trust battery concept. (Harley Finkelstein)

  
… but most importantly, trust yourself
Much of what I heard at the conference validated 
those ideas that I felt were good pathways to pursuing 
our business goals.

I can share with my team that the methodologies and 
approaches our company uses to tackle real business 
problems is NOT something weird or wrong. During C2, 
I was able to see that other organizations and thought 
leaders use very similar approaches to turn ideas into 
solutions (but they may simply make it more "fun" 
and "creative").

We are on the right path with our core innovation 
program. It may feel disruptive and uncomfortable to 
some right now, but that tells us we are on the right 
path to stretch ourselves and grow. We need to stay 
the course and eventually innovation will become our 
new normal.
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Learn to tell compelling stories
Stories connect. We must tell stories to share successes, 
inspire innovation and nurture collective humanity.

Use narrative (storytelling) to translate strategic 
objectives, influence others and get buy-in from 
key stakeholders. (Kyle Nel)

Stories change hearts and minds, and stories 
open wallets. (Ben Boyd)

As a brand, you have to know your voice. 
(Mindy Grossman)

Live online content creates a valuable sense of 
scarcity for your story. (Randi Zuckerberg)

  
Craft relevant experiences
The importance of sound in our lives. (Joel Beckerman)

"Only design if it brings an improvement to the 
human experience." (Karim Rashid)

Building creativity rooms to meet with our clients… 
make it an extraordinary experience for them.

  
Get out and meet new people!
Always be connecting to new people. Get out 
of your shell and just get out there.

  
Be happy 
Happiness = smiles frowns.  
Or F3 = food, fun, friends (Steve Wozniak)

  
On the importance of empathy
To put yourself in your client's shoes and think from the 
bottom up instead of often thinking from up to bottom.

  
On the role of youth
We have to get the youth more involved.

Teach our children to be job creators instead 
of job seekers. (Muhammad Yunus)

  
VR is a thing. We don’t know what 
it is yet, but it’s a thing
VR is really settling in. Lots of interest in this area with 
regards to innovations.

  
Everyone can and should be 
creative, no matter the industry
Look for creativity traits when recruiting, even 
in software engineering.

  
On the role of business
Innovation combines business, art, food, design, 
music… business is part of life, so the burning 
issues (gender, refugees, climate change) have 
to be addressed through innovation.

The business world is part of the world, there 
is no distinction.

I was blown away (in a good way!) that a 
conference on tech and innovation ended with 
a call to innovators to use their talent to solve 
the refugee crisis. 

  
We are at a tipping point
Change today is exponential. (Kyle Nel)  

That we are at a tipping point as a society. New 
ideas, technologies and a greater understanding 
and appreciation of what truly motivates 
and engages employees and teams will hopefully 
make for a healthier, more creative and adaptive 
working environment.

We are redesigning our world's operational system. 
(Leonard Brody)

 
Montréal and Canada 
are the place to be
baSEd on WHat I SaW In My MEEtIngS 
WItH IntErnatIonal bUSInESSES at 
C2 Montréal, tHIS CIty IS bECoMIng 
an IntErnatIonal HUb knoWn for 
tHoUgHt lEadErSHIp In CrEatIvIty, 
InnovatIon and EvEntS.

Montréal IS a plaCE to kEEp 
on oUr radar for StartUpS.

tHE fUtUrE of aI IS In Canada, 
and WE'rE bUIldIng It rIgHt noW.

rEad MorE In forbES:  
“tHErE'S an aI rEvolUtIon UndErWay 

and It'S HappEnIng In Canada.”

http://bit.ly/2uCIVjv
http://bit.ly/2uCIVjv


C
2
 M

o
n
tr

é
a
l 

2
0
1
7
 —

 t
H
E 

M
In

U
tE

S
 

p
r
E
S
E
n
tE

d
 b

y
 E

y

 346



C
2
 M

o
n
tr

é
a
l 

2
0
1
7
 —

 t
H
E 

M
In

U
tE

S
 

p
r
E
S
E
n
tE

d
 b

y
 E

y

347

A huge 
“thank you” to 
these precious 
collaborators
Those who facilitated 
labs, workshops and 
masterclasses
Alice Niyizurugero
Amélie Desrochers
Anik April
Anne Lise Thoorens 
Annie Gauthier 
Annie Peyton
Benoit Perreault
Carole Rudzinski
Charles-Henri Paquette
Christophe Poirier
Claudine Larivière
Dina Dumenko
Dominique Randez
Émilie Brault
Fady Atallah
Fiona Wright
Ilias Benjelloun
Isabelle Masse
Jamie Benizri
Jean-François Lavallée
Josée Bélanger
Judith Charest
Julie Gouin 
Justine Gagnon 
Laure Cohen
Manuel Soto
Maryse Larose 
Maxime Blackburn-Bouliane
Mélanie Lambert
Melissa Barrett
Myriam Presti
Nathalie Miller
Patrice Chessé
Philippe Prévost
Renée-Claude Paris
Roger Berthelod
Solime Gaboriault
Sonya Binette
Sylvain Rouillard
Sylvie Beausoleil
Véronique Carbonneau
Véronique Léonard

Those who worked 
with us to prepare and 
present relevant and 
inspiring workshops 
and masterclasses
A+E Networks
AccelerateMTL
Ashoka Canada
Astrid Pruitt
BEworks
Blocksense
Canada Post
car2go
Connect&Go
Dror
Edelman
Element AI
Esplanade
EY
Gabriel L.B. Malenfant
Gigya
Government of Québec
GSOFT
Havas
HNI Canada ⁄ NUA
Ideas Box
IDEO
Jimmy Nelson
Lowe’s Canada
Man Made Music
MaRS Discovery District
MB inc.
Michelin
Oxford Analytica
Philip Sheppard
Shopify
Shutterstock
Société de 
développement Angus
Steinberg Centre for 
Simulation and Interactive 
Learning at McGill University
Stingray
SYPartners
teamLab
The Globe and Mail Media 
Group
The Radcliffe Foundation
ThinkHuman
Think Jigsaw
Twitter Canada
Concordia University
City of Montréal
WISE
XPRIZE Foundation

… and their teams

AI Forum
Accenture
Dialogue
Element AI
Fuzzy AI
Google
Maluuba
McGill
Montréal Institute for 
Learning Algorithms

… and their teams

Those who create or 
curate beautiful things, 
images and moments
Antonin Gaud 
(Sarah & Antonin)
Arsenal
Affordance Studio
AlienWare
Ben Rubin, Ian Ardouin-Fumat 
and the Center for Data Arts
C:Lab Laboratoire créatif
Champagne Club Sandwich
Chromatic
Code Souvenir
Design par Judith Portier
Edge Dimension
FlyPatt
HTC Vive
Illogika
Mathieu Emond
Myriam Girouard
Nicolas Fonseca
Pitoresk
Rhinocéros par Phi
PopupCamp
Sansar
Théo Gjini
Tobo Studio
Virtuo 360
X981 inc.

… and their teams

Those who develop 
tech to help us offer 
a cutting‑edge event
Ask PAM
e180
PixMob
Connect&GO
Zone Festival

… and their teams

Those who worked their 
magic behind the scenes 

prodUCtIon aSSIStantS—
opEratIonS

Quentin Castellano
Jonathan Tep
Christian Roberge

CoordInator—
tranSportatIon

Line Daigneault

drIvErS

Frédéric Hary
Barry Werner
Michel Robert
Nicolas Céna
Jean Nadeau
Mona Fluet
Maxime Bonneau
Daniel Côté
Jimmy Bellemare
Patrice Hamel
Louis-David Thériault
Michel Deguire
Jean-François Tiefry
Chanie Bélanger

landSCapErS

Antoine Bianchi
Bruno Fortin
Francis Boileau
Santosh Lalonde
Maxime Labrecque
Daniel Deeds
Lionel Kaminski
Catherine Bélanger
Sarah Cusenier

aSSIStant— 
HEaltH & SafEty

Patti Flanagan

aSSIStant lIgHt  
dESIgnEr

Pierre-David Gravel

SoUndMEn

Sylvain Gingras
Sylvain Guay
Jesse Léveillé
Patrick Paquet
Gaétan Bouffard

WatCHoUt opErator— 
360 bIg top

Jimmy Lakatos

lIgHt opEratorS

Benoit Gromko
Jonathan Lewis
Arnaud Belley-Ferris
Jonathan Dupuis
Julien Blais Savoie

HEad ElECtrICIanS— 
prodUCtIon

Benoit Gromko
Michel Pilote

CoordInatorS— 
logIStICS

Amélie Pichon
Emmanuel Grangé

MaCHInIStS—SItE

Benoit Vézeau
Carl Vesco
Charles Duclos
Christophe Lussier
Dany Côté
David Lessard
Donal MacCormack
Etienne Racicot
Félix Desmeules
Felix Labrie-Paquet
Gabriel Horth
Gilles Lebrasseur
Jean Bergeron
Jean-Philippe Roussin
Jerome Decis
Jo Flint
Luis Davila
Lysandre Boudreault
Marine Richard
Mario Horth
Marko Biron
Michael Lapointe
Mikael Tommi Morin
Olivier Birch
Pascal Pelletier
Pierre Olivier Parent
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Olivier Thouin
Anna Burden
Olga Gross
Natalie Racine
Alexander Read
Ramsey Husser

360 vISUal and IntEraCtIvE

Alexandre Dagenais
Anne Lagacé
Frederic Tretout
Gabrielle Sigmen Mercier
Mathieu Babin
Marie-Lou Bouchard 
(Gentilhomme)
Olivier Gagnon
Thibaut Duverneix 
(Gentilhomme)

troUblEMakEr dUo

Andy Nulman
Mariam Khan

gUEStS of tHE 
troUblEMakEr dUo

Andrew Torriani
Arthur Sylvestre 
Cheryl Blum
Dave Handelmen
Drea Wheeler
Haskel Garmaise
Jeffrey Hart
Jennifer Silver
Junaid Hussain
Kellyssa Rose Vincent
Lynne Lamarche
Oren Lefkowitz
Sara Waldston

InvISIblE MC 

Catherine Lavoie
Jean-François Beaudoin

ECotonE 

Jean-François Pedno 
(Metametric)
Mathieu Le Sourd (Maotik)

SECrEt WISH

Serge Belo

vIdEo Walk

Alexis Trépanier
Frédéric Barrette

WandErIng SoUndMan

Colin Gagné
Lévy Bourbonnais

travEllIng vox-pop

Barthélémy Glumineau 

ClEfS d’or

Philippe Trépanier
Tamara Bousquet

faUx ConCIErgES

Luc Tremblay
Soizick Hébert
Roch Jutras

SlaCklInE Montréal

Julien Desforges
Maxime Pelletier

Roger Marier
Serge Lapierre
Sylvain Vézeau
Xavier Barbeau
Yoann Royer
Yohann Rose

MaCHInIStS—tECH

Jean-Pierre Gallant
Thierry Poirier
Jean-François Lapointe
Nicholaus Burns
Dany Prévost

HEad CarpEntErS— 
SCEnograpHy

Jean-François Dugas
Cristelle Boudreau 

CarpEntErS— 
SCEnograpHy

Annie Hamel
Élodie Paquette
Félixe Valois
Louis-Charles Gagnon
Marie-Eve Lavigne
Marie-Jeanne Beaulieu
Mark Durand
Maude Fournier
Myriam Cyr-Chénier
Myriam Fortier
Yan-Fred D'amour

tEnt MaStEr— 
360 bIg top

Jan Bérubé Labonté

tEnt tECHnICIanS

Hugo A. Simoes
François Doucet
Michel Grondin
Wyatt Petersen
Tanya Bessette Pranke

blEaCHErS tECHnICIanS

Jeremy Riordan
Claude Mackay

rESErvEd SEatS  
ManagEr

Marc-Antoine Hébert

SItE and StagE  
ManagErS

Audrey Blouin
Catherine Ledoux
Christian Gagnon
Geneviève Venne
Joelle Bergeron
Johanne Amyot
Julie Marineau
Karrel Cournoyer
Léa Touzé
Sara-Eve Rioux
Stéphane Bergeron
Stéphanie Sanchez

rUnnErS— 
partnErSHIpS

Julien Binoux
Aghiles Bandou
Arianne Mignault
Maxime Laniel-Lafleur

vIp HoSt

Vanessa Calero

pHotograpHErS—
partnErSHIpS

Félix Renaud
Hugo B. Lefort

pHotograpHErS

Agnieszka Stalkoper
Allen McEachern
Ariane Bergeron
Jimmy Hamelin
Mikaël Theimer
Myriam Baril-Tessier
Nathan Azopardi
Sébastien Roy

pHoto aSSIStantS

Roxane Kègle-Demers
Nico Maroni

pHotograpHy CoordInator

Geneviève Giguère

SoCIal MEdIa SqUad

Alexandra Truchot 
Bianka Bernier
Cassy Crabtree
Catherine Matusiak
Christian Pearson
Claudia Loutfi
Diana Yazidjian
Diandra Grandchamps
Fabrizio Barrios Bazo
Georgiana Laudi
Jessica Kovar
Josianne Masse
Karina Thevenin
Katrina Deane-Riggio
Kelly Rusk
Kim Vallee
Lesmy Perez Rosales
Liesl Barrell
Marc Snyder
Marcela Gomez Gutierrez
Mathieu Laferrière
Matthew Bergeron-Wood
Matthew Burpee
Maureen Doolub
Muriel Ide
Nathalie Rivard
Nicole Pomeroy
Pamela Ellen Quiroga
Rachelle Houde Simard
Rahim Karmali
Rochelle Latinsky
Sandra Calderoni
Sophia Jasmin
Stephanie Larocque
Sylvain Martel
Verna Kulish
Yesmine Boukhili

ConnECt SqUad

Annie Gauthier
Dory Maalouf
Justin Smith
Kevin Buckingham
Rita Sahir
Sebastian Alovisi (lead)

SalES SqUad lEad

Esme Levi

ConCIErgES ExtraordinairE

Alessandra Cerroni
Alice Zachary
Alika Arpin
Anissa Boughazi
Anne-Louise Fortin
Ben Tang
Chloé Picquenard
Chloë Kayem
Clarisse Broucke
Emmanuelle Toussaint
Fanny Muloin
Gabrièle Dubé-Roy
Georges Kamel
Kathleen Rose
Léa Lotey-Goodman
Lisette Abadie
Marine Gauthier
Marla Scattolin
Matthew Dansereau
Maxime Louis-Seize
Nathalie Duriau
Paul Nguyen
Vanessa Nosotti

Those who made us dance, 
laugh, cry, sing and reach 
for the stars

HoUSE troUpE

Claudine Hébert
Chi Long
Dominic Caron
Milan Panet-Gigon
Sophie Breton
Virginie Brunelle

HoUSE band

Dominique Fils-Aimé
Jean-Michel Frédéric
Jérôme Guilleaume  
(The Gulf Stream)
Ivann Uruena  
(The Gulf Stream)

voICE

Neyla Allouani

360° vISUal EnvIronMEnt 
and vIdEo

Antonin Gaud  
(Sarah & Antonin)
François Guinaudeau
George Simeo 
Ian Cameron
Sarah Ouellet  
(Sarah & Antonin)
Patrick Goski 

opEnIng pErforManCE

Maestro Kent Nagano

MUSICIanS of orCHEStrE 
SyMpHonIqUE dE Montréal

Marianne Dugal
Brigitte Rolland
Victor Fournelle Blain
Brian Robinson
Andrew Wan



C
2
 M

o
n
tr

é
a
l 

2
0
1
7
 —

 t
H
E 

M
In

U
tE

S
 

p
r
E
S
E
n
tE

d
 b

y
 E

y

349

baratanga (drUMS)

Louis-Daniel Joly
Philippe Beaudin
Benjamin Landry
Olivier Landry
Ronny Lessard
Janic Gingras
Erik Sévigny
Hervé Jodoin

SpECIal EffECtS

Maxime Martin

MUSICal aCtS on tHE plaza

Bonbon Kojak (Moonshine)
Félix Noé (Moonshine) 
Gabe Price (Moonshine)
Gabriel L.B. Malenfant 
Gayance
Nik Olson
Odile Myrtil (Moonshine)
Thomas Von Party
Verrieux Zile (Moonshine)
Yo Miu
Walla P.

MUSICal aCtS In tHE forUM

Chromeo (Dj set): 
Patrick Germayel & 
David Macklovitch
Sofi Tukker (Dj set): 
Sophie Hawler-Weld & 
Tucker Halperm
Dj Nino Brown 

MUSICal aCtS In tHE agora

Trio Hugo Mayrand: 
Hugo Mayrand, 
Jérôme Beaulieu, 
Maude Bastien
Simon Dénizart Trio: 
Simon Denizart, 
Jeanne Corpataux, 
Simon Bellemare
Jazzamboka:  
Elli Miller-Maboungou, 
Émile Farley,  
Félix Leblanc,  
Noel Mpiaza
Men I Trust:  
Dragos Chiriac, 
Emmanuelle Proulx, 
Jessie Caron,  
Mathieu Rompré

Those who volunteered 
their time and talent
Abdelaziz Boughaleb
Aboudi Daniel
Afoali Ngwakum Akisa
Aimé-Courage Nsenga
Aissatou Keita
Alan Capes
Alanah Wiseman
Alec Mompoint
Alessandra Mantovani
Alexandre Guindon
Alexandre Lamarche
Alexandre Vallee

Ali Afroukh
Ali Raad
Alice Bellanger
Alice Bündock
Aline Nguyen
Alissina Shahabi
Amal Bouanani
Amelia Brinkerhoff
Amélie Provost
Amira Driss
Anaïs Charmillot
Andréa Benoist
Andrea Berroyer
Andrea Gideon
Andrea Rodriguez Ramirez
Andréanne Hallé
Andréanne Young
Andy Rakotomavo
Anh-Tho Tran
Anie Beaudoin
Anne-Julie Charron
Anne-Laure Lucas
Anne-Marie Fecteau
Annie Arcand
Anouk Boulanger Paradis
Armando Ordorica
Artheme Chaykin
Audrey Houle
Audrey Jacques
Aurélia Vallette-Grisel
Aymen Lfakir
Baptiste Perrin
Benjamin Bodin
Benjamin Laflamme
Benson Thermidor
Bethsy Lynn Martin
Beverly Marie Farfan
Bianca Chery
Bradly Matsubara
Brigitte Demers
Brittany Henriques
Camila Toro
Camille Boucher
Camille Doucet
Camille Lachance Gaboury
Camille Tremblay
Camylle Lalonde
Carine Nyiransengiyumva
Carolane Morin
Carolina Ramirez
Caroline Bouchard
Caroline Pierre
Carolyn Tso
Catherine Bolduc
Catherine Hebert
Catherine La Rochelle
Catherine Léger
Catherine Quinn
Chanel Aubin
Chanel Vincent-Dubé
Charles Doucet
Charles-Philippe Villeneuve
Charlotte Garcia
Charlotte Level
Chloe Durand
Christella Massimo
Christelle Arouko

Christophe Pineau
Claire Lecker
Clelia Cothier
Corina Paraschiv
Corinne Blair
Cormier Zachary
Danny Frias
David Fauteux
David Poulin
DongQiao Yang
Doris Ingham
Doro Saiz
Dorothy Armand-Lima
Dorothy Theodore
Edmée Bankaites
Élisa Serin-Leroux
Élisabeth Ste-marie
Elizabeth Viatkin
Elody Bachoffner
Eloïse Cuny
Elsa Rathgeber
Elyse Perreault
Émilie Mégrourèche
Emmeliune Aupiais
Ericka Alneus
Esme Levi
Eva Giard
Falihery Ramaroson
Fanny Serenque
Félix Hachez-Vivier
Flore-Eva Baudot
Florence La Rochelle
Florian Guilhot
Frederic D'Amato
Frédéric Roy
Frédérique Bernatchez
Gabriella Novellini
Gabrielle Malouin
Gabrielle Perras
Gaëlle Da Silveira
George Cervinka
Ghita Krim
Gloriana Fok
Gracey Hlywa Maytan
Guillaume Lange
Guillaume Olivier
Gustave Laurant
Gwendoline Legros
Hakim Mouqtassid
Hala Mreiwed
Heeyeon Kwag
Helen Pavlis
Hind MESLOUB
Hyun-Hee Pyun
Ian-vladi Dordevic
Imane Boudaa
Irvi Mati
Isabelle St-Louis
Jade Bélanger
Jade Chrétien
Jasba Simpson
Jasmine Dufort
Javier Montes
Jazna Rossi
Jean-Christoph Btaiche
Jean-François Ouellette
Jean-Philippe Antonuk

Jeanne Helluy
Jennifer Teasdale-Raymond
Jennifer Tingombay
Jeremy Cousineau
Jessica Drozd
Jessica Malenfant
Jiawen Li
Johanna Vivancos
Jonathan Marcotte
Jora Denis
Jordan Whitewick
José Gonzalez Bastidas
Juan David Roldan
Judith Côté
Jules Gaudin
Julia Pouliot
Julie McIntosh
Julie Wong Mew Wah
Julien Cayla-Irigoyen
Julien Saleh
Juliette Cocault
Juliette Marty
Juliette Thiriet
Justine Beaupré
Justine Montpetit
Karima Cherifi
Karine Belzile
Karine Brisson
Karl-Philippe Telemaque-Hector
Karma Aboukheir
Katherine Gaulin
Kathryn Boynton
Kayla Prashad
Khadija Bennani-Smires
Kim Drummond
Kiyani Bamba
Koloinamalala Randriamialison
Lara Geinoz
Laura Cabrera
Laura Mai Piché
Laura Morales
Laurence Forest
Laurent Beauchamp Doucet
Laurent Côté-De Lagrave
Laurent Pelletier-Verrier
Lauriane Ares
Laurianne Walker-Hanley
Lauryn Berro
Lawrence Esso
Léa Fournier
Léon Virfollet
Léonard Imbert
Leonora Pires-Pierre
Lia Hauben
Lilianne Martin
Lina Belabbas
Linda Alexandre-Boucher
Loic Fourniller
Loïza Luperon
Lola Gravel
Loubna El Wacham
Louis Ganivet
Louis-Charles Paillé
Louis-Julien Dufresne
Louise Courchinoux
Lucie Sarazin
Lulu Xing
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Madison Ramsay
Maëva Cangé
Magalie Beaulé
Magalie Han
Mai-Ly Nguyen
Maisa Mreiwed
Malik Aghiles Tahir
Manuel Patry
Marcouf Collin
Margarita Komarova
Margarita Psihogios
Margot Bedu
Margot Leprevots
Maria del Carmen Garcia
Marianela Read-Rainville
Marie-Ange Audigé
Marie-Eve Chaumont
Marie-Helene Brault
Marie-Michelle Couture
Marie-Pier Leduc
Marie-Victoire Zamor
Marie-zelie Sainz
Marietou rose Diop
Mariève Lemelin
Marilou Gareau
Mark Noue
Martine Vachon
Martine Valentin
Marvin Dorleans pierre
Mathieu Lynch
Mathilde Bernasconi
Mathilde Coste
Matt Budd
Maxime Courteau
Maxime Deschenes Trottier
Mehreen Diwan
Mélanie Cardinal
Mélanie Matteau
Melissa Ngo
Melodie Miribel
Miantsa Razafindramanana
Michelle Hutchinson
Mikael Lemelin Brisebois
Mikhaïl Ngassa
Mirianne Brûlé
Mohamed Elshiaty
Mustafa Ibrahim
Myriam Harvey
Myriam Martin-Brochu
Nader Aboukheir
Nashwa Rammal
Nicolas Labrecque-Sauvé
Nina Lantinga
Nisrine Iraqi
Noha Laraki
Oliver Tse Sak Kwun
Omar Zerrad
Ophélie Delon
Pamela Plante
Paula Even
Philippe Manirath
Philomene Pierre
Pierre-Antoine Heredero
Raghe Farah
Raghid Nami
Ramin Mohsenin
Rebeka Cohen-Solal

Renée-Ann Blais
Rim Zerdazi
Rita Kahwaji
Robin Ramasamy
Rosalie Chicoine
Roumaissa Djabri
Russell Goulet
Ruth Elvire Dejean
Saad Benjelloun
Sacha Terral
Same Fofana
Sanae Chafi
Sandrine Turcotte
Sara Lechheb
Sarah Hamdani
Sarah Huzarski
Sarah Meddah
Sarah-Jessica D'Avirro
Savanah Pasteau
Sean Léger
Sebastian Varas
Ségolène Chateau
Seif Bourguiba
Selma Idjeraoui
Serge Masselski
Simon Altman
Simon Bédard
Simon Clerc
Solène Leborgne
Solène Thériault
Solenn Pellé
Sophia Kapchinsky
Sophia Perring
Sophie Bonenfant
Sophie Cardinal-Roy
Sophie Daoust
Sophie Naert
Sophie Valcourt
Stacey Lynn Nord
Steffi Aikins
Stephanie Bacquere
Stephanie Bottex
Stephanie Chartier
Stephanie Costache
Stephanie El-Chakirh
Stephanie Hindle
Steve Robins
Tala Abdul Salam
Tanya E. Johnson
Terrence Berget
Thiago Silva
Thierry Francis Lorfils
Thomas Rollo
Tina Do
Tinh Chum Hun
Tolotriniaina Randriamialison
Tristan Billet
Ulysse Piediscalzi
Valentine Duguay
Valerie Awad
Valérie Laganière
Valérie Parisien
Varun Sriskantha
Véronique Boudreau
Véronique Leclerc
Véronique Proulx
Vilena Pavlov

Vincent Cloutier
Vincent White
Virginie Bourgeois
Vladimir Van Themsche
Wendy Gasperment
William Gagné
Yana Rogozin
Yang Wang
Yann Pineault
Yasmine Haouchine
Yassine Cherkaoui
Youness Salame
Yuan Gao
Zachary Bleau-Prevost
Zaenab Hage
Zakaria Boukhcheb
Zeina Gharzouzi

not to MEntIon…

All of those who set up 
and tore down

And all of those who 
otherwise participated 
in the sum or parts of 
C2 Montréal 2017

yoU knoW WHo yoU arE.

 
Those who contribute 
their expertise and 
network to propel 
C2 Montréal further

Montréal InC. CoMMIttEE

Dexter and Byron Peart
Eve Laurier
Francois Arbour
Isabelle Chevalier
Louis-François Hogue
Martin Gauthier
Sebastien Morneau

CrEatIon CoMMIttEE

Estelle Métayer (Chair)
Andy Nulman
Brent Bushnell
Chris Denson
Laurent Haug
Philippe Meunier
Philip Sheppard

IntErnatIonal CoMMIttEE

Daniel Lamarre (chair)
Harley Finkelstein 
Hélène Desmarais 
Jen Holmstrom 
Monique Leroux 
Marc St-Hilaire 
Michael Kives 
Normand Legault 
Patrick Zhong  
Terry Doyle 
Vicki Heyman
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Major partnErS

IMagInEd by 

foUndIng partnEr

our partners

SpECIal tHankS

and a HUgE, HUgE tHank yoU to



prIvatE partnErS





 jIMMy HaMElIn
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Next year, we’re going back to C2’s (still green) 
roots, back to the core of what it means to be 
a transformative leader. 

In 2011, when our founders put those two 
C’s—Commerce and Creativity—together, they 
were making worlds collide. Today, creativity 
is widely recognized as a key skill for any 
leader or organization hoping to survive, much 
less innovate. This is no longer just a collision: 
it’s the foundation upon which prosperous 
businesses are built. 

Now more than ever, we believe that it’s at the 
intersection of commerce and creativity that 
we’ll find innovative and actionable solutions 
to the challenges of our times. 

What other collisions should we be 
encouraging? What revolutionary new ideas 
could erupt from a spark between seemingly 
conflicting industries, organisms and interests? 
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oUr tHEME for 2018

TransformaTive

Collisions

Engineering new connections to 
re‑energize and retool leaders
Throughout the seventh edition of C2 Montréal—
May 23–25, 2018—we’ll be encouraging Transformative 
Collisions across five cross-industry tracks:

lEadErSHIp

Cultivating innovation 
Embracing creativity and empowering teams to realize 
bold visions for a prosperous and inclusive future.

tECHnology

Engines of change 
Big data, AI, Hyperloop and other game-changing 
technologies and self-fulfilling prophecies.

MarkEtIng and MEdIa

Stories and truths 
Innovative brand experts, broadcasters, retailers 
and storytellers exploring new ways of reaching 
and engaging tomorrow’s consumer.

art and dESIgn

Making sense of the world 
Taking inspiration from artists, designers and 
architects who dedicate their lives to shifting 
perspectives and expanding our universe.

IMpaCt

Multiplying our positive effect 
Rising to the challenge and seizing the opportunity, 
as leaders, to bring about real change.

We already live in a world 
of collisions. This is a gift: 
we must continue to 
encourage shock and face 
it with openness, courage 
and humility. Collisions, we 
believe, are the antidote to 
cynicism. By allowing us to 
re-envision the world, they 
create new ground that we 
can build on together.

C2 Montréal 2018,  
May 23–25. 

See you there.
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