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C2 Montréal is an annual event
where the conversation evolves
around two main topics:
commerce and creativity. This
three-day event gave attendees
the chance to engage with
speakers and interact with
different area of society almost like a creativity-festival.
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THE MAIN THEME OF C2’S CONFERENCE
WAS INSPIRED BY THE THEME (RE), A
POWERFUL CONCEPT THAT AIMS TO
REMIND ALL OF THE AUDIENCE THAT WE
ARE LIVING A COLLECTIVE OPPORTUNITY
TO THINK, IMAGINE AND CONNECT WITH
DIFFERENT PERSPECTIVES OF LIFE.
Here is the recap of the main topics.
What we loved:
/ The program with amazing speakers and
relevant topics.
/ Time zone made us love the “on-demand” option
/ The Hybrid Bold version of the festival.
/ The concept of the event: (Re). A concept that
reflects what everyone is living now.
/ Scenography of the physical studio.

What we didn’t like that much:
/ The one-hour sessions, too much
information.
/ Lack of /Poor Virtual Assistance.
/ The website was slow.
What we didn’t (really) like much:
/ The streaming platform did not work (full
on) for us on the first day.
/ On-demand organization is a little messy
and most of the talks do not match the title.
/ Lack of English subtitles in French Talks.
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Take a deep
(but quick)
immersive dive
through the
sessions
with us
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SESSIONS INDEX
19 OCT
The five creative behaviors are driven by cultural shifts with
Katherine Homuth

/ 06

The secret of viral success: Learnings from TikTok Canada
with Daniel Habashi

/ 07

20 OCT
How to use the notion of community to elevate your target
audience

/ 08

AI and sports: What can business leaders learn from sports
team practices

/ 09

Influence for Impact: Activists and social media

/ 10

How to fix the internet: Media discourse and democracy
Accelerating the healthcare transformation through
collaboration: a customer-centric approach

/ 11

/ 11

21 OCT
Reinventing, rethinking, and renewing business at scale.
A fireside with Manon Brouillette
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Key-takeaways

Summary

Speakers

The five creative behaviors are
driven by cultural shifts with
Katherine Homuth
Garrick Tiplady
Vice President, Global
Marketing Solutions
– Facebook

Melanie Gaboriault,
Founder and CEO
– Sheertex

Lately, brands have been pushed to become sustainable, culturally
aware, and more participatory. It’s now mandatory to open our
minds to new solutions and fresh perspectives. As the pandemic
hit, marketers were forced to take bold creative leaps. Katherine
Homuth presented Sheertex and how innovation is necessary for
this new era of advertising. What will be the new creative behaviors
required to keep tracking the path to success?

/ The inflection point caused by the pandemic
drove brands to develop a stronger cultural
awareness, to be more personal, and to have a
more active role in the lives of their consumers.
/ Creating your market is key: this way, a
company can control their route as well as the
amount of production meeting the demand.
/ To stand out a brand needs to be unique.
No matter the business industry, it is pivotal
to know how to communicate - visually and
directly, telling your audience why consumers
should care about the brand and why it’s a
different product/service than others.
/ Telling a consistent story to consumers takes
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time. Consumers need time to truly understand
what your brand does, what it stands for, and
what is their vision.
/ Finding a gap in an industry can be a great
way to kickstart a brand.
/ Sustainability in apparel is just starting and
major companies are beginning to ride the
wave, such as H&M whose commitment to
have 100% sustainable materials solutions until
2030 is a major symbol of what is happening.
/ Data, data, data: be mindful of what the
audience is showing and do not be afraid to
make quick adjustments to the brand and
products.
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The secret of viral success:
Learnings from TikTok Canada
with Daniel Habashi
Daniel Habashi
General Manager TikTok Canada, Middle
East, Africa, and
South Asia

Dexter Peart
Co-Founder - GOODEE

TikTok has revolutionized the social media industry with creativity
and dance moves. In this conversation, we heard Daniel Habashi
present to the audience the power of discovery and how to build a
community through authentic storytelling.

/ “They say if you can make it in New York,
you can make it anywhere…, if you can make it
in Regina, you can make it anywhere,” - Daniel
Habashi, General Manager, TikTok Canada

/ Great deal of entertainment and creativity
is an equalizer that doesn’t need words or
sounds available TikTok equalizes the Plainfield
and lets the talent rise organically.

/ The secret why the market absorbed the app
during the pandemic is that TikTok is a video
show app for everyone. It is a platform that
encourages people to be themselves without
prejudices. A space where you highlight
the real and where you encourage your
communities to do the same.

/ Music breaks boundaries. One of the
key features of the app, music is used by
the majority of TikTok brand users to share
openness and creativity.

/ TikTok is about finding a community that is
into what you are into: that kind of community
where creativity drives and where you feel
accepted, whether it is dance moves, cooking
recipes, or book recommendations.
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/ Reengaging with audiences by using new
formats and shapes is where the magic and
success of TikTok resides.
/ The “new normal” showed us that empathy
and relatability are key players to foster
engagement between brands and consumers.
Whilst everyone loves the digital, there is
nothing like human interactions.
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How to use the notion
of community to elevate
your target audience

Key-takeaways

Summary

Speakers

Vienna Blum
Collaborative
Experience
Designer and
Facilitator Management
Savvy

Joseph
Matsushima
Director of
Social/Digital
- Sid Lee

Britt
Stromberg
VP Global
Marketing
- Sid Lee

Fully grasping the concept of “community” can be tricky, yet
learning how to harness it to provide a deeper understanding of a
target audience is essential. This collaborative workshop explored
how bringing the mindset of community to a marketing practice
can give any brand a major competitive advantage.

/ Interest-based communities bring people
together through hobbies, and brands show up
by natural results.
/ “People form and maintain communities
to meet common needs. Members of a
community have a sense of trust, safety, and
caring for each other.” - Britt Stromberg.
/ Brand participation within communities
is misunderstood. It’s more than social
channels and “owned” media. Instead of
owning the community, we should think about
participating in it and developing it.
/ The Belong Effect: a method developed
by two key parts. The 1st is an annual
investigation (survey) of 8K Gen Z and
millennials regarding their behaviors,
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emotional benefits, and brand participation.
The second part is the data and insights
extraction which is made available online at:
oBelongeffect.sidlee.com
/ Community is where we find belonging and
emotional value. People create social capital
on behalf of their communities.
/ Brand participation equals brand advocacy./
/ Joseph defines the Belong Effect
methodology in 3 parts:
1. Define the target audience,
2. Deepen the communities surrounding
the target audience,
3. Explore the things the community
cares about and contribute with a brand
opportunity.

O C TO B E R 2021

R E P O RT | H I G L I G H T S # C 2 M O N T R É A L 2 02 1

| 09

Key-takeaways

Summary

Speakers

AI and sports: What can
business leaders learn from
sports team practices
Jacomo Corbo
Co-Founder and
Chief Scientist –
QuantumBlack;
Partner,

Alex
Nemeroff
Founder
& Host –
Dynamo &

Extract: AI can teach a lot about performance gains in sailing
performances. In this conversation, Jacomo Corbo showed us how
a bot helped the Emirates Team New Zealand crew to win the
American Cup in 2021. In this case study, the audience was surprised
with the tech potential in the sports industry.

/ New Zealand won the America’s Cup 2021
due to the combination of excellent sailors and
AI.
- AI uses deep reinforcement learning by
accumulating experience and continually
refining its skill. It responds to varying
conditions and has to understand the tradeoffs between immediate and long-term goals.
- Bot could outperform: After 1000 hours of
sailing time, the bot could match the lifetime
experience of world-class sailors.
- The bot could outmaneuver the real sailors
66%of the time. Also, the bot can help sailors
compare results between each other, and that
is where the performance gain happens.
- AI will be a “new page” for sailing: Result
increases 10x in design tests, reduces 95% in
testing cost per design which leads to more
inspiration for sailors on new moves, sailing
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tactics and reduce variability.
- AI needs more to integrate into a path of
reinventing the organization through this kind
of technology. Technology can help leverage up
teams and turn them into champions.
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Influence for Impact: Activists
and social media

Key-takeaways

Summary

Speakers

Kendra
Jessie,
Indigenous
Wellness
Advocate

Jessica
Prudencio,
Content
Creator

Thomas
Leblanc,
host and
writer

Guests explored through their own experience the use of
social media to inspire other people, social movements, and
marginalized groups.

/ It’s not about having an agenda. It’s
possible to inspire by sharing one’s culture
and talking about things one cares about.
Educating people is just a consequence of
being who you are.
/ The indigenous community is very present
on TikTok, and that presence got bigger in
Canada with the pandemic. It helps them to
connect with people all over the world.
/ To engage on social media, people must be
themselves and not try to follow a trend. Some
trends can even be adapted for a different
culture, e.g., to indigenize the trend.
/ June 2020 was almost unbearable for black
people because everyone was overexposed with
triggering images on social media. There is a
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massive expectation for influencers to share
their opinions when something happens, but
people directly impacted by those situations
need time to process the information.
/ Working with social media came with
a lot of stress and pressure. In addition to
this, the content creator may not feel safe
on platforms; it’s common to have people
threatening others as they think to be safe
behind the screen. There is a need for more
regulation on social media.
/ When working with a brand, it’s essential
to understand if both shared values and the
creator stay authentic to their audience. To
connect with people, you need storytelling and
not just a post.
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How to fix the internet:
Media discourse and democracy
Yaël Eisenstat, Future
of democracy fellow Berggruen Institute

Taylor Owen, Beaverbrook Chair in
Media, Ethics, and Communications &
Associate Professor - Max Bell School of
Public Policy, McGill University

Sharing her experience working with democracy and social
media, Yaël highlighted how the media talk is aligned with the
democratic rights.

/ Before looking into domestic problems in
the USA, Yaël Eisenstat’s focus was on building
bridges with communities or people who didn’t
interact with the USA – especially in Africa and
the Middle East.
/ Many Americans were not aware of their
problems with democracy, and it was a
wake-up call to Eisenstat. Sometimes it was
easier to have a conversation with people
that are usually called “extremists” than with
Americans about the divisions of society.
/ Polarizations and radicalizations: none of
those issues is new in our society. But what
seems to be different is the environment
stimulating people to radicalize on a scale we
haven’t seen before. Something changed in our
information ecosystem and is bringing people
apart.
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/ Yaël Eisenstat was hired for Facebook right
after Cambridge Analytics problems to work
with political ads. Then she realized there was
a lot of misinformation going on, which was
supported by different policies for political ads
and organic information.
/ Whenever they came up with a solution
for the US, someone asked if it applied to
every election in the world. Even though this
is a global problem, different countries need
different solutions considering their local
realities.
/ After all, nothing changed because the
decision-makers were only interested in
protecting power and maximizing profits.
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Accelerating the healthcare
transformation through collaboration:
a customer-centric approach
Annie DeMelt
Media Literacy Expert,
Lecturer & Former CTV News Anchor

The healthcare industry needs to evolve to better support the
systems that were stretched due to the pandemic impact. New
technologies and collaboration can be the solution to improve
patient care. In this talk, Marie-France Tschudin, President at
Novartis Pharmaceuticals, talked about the best practices and new
models that can provide better and integrated health systems.

/ Healthcare systems exist to make people
enjoy their lives better and to their fullest. The
healthcare industry should never lose its way.

Key-takeaways

Marie-France Tschudin
President - Novartis
Pharmaceuticals

/ Accelerating the healthcare transformation
is an urgency: patients are changing and
are now more in control of their health.
Unfortunately, most of them wait too long to
get the right treatment.
/ In the developing world, it takes up to 5
years for only 10% of the patients to get access
to innovations that have been launched. The
Healthcare industry needs to be aware in
advance of the patients’ needs and help them.
/ The pandemic hit physicians who didn’t
have time to help patients and simultaneously
search for innovations and new treatments.
Technology will need to take the lead to help
provide solutions faster.
/ The ecosystem is broken: before the
pandemic, a rise in chronic diseases came with
a portion of disability that is costive to the
healthcare system. The industry must think
about it differently.
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/ With the increased sense of urgency to treat
Covid, other chronic diseases took place - most
of those deaths were completely preventable
with no high costs to our medicine.
/ Deliver the access and try to work differently
with healthcare systems. If we want to see a
decline in these chronic diseases we need to
change our approach with our governance.
/ Patients get savvier and more deliberate
about their choices, physicists have less and
less time and it’s now difficult to dedicate time
to innovate and to research. Digital will be a
key role to personalize information. Especially
in helping both audiences to make new
treatment decisions.
/ We are living an urgency to use technology
to help in diagnosis and treatments, in using
tools as AI assistance to break down barriers of
treatment. Example: Self-monitoring patients
is a huge step in medical practice.
/ Conclusion: Healthcare needs to focus
on the customers, they are the ones who are
dictating the success, anything without cocreation needs to be out of the plan.
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Reinventing, rethinking, and
renewing business at scale. A
fireside with Manon Brouillette
Manon Brouillette
COO and Deputy
CEO- Verizon
Consumer Group

Annie DeMelt Media
Literacy Expert,
Lecturer & Former –
CTV News Anchor

Manon B. brings new distinguished leadership and tech experience
by sharing her executive business experience and vision for tech,
telecommunications, and leadership.
In this talk, she shared insights and guidance for any company
that wants to create unique customer experiences.

/ Start with a question: what changes
from a consumer standpoint and employee
standpoint? For both of them, all the way we
communicate has been shifted, overnight
Verizon shifted call centers home, physical
stores to online stores.
/ Evolve new customer experience: New ways
of interacting with clients/staff will need to
remain because they were made popular and
easy for all.
/ The concept of geography is not relevant in
business anymore. By bringing our call centers
home we opened the possibility to be anywhere
in the U.S, which means that now employees
can perform the same tasks as before but start
or finish work on their time zones preferences.
/ There was a concern to be fair to the
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employees who were working in physical stores
that closed during the pandemic. They were
given the opportunity to migrate to other
teams and to perform other tasks.
/ Leadership was rethought: working from
home means no time to decompress. Example:
one hour drive home puts yourself in a new
social role than a worker. We coached our
leaders to look at their staff with a different
lens, we taught them how important is to
look at other elements of their background to
provide our staff the support downtime family
and personal life.
/ Advice on reinventing businesses at scale:
take on the challenge and don’t take your
experience for granted: don’t be scared of
taking risks and allow to test ideas on the small
market or small teams to test innovations.
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Tell us what
you think about
this report.
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Like,
comment
Share.
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