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Terry says: “I don’t think there is a lack of understanding between show
designers and content creators, but it is important to connect the two
together as early as possible in a project. Often, initial ideas need reining in
due to technical and logistical practicalities. A balance needs to be found
between pushing the boundaries of what is possible during live events and
ensuring that it’s reliable and will work as planned in the live environment. 
But it’s important to think big in the first instance.”

Most creative agencies agree that ‘Death by PowerPoint’ is now a thing of the
past. The trend now is to use a mix of different media, including interaction
and participation.

Some companies, such as Crystal Interactive are proposing ‘unconference’
events. Chris Elmitt from Crsytal Interactive explains: “We specialise in
audience interaction so the content that we are involved in is, in a sense,
created live. The extreme expression of this is an ‘unconference’, a session in
which there are no speakers, no PowerPoint or video. Instead we facilitate 
a conversation which is driven by the delegates. They choose what’s
important to discuss and how long they want to discuss topics for. We have
done this for groups of up to 200 people, lasting an entire day.”

According to Top Banana’s Terry, clients always want interactivity - whether
that be technology driven or not. “We have recently been involved in creating
a live example of augmented reality using an iPhone. Bespoke software was
developed and installed onto an iPhone and shown live on screen to the
audience.”

Interactivity is making event organisers re-think their whole proposition. On
the one hand we have the usual keypads, but there is also a big opportunity
with mobile devices, interactive screens and tables. Also 3D technology is
becoming more common bringing with it the concept of augmented reality. 

3D comes in different flavours and can be watched with and without glasses.
This will, of course, condition where and how the technology is used. In
theatre, for instance, 3D projection is being adopted to give a truly new
dimension to shows. When it comes to brand experiences, it becomes more
of an augmented reality proposition where the participant becomes
immersed with the brand. 

Ivan Franco, from YDreams, thinks that the intuitive interaction that
augmented reality provides is here to stay and grow. YDreams has been
involved in projects with giants such as Coca Cola and Adidas where they
created an immersive brand experience, which also used mobile phones for
interaction.

Post event, participants can also take home part of their experience.
Sometimes they get content on a USB stick, or a micro SD card so they can
also load it onto mobile phones and BlackBerrys that support the media
format. Also RFIDs are a new way to record participants’ activities and log
them into a digital media package to take home.

“As audiences become more educated, we need to stay one step ahead of
them. The challenge continues,” concludes Terry.

> www.twentyfirst.com     > www.top-b.com
> www.everysense.co.uk     > www.ydreams.com
> www.crystal-interactive.co.uk
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