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The possibilities for integrating technology into events seem limitless, 
but beware of ‘bright shiny object’ syndrome.
By Kelly Rehan

Tech Takes Its Star Turn

Selfie on steroids:  The ‘Dream Machine’ 
at an event from George P. Johnson Co. 
Photo courtesy GPJ.

ON TREND

The event attendees are exploring 
Honda’s booth at an auto show. They 
download the mobile app, giving them 
real-time content about the vehicles. 
A projection-mapped game has them 
racing to complete a digital scavenger 
hunt. They then wander to the Dream 
Machine, a “cannon” prompting them 
to answer questions and take a selfie. 
Suddenly, a puff of smoke erupts as 
the cannon shoots those details onto 
the 100-foot LED halo above.

Today’s technology literally 
lends new dimensions to events, 
enabling them to be more like 
personalized journeys rather than 
ready-made destinations. Here’s how 
event professionals are using tech-
nology to make lasting impressions:

VR, PROJECTION 
MAPPING STAY STRONG  
Auburn Hills, Mich.-based George P. 
Johnson Experience Marketing, the 
minds behind the Honda auto show 
experience, also used virtual reality 
(VR) to craft a different type of expe-
rience for AT&T. 

“We created an interactive game 
of a day in the life of a network 
security expert to showcase a broad 
solution portfolio,” says Nick Riggall, 
GPJ’s head of digital strategy/U.K. 
“Oculus VR allowed us to create in-
teraction where users made decisions 
through the VR, so it wasn’t another 
passive virtual-reality experience.”

It’s easy to see why VR is popular 
with event organizers—and Google 
is making it simple to implement. 

Google’s Cardboard VR glasses bring 
stunning environments and simula-
tions to life. 

“Attendees love them,” says Matt 
Gillam, officer at Enterprise Events 
Group, based in San Rafael, Calif. 
“Google Cardboard glasses are cost-
effective, easy to assemble, cool, and 
can be co-branded, so our customers’ 
names live on well after the event.”

Gillam also sings the praises of 
ON Event Services’ ONstage 3D 
projection mapping, which trans-
forms common environments of any 
3D shape into striking interactive 
displays. 

David Kenyon, senior vice presi-
dent of production for Memphis, 
Tenn.-based LEO Events, echoes 
Gillam on how projection mapping 
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“We love NH Hotels’ 
interactive 3D meeting 
planner, a cool tool for 

conceptualizing the layout 
and flow of an event. You 
can configure a room to 
your specifications and 
view it virtually. If that 

wasn’t cool enough, they 
also have holographic 

projectors should you wish 
to re-create the Death Star 

attack from ‘Star Wars,’ 
host an ‘Elvis’ concert, 
beam a virtual keynote 

speaker into your event, or 
float a client logo in 3D.”

— 
David Kerr, Ashfield 
Meetings and Events

“EEG is using drones, ‘toss-
able’ mics for Q&As at 

sales events, heat-mapping 
to gauge event traffic/
bottlenecks, and digital 

swag bags.”
— 

Matt Gillam, Enterprise 
Events Group

“We welcomed guests with 
a personalized message 

projected in a wall of 
fog. A built-in RFID chip 
set in the name badge 

enabled this personal and 
surprising welcome.”

— 
Daniel Naegele, chief 

creative officer for 
Cologne-based Uniplan

EVENT 
LEADERS 

SHARE 
THEIR
FAVE 
TECH 

TOOLS

Playing to win:  The 
‘Winnovation’ wall from 
LEO Events.

Sweet experience:  
LINKVIVA uses VR to 
enhance an event for 
candy KitKat.

can pump up the “wow” factor. 
“At the 2016 Walmart Sharehold-

ers Meeting, CEO Doug McMillon 
turned pages of a custom pop-up 
book while the images projected 
onto it depicted the history and 
growth of the company,” Kenyon 
explains.

TECH DRIVES 
ENGAGEMENT Event 
professionals can help attendees 
engage with content with a “beyond 
the screen” experience, says David 
Kerr, senior director of creative and 
audio visual services for Ashfield 
Meetings and Events in Ashby, 
England.

“Several technologies put 
presentations into the hands of the 
audience, allowing them to interact 
directly with slides, presenters and 

peers,” Kerr says. “Audiences can 
zoom in on slide content of interest, 
make notes directly on slides, or ask 
questions that can be addressed in 
real time or flagged for follow-up.”

Additionally, Kerr says technol-
ogy has a smart application where 
many might not expect it: print 
signage. 

“Instead of a traditional general 
session or agenda poster, we can 
embed custom video with a message 
from your keynote speaker or com-
pany CEO encouraging you to attend 
a session,” Kerr says.

POTENTIAL—WITH 
LIMITS  With technology 
accelerating and brands pressured to 
innovate, many succumb to “bright 
shiny object” syndrome. 

To Alex Bendiouis, strategic 
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RESOURCES
AGENCYEA 
agencyea.com

ASHFIELD MEETINGS AND 
EVENTS 
www.ashfieldhealthcare.com

ENTERPRISE EVENTS 
GROUP 
www.eeginc.com

GEORGE P. JOHNSON 
EXPERIENCE MARKETING 
www.gpj.com

LEO EVENTS 
leoevents.com

LINKVIVA 
www.linkviva.com

ON EVENT SERVICES 
www.oneventservices.com

UNIPLAN 
www.uniplan.com

The ‘we’ of ‘me’:  Faces make a 
beautiful collage at an event for 
Mercedes-Benz from Uniplan.

Mind your Q’s and R’s:  QR codes help 
attendees communicate thanks to 
Ashfield Meetings and Events.

director of Dubai-based LINKVIVA, a cluttered tech-
nological landscape creates an opportunity to stand 
out by using tech to enhance the event—not serve as 
the event itself. 

“The first step is to analyze the ‘ask,’” Bendiouis 
says. “This is where our strategy, creative and innova-
tion teams come into place and determine the best 
device. It’s not the other way around.”

Clients should also know the infrastructure re-
quirements to support tech trends. 

“Wireless Internet and scanners, printers, laptops 
and tablets are sometimes overlooked when jumping 
on the hottest tech bandwagon,” Gillam says. “These 
components are fundamental for success and should 
be part of your event investment strategy.”

WHAT'S NEXT?  Digital integrations such 
as radio-frequency identification (RFID), near field 
communication (NFC), and beacons are becoming 
popular because they can reveal audience behaviors, 
interests, what worked and what didn’t work. 

“These technologies allow us to not only take 
captured data and draw audience insights but also 
personalize the audience experience in real time,” 
say Elle Kane, interactive marketing manager of 
AgencyEA in Chicago. “For instance, serving specific 
content to an audience segment if they followed a 
certain pattern of behavior provides a relevant and 
unique experience.” l

Glowing Spheres—3-foot or 5-foot—can light up any 
garden party. White light or colored light.  

Easy set-up. Rent/Buy.

AIR DIMENSIONAL DESIGN 
800/680-8865 

www.airdd.com

Visit www.freeproductinfo.com.net/se and  
check the box for 755

SEE US AT THE SPECIAL EVENT 2017 BOOTH 728

LIGHT UP 
THE WINTER NIGHT!

IN SEASON advertisement
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