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EDITOR’S NOTE

The pace of technological change
gets faster and faster. You think 
you’ve identified and mastered 
the latest technology and another 
innovation takes your breath away. 

This paper looks at some of the 
developments that made us think. 
Some impact, for example, our online 
security, our public speaking prowess 
and our interaction with exhibits.

 

TRENDS IN 

TECHNOLOGY 

SHAPING THE 

FUTURE OF EVENTS
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“AN APP THAT RATES HOW ONEROUS 

OR POROUS CONTRACTS ARE WITH 

YOUR DATA”

You’d need about 73 days, 24/7 to read all the T&Cs you’ve 
signed up for on the internet. Which explains why most people 
have no idea what they’ve signed over, in terms of access to 
their data. Whether you’re too excited, booking a holiday; too 
bored, buying a vacuum cleaner; or too hot and bothered, 
hooking up for a date, it’s all too easy to let your guard slip. 
“More haste, less security” to digitise an old adage.

What might come as a shock is that your new robot vacuum 
cleaner is sizing up your home and prepping home furnishing 
retailers to ply you with new interior design ideas. Perhaps more 
worrying is the fact that Tinder shares the private conversations 
and matches of its users, although they’re very straightforward 
about it in their privacy policy. Which people would know,
if they bothered to read it.  
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IF YOU CAN’T BE GOOD, BE CAREFULL.

PRIVACY POLICIES ON YOUR TERMS 



The Roomba 980, from iRobot, was the brand’s first Wi-Fi-connected 
robotic vacuum cleaner. While it cleans, the Roomba also collects 
spatial data using visual localization, sensors, and more, figuring 
out how your home is laid out. Colin Angle, the chief executive of 
Roomba, has said he wants to share the data from these maps in 
order to improve the future of smart home technology.

According to Reuters, iRobot hopes to reach a deal to share these 
maps with Google, Apple, or Amazon within the next couple of years. 
Roomba is already compatible with Amazon Alexa and Google Home 
— Apple’s HomePod speaker is also on the way — and all could 
greatly benefit from the data within these home maps as they vie to 
offer the smart home assistant of choice.
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 SPY ROBOT VACUUM CLEANER



Artificial Intelligence (AI) is coming up with some 
answers. GUARD is an AI solution that reads 
privacy policies for you, spots the threats in them 
and alerts you so you can protect your privacy. 
There’s a cool live use case (https://useguard.
com/) of AI being used to identify potentially 
concerning facets of website terms and conditions, 
picking out the dangerous phrases and giving the 
entire terms of use contract a school-style grade.

For live events, this could have many benefits. 
It could be used when signing contracts for venues 
and venue services. And it could be used to rate 
the privacy and quality of T&Cs that delegates sign 
up to, thereby building more trust. Because, after 
all, trust is what’s really at stake here. 
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HERE. AN ARTIST HAS PRINTED OUT THE

TERMS AND CONDITIONS FOR SOCIAL 

MEDIA SITES, 
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Exposure Analytics uses sensors and camera technology to passively 
track a delegate’s experience. Where they go, what they see, what 
makes them stop. Technology tracks delegate flows through the 
experience, recording return visits, exposure to messages and dwell 
times. Camera technology can also count visitors accurately through 
facial detection, whereas the sensors track WiFi signals from 
delegates device. Given delegates might have more than 
one device, the camera tech normalises the data. 

Aerial mounted camera tech can assess from which side visitors 
enter an exhibition stand and which direction they go from there
enabling designers to put key messaging in the right place. The 
camera tech knows when you’re looking at content and when you’re 
hanging around in front of it. Using facial coding can also measure 
emotions, recording level of engagement, as well as recognising 
levels of concentration, frustration, anger and joy.

SENSING THE 
DELEGATE’S
EXPERIENCE
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PLUG IN 
YOUR AI 
WORDSMITH

Marketing executives are under growing pressure to demonstrate 
and improve the results of their work. Some hope that AI can help 
on both fronts, even if it means playing a smaller role in certain 
creative decisions. The use of machine-driven ad copy may also 
rise as technology improves and as marketers try to tailor 
messages to consumers in ever-narrower segments.

Enter Persado (http://www.persado.com/), an AI-based platform 
that provides a steer for basic creative copywriting. According to 
Persado, AI is significantly better at identifying both the hooks for 
creative copy and the tone of voice. This is done by trawling social 
and web media to identify the way consumers or customers are 
talking about a product, service, brand and category.
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There are other players in this new market. 
Phrasee.co (https://phrasee.co/) is AI that 

specialises in language generation for marketing 
copy. It typically uses artificial intelligence to 

generate language for Facebook, push and email 
marketing on a client-to-client basis. Over time these 

could be hugely helpful platforms for honing 
messages and themes for events, as well as digital 
content. And better still, you won’t have to endure 

that six monthly lunch with your copywriter.

Also check out the Lexus TV commercial 
created using AI. It’s not perfect. However, for a 

brand that had previously struggled to engage on an 
emotional level (preferring the under-statement of 

fastifious engineering and craftsmanship for 
decades) the AI provided some energy and empathy. 

https://youtu.be/-iaBJ5rqOdg
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 WELCOME THE AI COPYWRITER
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YOU WON’T MISS 
A WHISPER
Remote ethnographic observation basically involves putting cameras 
into a space. AI then filters the content so that ethnographers working 
from the other side of the planet, for example, in India, can observe 
how people are interacting with immersive and interactive experiences. 
Are they getting confused? Are they lost  in  the s p a c e ?

Combined with monitoring apps embedded in the interactive exhibits, 
this can provide a rich source of insight into which experiences were 
effective or not. VoxPopMe (http://www.voxpopme.com/) offers a 
range of inventive, remote ethnographic observation solutions for 
market research and customer experience applications. 

Voxpopme’s VideoMR solution embraces innovation, enabling a real 
depth of insight at a fraction of the cost and time. Similarly, Vopopme’s 
VideoCX solution allows brands to truly listen to the voice of the
customer, and obtain deeper, more emotional feedback to 
bring data and metrics to life.
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REMOTE ETHNOGRAPHIC 
OBSERVATION WITH AI



As we explored in our last Cool Tech paper, Virtual Speech is a great app 
to boost your confidence if you dread public speaking. Using VR technology, 
the app simulates a live audience situation, with all the real-life background 
noises and interruptions that might throw you off-balance. 

The merger of this tech with AI-driven learning platforms is the next step. 
Basically, it enables you to rehearse your speech inside a VR experience that 
replicates the challenges of the venue and a live audience. With emerging 
bio-sensory tech in the headset an eye-tracking, it will soon be possible for 
the VR headset to understand when the presenter is anxious or miss-firing 
on a particular topic.

The AI kicks in with in-headset tutorials and advice. If it knows who you are, 
it can work out what your areas of expertise. For example, if the platform 
knows you’re a senior engineer, it knows to sidestep some product info, 
it assumes you will already know.
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IT’S TIME FOR YOUR 
VIRTUAL REALITY 
CHECK
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Myndplay (https://myndplay.com/) already offers some of 
this technology with games like Neurogolf, played through a 
VR headset. The MyndPlay interactive mind-controlled video 
platform which allows users to control, influence, and interact 
with video games, apps and movies, using only their mind and 
emotions. Grounded in brain research, the MyndPlay platform 
was created to empower users to train their brains to improve 
attention, meditation skills, and the ability to overcome mental 
obstacles through entertainment, simulations and guided 
training applications.

VIRTUAL TRAINING APP
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Pulsar Web (http://www.pulsarplatform.com/) is another 
intelligent social media platform. The beauty of this social media 
tracking platform is its ability to track conversations in real time 
and cluster them around personas. When dovetailed with an 
event agenda or pre-event marketing campaign, this can make 
the conversation both current and topical. It’s also able to 
segment your audience in a more refined way.

Pulsar TRAC understands 185 languages, analyzes topics in 22
languages and tracks sentiment in 26 languages, including 
Japanese, Arabic and Mandarin (traditional & simplified) 
so you can find out how your event is making people feel, 
without having to reach for google translate.

MESSAGES TUNED IN REAL TIME



ALGORITHMIC FILM 
EDITING

Filmly (https://filmly.co/) is one of the new apps to really capture our 
imagination. It’s an exciting development. Filmly is introducing algorithmic 
film editing. The basic premise is crowdsourced video, edited by AI. Imagine 
80,000 spectators watching a football game. Assume that most have been 
incentivised by the club or FIFA to download the Filmly app. By downloading 
the app, the spectators agree to allow the club or FIFA to take into the cloud 
all the footage they record on their mobiles during the match. 

Of course, it doesn’t have to be a football match. It could be any event. 
A wedding. A customer summit. An AGM. The algorithm removes unwant-
ed footage, created by issues like camera shake or a dirty or cracked lens. It 
blends highlights of the event, including content with your brand, curated 
by an algorithm. The film produced by algorithm can be 30 to 90 seconds of 
event highlights with the spectator or delegate, while the sponsor brand,
or your brand, occasionally pops into the field of vision. Clever apps, like 
this one, allow brands to get content on social channels at hyper-speed. 
It’s a win-win result.
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FAST-TRACKING SOCIAL MEDIA CONTENT
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We love this app too. It has potential beyond the pub and bar-scene. 

DataSparQ’s AI-bar blends camera tech and AI. The system scans faces to 
let bartenders know who’s next in line. AI Bar (https://www.ai-bar.com/) 
is a software package that uses facial recognition technology to ensure 
that pub patrons get served in the order they approach the bar. The idea 
is that you’ll no longer have to worry about anyone cutting the line while 
you wait to buy the next round.

The AI-Bar system comprises three parts: a camera, a display screen, and 
DataSparQ’s software. The screen displays a live feed from the camera, 
which is positioned to record the faces of everyone waiting for a drink. 
The DataSparQ system notes the order in which patrons approach the 
bar, placing a circle with a number around their face on the screen. The 
facial recognition tech then ensures each person keeps their place in line, 
even if they leave the camera’s view for a moment.

For live events, the same tech could be used anywhere you might want 
to work out who to serve next. At registration. At the coat check. At the 
refreshment station. Or where people queue for a demonstration or live 
experience
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SET THE AI BAR HIGH 
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NEXT IN LINE FOR A DEMO



Augmented Audio is experienced wearing a headset or smart glasses. When 
you enter a certain part of the space, for example, a particular zone of a 
booth or a venue, audio is activated, and the story begins. It might tell you 
what’s being showcased or what’s happening next. 

Most of these solutions are web-based, so you can use your web-browser to 
access the same capabilities. The AI gets smart when it tells you that if you 
like X, then you might like Y, directing you from one experience to another 
experience, in a different part of the booth. This means, for example, that 
you can link products and services, relationships and ecosystems, across the 
wider space. For example, if you’re interested in remote haptics technology, 
but that relies on broadband infrastructure, you might be directed to a 
different part of the booth. The more web-based these capabilities 
become, the less you need native apps or special tech. 
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AUGMENTED AUDIO FOR SELF-DRIVE 
EXPERIENCES 



Web-based Augmented Reality is much the same idea, except the output is 
video and audio, rather than a voiceover. What’s more, it’s delivered using your 
browser, not an app. Many business execs using company smartphones aren’t 
able to download apps, for security reasons. So, browser-based experiences 
provide the benefits of an ‘app without the app’.

For marketing interactions, downloading an app is often a huge point of friction. 
Being able to run augmented reality in a browser removes that friction. We’re 
going to see a lot more of it. Jini (https://apps.8thwall.com/8w/jini) 
is one of our favourite examples.
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WEB-BASED AUGMENTED 
REALITY



Experiences have the unique power to change the way people 
feel, think and act. They are more connected and immersive than 
ever before, with emotions being the trigger to drive engagement. 
To help brands channel the opportunities emerging from creative 
technology, content and data, say hello to SF/xLab - a hub of 
innovation, exploration and collaboration.

SF/xLab is a dedicated team of strategists, creative technologists, 
digital designers and system integrators who are experts at com-
bining technology, content and data to create unique experiences, 
that generate powerful returns. If you would like any further 
information, please contact:

Teresa Crook
Director, Digital Experiences

+44 (0)20 7378 7021
+44 (0) 7904 104 315

... INTRODUCING



ANDREW REID, DIRECTOR, CORPORATE STRATEGY AND 

ACCOUNT PLANNING 

Director, Strategy, Marketing and 
Digital Services
andrew.reid@sheltonfleming.com

CHRISTOPHER JOYCE, COPYWRITER

Critical thinking with emotion. 
christopher.joyce@sheltonfleming.com

These are generic thoughts that are non-specific to any sector or business. Our views aim to stimulate discussion rather than provide specific 
recommendations. We’d encourage you to work with us, or an equally qualified partner, to analyse your activities, agree your desired outcomes and decide on 
a strategy to achieve them. This will enable you to find the solution that’s best for your event and business. Every live or virtual event has unique requirements 
and, as such, the technologies, methods and concepts deployed should be evaluated against your brief. © Shelton Fleming Associates Limited.

Download our other recent 
publications on live events and 
collaboration.
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#09 Time to embrace the 
Ecosystem

CHAT WITH THE AUTHORS:

Shelton Fleming is a full-service 
creative agency with a strategic
approach to live events. We harness 
insight, creativity and technology and 
Data to create thought-provoking 
experiences. We enable brands to be 
part of something bigger - something 
more meaningful to their customers, 
stakeholders and society at large. 


