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EC MONTREAL:
HE FUTUR

F BUSINESS

Quebec business leaders founded HEC Montréal at the turn of the 20th century to help
francophones assume the levers of business and economic power in their own province.
Since then, HEC Montréal has asserted its leadership as a dynamic player in its own
community, where it remains deeply rooted, as well as on the world stage.

Drawing on a remarkable pool of world-class teachers and researchers — experts in every
field of management — the School plays a key role in advancing society through
groundbreaking teaching that integrates innovative content and methods at all levels;
pioneering research that continuously pushes the boundaries of management science;
and fruitful partnerships that enable the transfer of new knowledge and fresh
perspectives. As testimony to its excellence, HEC Montréal was the first business school
in North America to be awarded the three most prestigious international accreditations
in its field.

At the crossroads of continents and cultures, the School has earned a high reputation

in French-speaking countries and indeed throughout the world, opening doors, building
bridges and forging ties. Rooted in a multilingual and multicultural environment,

it extends its networks of collaboration and influence across borders to give students

a learning experience that faithfully reflects today’s globalized business world.

Beyond the creation and transfer of knowledge, HEC Montréal is also an incubator
of talent, an accelerator of ambitions, a builder of leaders. And if the School strives to
develop minds, it also helps students tap into their abundant inner resources.

“Organizations can count on HEC Montréal to train informed leaders, well-versed in the
major issues facing a constantly evolving world,” says Director Michel Patry. “The School
encourages boldness, creativity and entrepreneurship, but also instills accountability,
integrity and commitment. At a time when societies need to reconcile economic growth
with environmental protection, to align wealth creation with ethics and social justice, the
future belongs to those who develop solutions to the major challenges confronting our
planet, view these issues as opportunities for development and progress, and see in today’s
world what we can become tomorrow.”
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LOUIS GAGNON

HEC 1992
PRESIDENT, RIDE

CHANGING
THE WORLD, ONE
PROJECT AT A TIME

What do condoms, audiobooks and an online
recruitment platform have in common?

They are all huge marketing successes courtesy
of Louis Gagnon. From Montréal to Kigali,
from London to Chennai to New York, this
merchandising wizard, who holds a Master’s
degree in International Marketing from

HEC Montréal, has harnessed his talents

to projects as broadly diversified in purpose as
they are in distance. “These experiences helped
me understand that I could apply my knowledge
and vision to contexts that at first glance don’t
have much in common . .. and succeed. I

was able to evolve and continuously adapt

my approach.”

Gagnon’s journey wasn't always smooth. Living
in Rwanda in the 1990s, he contributed to
slowing the AIDS epidemic by selling condoms
through social marketing. While his efforts
worked, the country’s escalating violence forced
him to move on. Next, during a work stint in
India he developed viral marketing techniques
before the term was even coined. After his
return to Montréal, he drove some of the
greatest viral campaigns in Canada. His talents
earned him multiple awards and accolades, but
the restless Gagnon was soon off again, headed
for foreign lands.

Public health, literacy, language learning,

the environment. . . Just a few of the causes for
which this visionary world citizen has worked
his magic: “If my knowledge and experience
can benefit social projects I feel strongly about,
it gives me a sense of fulfillment.”
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DRIVING AN

When it comes to linking a university education to entrepreneurship, Luis Cisneros is
emphatic: “The great majority of successful entrepreneurial ecosystems around the world
— Silicon Valley, Tel Aviv, Waterloo, Boston — whose growth is driven by innovation
and technology, are linked to universities. These institutions are central to developing
entrepreneurship in cities and countries.”

Given these links, how does HEC Montréal, the first business school to create a
Department of Entrepreneurship and Innovation, contribute to the entrepreneurial
ecosystem of Montréal and Québec? “The School plays a key role on several fronts.

First, by increasing young people’s awareness of entrepreneurship as a life choice. Each
year, over 2,500 students take at least one course in entrepreneurship at HEC Montréal.
We invite entrepreneurs to talk about their experiences. And we provide students with
the most powerful tools and best practices to help them launch their own business.
Finally, we guide them throughout the start-up process. If their project is still early-stage
or if they want to strengthen their entrepreneurial profile, they can enrol in the Rémi
Marcoux Entrepreneurial Track. Through experiential learning, they gain not only
knowledge, but also the know-how and interpersonal skills essential to entrepreneurship.
Once their project is more fleshed out, they can take advantage of Accélérateur Banque
Nationale - HEC Montréal, which provides guidance in helping them launch and rapidly
expand their business.”

Professor Cisneros also likes to point out how closely the School’s entrepreneurial
activities are linked to the community: “It’s essential to instill social, ecological and
sustainable values in our students. For instance, as part of our Campus Abroad programs
— two-week immersions where students gain insights into other entrepreneurial
ecosystems — we organize activities to strengthen their awareness of our own values.

In addition, our entrePrism incubator serves as a vehicle for integrating overqualified
and underemployed people into the community through entrepreneurship. Finally, we’ve

launched a free massive open online course on entrepreneurship on our EDUIib platform.

This kind of project gives us real impact on the community and extends our reach across
the French-speaking world.”

ENTREPRENEURIAL :
ECOSYSTEM S

LUIS FELIPE
CISNEROS MARTINEZ




NURTURING
BOLDNESS

HEC 2003
CO-FOUNDER
AND CEO, BUSBUD










ADVANCING
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ALAIN GOSSELIN

PROFESSOR OF HUMAN
RESOURCES MANAGEMENT
AND DIRECTOR, HEC MONTREAL
EXECUTIVE EDUCATION
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ELIZENDA JEAN-CLAUDE

HEC 2007

BUSINESS PARTNER
HUMAN RESOURCES,
BELL CANADA




RESEARCH AND KNOWLEDGE TRANSFER

OLDLY

ELEVANI

Isabelle Le Breton-Miller, Professor of Management and
Holder of the Chair of Succession and Family Enterprise

Yohan Finet, student, BBA program.
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BLAZING
THE TRAIL

OF INNOVATION

Boldness, commitment, relevance, rigour, respect.
Gilbert Laporte and Danny Miller embody

HEC Montréal’s values brilliantly. World experts

in their fields, they address issues that resonate with
local, national and international organizations. Time
and again, their remarkable contributions to the

advancement and implementation of management
science has earned high honours, awards and plaudits.
In addition, they both rank among the most widely cited
researchers in the world, based on their Google Scholar
Citations public profile h index. The h index measures
the importance, relevance and cumulative impact of
researchers’ contributions according to their scientific

output and number of citations their publications attract.

A member of the Royal Canadian Society and a Fellow
of the Institute for Operations Research and the
Management Sciences (INFORMS), Gilbert Laporte
ranks among the most influential researchers in
management, with a reputation that extends well beyond
our borders. Indeed, the Netherlands’ Eindhoven
University of Technology awarded him an honourary

PhD for his exceptional contributions to operations
research, transportation science and logistics. Professor
Laporte is also renowned for his ability to forge fruitful
ties with experts around the world. “Our collaborations
with the most reputable researchers, no matter where
they’re located, push research forward and open the way
for innovation. Whether we're talking about optimizing
commercial routes or air cargo, together we can find
concrete and creative solutions to the business
community’s challenges.”

As for Danny Miller, he is a Fellow of the Strategic
Management Society (SMS) — one of only 75 Fellows
worldwide — and enjoys a sterling international
reputation for his work on strategic management

and family businesses. The Academy of Management,

of which he is also a Fellow, bestowed on Senior
Researcher Miller its Distinguished Award for Scholarly
Contributions to Management. HEC Montréal is one of
only two Canadian business schools to have a winner of
this prestigious prize among its ranks. “I feel privileged
to work at the School alongside world-class researchers
who dare to take risks to meet the management
challenges of an ever-changing business environment.
We feel very fortunate to know that our institution
encourages us to explore and gives us the freedom

we need to develop the solutions of the future.”

GILBERT LAPORTE

PROFESSOR OF DECISION
' SCIENCES AND HOLDER OF
Bk THE CANADA RESEARCH CHAIR
IN DISTRIBUTION
MANAGEMENT
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DANNY MILLER

SENIOR RESEARCHER AND
DIRECTOR OF THE RESEARCH
CENTRE FOR BUSINESS
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FRANGOIS BELLAVANCE

)

TRAINING
WELL-ROUNDED
PROFESSIONALS

Big data, massive data, explosive data . .. Plenty of labels
but just one reality: over the past several years, the volume
of data around us has grown exponentially. In addition to
the tsunamis of data filling corporate relational databases
and warehouses, real-time data is surging from digital tools
such as smartphones, social networks, GPS, optical scanners
and transactional sites. These massive volumes of data are
now expressed in terabytes, petabytes and exabytes. And
although data scientists can extract some meaning from it
all, they need new tools to make the data talk with even
greater meaning and eloquence.

Indeed, organizations are seeking competent resources

to tap into these information gold mines. As a result, the
number of students registering in these programs has
soared. “HEC Montréal is a pioneer in this area,” remarks
Frangois Bellavance. “We have been offering business
intelligence programs since the turn of the 21st century.
To meet market demand, the School has a Short Graduate
Program in Business Intelligence Data Applications,
specialization tracks in most programs at every level,

and a certificate in business analytics. HEC Montréal

is also in the research vanguard, with a Chair in Data
Mining and participation in IVADO.”

And what makes the School stand out in data science?
According to Professor Bellavance, “HEC Montréal boasts
a critical mass of renowned experts in many different fields.
It’s one of our great strengths. We can therefore train
well-rounded professionals who excel in areas like applied
statistics, predictive modelling or data mining, but who are
also familiar with applied fields such as strategy, finance
and marketing. They can understand business issues and
speak the same language as managers.” But are managers
fully aware of big data’s potential for their organization?
“The School is also working on that front,” says Professor
Bellavance. “In our MBA program and through

HEC Montréal Executive Education seminars, we’re
working to increase managers’ awareness of the power

and benefits of data mining for their organization,

and how it can sharpen their competitive edge.”
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MAKING DATA
TALK

At Aimia, Marc Trudeau works with a multidisciplinary
team to coax actionable insights from enormous quantities
of data. Employing close to 4,000 people in some

20 countries on four continents, Aimia specializes in
loyalty analytics and manages an array of loyalty programs,
of which Aeroplan is the best known. Their data covers
more than just travel and tourism. It extend to consumer
goods and services such as groceries, pharmacy, hardware
and gas. The vast volume of data is equalled only by its
richness: multi-industry, multinational and, in the case of
Aeroplan, multi-decade. It covers millions of consumers
worldwide, hundreds of millions of transactions and some
$100 billion in consumer spending annually.

The numbers are staggering. So how does Aimia mine this
wealth of information? “It’s an incredibly rich playground,”
says Trudeau. “For instance, we use the data for marketing
— both relational and promotional — and for communica-
tions purposes. Some loyalty members have been with us
for 30 years, so we can predict their value over the long
term based on plenty of historical data — not just what
they did in the past month. Using “big data,” we’re able

to establish causal links, explain behaviours, highlight
synergies. And we’re able to predict how these links or
behaviours will evolve over time — in response to different
incentives, for example. The data also supports decision
making, such as maximizing the relevance of offers to
members. This is how we’re able to increase program
performance.”

So what does Trudeau enjoy most about his work?
“Applying science to business. . . People often think that
marketers are artists, creative people who only operate
intuitively . .. And by the way, building mathematical
models can be extremely creative!” But he is also passionate
about mixing hard and soft science. “Consumers aren’t
robots, always making the same decisions according to the
same criteria. That’s why we need humans, to interpret
what the data is trying to tell us, to read between

the lines . .. I have highly analytical people on my team
and others who are much more intuitive, strategic, who
make connections that aren’t obvious at first glance. Today,
we have access to incredibly powerful, unprecedented tools.
We need to exercise intelligence and wisdom when working
together to ensure these various disciplines interact in a
spirit of respect and open-mindedness. Montréal is a prime
incubator for cutting-edge expertise in this area.”
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MARC TRUDEAU
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PROPOSING
INDUSTRY-
RELEVANT

SOLUTIONS

Identify which website characteristics attract the most
eyeballs. Understand why software reuse is easier
than first-time use. Establish how office employees
perform at work. . . while working on a treadmill.

At Tech’Lab, HEC Montréal’s user experience
research laboratory, management sciences meet
neuroscience, neuropsychology and ergonomics to
study phenomena like these. The multidisciplinary
research team uses innovative techniques and world-
class hardware to capture and analyze in real time the
cognitive, emotional and behavioural reactions of
interface users. “Researchers have been interested in
how humans and machines interact for decades,”
explains Pierre-Majorique Léger. “What’s new is how
we understand this interaction. Instead of using
post-experience questionnaires, at Tech®Lab we're able
to non-intrusively capture the user’s unconscious and
automatic reactions. For example, when we study

a mobile app interface, we can pinpoint exactly where
users are looking when they feel a positive emotion.
And, seconds later, where their eyes are fixed as their
reaction becomes negative. By measuring the ‘during’
instead of the ‘after,” we eliminate distortions caused
by retrospective perception of the user experience.”

Tech’Lab works closely with industry to ensure its
research is industry-relevant. “We do applied
research,” says Sylvain Senecal. “So there’s an
important bilateral transfer that occurs with industry.
In addition to contributing to the advancement of
knowledge in multiple fields, discoveries that come
out of Tech®Lab respond directly to the issues
companies are looking to solve, whether it’s in food,
media, gaming, educational software — whatever.”
Tech*Lab researchers recently filed a patent
application for one of their technologies — a first
for HEC Montréal.

CO-DIRECTOR OF TECH®LAB
CO-DIRECTOR OF TECH’LAB AND AND PROFESSOR OF
PROFESSOR OF MARKETING INFORMATION TECHNOLOGY
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When La Presse launched a tablet edition of

its newspaper, it sparked a revolution in the
media world. The bet was bold and high-risk

— and not just because it was an untried
technology. Offering the new digital edition free
of charge, to attract a younger demographic and
renew readership, made perfect sense. So did
basing the business model on ad revenues.

But how do you ensure advertisers get on board?
“Tablets were still new and there was no
comparable experience elsewhere,” said Patrick
Perrier. “So we had no evidence that this ad
format would work. But it was vital to make
sure advertisers would stick with the concept.
Our entire business model depended on it.”

La Presse asked Tech®Lab to validate the tablet’s
advertising potential and study the impact of
various ad formats. Using eye tracking and
facial emotion recognition tools, the user
experience lab at HEC Montréal conducted tests
to accurately measure how readers interact with
tablet screens. “Participants were told only that
we wanted to evaluate a prototype of La
Presse+,” says Perrier. “They had no directive on
advertising, to avoid skewing results.”

Objective measures from Tech’Lab gave

La Presse the powerful arguments it needed to
convince advertisers to get on board. “We were
able to demonstrate not only that advertising

on tablets is effective, but that is supports the
consumer at every stage of the purchase process.
For us, it represents a significant competitive
advantage.” Today, more than 75% of the
newspaper’s ad revenue comes from La Presse+.
Bet won.

PATRICK PERRIER

HEC 2010 AND 2013
ANALYST, RESEARCH AND MARKETING,
LA PRESSE
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HEC MONTREAL FAMILY

A LONG
BUSINESS
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HELENE DESMARAIS

HEC 1979

FOUNDER, CHAIR AND

CHIEF EXECUTIVE OFFICER

OF THE CENTRE D°ENTREPRISES
ET D'INNOVATION DE MONTREAL

Héléne Desmarais’s contribution

to Montréal, Quebec and Canadian
institutions can only be described as
extraordinary. Tireless, apparently
blessed with the ability to be
everywhere at once, she sits on
countless boards and chairs almost as
many. Over the years, this staunch
ally of entrepreneurs has played a part
in the launch and success of many
businesses. In education, economic
development, culture, health,
sustainable development and public
policy, Desmarais is at the forefront
of initiatives that make society a
better place, that give it high
ambitions and the means to fulfill
glowing aspirations.

Among the many causes Desmarais
champions, HEC Montréal is front
and centre. The first female Chair of
HEC Montréal’s Board — a position
she has held since 2003 — she is also
founding Chair and member of the
School’s International Advisory
Board, and long-time President of the
HEC Montréal Foundation. “There
are so many wonderful things going
on at HEC Montréal. I have always
believed that the School has
international stature and that it could
rank among the best in the world. It
has proven as much by being the first
business school in North America to
be awarded the three most prestigious
international accreditations in its
field. HEC Montréal represents a
great source of pride for Quebec and
for the entire French-speaking world.
Its development, standing and
durability mean a lot to me.”
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A WORLD OF OPPORTUNITIES

ALUMNI ASSOCIATION,
6 REGIONAL SECTIONS
(QUEBEC CITY,
OUTAQUAIS REGOIN,

INTERNATIONAL
SUMMER SCHOOLS: S EXECUTIVE

.. IN MANAEERBI;IAETN“T”% - oF ChEATHTY EDUCATION
(BARCELONA) (CHINA)

ALUMNI

. . IN BUSINESS FRENCH ASSOCIATION

INTERNATIONAL HEC MONTREAL ||

EXECUTIVE
EDUCATION EUROPE ALUMNI

TORONTO, CALGARY
VANCOUVER
AND NEW YORK)

INTERNATIONAL

INTERNATIONAL EXECUTIVE EDUCATION
EXECUTIVE (ALGERIA, CONGO,
EDUCATION LEBANON, MOROCCO,
(HAIT) SENEGAL

AND TUNISIA)

INTERNATIONAL
EXECUTIVE
EDUCATION

(PERU)
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