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In the beginning

A hive of activity

The very first C2-MTL planning brainstorm became
the stuff of legend. A group of individuals were brought
together to come up with ideas for an ideal business
conference. Seems innocent enough. The group was made
up of business minds, creatives, and a professional clown
thrown in for good measure. The infamous inaugural
brainstorm involved a Vespa jaunt, a spiritual stopover,
sensory deprivation, molecular food tasting and a wake-up
call from a hockey mascot.

C2-MTL is far from being a one-way conversation.
We expect a lot from our attendees. An editorial team
is in place to field your speaker questions through social
media or our dedicated mobile app, while journalists
analyse speaker insights via live feed throughout the
innovation village. Take a stroll post-talk and you might
find fellow attendees playing with Lego and pipe cleaners
in workshops led by bold business minds. Look a little
closer and you might see one of C2-MTL’s unstoppable
personal concierges finding networking opportunities
for their assigned attendee. It is this type of immersive
sandbox that inspires an open and productive dialogue.

The findings? For the most conservative suit-clad
businessman to a simple street busker, creativity emerges
when we break down preconceptions, establish new
ways of thinking, and find ways to delight the body and
refresh the mind and spirit. And thus, with these
invaluable insights, the foundation for C2-MTL was
laid out.

A business
conference...
only
different
Join the
conversation
Welcome to C2-MTL, a year-round
repository of razor-edged thought
and idea development, inviting the
best and brightest minds to Montréal
for an annual 3 days of discussions
on the convergence of commerce and
creativity. It’s an experience that
activates innovation at the molecular level. It gets under your
skin and stays there. Once you
are in wits grasp, it will
never be business as
usual again.

The first step of being creative is letting go.

Set your senses free
What does the C2-MTL conference look like? Taste like?
How does it feel? Walk onto the conference site (aptly
named the Innovation Village) and you will immediately
see colourful lounges and interactive installations. You’ll
feel the sun on your skin as you chat with like-minded
innovators in open-air gathering spaces. You’ll treat your
taste buds to deliciously unconventional delicacies. And
you’ll hear a networking buzz that can only be described
as electric. The C2-MTL team along with countless talented
collaborators goal is to set a dazzling stage where
attendees are instantly set free from their normal routine.

We swing both ways
Creating a sensorial experience is key, but that is only
part of the C2-MTL takeaway. One of the main objectives
of C2-MTL is to help businesses solve real problems,
open a dialogue among industries, and create a path
towards greater innovation. We asked ourselves: What
factors influence the way we think? How can we shape
our individual and collective environment to make it
more conducive to the emergence of new ideas? How can
we build a corporate structure that fosters risk-taking
and novel solutions?
Past speakers such as Arianna Huffington, ex-Disney
President Michael Eisner and Francis Ford Coppola have
shared concrete advice on developing new ideas, taking
calculated risk, and ways to start thinking way outside
the box. Countless other high-profile speakers have inspired
attendees with stories of success and failure, and relatable
ideas on how to transform creative notions into tangible
business initiatives.

The experience continues
At the end of the day, when your brain is already bursting
at the seams, C2-MTL pushes the experience even further.
A group of acrobats might begin contorting under the night
sky. A large-scale interactive display could beckon your
participation. You could even embark on a spontaneous
bike tour of the city. Whatever happens, save some energy.
One thing’s for certain, predictable is not a word in the
C2-MTL dictionary, and attendees from near and far seem
to like it that way.
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Say Bonjour to
creativity
Creativity is in the
water here. Montréal’s
indutries soak it all up, keeping
at the forefront of innovation
in sectors as varied as film and
biopharmaceuticals, while toptier companies like Autodesk and
Ubisoft set up shop to tap into
the city’s impressive local
talent and limitless
creative potential.
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Perpetually in motion when it comes
to cuisine, film, music, literature, theatre,
digital arts, fashion and more, the city of
Montréal gets serious street cred in terms
of cultural and artistic creation. C2-MTL
is built to reflect that vibe, articulating
the city’s lively, stylish soul and channeling
that very spirit into every corner of our
site—and every aspect of our ethos. In
revamping the business conference, C2-MTL
takes inspiration from its hometown, and
reflects the talented and passionate souls
who walk the streets of our dynamic city.
The New York Times hails Montréal’s
“music-charged nightlife, slaughterhousechic restaurants and post-industrial revival,”
while The Washington Post dubs it “one
of the most exciting places in North America
for boundary-busting art.” In 2011, fDi
Intelligence named Montréal one of the top
10 American cities of the future, and Lonely
Planet ranked it third in the world on
its “Best Summer City” hot list. A UNESCO
City of Design since 2006, and full to the
brim with creatively-inclined design types
spanning a variety of mediums, Montréal
is the ultimate city for makers and doers:
its general nature and personality is
expressed in every inch of C2-MTL’s site
and every iota of the event’s character.
Montréal is the perfect place to seek out
creative answers to commercial questions;
C2-MTL is a natural extension of the city’s
beliefs and abilities, and a bold invitation
to tap into the city’s tradition-swooping
local talent and limitless creative potential.
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From the event’s original conception to its
plotting and then its execution, C2-MTL
was brought into being by a monumental
effort put forth by a great many individuals.
Every detail of C2-MTL is planned carefully
and brought to life exactly to ensure a oneof-a-kind look and feel. C2-MTL artisans,
from light-obsessed scenographers and
trendsetting workshop designers to spacedefining architects and swatch-pondering
conceptors, all come together to engineer
an original, visceral experience that is
without peer.
Plans this big and extensive are the end
result of collective dreaming, painstaking
precision and backbreaking hard work.
The C2-MTL site is built as a front-to-back
trek, to be a journey in and of itself,
a playground for ideation and a channel
for inspiration. It is an immersive experience
—both rabbit hole to fall into and looking
glass to pass through. The C2-MTL site is
a living conversation point; a place where
meetings of the minds can occur in real
time and in good, breathable open space.
And a place where every little screw, every
single light bulb reflects the common
vision of a slightly overambitious group
of individuals.
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The C2-MTL site, or,
as we like to call it,
the Innovation Village, is
as unique as the conference
itself, the result of an act of
true creation and the product
of literal labours of love
and design—not to mention
very little sleep.

It takes
a village
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This village is a marriage of ideation,
experience and design. Throughout, it teems
with ideas and activity, and the experience
of attending is as much about people meeting
people as it is about people learning from
people. The site, punctuated by conceptual
spaces and lounges, is made to facilitate
these connections: impromptu meetings
spark off-the-cuff conversations, workshops
immerse attendees in the thickness of the
creative trial, and what we collectively see,
hear, feel, touch and smell creates a unique,
binding moment.
The Innovation Village is a place for
meeting, for discussion and for play. It’s our
sandbox, a zone replete with sun, air and
chatter, food, drink and conversation. It’s
where you are invited to unwind, mingle
and network. It’s where you’re put in touch
with the people you want to meet, and the
people you didn’t know you had to meet.
So grab a bite, have a chat, and watch the
spectacle unfold—we sought to make this
a comfortable space for you to learn and
reflect, in the best company we could find.
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Game changers
and
mind blowers
C2-MTL seeks to bring together the best of
all industries to find creative answers to
commercial questions. We seek out leaders in
all sectors of business to speak to us, and to
each other. It’s active problem solving with
a pinch of dreaming for good measure.
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C2-MTL speakers are carefully chosen and
brought to Montréal to talk about ideas,
innovation, problems and solutions. C2-MTL
is about the relationship between commerce
and creativity, and our speakers tactfully
balance the needs of each of those fields.
They get to the bottom of creation, of
the hardships, the triumphs, the glories;
they get behind everything, open it up and
show you what’s what. They talk about
commercial needs and wants, about the ties
between forward-thinking leaders and
game-changing innovation.
C2-MTL is breaking the mold of traditional
conferences, embracing the latest
technologies and customizing the way
content is delivered. Forget PowerPoint
presentations. No two talks will ever
be the same, yet each will always be an
intrinsic page in a painstakingly thought
out storyline.
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Francis Ford Coppola
Filmmaker, Storyteller and Businessman
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“Generally, the
trend is towards
openness
and collaboration.
Collaboration
should be
the premise, the
starting point.”

Marc Chapman

Managing Partner
IBM Global Business Services (GBS)
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“The strategic value
of having cash in
a technology company
is immense. It allows
you to pounce when
opportunities present
themselves.”

Patrick Pichette
CFO
Google
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“Iterating all the time
is key to creativity. There
is no perfect product,
it’s all about iterations.”

Arianna Huffington
Editor-in-Chief
AOL Huffington Post Media Group
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“You have
eureka
moments
after
endless,
endless,
endless
conversations
with your
colleagues.
And then
one day you
say, ‘Oh, this
idea of mine
is really
brilliant’.”
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Michael Eisner
Former CEO
The Walt Disney Company
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“We’re not trained to deal
with chaos. We’re trained
to sit in rows, whether it’s
in class or in meetings like
this. Companies are set up
to be structured a certain
way. It won’t be easy:
learning how to relearn,
learning how to be
creative. I actually think
it will make businesses
more effective.”

Robert Safian
Editor
Fast Company
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“Don’t make stubborn
buildings, give them
a wider meaning.”

Winy Maas

Co-Founder and Principal
MVRDV
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“At Cirque,
we believe that it
would be a mistake
to restrict our
R&D to a single
department. It’s a
responsibility that
falls to the entire
organization.”

Daniel Lamarre
President and CEO
Cirque du Soleil
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“It’s all about
the distinctiveness
of the product
and elevating the
experience. It’s
not even about
making money.
The money takes
care of itself if you
do a good product.”
Ian Schrager
Entrepreneur and CEO
Ian Schrager Company

73 |

“Parameters are actually
very helpful, because you
become more creative
when you don’t have as
much to work with.”

Jennifer Yuh Nelson
Director
DreamWorks Animation

“The key is to get varied
teams working together,
to mix disciplines,
and cross boundaries
between crafts, industries,
and cultures.”

Jean-François Bouchard
President, Sid Lee
Curator, C2-MTL
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“This is the way you gotta
roll. You gotta embrace
the speed. You gotta
embrace the fear. You
gotta embrace the out of
control and chaos, you
gotta make it your friend.
If you resist it, you break.
Enjoy the insanity.”

Robert Wong
Chief Creative Officer
Google Creative Lab
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“It’s always
better to make an
imperfect decision
at the right time,
than to make the
perfect decision
too late.”

Bertrand Cesvet
Chairman
Sid Lee
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“Productivity is incredibly
important to creativity.
Most individuals gets
wrapped up in the concept
of illumination, the
aha moment, the eureka
moment. Creativity
actually involves a lot
of hard work. Picasso
produced 20 000 pieces of
art. Henry Ford produced
an assembly line of ideas.
Thomas Edison tried
hundreds of ideas before
any worked.”
Dr. Rex Jung

Assistant Professor of Neurosurgery
University of New Mexico

“Innovation is not a
corporate phenomenon:
innovation requires
taking risks and breaking
the rules and that’s not
what companies
are particularly good at.”
Carl Bass
CEO
Autodesk

| 86

| Speakers |

| C2-MTL

87 |

“Be audacious
and not reckless.
Audacity is a
combination of
wisdom, skills
and self-esteem.”

Lotfi EL-Ghandouri
Founder
Creative Society and The Hub Madrid
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“It’s one thing
to think about
something;
it’s another thing
to take the risk to
make it happen.”

Sakchin Bessette
Founder and Creative Director
Moment Factory
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Feeding back
into the
conversation
The C2-MTL
editorial team contextualizes
the conference; it explains,
it elucidates. It creates content
that is ever evolving, based on
dominant and outlying conversations
that arise from C2-MTL’s workshops,
online discussions, live Q&A sessions.
This ongoing conversation, rich with
evolving feedback loops and hungry
for curveballs, creates a whole that
is more than the sum of the parts–
and those parts are already
pretty solid.
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C2-MTL is a living, breathing sounding
board, and place where people come together
to seek answers and solve problems.
Interactive and immersive, the C2-MTL
experience puts the emphasis strongly on
participation. Which is to say, it’s all about
the participants.
The speakers on stage represent only the
first layer of content; on their heels are
collaborative workshops, interactive data
visualization installations (ever seen a
knitting machine that knits your tweets?),
crowd-sourced panels, off-line and online
conversations and connections. And our
attendees are the fuel behind it all. Coming
from all over the world, these forwardthinking and open-minded people from
various fields and industries represent
wildly various interests and concerns.
We believe this variety is the engine that
drives and sparks solutions.
Our conference aims to use creativity to
solve commercial problems—our attendees
shape that conversation. All we do is give
them a little help.
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Nadia Lakhdari

Vice-President of Content
and Event Program
C2-MTL

Cracking the
creativity code
—

Are you creative?
Have you ever asked a large
group of people: “Who
in this room is creative?”
Robert Wong from the
Google Creative Lab tried
it at C2-MTL. Very few
hands came up. In fact, the
audience seemed as selfconscious and uncertain of
their answer as if they had
been asked whether or not
they consider themselves
to be beautiful.
Ask the same question about
logic, rigor or management
skills, and I’d be surprised
to see one hand stay down.
Why the stigma?
While initially researching
ideas for C2-MTL, a
consultant from a traditional
management firm said to
me: “Ask me to interact with
these creative people and I’d
feel like I was playing tennis
against Rafael Nadal.”
Wow. What a statement.

Creativity is an ability that
we are all born with. But
somewhere along the way,
some of us seem to have
forgotten how to use it. This
may have begun when we
learned to paint by numbers,
where the message was clear:
follow a tried-and-tested
process and you will get
results. This might work
for a while, but then all we’d
ever do is paint the exact
same picture over and
over again. Who has ever
achieved great success
doing that?

We need to erase
the lines.
There comes a time when
we need to erase those
pre-drawn lines and little
numbers. This doesn’t
mean staring at a blank page
and starting from scratch.
On the contrary. Our lives
and experiences are a rich
texture of the sights we’ve
seen, the cities we’ve visited,
and the people we’ve
spoken to.
Poets don’t invent new
words, and musicians don’t
invent new notes, yet their
work reassembles the known
and turns it into something
fresh and original. In the
same way, our ideas build
on a mosaic of influences;
from our colleagues, our
competitors, our community,
and that crazy thing we saw
on YouTube.

Connecting the dots.
Creativity means seeing
the world and its possibilities
in a new way, making
connections between thoughts
and ideas that at first
glance do not appear to be
related, and above all,
it means having the guts
and the drive to bring these
discordant ideas to life.
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It begins with a dream:
to solve a hair-ripping
problem; to make the world
a better place; to remove a
small every-day annoyance;
to make a process more
efficient; to deconstruct
something and rebuild it
the way it should have been.
It continues with audacity,
with the courage to follow
through, and navigate the
murky waters of execution,
whether by obtaining
financing and adopters for
a new project, or by
painstakingly transforming
an established product.
It ends and starts again with
the humility to constantly
question and challenge our
successes and failures alike.

Words can be
limiting.
As often as I’ve heard
“creativity is for artists”,
I’ve heard “innovation is
for scientists”. Really?
Let’s go back to basics here,
and stop drawing lines
based on vocabulary.
Innovation is what happens
as a result of creativity.
In any industry, any field,
any era. Someone has an
idea (whether from a flash
of insight or a laborious
R&D process), they bring
it to life, and the result is
innovation, i.e. a new thing
or process or model.
So can we all make friends
with creativity and
innovation? Believe me,
we need them. There’s
a famous definition
of insanity: doing the same
thing over and over
again yet expecting different
results. That is exactly
what we do in the business
world when we stay stuck
inside structures and
processes that may no longer
serve the end-purpose.

| Our raison d’être |

The world is
changing.
Consumers’ needs and
expectations are changing.
The way our kids learn
to interact with their
environment is changing.
The way we communicate
is changing. The
economic landscape
is increasingly uncertain.
Knowing this, how can
we expect to continue
“business as usual”?
There are a lot of success
stories out there, whether
it’s painstaking attention
to design, the deconstruction
of corporate structures,
or the overwhelming
diversification of a business
model. There is no
one right answer. There are
many, many answers,
and the first step to finding
one is to start by asking
the questions.
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This is why
we’ve come
together
at C2-MTL. To
collectively seek
to find creative
answers to
commercial
questions.
What’s more, we’re having
a lot of fun trying.
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Jean-François
Bouchard
President, Sid Lee
Curator, C2-MTL

In 2010, Cirque du Soleil’s Daniel Lamarre came to us with
a challenge: to imagine a corporate event that would help
business leaders integrate creativity and innovation into
their organization. Just our kind of challenge. As we did
our research, we found that there was actually a significant
opportunity to create an international business event
that was not only about innovation, but also innovative
in its approach.
That’s how we came up with the concept of a 3-day immersive
event. Where the conversations about creativity would
be mirrored in every facet of the overall experience. Where
the concepts shared on stage would be tried and tested
by attendees through participative installations and
collaborative moments. All the magic would be taking place
in a creative sandbox where anything could happen. Simply
put, our goal was to reinvent the business conference by
stimulating attendees not just with talks but with exhibitions,
multimedia, conceptual venues, projections, workshops
and parties (it is held in Montréal after all!). We also saw
this as an opportunity to bring together the C-suite from
all business sectors and industries, in what could become
something of a global innovation summit in Montréal.
And this is how C2-MTL was born.

Curated by

But that was the easy part. It took time, energy, investment,
a high tolerance for risk, and most of all, the faith of a lot
of people, all of whom have helped shepherd this event from
concept to reality. To mention only two, this event never
could have happened without Tourisme Montréal and the
Claudine and Stephen Bronfman Family Foundation, both
of whom believed in our crazy idea from the start.

The tough part is not resting on our laurels.
What is, in essence, a business conference?
How do we strip it down and build it back up,
in a way that creates the most value for
participants? These are questions we keep
asking ourselves, and will keep asking
ourselves. Even if answering them means
starting all over again.
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Daniel Lamarre
President and CEO
Cirque du Soleil

From our very first discussions on the subject, we quickly
realized that C2-MTL would be a great opportunity to
reinvent the business conference—to modernize a wellestablished and quite traditional model, in a way that
inspires the leaders of today to themselves reinvent the way
they do business. This is what we call creativity, and what
we set out to illustrate and experience with C2-MTL is that
creativity can and should permeate all spheres of business,
no matter the industry.
Cirque du Soleil has been successful, because since day
one, we have re-imagined the circus business. A circus
used to mean big top tents, lion tamers and ringmasters.
To a degree, Guy Laliberté turned that on its ear, both
modernizing and reinventing the circus experience.
Cirque du Soleil has always been about ideas, and turning
those ideas into tangible, prosperous realities anchored
by a resolute and uncompromising creative vision.

Founding Partner

I’ve said before that in the word “showbusiness”, you start
with a good “show”, and then you have the ‘business’ side.
With C2-MTL, the two go hand in hand. The “conference”
becomes an experience, a living illustration of the concepts
shared on stage by the speakers. This is one of the major
differentiating elements for C2-MTL, and the levels of
creativity found in Montréal certainly helps convert this
vision into reality. It’s no coincidence that our city’s initials
feature prominently in the event name.

To attend C2-MTL is to be an intrinsic part of
the act of creation. The way the event is
constructed asks attendees to look at the idea
of a conference in a different way, and the
way it looks reinforces the way it feels. C2-MTL
puts thought leaders in the same space,
and asks them to look at their worlds and
challenges together. At C2-MTL, they play in
the same sandbox and experience something
wholly new—and perhaps a little bit odd.
To say that I am proud to have helped initiate C2-MTL would
be an understatement. Risks were taken to create a unique
and inspirational event, and I have no doubt that what was
created will continue to grow and adapt to the ever-changing
needs of both the commercial and creative worlds.
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Benoît Berthiaume
Executive Producer
C2-MTL

C2-MTL

Ability is one thing and agility is another, and to survive in
business today, you need to have both. We knew it wasn’t
enough to say that we wanted to create an event that broke
down barriers and challenged the corporate and creative
worlds to come together—we actually sought to do it if only
to see that it could be done. What is perhaps most special
about C2-MTL, then, is that we built it specifically to see
what it looked like. We built it to thoroughly reflect the
ideation that went into it.
C2-MTL came into existence because the business world
has become an increasingly complex place, and because
complex problems require innovative solutions. Paradigms
and models are only successful if they are adaptable—and,
given some of the issues business in specific (and society
in general) is confronting these days, it has become
apparent that we have to shift these paradigms and (in certain
cases) reinvent models that worked so well for so long.
This is daunting, in theory and in practice, but it’s also
exciting. The creative world and the commercial world are
more alike than many think—the individual and
organizational successes of both worlds are intelligent,
adaptable and open. They question the validity of routine,
of tradition—to borrow a phrase, they think differently. When
we conceived of C2-MTL, we wanted to do that for the
experience of a business conference. We wanted C2-MTL
to be the kind of place that looked and felt like a de facto
experience, so we built that experience from the ground up,
feeling the curves contours of each iteration of our build
underneath our fingers. There was no blueprint for what
we created—in turn we created the C2-MTL experience
by experiencing it in the first place.
It is because of the great leadership and creativity of people
like Jean-François Bouchard and Daniel Lamarre, as well as
the generous financial contributions of our local, provincial
and federal governments, that C2-MTL stepped off of the
drafting table and into reality. The event also could not have
succeeded without the incalculable contributions of our
directors, advisors, sponsors, partners, volunteers, and the
tireless C2-MTL team—all of whom now have a stake
in this remarkable thing we’ve collectively built.

Innovation is the destination, creativity the
journey, and C2-MTL the GPS!

| Ready. Set. Innovate. |

Ready. Set.
Innovate.
—
Loosen your tie,
and your corporate
structure.

When, how and where is
this proposed innovation
supposed to happen? Look
around. Do you and your
team have the space, both
mental and circumstantial,
to innovate? Can you step
outside usual boundaries
and react differently to
a usual situation?

Structure

Let’s take a look.
Are your employees
encouraged, or even allowed,
to discuss projects with
their peers in other
departments? Sometimes
all it takes is a different
point of view. Someone
who looks at the world
through a different lens.
C2-MTL speaker Lotfi
EL-Ghandouri told
us a fascinating story to
illustrate this.
A Spanish surgeon was
pondering how to limit the
time it takes to perform
open-heart surgery on
children (the length of time
the heart stays open is
the main risk factor in this
surgery). So he invited
engineers from Ferrari’s
Formula One team to
explain their pit stop
procedure when they refuel
and change the wheels.
What he found out is that
each engineer has only one
task to perform. If your job
is to unbolt a wheel, that’s
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Whether it’s a new HR
structure, a different
marketing campaign, or
a novel customer service
concept, try it out. It’s by
testing the waters that we
can create the best boat.

Another one is to look at
your management structure.
Are employees encouraged
to develop projects and bring
them to your attention? Have
you set a clear vision and
allowed your team freedom
to navigate within it?

all you do. You don’t then
run around to unbolt
the next one or attempt
to refuel. Doctors
had quite the opposite
technique: one surgeon
performs a whole surgery
from beginning to end.
So this Spanish doctor
modified his procedure and
reduced the amount of time
a child’s heart had to stay
open by over thirty percent.
Thirty percent.
When Lotfi asked him
how he thought of going to
Formula One engineers
for help, the doctor replied:
“When I watch F1 on TV,
and I look at the pit, I see
an operating table. There
is absolutely no difference
between an F1 pit and
a surgery room.”
What this story tells us
is that it helps to take a step
back and get a different
point of view. That’s why
multidisciplinary and
multicultural teams can
be so effective: each person
around the table approaches
the problem with their
own set of experiences and
knowledge, which they can
merge with the experiences
and knowledge of others,
and come up with a novel
solution.
So getting diverse teams
working together is one idea.

A few years back, we always
heard the expression “think
outside the box.” More and
more, these days, creatives
are instead promoting the
value of thinking inside
the box. Your role as a leader
is to delimit the sandbox,
make sure the right tools are
there, and then let people
play inside it.

Things are about
to get real.

From constraint comes
creativity. If you asked two
people to create a promotional
campaign for Cirque du
Soleil’s new show and gave
one a budget of $1 million,
and the other a budget
of $100, who do you think
would have to be the most
creative in their ideas?
But setting boundaries
doesn’t mean setting limits.
It means sharing a clear
vision that provides a
framework within which
ideas can explode.
If you’ve explained your
vision clearly, and hired a
team of stars, then you
can pretty much sit back
and let them do their job.
Now, each element in the
previous sentence is equally
important. Firstly, without a
clear objective, the best team
can produce poor results.
Secondly, casting is key: it all
begins and ends here.
Don’t try to shape people
to a role, shape the role to the
person. Thirdly, get out of
the way. Once you’ve hired
the right crew and provided
them with a GPS, let them
sail away. You’ll be surprised
what they come back with.

Having ideas is good, having
great ideas is fantastic,
but even the best idea is
nothing without superb
execution. And every step
of the business process
requires creative thinking.
How do we transition from
ideas to making them
happen? How can we scale
up our business model to
ensure growth? How do we
measure our efforts?

Execution
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Execution starts with
audacity. Taking that first
step from concept to reality
takes courage. It also takes
intuition: how big do I go,
who do I pitch to, when is
the timing right? The answer
to these questions can’t be
taught in business school.
They must come from
within. And they will, if you
allow them.
Of course, you might fail.
But failure needs to be
part of the process. It is by
failing that we learn, and
that we are given the space
to tinker and potter and
create something closer to
what we need. That’s
why designers urge you
to prototype, start-ups
believe in launching early
and often, and product
developers are all about
iterations. This logic applies
to processes, too.

These days, we hear a lot
about scalability. Is it a
new buzzword, or does it
matter? We’d argue it
inherently matters. No
matter how great the
product or the business
model, if you can’t scale up,
you’re forever doomed to
corner-store status.
However, it doesn’t end
there. Scaling up is, by
itself, a limited goal. It’s the
old business model of yore:
create a good product, get
a distribution line in place,
and get bigger and bigger
until you’re The Coca-Cola
Company. Nowadays,
diversifying the business
model is key.
Take the Red Bull example.
At heart, it’s a company
selling a sugared drink.
Just like a dozen other
large companies selling
sugared drinks. Yet, not
only through branding, but
through real and diversified
reinventions of its business
model, Red Bull is now an
event organizer, an extreme
sports promoter and a
media company. The same
holds true tenfold for Virgin,
a mobile phone company,
a music company, an
airline…and who knows
what’s next?
There’s that ubiquitous
question: what’s next? How
can we figure it out? Many
of today’s trailblazers will
say that the last person to
ask is your customer.

From Apple, which never
holds focus groups, to Ian
Schrager, who tellingly
said that “Thomas Edison
didn’t ask consumers if
they wanted a light bulb,”
there seems to be a building
consensus that true
innovation requires pushing
people where they don’t
yet know they’ll want to go.
So what drives that onward
movement? Some people
start out to make money.
Others want to do good.
Some simply want to have
fun. The C2-MTL experience
teaches us that the last
two groups will ultimately
perform better. Time and
time again, speakers tell us
to forget about the money;
that if you do something
great, the money will take
care of itself.
Isn’t that a reassuring notion?
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| Ready.
| Montréal
Set. Innovate.
|
|

We need recess for the
brain as regularly as we
needed it as children
in school.

Putting the ‘i’ in
creativity.

How many of your good
ideas have you had while
sitting at your desk?

Individual
Creativity

Probably not many. Yet we
chain ourselves to our
desks for immensely vast
periods of time.
To have one of those elusive
moments of insight, a series
of circumstances have to be
right. First, you need to stuff
your brain with actual
knowledge. You can’t think
on empty. You need to have
facts and thoughts and
opinions and experiences on
hand. Secondly, you need
to take some time out.
Science proves, as Dr. Rex
Jung demonstrated at
C2-MTL, that the brain is
able to have a flash when
we decrease stimulation,
when we occupy our mind
and body with an easy task,
when we give ourselves
space to let ideas sift.
This happened to Archimedes
in the bath, to Beethoven
in the forest, and to most
of us while jogging or
commuting or, in Dr. Jung’s
case, while mowing the lawn.
Does that mean we should
lock up the office and
spend the day at the spa?
Not quite. But we do
need to make windows of
time in the day during which
our minds can wander.

But we also need other
people. Okay, so we’ve all
heard that brainstorming
doesn’t work. But there are
other ways to feed off the
group and build on ideas
collectively. At the first level,
our best ideas are often
inspired by what we’ve heard
others say. Think of ideas
as an amalgamation
of building blocks in your
head; some blocks will
be added by colleagues,
competitors or the evening
news, allowing you
to complete constructing
something.
We can also use one-to-one
conversations as a form
of creative therapy – often
it’s by explaining an idea
to someone else that it starts
to make sense. Great
partnerships are often born
when two people can take
turns being the reflective
mirror for each other’s ideas.
But having a moment
of insight is only one part
of the individual creative
process. Other ideas
are born not in one instant,
but through a long and
sometimes painful
exploration process. No
one method is more valid
than the other; most
creators will have experienced
both many times over
in their lifetime.
Think of it as personal R&D.
It requires perseverance
and grit, not giving up when
the going gets tough,
knowing that at the end of
the day it will all make sense.
But sometimes, wouldn’t it
be easier to just take a bath?
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Creativity meets
industry
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Central to the C2-MTL experience, the
E-merge exhibit bridges the gap between
art and industry by presenting the cuttingedge interactive projects of local artists
and companies, in a stunning celebration
and showcase of innovation and creativity.
It is the home of creators with their eyes
on the present and future, men and women
who harness emerging technologies to
bring detail to the inexplicable and exciting,
be it through commercially viable
products or illustrations of paradigmshifting concepts.
To see e-merge is to take part in e-merge;
it’s willfully engaging in the future, now.
Experience the future of fashion through
the breathing of a designer gown, submit the
contents of your pockets to collective
memory, jump 50 feet in a virtual universe,
interact with apocalyptic spiders or
a reflection of your better self…
E-merge is the vanguard, the forefront.
It’s an imagining of the future articulated
in the present, a world looked at through
the kind of lens that is entertaining and
prescient all in the same swoop.
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Bill Vorn
Hysterical Machines

Philomène Longpré
Formica

Hysterical Machines is
an interactive installation
where robots react to
a visitor’s presence. This
project aims to induce
empathy from the viewer
towards characters which
are simply articulated
metal structures.

A responsive system
in which the presence of
visitors triggers different
emotional reactions in a
projected virtual character.
A narrative unfolds as
soon as a visitor enters
the space…
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ESKI Studio
PixMob

Daily tous les jours
21 balançoires

ESKI strikes back with a
new technological stunt
that defies the laws of
physics. Live the PixMob
Experience and see what
our future is made of.

Sample of a giant collective
instrument made of
21 musical swings. Each
swing in motion triggers
different notes and all the
swings together compose a
piece, but some sounds only
emerge from cooperation.
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Rafael
Lozano-Hemmer
Please Empty Your
Pockets

Baillat
Cardell & fils
+Iregular
Echoes of Absence

The artwork is a
computerized scanner
that memorizes all objects
placed on a conveyer
belt by the participants.
When removed, the scanner
leaves the object’s image
on the conveyor belt
with as many as 600,000
other object images.

Echoes of Absence explores
our everyday interactions
through technology, and how
we assume there is someone
on the other side.
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Inspiration
around every
corner
Creativity icons
hiding behind traffic
cones, time-stopping
sculptures, live printing
and painting, tunnels that
reset the mind and tickle the
brain: C2-MTL seeks to waste no
space and no moments, and is
both a conduit and a showcase
for creative pushersof-the-edge.
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C2-MTL is something to see, and feel,
and touch, and taste. To wit, every corner
of the conference is covered in something
to experience, from art to food to gravitydefying glimpses into a foreseeable future.
Installations and moments across the
C2-MTL event celebrate and illustrate cutting
-edge marriages of commerce and creativity,
and walk the talk on how each can influence
and enhance the other.
Moment Factory, Ubisoft, Sid Lee, Circo de
Bakuza, Mission Design, Cirque du Soleil…
These are just of few of the countless
parties who have come together to be the
experiential yin to the conference’s
intellectual yang. They provide the colour
both inside and outside of the lines,
creating spectacles, spaces, exhibits and
exhibitions for attendees to experience
both the range of what is possible, from
the tangibly palpable to the conceptually
mind-blowing.
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Boot Camp:
Watching
creative ideas
unfold

| C2-MTL

The Boot Camp is a one-of-a-kind experience
and experiment extended to worthy and
talented individuals charged with creatively
solving a problem armed only with the most
basic supplies.
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The Boot Camp puts thinkers and doers
from the fields of architecture, art
direction, copywriting, industrial design,
environmental design, creative technology,
and graphic design together to make,
create and solve. If commercial creativity
were a spectator sport, this would be
the all-star game.
In 2012, bootcampers pitched their
tent on the C2-MTL site: curious conference
attendees got to peer into their bubble
and witness all of the hardships and aha
moments that shape this live creative
happening. This time around, the bootcampers were tasked with exploring
innovation for the fight against AIDS, and
boosting global impact with powerful
new ideas for products, events and
technologies in collaboration with (RED),
a global initiative committed to helping
eliminate AIDS in Africa and around the
world. Their final gut-wrenching reward:
presenting their most promising ideas to
both the (RED) CEO and C2-MTL attendees,
in an impressive, if tired-looking flourish.
A natural extension of the C2-MTL
experience, the Boot Camp illustrates what
it takes to solve complex problems, to
use every creative weapon in our creative
arsenal. Putting this process on display
is creating a public, viewable standard for
the act of positive, world-altering ideation
—going beyond the metaphorical to employ
the act of creation for tangible results,
and getting down to what truly makes
a difference.
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Making the
right
connections

| C2-MTL
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Finding a place where it is convenient
and easy to meet people is an important
part of the business conference experience,
and the various places and moments
punctuating the 3-day event give attendees
countless opportunities to connect, mingle
and chat. But getting to actually work
and collaborate with fellow participants,
exchanging views and getting to know
each other along the way, that’s where real
connections are made.
Ever tried solving a problem with a team
of strangers, using Lego™, on a timer,
discussing epistemology and classification
along the way? Workshops are where
we get our hands dirty, where we get to the
heart of the matter, aligning commercial
and creative minds in service of common
goals. But we’ll let you in on a secret:
workshops are just as good for networking
as they are for collaborative problemsolving and collective learning.
C2-MTL is a celebration of ideas, but it’s
first and foremost a celebration of people,
a meeting of minds. And to help them
connect one on one, we train an army of
personal concierges dedicated to helping
their assigned attendees meet the right
people, from like-minded professionals
to potential business partners.
Because at the end of the day, new insights
(and new business opportunities) are
developed through meaningful encounters
and stimulating conversation.
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Ordinary is for
every other day
of the year: Meet
the Concierges
Extraordinaires
As part of the C2-MTL
experience, a Concierge
Extraordinaire is assigned
to each attendee to ensure
that no networking
opportunity is overlooked.
These eager staff members
help you find your way,
make scheduling
suggestions, and most
of all, help you make the
right connections.
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A conference is
only as good as
its attendees, and
C2-MTL attracts
the cream of the crop,the
kinds of influencers
and decision-makers that
propel industries
– and create
new ones.

Like-minded
leaders unite
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C2-MTL is for a unique conference-goer.
We cater to the movers and shakers, to
the people interested in adaptation and
change. We cater to the people who want
to talk about ideas, about successes and
failures, about problems and solutions. Our
attendees are the heavy heads in charge
of some of the world’s largest and mostknown companies. They come from various
countries and speak a variety of languages.
From our talented and world-renowned
speakers to our attendees, everyone
at C2-MTL is behind the idea of putting the
right people in the right space for creative,
commercial innovation to happen. We are
continually impressed and humbled
by the attendees who come to us from all
corners of the globe and all aspects of the
game; our event wouldn’t be half of what
it is were it not for the trailblazers and
thought leaders who attend. It’s to them
we present; it’s with them we create.
It may sound overwhelming or over the
top, but it’s true. Our attendees are forwardthinking intrepid, leaders of their field,
they are men and women of accomplishment.
They are the risk-takers, the ones who
have an active say in the way tomorrow
looks, feels, smells and tastes.

| 162

| Montréal |

| C2-MTL

163 |

| 164

| Participants |

| C2-MTL

165 |

| 166

| Participants |

| C2-MTL

167 |

C2-MTL 2012 in numbers
—
Attendees

1 250
Speakers and panelists

45

Private and public partners

51

Media representatives on site

125

34 countries represented
—

Argentina

Australia

Austria

France

Germany

Iceland

Mexico

Netherlands

Nigeria

Switzerland

Brazil

Cameroun

Indonesia

Pakistan

United Arab Emirates

Canada

Ireland

Portugal

United Kingdom

China

Israel

Scotland

Colombia

Italy

Sierra Leone

United States

Japan

Costa Rica

Curaçao

Kenya

Malaysia

South Korea

Spain

Sweden
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Professional breakdown
—

In three days
—

40%

25%

20%

15%

Senior managers
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Top-tier executives

CEO’s

Professionals

From more than
30 industries

More than 12,000 tweets ,
photos and videos shared
by the community, 30
articles published by the
editorial team & 28 live
interviews with C2-MTL
speakers.
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Creativity never
sleeps
In case you hadn’t noticed, Montréal is quite the
party animal. Some of the best and most creative
entertainers and magic-makers in the world are from
Montréal, so we make sure to call them up and invite
them to show their best. Work hard, play hard is the
unofficial Montréal policy, motto, creed and culture,
and we enforce it as much and as often as we can.
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As good as a talk, workshop or Q&A session
can be, there is something to be said for a
programmed bit of time off. C2-MTL revels
in this. At the end of the day, when minds
are buzzing with ideas and networking has
ceased to be both an activity and a
buzzword, we have crafted events, booked
performers, and scheduled shows to
turn the conference on its ear—ensuring
that as much as C2-MTL is informative
and intellectually worthwhile, it’s also a
moment in time where creativity can run
wild, where we can go, together, where
we have never been before.
Our take is that entertainment is a large
part of a successful conference experience.
C2-MTL is a business conference with a
spirit and ethic that’s hard to put into words
—as much as it’s work, it’s also a celebration;
as much as it’s a conference, it’s a meeting
place. And when the sun goes down on the
day, participants are invited to recharge
their minds and bodies with a whole host
of festivities combining music, projections,
parties and performances showcasing
some of Montréal’s greatest creators doing
what they do best.
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Inaugural
Moment by
Cirque du Soleil
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Fast Company’s
Celebration of
the 100 Most
Creative People
in Business
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Illumination
Grand Finale
Party
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