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CES 2020 REVEALS 
A MORE CONFIDENT, 

GROUNDED  TECHNOLOGY 
SECTOR OFFERING 

PRAGMATIC, INTELLIGENT 
SOLUTIONS TO RESHAPE 
CUSTOMER EXPERIENCES
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Editor’s note
Andrew Reid

When we asked our intrepid futurist, Amelia 
Kallman to walk CES and report back on the 
latest cool tech on the horizon, COVID 19 was 
barely on the radar. Since then it’s exploded 
onto the world stage, heavily impacting all 
our lives. For sure, when we first looked to 
publish this report, COVID 19 occupied the 
headlines and, certainly, that should be the 
case until we’ve all played our part to contain 
it. 

However, there will come a time when we move 
beyond the human tragedy caused by COVID 19, 
and look to a brighter, safer future. Then you can 
reach back for this report, ready to make the most 
of the opportunities promised by the exciting, life 
changing technologies coming to market. For the 
events world, the key take-out from CES 2020 is 
how machines will become more sentient – more 
empathetic. Emotional engagement is at the heart 
of what events and brand experiences are about. So, 
anything that makes technology more empathetic, is 
a promising step forward. 

CES has long been a preeminent, global tradeshow. 
Traditionally the launch pad of the latest gadgets, 
it’s now the beating heart of business ecosystems 
everywhere. From mobility and healthcare, to the 
smart home and office, to digital money, CES has it 
covered. It’s all about the future introducing itself. 
It’s all about technologies and ideas that transform 
consumer experiences. So, if you’ve got an eye on 
the future, walking this show has become a must. 

This report is a summary of the high-level 
trends we see emerging across the digital-
experiential landscape, from augmented-
audio reality, to driverless cars and drones, 
to AI and next-gen robot companions. Yes, 
it’s broad brush, but this report also sign-
posts how the digital world will transform 
experiences. 

We report a more confident technology 
sector that’s not only keeping up with new 
expectations, but pre-emptively anticipating 
future behaviours and driving innovation. 
Innovation that seems less random now, and 
more integrated into a wider ecosystem of 
connected consumer experiences. 

The big take-outs for us? Well, we’re fast 
moving from the Intelligence of Things to 
the Emotion of Things. Robotics is evolving 
from a focus on mobility and navigating the 
human world, to the new polestar of robotic 
companionship, particularly the creation 
of empathy and the quality of human 
interactions. Watch the space, because all 
these cool developments could soon work 
their way into your brand experiences. 

Wuhan elbow Amelia, and bots. 

Andrew Reid
Corporate Strategy and Digital Solutions 
Director, Shelton Fleming

ANDREW REID, DIRECTOR, CORPORATE STRATEGY 
AND ACCOUNT PLANNING< SHELTON FLEMING

TECH_TALK
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THE LARGEST 
TECHNOLOGY 
CONFERENCE IN THE 
WORLD, CES COVERED 
2.9 MILLION SQUARE 
FEET OF LAS VEGAS 
FOR FOUR DAYS IN 
JANUARY, WITH OVER 
4,500 EXHIBITORS 
AND 180,000 
ATTENDEES

 

INTRO_DUCTION

This year the show presented a more 
confident industry, not only keeping 
up with new expectations, but also 
pre-emptively anticipating future 
behaviours and driving innovation. 

Here we summarise our thoughts 
trends, highlights, and sustainovations 
at CES.



SO WHAT’S 
UP AT CES 
2020?
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‘Massive IoT’ 
and ‘Critical IoT’ 
to lead 5G 
adoption

Intelligence of 
Things to 
create emotional 
bonds

In 2020, it’s projected that 
20.2million consumer 5G 
devices will ship in the 
US market, compared to 
145.6million 4G units. 5G 
is not expected to reach a 
majority until 2022, but by 
2023 CTA Research believe 5G 
devices will make up 75% of the 
market. Enterprise will be the 
leaders on 5G adoption through 
‘Massive IoT’, including smart 
buildings, logistics, tracking 
and fleet management, capillary 
networks, smart agriculture and 
smart metering; and ‘Critical 
IoT’, such as remote healthcare 
and surgery, training, traffic 
safety and control, smart 
grid automation, industrial 
application and control, and 
remote manufacturing. 

In an opening keynote, CTA 
Research declared that ‘IoT’ 
no longer means the ‘Internet 
of Things’, but rather the 
‘Intelligence of Things’. Now 
that everything is connected 
to the ‘Internet of Me’ - a term 
given to us by our Consultant 
Futurist, Amelia Kallman - the 
focus is on how these smart 
objects use our data to increase 
personalisation and nurture our 
emotional bonds to technology. 
Speech and facial recognition, 
as well as object detection, will 
help create intelligent living 
spaces that take care of us, not 
the other way around. Expect 
to see technologies that enable 
human / machine partnerships, 
automating tasks to reduce 
stress and pressure on human 
workers. 

WHATS_UP?
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Emotional Machines 
become our ‘travel 
mates’

As objects become smarter, and in turn more like us, inevitably our relationship to 
these technologies will morph too. Emotional machines are the natural evolution 
of this ‘make it smarter’ era.

Perhaps the best example of this evolving relationship was seen in the surprising collaboration 
between Mercedes Benz and film director James Cameron. The Vision AVTR is an Avatar-
inspired concept car that takes inspiration from animal movements and behaviours, playing 
on the idea that, as they become smarter and more emotional, cars will become more like 
‘travel mates’. 

The AVTR ‘expresses itself’ through lighting and 32 independently moving scale-like flaps 
where a back windshield would be. Notably there is no steering wheel, but instead a control 
panel running through the centre of the car where you place your hand to connect the car to 
your biometrics. A projected menu allows you to select different driving functions from the 
palm of your hand. What’s most impressive about the Vision AVTR is that the car actually 
works and was driven down the Las Vegas Strip at the opening of the show.

The areas on which you’ll need to focus are Materials, Water, Energy, Waste, Procurement, 
Stakeholder Engagement, Accessibility, Community, Governance and Sustainability 
Performance.

In the section, Insight on Focus Areas, we explore each issue and offer a perspective on how 
you might tackle it. Of course, once we’ve completed a full analysis of your event’s explicit 
needs, we’ll be able to make specific recommendations.

WHATS_UP?



6_SHELTON FLEMING_DISCUSSION PAPER / ISSUE 8

The robots at this year’s CES concentrated less on 
mobility, and more on achieving a higher quality of 
human interaction. Many of the robots are designed 
to be human companions, offering emotional love and 
support, which is sci-fi fantasy come to fruition. It also 
seems that the fail rate - which has humiliated many 
companies in recent years – has decreased. 

Liku, a ‘baby robot’ with big eyes, enjoys cuddles and 
being dressed up. Jennie is an animal-tronic Labrador 
by Tombot that’s designed to be a companion for seniors 
with dementia, children with autism, and people with 
PTSD. Pudu’s BellaBot and LG’s CLOi, both robotic 
waiters, are virtually indistinguishable, except BellaBot 
has ears and whiskers. 

W
H

AT
S_
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P?

Robotics - Less 
mobility and more 
emotions
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New products that create the illusion of holograms are now incorporating machine learning, 
AI, and communications. In the longer term, this means we’ll interact with more life-size, 
holographic staff members at events, hotels, and resorts. 

Japan’s Gatebox is being repurposed for a Western market as a digital concierge. It’s a machine 
learning IoT device that uses backlit projection inside a dark transparent box to give the illusion 
of a 3D character you can communicate with. It can size up to life-size. HyperVSN also showcased 
life-size interactive holographic images. They also featured gamification of holograms, with a 
casino slot machine activated by pulling a real handle. And a dragon that can be made to fly with 
the motion of the hand. 

iDiskk, who supply HyperVSN-esque LED fans at a lower cost, also supply flat, unobtrusive 
transparent casings for the fans that can prevent accidents and injuries, while keeping the impact 
at eye level. 
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WHATS_UP?

Digital 
Concierge, 
always on 

call
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WHATS_UP?

Samsung debuted The Wall Luxury, the 
biggest TV yet, measuring up at over 7.4 
meters. While this massive modular MicroLED 
TV with 8K resolution offers a stunning and 
immersive viewing experience, it doesn’t roll 
up and down like LG’s impressive OLED R 
series. Both the LG Gallery Series OLED and 
Panasonic HZ2000 OLED have incorporated 
Dolby Vision IQ into their hardware, which 
uses smart sensors to automatically adjust 
screens for optimal viewing, based on 
environmental lighting conditions.  

Filmmaker Mode created the biggest buzz in new TV 
viewing standards. Backed by the Directors Guild of 

America (DGA), the mode will be coming to 
TVs released in 2020 by Samsung, TP Vision, 
Philips, Kaleidescape, LG, Panasonic, and 
Vizio, as announced by the UHD Alliance. The 
mode is designed to make movies look better 
on TVs, showing films with as little motion 
smoothing and post-processing as possible. 

This is in response to the fact that many HDTVs 
have motion smoothing as a default setting, 
creating an overly smooth picture referred to 
as the ‘soap opera effect’. Filmmaker Mode 
will make it easy for people to view movies 
as the director intended, and has received 
support from Scorsese, J.J. Abrams, and 
James Cameron. 

Big screens, 
lots of pixels, and 
Filmmaker’s Mode 
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Drone filming: Much 
more than a bird’s 
eye view

While some filmmakers and photographers complained that there wasn’t enough 
behind-the-scenes equipment on show at CES, there was a significant focus on 
innovation in filming drones. The Autel Evo II drone is a collapsible camera that 
can record 8K video and capture 48-megapixel images, storing 8GB and flying 
for up to 40 minutes at a time. Also on show were the Autel Evo II Pro, for 
better image capture in low light conditions, and the Autel Evo II Dual, which 
incorporates a thermal imaging camera as well as the standard 8K 48MP camera.

For underwater filming, Qysea’s underwater robot cameras are omnidirectional and film in 
4K. The FIFISH P3 is billed as the first cinematic underwater drone and is equipped with 
1-inch CMOS sensor with adjustable distance focusing. The Aeronext 4D Gravity Drone films 
in 360, delivering seamless images for VR applications. It works by keeping the camera 
upright and stable, away from the flying parts of the drone. 

The Insta360 One R isn’t a drone, but it does allow you to swap out different lenses and sensors 
to film in 360, wide-angle, and 5K. The camera’s AI-powered object-tracking algorithm allows 
you to track people and objects during filming, while its unique editing software allows you 
to reframe shots and add pans to your 360 films. 

WHATS_UP?
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Over the last year, 52% of 
ad spend has gone to digital 
advertising, with $280 billion of 
that on mobile ads, of which 82% 
were in app. Quibi is a mobile-only 
streaming service specialising 
in short-form content (less than 
ten minutes) that is launching in 
April. The service will be priced 
at $4.99 with ads and $7.99 for 
an ad-free version. Quibi, short 
for ‘quick bites’, will introduce a 
technology they call “Turnstyle”. 
This not only allows viewers on 
mobile devices to instinctively 
move seamlessly between 
landscape and portrait formats, 
but also encourages content 
developers to enable this. The 
well-funded start-up lists brand 
partners including Google, 
Pepsico and T-Mobile, as well as 
onscreen and offscreen talent 
including Ben Stiller, Idris Elba 
and Lorne Michaels.
 
The obvious question is, “What if 
you are really into a Quibi series 
and want to watch at home with 
your family, landscape, portrait 
and all?”. Well, we’re in luck, 
because Samsung has debuted 
its new Sero screen. This rotates 
from horizontal to vertical, 
making it ideal for mobile content 

WHATS_UP?

Media companies are finally 
facing head-on the digital 
disruption in advertising. 
With digital advertising spend 
overtaking analogue for the 
first time last year at 52% - a 
trend projected to grow - media 
companies are trying to make it 
easier for advertisers to reach 
target audiences. While Smart 
TVs that collect and correlate 
personal data through a user’s 
connected home network 
will help ads to become 
more personal and targeted, 
some media companies are 
trying another approach. NBC 
Universal announced they are 
rolling out One Platform, a 
system for advertisers to buy 
and plan media buys across 
their digital channels. This also 
coincides with the launch of 
their own streaming platform, 
Peacock, which will be largely 
supported by advertising. 

Innovations 
in
advertising

Mobile rules:
Movies on the 
move



WHATS_UP?

“The video on 
demand market is set 

to be worth $89.3 
billion by 2026”
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The Streaming Wars: on a screen near you
In 2020, we can all sit back and get the popcorn out, because the streaming wars 
are about to begin. Maximize Market Research (MMR) have recently reported 
that the video on demand (VoD) market is set to be worth $89.3 billion by 2026, 
an annual growth rate of 15.14%. However, ‘Cord-cutters’, or original streaming 
service adopters, might find themselves paying more than they are used to for the 
content they want from multiple rival media sites. Also, the consensus seems to 
be that if consumers want to avoid endless ads in streamed media, then they will 
need to pay more money, as is the model for Spotify. 



BRAIN-COMPUTER
INTERFACE 
(BCI): JUST TAKE 
A LOOK

WHATS_UP?
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This year, CES showcased an unprecedented 
array of brain-computer interface (BCI) devices.

These devices can record brain signals from 
wearable sensors and translate them into digital 
signals. The value of the industry is expected 
to reach $1.5 billion this year, with examples in 
education, prosthetics, gaming, and smart home 

control. NextMind is a headset that 
measures activity in your visual cortex, 
translating decisions made by the the 
focus of the eyes into digital commands. 
Through eye focus you can change lamp 
colours or discard your TV remote, 
changing channels with your thoughts 
alone. 



BRAIN-COMPUTER
INTERFACE 
(BCI): JUST TAKE 
A LOOK
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WHATS_UP?

Feeling the 
Metaverse
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If you’re focused on viewing 360 and VR, take at look at the latest debut from Pico, the lightweight 
Neo2 Eye. It delivers a standalone VR headset with 6DoF (Degrees of Freedom), 101-degree field of 
view, and impressive real time eye-tracking and calibration.

Panasonic caught everyone’s attention with their sleek, steam-punky prototype VR glasses. Weighing 
just 150 grams, these compact, fashionable, VR goggles use OLED microdisplays that may achieve up 
to 100-degrees field of view. While there are no plans to release them yet, their mere presence at CES 
establishes new design standards for industry leaders.

Tegway has integrated its flexible, thermoelectric technology into VR face masks, as well as into hand 
and arm wearables that bring temperature into the Metaverse. Now you can enjoy a snowball fight and 
feel the ice explode across your body. Or experience the opposite with fireballs. This adds a new level of 
sensory engagement to VR that’s both invigorating and delightful. Meanwhile, innovative Cybershoes 
strap easily onto your feet as you sit in a swivel chair. From there you can walk or run around virtual 
worlds. Also on show was Virtusphere, a large sphere you step inside to roam freely in VR. 



Seeing things 
differently 
with AR-MR 
Glasses
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There is certainly a shift in focus from 
virtual reality (VR) to augmented and mixed 
realities (AR, MR), as companies like NReal, 
Norm Glasses and MadGaze race to make 
sleek, affordable and fashion-forward digital 
eyewear. However, for now, their current 
offerings feel like they’re still at the prototype 
stage.

Ximmerse’s standalone RhinoX MR headset, 
with its museum application, is very impressive. 
Featuring a wide field of view, unique tag 
system for anchoring content in environments, 
and its multi-user capabilities, this gives a real 
taste of the future. Most impressive however 
is the price point, rumoured to be in the $200 
range, which could give Microsoft’s Hololens2 
and Magic Leap a run for their money. 

FDesigned for use in factories and onsite 
enterprise applications, Vuzix has released 
the M4000. Similar to the currently available 
M400, the M4000 are a standalone AR 
headset for Android, featuring a ‘waveguide 
display’. This means there are no blindspots, 
making them compliant for use in work 
environments that are subject to demanding 
safety regulations. It’s likely that they will 
reduce insurance costs, as well as providing 
a hands-free, heads-up AR experience. 

In other AR news, a Samsung press 
conference teased on the development ofon 
an AR headset, while Apple and Facebook 
are also known to be working towards the 
launch of AR glasses. Meanwhile, Mojo Vision, 
who are working with the FDA to target the 
ophthalmic and medical communities before 
launching to consumer markets, held private 
meetings showing the first example of their 
AR contact lenses. 



Seeing things 
differently 
with AR-MR 
Glasses

Flying Taxis under
the spotlight

The ubiquitous conversation on 
autonomous vehicles has reached a 
debate on scales of autonomy.

The autonomy scale has been broken 
down to five levels, where Level 1 is 
Driver Assistance and Level 5 is Full 
Automation - and Levels 2 to 4 are where 
insurers and regulators are losing their 
minds. According to industry experts, 
we are currently somewhere around 
Level 2, maybe ‘2+’, which is known as 
Partial Automation. We anticipate that 
reaching the next levels will require a 
great deal of lobbying, regulation and 
red tape in the years ahead. 

WHATS_UP?
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In the face of heated discussions on 
autonomous vehicles, Hyundai and Uber 
Elevate seem surprising optimistic about 
getting their urban air mobility (UAM) 
electric vertical takeoff and landing (eVTOL) 
flying taxi concept off the ground by 2023.

Resembling a helicopter, the S-A1 has room 
for four passengers and a pilot, a cruise 
speed of 150-180mph, and a maximum 
range of 62 miles. Also in this space we saw 
the Bell Nexus 4EX flying taxi and Aeronext’s 

person-carrying Flying Gondola. While 
these are very exciting concepts, 
considerations such as weather, 
pollution, drones, affordability and 
environmental impact are all issues 
that need to be addressed - and 
consistently reassessed. Again, the 
regulators are going to be busy. 

Autonomy regulations 
leave heads spinning
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The changing 
focus of reality

There are good reasons for the move 
from from Virtual Reality (VR) towards 

Augmented Reality (AR) and Mixed 
Realities (MR). For one, AR-MR allows the 
visitor to stay in the natural environment 

and in contact with the people around 
them. It also delivers a more natural 

experience than the more isolated 
‘exclusivity’ of VR experience. AR-MR 

glasses are being developed and refined 
in a way that means visitors will feel 

less self-conscious wearing them. They’ll 
will be worn in a way that feels more 

instinctive, needing reduced contact with 
hair, forehead and make-up, which will 

increase audiences, and appeal. 

AR-MR glasses
The trend for AR-MR glasses could be set 
for a long burn, as most of the headsets 

will need further development before being 
robust enough for continuous use. The 

Vuzix AR glasses for enterprise were the 
most robust on show. However, their field 
of view is relatively narrow and every user 
needs to adjust the sightline to suit their 

individual vision.

VR adds extra 
dimensions

Meanwhile, VR definitely isn’t going away. 
A new array of sensory accessories is set 
to refresh VR, by adding extra dimensions 

to the visitor experience. For example, 
the Cybershoes and Virtusphere give 
a real sense of presence and space, 

while offering your visitors the exciting, 
new experience of walking around the 

metaverse - without getting motion 
sickness. Seentic is another device that 

specifically claims to eliminate VR motion 
sickness entirely.

SHOW_STOPPERS?

CES: What are the 
showstoppers for events 
and experiences? 
CES showcases a universe of new and emerging technologies and innovations. But what 
are the showstoppers that will make a real difference to the events and experiences we 
create, in the near future? Here’s a quick summary of our predictions.



Feel the heat,
brave the cold

The introduction of thermal temperatures 
to the experience is a real showstopper. 

Although not present at CES, FeelReal will 
co-ordinatinate scent and haptics through 
a face mask bolt-on to VR environments. 

Due to be launched at the end of last year, 
their debut has been delayed as they 

await FDA classification under new vaping 
laws. Haptics suits can be cumbersome 

at events, but Ultraleap’s ability to project 
shapes and objects onto bare hands is still 

mystifying and extremely effective. 

The mind-boggling 
antics of BCI

Brain-computer Interface (BCI) is 
becoming a more popular, prevalent 

technology, which when integrated into 
the new realities, can deliver astonishing 
experiences. Creating ‘Jedi mind tricks’ 

scenarios, it enables your visitors to 
interact with environments, games and 

Holographics a 
sublime rarity

Surprisingly there were few innovations 
in holographics at the show. Voxon - the 

first 3D 360, glasses-free volumetric 
holographic imaging device from Australia 
has been launched, but there seems to be 
no direct competition. The closest rivals, 

like HypverVSN and Gatebox, are still 
delivering in 2D, only giving the illusion of 
3D. Despite this, they are still effective in 
well-lit environments, which has been a 

challenge in the past, and their interactivity 
has increased dramatically, making them 
more viable for engagement and events. 

Ambisonic sound 
sounds incredible

It’s official. Audio has gone ambisonic. 
Audio is an element that often gets left 
behind, but the ambisonic experience 

through headphones or a soundbar is a 
revelation. Sony showcased three new 

360 sound projects, and are working with 
music sites, including Tidal, to enble you to 
deliver these ambisonic mixes to visitors. 

Data at the core of 
innovation

By far the biggest innovations for the 
experience industry are focused on the 
‘Intelligence of Things’ and ‘Emotional 

Machines’. Computer vision, facial 
recognition and voice recognition are 

becoming increasingly sophisticated and 
reliable in their ability to disseminate 

data and respond appropriately. These 
capabilities lead towards smarter 

environments that can react to the visitor, 
rather than having to be activated by 

them. Consider the possibilities enabled 
by developing the role of data, using these 

innovations to engineer serendipity and 
bring data visualisation to life. 

CES: What are the 
showstoppers for events 
and experiences? 
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Disclaimer: In this paper we introduce ideas that illustrate how you could start your journey towards sustainability in 
the live events sector. 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.

Andrew Reid, Director, Corporate Strategy and Account Planning 
Disruptive thinking. Strategic focus. andrew.reid@sheltonfleming.com

Christopher Joyce, Copywriter
Critical thinking with emotion. christopher.joyce@sheltonfleming.com

Amelia Kallman, Consultant Futurist
Connecting the dots with vision. amelia.kallman@sheltonfleming.com

Shelton Fleming Group is a London-based, 
full-service creative agency with a strategic 
approach to live events, with almost 40 years 
of experience. We harness insight, data, 
creativity and technology, to deliver thought-
provoking experiences. We enable brands to 
be part of something bigger – making them 
more meaningful to customers, stakeholders 
and society. More about the company at

sheltonfleming.com
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