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Welcome to Infocomm 2017‒the largest professional AV trade show in North 

America, featuring the latest technologies for audio, video, display, projection, 

lighting and staging, digital signage, conferencing, digital content creation, 

networking, signal distribution and much more. With over 1,000 professional 

exhibitors, over 500,000 ft. of exhibit and special event space and over 100 courses 

available to attendees, Infocomm continues to raise the bar in the AV space. AV is 

so much more than a tune in the background or a game on the TV over the bar. AV 

is a critical tool for business communications and for how we tell our stories. The 

new technology you'll see on the show floor will drive better communications and 

more sophisticated storytelling than ever before.

“Within a few decades, machine intelligence will surpass 

human intelligence, leading to The Singularity — 

technological change so rapid and profound it represents a 

rupture in the fabric of human history. ” 

— Ray Kurzweil1

About StoryTech: 

Keeping up with the pace of change in 

technology + media is fundamental toward 

understanding evolving consumer behavior 

and tastes. This is the foundation of the 

work we do for storytellers—whether they 

be brands, advertising agencies, networks, 

studios, or new-model content companies. 

From there, StoryTech partners closely 

with clients to develop these learnings into 

meaningful business strategies, test-and-

learn roadmaps, and managed technology 

trials. Don’t miss the next wave of tech in 

your industry! Reach out post-Infocomm to 

begin planning your curated Seek to Solve 

Workshop.
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For many, the word “storyteller” conjures up images of entertainers, animators and movie makers. But since the earliest days of humanity, 
stories have proven one of our most powerful forms of communication. Today’s business people, educators and meeting planners ignore 
this to their own peril. Powerful technological tools have made storytelling in the board room, the classroom, the church, and the meeting 
room easier and more accessible than ever. And successful communicators are prepared to use this technology in a transparent way to build 
audiences, influence decisions and build more impact than ever before.

Trend: TECHNOLOGY IS FOR STORYTELLING

The Medium is the Message
For a long time, most AV professionals focused on technology, and 
their clients focused on storytelling. The client had the vision, and 
the AV integrator executed that vision. But today’s environment is 
far more sophisticated, and audiences have come to expect a lot 
more. Current content consumers are less inclined to be impressed 
with technological gimmicks and a lot more interested in a tightly 
integrated content experience—where content truly leverages the 
technology, and the tech almost “disappears” into the content. It’s 
now about deciding which technology serves the story best rather 
than slapping together a story to hang off of a cheesy tech demo. 
And the environment for the story must add context--creating one, 
tightly woven, deeply integrated narrative.

While storytelling is driving the use of technology, it’s important 
to understand the role technology plays in the way a story is 
experienced. Can you imagine watching such profoundly visual and 
immersive movies like Gravity in only 2D? Or Avatar in SD? What’s on 
the horizon for AR, VR and mixed reality is even more breathtaking. 
The impact that tech is having on the viewing experience is profound.

And this is not exclusive to cinematic content.  Even in the board 
room (sometimes better known as the “bored” room) careful 
utilization of experiential technology in storytelling can have a 
profound effect. The difference between a boring, text heavy slide 
show and a powerful AV experience with beautiful photos, moving 
video and a rockin’ sound track can mean the difference between 
several millions in venture capital and an outright refusal.

We don’t really have to guess at these metrics. Research on the 
power of audio visual experience abounds. Researchers at Ivy 
League schools like MIT and Stanford are already exploring the 
difference that AV environment has on psychological response. 
Do immersive technologies like AR, MR, VR, and 3D sound directly 
inspire audience outcomes like larger investments or greater buy-in 
to the company ideal? Early signs point to yes.2 

Storytelling Sells —  
The Rise of Content Marketing
For an increasing number of businesses, it is content marketing, 
fueled by digitally enabled event experiences that help audiences 
connect the dots. Audiences are constantly developing new 
strategies for tuning out or skipping traditional advertising 
altogether. Adblock usage grew 30% globally in 2016 and mobile 
adblock grew by 108 million to reach 380 million devices last year. 
Now more than ever, brands are turning to storytelling techniques 
to engage audiences and keep them clicking. 

The overarching key to the success of content marketing is 
developing a deep understanding of your audience. Analytical tools 
and research will reveal what your wider audience members are 
already searching for online. Once you know that, you can start to 
create a content plan aligned with your events and communications 
plan. But truly successful content marketing requires a deeper 
and more personal understanding of your product’s culture and 
how it connects (or doesn’t connect) with the culture of your ideal 
customer. Content marketing needs to not only be interesting to the 
target audience, but also feel authentic and true.

A key element of developing a deeper and more personal 
relationship with potential customers is gathering data from them 
in a way that feels fun and not intrusive. For example, last year 
outerwear manufacturer The North Face® teamed up with Watson, 
IBM®’s AI supercomputer to allow consumers to talk about what 
they are wearing and shopping for that day. Watson asks consumers 
about where they live or travel, what the weather is like and more, 
then recommends products likely to meet consumer needs. Brands 
should take care to avoid the “creepy factor” made notorious by 
companies like Amazon® (who seem able to read our minds). 
However, allowing customers to tell their stories is an important 
step towards building a relationship with them.3 

1 - “Kurzweilai.net “The Law of Accelerating Returns” 3/7/01

2 - docubase.mit.edu  “The Limits of Virtual Reality: Debugging the 
Empathy Machine”

 3 - VF News “Using the Impersonal to Personalize the Shopping  
Experience” 1/14/16

tinup.com
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“ESPN has long sought a home base where our famed 
storytellers can provide in-depth storytelling wrapped in 
a powerful language supported by inspiring photography 
and video.” 

‒ Dan Cunningham,  
Creative Director, Set Design, ESPN5

NEC’s ThinkHub puts a new spin on the interactive white 
board. The system allows workers to connect wirelessly 
with the board via iOS, Mac, Windows or Android operating 
systems using a plethora of devices. Each of these devices 
can take over a section of the board or the entire screen. 
Workers can use touch to move various windows around 
the board a la Tom Cruise in Minority Report. 

Content Creators Embrace Tech
Major broadcast networks are also looking at technology and AV 
integration as a way to light up innovative programming solutions 
and research and development around new ideas to enhance their 
own storytelling. Nickelodeon has launched the Entertainment 
Lab, headed by senior VP Chris Young. “I see a future where we can 
apply things that were budgetarily or technically out of reach just a 
few years ago.”4 ESPN has recently launched ‘Studio Z’‒ a rounded 
studio set design that features a variety of LED display technologies. 
It’s got state of the art magnetic LED tiles and three different size 
movable screens suspended from the set. 

4 - Variety.com “Augment, Virtual Technology Boosts Storytelling and Revenue 
Streams” 5/2/17

5 - SportsVideo.org “ESPN Harnesses the Power of Storytelling in Design of 
Studio Z” 5/ 12/17

6 - TechTarget.com “Track these Six UC and Collaboration Trends in 2017” 
Nemertes Research, 12/16.

 7 - Businesswire.com “IDC, Forecast: U.S. Mobile Worker Population to Surpass 
105 Million by 2020” 5/23/15

are bringing together employees from throughout the world.  
Hybrid cloud systems that incorporate both private on-site servers 
and public cloud elements from companies such as Amazon®, 
Google® and Microsoft® are increasingly called upon to deliver a 
host of physical and virtual communication tools. 

These tools are part of a rapidly expanding market called Unified 
Content and Collaboration (UCC). According to Global Industry 
Analytsts, Inc., a worldwide business strategy and market 
intelligence source, the global UC market is expected to reach 
$ 62.6 billion by 2022. This market encompasses far more than 
your company phone system and the UFO-shaped gizmo on the 
conference room table. Employees expect to be able to participate 
and collaborate with colleagues from anywhere in the world. 
And whether it’s happening within the boardroom or on several 
continents simultaneously, current collaborators are hoping it’s a 
BYOD (Bring Your Own Device) sort of party. According to a recent 
report by IDC, by 2020 nearly three-quarters (72.3 percent) of the 
U.S. workforce will be mobile workers.7 And a significant percentage 
of these workers expect to work anywhere and everywhere using 
their own equipment. 

Cloud Collaboration Essential to B2B Storytelling 
There is no question that cloud computing has taken over the 
business world and is helping to craft new stories and idealogies 
about how we work. According to research and strategic advisory 
company Nemertes, 40 percent of the organizations polled are 
using or planning to use cloud telephony services. An even larger 
percentage are using cloud file storage, email, video conferencing 
and web services.6 

As the mobile workforce demands the capability to connect and 
collaborate from virtually anywhere, cloud-based technologies 

Apps Are the New Story
Forget desks and desktops. Today’s collaborator works within 
a fully integrated digital workspace. This collaboration is not 
only increasingly mobile (with employees expecting to access all 
important work functions via mobile devices like smartphones and 
tablets), but also increasingly chatty and increasingly “appy”. Chat 
has become a critical tool for collaborative work‒with companies 
like Google®, Slack®, Atlassian®, and Facebook® ramping up 
enterprise apps around voice, audio and text collaboration. And 
what were once standalone communication tools are now more 
likely found embedded via an API into other apps like content 
sharing software or project management packages.

nickelodeon

ESPN

T1V
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AV has moved way beyond setting the mood. Today's AV professionals create experiences for audiences. Naturally, technology is one of the key 
drivers of experiential content. Displays are bigger, clearer, brighter and more colorful than ever. They are thick and thin, single screened and 
multiplexed. Projections can be wrapped around buildings. Sound and Motion can be triggered to create responses. Content can be deployed 
anywhere from a bright Florida outdoor venue to deep under the sea. Audio experiences are becoming deeper and richer‒from superior sound 
bars to multi-speaker arrays featuring rich surround sound.

Today’s AV deployments have moved far beyond conference calls and running through PowerPoint® presentations. Far beyond tools to share 
information and set the mood, AV is used to create full blown experiences in the classroom, in the boardroom, in the congregation and in the 
aisles of your favorite store. Screens do more than present pretty pictures. They improve customer satisfaction, they help students remember, 
and they pump up sales. All in all, screens are moving from the expense side to the revenue side of the business equation.

Trend: CREATING THE EXPERIENCE

Screens Everywhere
From the front of the building to the palm of your hand, screens are 
everywhere you look. ABILOGIC reports market research projections 
of $13.8 billion in spending for digital signage in 2017 alone.8 And this 
number is only expected to grow. A recent industry study predicts 
that digital out-of-home (DOOH) inventory will grow by 40% 
between 2015 and 2020. And a recent Ocean study of executives 
from media agencies and outdoor specialists indicated that 86.3 
percent of those surveyed saw Digital-Out-Of-Home including 
digital signage as having the biggest growth potential—edging out 
media on demand, mobile and other channels.

Screen technology now allows them to go everywhere and 
anywhere. New waterproof housings mean that displays are found 
in wet areas like pools and even underwater. And new brighter 
displays with the capability to adjust based on the available ambient 
light mean screens can be found all around in the great outdoors.

Patrons Order up Better Restaurant Signage
These days, paying for window clings and banner prints for 
restaurant signs is just so passé. Restaurants are opting for large, 
clear digital displays that can be customized moment by moment 
to reflect inventory (which soup is out of stock), special pricing (our 
milkshake happy hour runs from 4-5 PM), customer desires (our 
midnight munchie menu) and more. Customers find digital menus 
influential in purchasing food products. Fast food chain Prime 
Burger increased their sales by 50% in a major trade show center 
by replacing static signs for digital ones. Customers are not only 
influenced by customized videos, but also by the fact that digital 
signs are simply easier to read. In a recent survey, 74 percent of adults 
said that an easy-to-read menu is their top priority.9 New screens 

may also signal the end of 
patrons desperately holding 
candles and smart phones up 
to menus in hopes of reading 
the offerings there. As the 
baby boomers age, dimly 
lit restaurants are replacing 
paper menus with bright 
handheld menus on tablets 
and other mobile devices.

Screens‒Lighter, Brighter and so Much Better
At one time, video walls were heavy, cumbersome and extremely 
difficult to manage. Syncing and unifying color among the screens 
was a technology nightmare. And finding the spot with sufficient 
floor space and stability for thousands of pounds of monitors was a 
major challenge. Technological improvements in screen technology 
are proceeding at an unprecedented rate. Older HD screens are 
being replaced with higher resolution 4K options.

LG®’s OLED Wallpaper is a perfect example. The screen features 
a super-fast refresh rate (500 times faster than previous versions) 
offering super-smooth playback without motion blur. The OLED 
technology allows for brighter brights and darker blacks—critical for 
displaying newer High Dynamic Range images. It also reproduces 
a higher range of colors than previous display technologies. Higher 
dynamic range and greater color fidelity result in high impact images 
that simply look more true to life. Looking at a display like this is a 
lot like looking out a window into another world. And as the name 
implies, OLED is lightweight and wafer thin. Each monitor weighs a 
mere 13 pounds and is less than one quarter of an inch thick (0.14” 
to be precise.)10

imenucards.com

flatpanelshd.com

8 - skykit.com “Digital Signage Trends 2017”
9 - intel.co.uk “Choosing the Right Digital Signage Content Management System” 
10 - lg.com
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Screens Make you Healthy, Wealthy and Wise
Digital signage is more than a convenient tool for ordering tacos. 
Video screens help reduce perceived wait times in hotel lobbies, 
and have been used during emergencies such as Hurricane Sandy to 
keep patrons safe with up-to-the-moment information.11 Hospital 
and medical offices are using screens to improve patient outcomes. 
Digital signage has been shown to cut perceived wait times in 
doctor’s offices and reduce perceptions of pain and patient anxiety. 
Tablet-based apps like RELAX anesthetics use music, art and games 
to distract and calm children down before major surgery.12 

Content Comes First
After years of the technology tail wagging the content dog, 
developers are seeing the value of taking a “content first” approach. 
As the AV technology market deepens and becomes richer, content 
creation becomes less about displaying the novelty of each new 
form of tech and more about choosing the right tech to tell the 
story. Companies are investing deeply in storytelling tools not just 
for marketing, but also for storytelling and even ancillary revenue. 
It’s this sort of investment that prompted Marriott’s Emmy-winning 
vice president of global creative David Beebe to state, “We’re a 
media company now.” Of course, Marriott is first and foremost a 
hotel. However, eagerness to tell not only the story of the hotel, but 
also the story of its travelers and the story of travel in general has 
fueled a hit TV show, a successful short film and even some highly 
decorated forays into VR with the Occulus Rift.

Interface Unifies All
All technology creates an experience of some sort. And in an 
increasingly complex technical world, customer experience is more 
important than ever. AV teams are often required to install complex 
technology solutions over hundreds of locations throughout the 
country or throughout the world. Something as simple as room 
scheduling software can become complex when installed over 100 
different office locations—each with different needs and priorities. 
AV professionals are navigating this by creating interfaces that are 
consistent from space to space—either labeling items by icon and 
function (the room busy icon is the same in each location) or by 
using symbols from tech applications that are already familiar to 
most of the employees (such as MS Office®).

“We hired a lot of media, took a lot of people who were previously storytellers, turned them into marketers. You can’t argue 
with the fact that people aren’t engaging with traditional [advertising] and this is the way to do it…” 

‒ David Beebe, Vice President of Global Creative, Marriott16

contently.com

cwplus.org.uk

Aside from the surreptitious smartphone viewing under the 
conference table during endless team meetings, video screens 
have been shown to increase office productivity. Good internal 
office communications drive productivity up. And according to a 
recent survey, 50 percent of communication pros polled used digital 
signage as a key strategy in their organization. When Novartis 
Pharmaceuticals implemented a company-wide digital signage 
system, retention went up and communication costs went down—
over 90%.13

Video screens also help make you smarter. In a recent survey, 
96% of students polled reported that video increased the learning 
experience.14 Additional research indicates that screens help 
reduce student stress (45%) and increase confidence (46%) and 
preparedness for class (67%).15

11 - cdn-docs.av-iq.com  Digital Signage Application Guide for Hospitality   
12 - cwplus.org.uk “Award winning tablet app to relax and distract children in anesthetics rooms prior to surgery”
13 - viewsonic.com “Dynamic vs. Static Signage: The Advantages of Digital” 2/25/15
14 - Infocomm as reported at: allsee-tech.com
15 - McGraw-Hill Education’s third annual survey on digital study trends in higher education 
16 - Contently.com “We’re a Media Company Now’ Inside Marriott’s Incredible Money-Making Content Studio” 11/16



6

The IoT (Internet of Things) includes the VoT (Video of Things). We now find microphones, sensors and cameras everywhere. We are constantly 
(and sometimes secretly) recording audio and video of the world around us. In some ways this makes things better. New security devices mean 
we feel safer. New entertainment platforms allow us to share the immediacy of our lives. But what does this mean in terms of data security and 
privacy? And what steps are being taken to help keep our Internet world alive and healthy?

The AV landscape now features devices everywhere. AV is no longer confined to the college or the conference room. It exists in your kitchen, 
on your appliances, in your kid’s bedroom and in your pocket. Today’s AV manager is not only responsible for presenting audio and video, but 
also, collecting data and integrating that data in real time with content.

Big Brother in your AV Department
Never before has data collection been such a key component of AV 
within companies and organizations. And that data collection grows 
ever more powerful and ever more sophisticated. Every minute 
of everything we watch on our digital TVs and mobile phones and 
tablets is tracked and tabulated and added to our customer profile. 
Beacons follow us as we walk around stores, note where we spend 
the most time, and what items we carry to the dressing room to try 
on. The aggregate of all this information is called big data. And to 
put it frankly, big data is big money.

Giant discount retailer Walmart uses customer data collection and 
profiling to improve customer service and improve its bottom line. 
Every single day, Walmart takes in approximately 36 million dollars. 
And every single hour, Walmart collects 2.5 petabytes of data from 1 
million customers. Just how big is a petabyte? It’s the equivalent of 1 
million gigabytes, 20 million 4 drawer filing cabinets filled with text 
or 13.3 years in HD Video.17 

Mirror Mirror on the Wall, who’s got the Best 
Digital Sensors of all?
Retailers are using AV equipment to collect and analyze customer 
data and to customize digital messaging to customer needs and 
wants. Some newer models even come with eye tracking and facial 
recognition technology. Select Neiman Marcus® locations have 
installed MemoMi “memory mirrors” which combine a full-length 
mirror with a 70-inch LCD computer, and an HD camera that records 
eight-second videos. The mirrors use RFID’s located on product tags 
to track what clothes the customers are taking into the dressing 
room and what beauty products they are bringing with them to the 
counter. Customers can then record videos of themselves in the 
dressing room or at the makeup counter and share them with their 
friends via social media. 

Giant Custom Digital Signs Delight Customers
Advanced signage solutions are developing ever more sophisticated 
methods for data collection. Digital signs now use Bluetooth® 
to track customer phones and collect data on passersby. These 
signs can then use the data to customize messaging based on the 
viewer’s gender, age and personal likes. At the Ocean Westfield® 
mall in the UK, a campaign for Renault® utilized vehicle recognition 
technology to determine which cars were coming through the 
roundabout. Large digital billboards then served custom ads based 
on what sort of cars were passing by. The ads provided a startling 
moment for drivers as they were recognized as “the guy in the silver 
hatchback” or the “driver of the red sedan”.

Trend: THE AV OF THINGS

“Our aspirations are not only about showing a stylish 
image of the all-new Mégane®, but to speak to customers 
in a fun and friendly way which we are doing through one 
of the UK’s most popular car journey games – I Spy.” 

 ‒ Colette Casey,  
Brand Communications Manager, Renault UK19 

According to Stefan Weitz, chief product and strategy 
officer of Radial, formerly known as eBay Enterprise, 
which created touchable dressing rooms for brands like 
Rebecca Minkoff. “It’s more about: How do you offer an 
experience to consumers in the physical world that feels 
like they’re on their iPad?”18

contently.com

oceanoutdoor.com

17 - dezyre.com “How Big Data Analysis Helped increase Walmart’s Sales Turnover” 4/15
18 - fastcompany.com “Interactive “Magic Mirrors” Are Changing How We See Ourselves –And Shop’ 4/17
19 - Press.renault.co.uk “All-New Renault Mégane Debuts Pioneering Vehicle Recognition Technology in New Roadside Advertisement Campaign” 11/16
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Gaming the System
A significant trend in both advertising and event management 
is gamification. Virtually everybody has engaged in some sort of 
casual game play on their phones‒whether it’s Candy Crush or 
Words With Friends. Event planners now have a variety of mobile 
and crowd based games to choose from. Typically, these games 
are based on noise, gestures, scavenger hunts and texting/emoji. 
Event planners can find these games for as little as $25 at sites like 
crowdcontrolgames.com and upplause.com. And gamification 
tied to digital signage can be a particularly powerful combination. 
For example in the UK, NHS Blood and Transplant launched a digital 
sign campaign in conjunction with a mobile phone app. Digital 
billboards featuring an empty blood bag and a sick patient are 
located around town. When participants recognize the billboard, 
they are encouraged to engage the app and aim the phone’s camera 
at their arm. This triggers an AR overlay on the participant’s arm 
featuring a needle, a catheter and a bandage. This, in turn, triggers 
the empty blood bag on the digital sign to fill, the sick patient on 
the sign to return to health, and a personalized thank you message  
is displayed on the billboard in response to the virtual blood 
donation.20 This sort of powerful integration, bringing the power of 
digital signage and mobile phones together is likely to continue to 
flourish in the years to come.

Big Data Helps Students Learn
One area where big data has a profound impact is student learning. 
Many schools offer a blend of online and offline learning programs. 
In the past, student data was limited to what a teacher could 
observe in class and what students scored on homework projects, 
tests and exams. However, computer learning allows teachers to 
collect moment-by-moment data on thousands of students and use 

that data to customize learning paths in real time. If some texts or 
videos are unclear to the majority of students, those digital videos 
and texts can be rapidly changed to something more effective. 
Teachers can also use this data to analyze individual learning styles. 
Some students may benefit from watching a lot of videos. Others 
may benefit from reading text. By determining which learning 
tools work best for which students, future learning materials can 
be customized to improve learning outcomes for each individual 
student. Ultimately, reducing student frustration and increasing 
student engagement are expected to reduce dropout rates at high 
schools and universities.21 

Is that a Screen in Your Pocket?
The most powerful data collection tool as well as the most important 
screen for most people can be found in their pocket. There is little 
question that the mobile phone has changed virtually everything 
about the AV landscape. Events now routinely create mobile apps 
to replace paper programs, lead attendees on audio tours and 
help show goers to schedule appointments and find booths and 
attractions within the venue. Apps also help attendees schedule 
meetings and connect with one another. These apps even track user 
experiences in real time, allowing show management to shorten 
queues and circumvent problems before they begin. 

Heads Up—Great Experience Ahead!
Talk to any modern event manager and you’re likely to hear 
grumbling about how the attendees missed the best moments of the 
conference staring into their mobile devices. Smart event planners 
take an “If you can’t beat ‘em, join ‘em” approach by integrating 
mobile phones into the conference experience. Products like 
Crowd Mics allow guests to use their smart phones as microphones 
during Q&A or to participate in real time polls.22 AAll-in-one event 
apps like DoubleDutch or CrowdCompass come with a great deal 
of functionality right out of the box that can be customized for 
particular events both easily and economically.

screenmediadaily.com  

bizbash.com

20 - screenmediadaily.com “Outdoor campaign combines DOOH media mobile, drives-blood donations”
21 - datafloq.com “Four Ways Big Data Will Revolutionize Education”
22 - crowdmics.com
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“What we’re seeing is the AV providers are integral to 
the success of most meetings and events of any size. 
The quality of their product has increased dramatically 
because of the successful integration of AV and IT.” 

‒ Bill Voegeli ,  
President Association Insights23

Wireless tools are even being used for such mundane 
tasks as room scheduling. Products like Evoko’s® room 
manager include a touchscreen mounted outside the 
conference room door. Employees can make schedule 
changes or report broken equipment right on the pad or 
can access room scheduling data remotely via their own 
laptops, smart phones and tablets.

At one time, AV was all about the "iron." The hardware systems and chips that drove them were supremely important to the success of our 
AV world. Today, hardware must live in balance and share the spotlight with software. Increasingly, hardware is created in a flexible and 
programmable fashion that allows technology to innovate and keep pace with the changing marketplace and needs of ever more sophisticated 
customers. Now, more than ever, the control panel lives in your pocket on a cell phone or a tablet. That is until the control panel goes away 
entirely, as AI and other trends drive towards new tech models which learn what you like and simply work automatically.

IP Audio and Video Take Over
Prior AV transport techniques such as HD-BaseT will continue to 
be eclipsed by newer IP audio and video techniques. Simply put, 
IP audio and video means uncompressed audio and video that is 
sent over an Internet Protocol (IP) network such as the Internet. 
Sometimes, this transport includes special encoding techniques and 
streaming technology to manage bitrate and smooth transmission. 
Ultimately, it means delivering AV content over IP mediums.

One of the major advantages of this style of content transport 
is that your “inputs” can be virtually anything—media players, 
video cameras, desktop PC outputs, satellite/cable boxes and your 
“outputs” can be virtually anything—video wall receivers, laptops or 
PCs, receiver boxes in conference rooms or even mobile devices like 
smart phones and tablets. The net result is less hardware cluttering 
up the conference room, greater flexibility in moving AV content 
wherever and whenever is desired, and significant cost savings as a 
result of IP audio and video’s inherent efficiency.

Rooms Go Wireless
When it comes to conference and learning rooms, the trend is 
clean and minimalistic. Not only are room designers determined to 
hide the computer boxes, but also the cables and controllers. New 
advances in wireless technology are driving cable-free conference 
rooms with technology that is flexible and portable. Wireless 
mirroring devices enable a CEO or university professor to operate 
laptop computers from anywhere in the room. And more and more 
frequently the rooms are controllable via mobile devices like smart 
phones and tablets that are brought in by room users. New mobile 
apps do away with room control panels entirely allowing room users 
to turn on the lights, make a conference call or show a presentation 
right from their favorite mobile devices. Naturally testing and 
control can be somewhat challenging, as the advent of BYOD (Bring 
Your Own Device) can create a fair amount of inconsistency among 
user devices. 

Trend: THE ASCENDANCY OF SOFTWARE

When it comes to moving audio over the internet however, AV 
experts are cautioned to check their acronyms. Audio over IP 
(AoIP) primarily refers to compressed audio sent for streaming 
audio applications like Spotify® and Pandora®. However, these 
compressed audio signals require special decoders that are not 
compatible with many professional AV needs and potential 
problems with latency. On the other hand, uncompressed audio 
signals sent over Ethernet are commonly referred to as Audio over 
Ethernet (AoE). Latency (waiting for the signal to come across) is 
less of an issue here, because AoE tends to reside on a LAN (Local 
Area Network within a company or university) rather than on the 
public Internet.

kramerav.com

23 - MPIweb.org “Investing In A Competitive Edge” 5/17
24 - “Technology, Media & Telecommunications Predictions 2016” Deloitte 
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AV Meets AI
After the advent of wireless and mobile control of AV the logical 
next step is doing away with control altogether. AI or Artificial 
Intelligence incorporates previously collected information with 
real time sensor data to operate equipment automatically. Once 
your conference room learns that the CEO likes the lights at 65%, 
audio levels set to 72% and will likely be presenting a Keynote® 
from his iPad®, the room can be set automatically for him before 
he walks in. For scheduled meetings this may be as simple as 
coordinating the scheduling software with his preferences. But 
even impromptu meetings can be handled automatically via 
sensors linked to employee badges that note when the CEO has 
walked into the room. That is assuming that employee badges 
are not also a thing of the past as companies like HID pioneer 
technology that can open the door to your office building with 
your smart phone.

Cloud Conferencing Takes Over
Advances in cloud computing technology move the heavy lifting of video conferencing out of individual enterprises and into the infrastructures 
of cloud-based Software as a Service (SaaS) providers. All modern businesses require to utilize these systems is a secure, high-speed server 
network and infrastructure to support high volume video content. No additional major capital expenditures are required. Everything else 
needed for high end video conferencing is brought in on the user’s device such as a laptop, smart phone or tablet. And with a SaaS model, 
companies only pay for the bandwidth they actually use. Software built into the cloud conferencing system allows seamless connections with 
many systems and devices and manage call control, scheduling and management via a unified platform and an easy to understand interface.

Honeywell

actis.co.in
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LOOK AHEAD: By 2020 over a billion people will 
regularly access AR and VR Content.26

IDC predicts augmented and virtual reality will continue 
to grow in importance‒estimating that 30% of consumer 
facing companies in the Forbes Global 2000 will 
experiment with the technology as part of their marketing 
mix for 2017.26

It's hard to overestimate the hype surrounding VR, AR and mixed reality. But what will these technologies really mean for the future AV 
professional? Just how many headsets can a company expect to manage? And what are the implications for AR beyond entertainment as 
enterprise AR becomes a new money maker? Are we really moving to an all-new, human-based interface for interacting with content?

In the current age of virtual, augmented and mixed reality, internet news, influencer reviews and live video, the lines among the who, what and 
where of content are becoming increasingly blurred. New 4K HDR monitors feature images so real that you're tempted reach out and touch 
them. And with special visors, content immerses and surrounds you with crystal clear video and object-oriented audio. With new advances 
in projection mapping, dome displays and mobile phones, even large crowds can be simultaneously immersed in memorable one of a kind 
experiences. 

The Reality Spectrum 
Both Augmented and Virtual Reality are big business. With VR 
hardware, software and content sales skyrocketing, 2016 was 
estimated to be Virtual Reality’s first billion-dollar year.24 With the 
widespread release of several AR-capable headsets and phones, 
2017 is expected to be the big breakout year for Augmented Reality 
as well. Both technologies are expected to continue their meteoric 
rise over the next decade, with worldwide AR and VR revenues 
expected to top 120 billion by 2020.25 

AR and VR lie along a spectrum of immersive technologies. 
Augmented Reality encompasses “heads up” display technology 
as you might see in Google Glass® or Sony’s Smartglasses®, 
Mixed Reality incorporates fictional elements seamlessly into your 
real-world environment as you might see in a Magic Leap® or 
Microsoft HoloLens® headset, and Virtual Reality immerses the 
viewer fully into another world either real or imagined which does 
not incorporate objects or people in the viewer’s real world view. 
These definitions are neither hard nor fast but are actually fluid and 
continually changing. 

The “Next Pokémon Go” 
In 2016, one little creature drove augmented reality firmly into 
the limelight with the record-breaking release of Pokémon Go®. 
The app uses geotracking and the device’s camera and digitally 
superimposes fictional creatures over whatever real-life scenery 
is displayed on the screen. With over 500 million downloads in the 
second half of 2016, and publicity driving Nintendo to record highs 
on the stock market, the discussions in boardrooms throughout the 
country are likely to center around developing a Pokémon Go-type 
app for other brands and particularly for special events. 

Studies indicate the rise in advertising 
spend utilizing immersive technologies 
is driven by a desire for more than 
positive publicity. Immersive experiences 
build brand awareness and drive 
ad effectiveness. In a recent study 
commissioned by Teads and Immersion 
(a company that builds touch experiences 
with haptics, the use of touch feedback in 
digital content) an HTML haptic movie 
trailer for Jason Bourne resulted in a 75% 
increase in ad awareness over text ad 
formats and a 24% increase over video 
without haptics. 

Trend: CONTENT GOES IMMERSIVE

All on Our Heads—Or is It? 
One of the huge challenges in implementing immersive experiences 
in the crowd is that there just aren’t enough headsets to go around. 
And while some companies such as Two Bit Circus have pioneered 
methods for syncing headsets among multiple participants, 
typical AR/VR headset experiences are primarily solitary affairs. 
This is driving a growing trend globally towards location-based VR 

Magic Leap

MediaPost

24 - “Technology, Media & Telecommunications Predictions 2016” Deloitte 
25 -  Digi-Capital.com “Augmented/Virtual Reality to Hit $150 Billion Disrupting Mobile by 2020”4/15
26 - IDC.com “Augmented and Virtual Reality Headsets Expected to Grow at a 5 Year CAGR of 108.3%, According to IDC's Newly Launched AR/VR Tracker” 12/16
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Utah-based startup The Void, Sony Pictures, and 
Madame Tussauds collaborated to create an interactive 
attraction that's part of an exhibit based on the new 
Ghostbusters film. The result is a stunning, ultra-realistic 
experience that proves there is potential in virtual reality 
beyond home entertainment. “The experience's virtual 
universe combines with the real world in a way that truly 
makes it feel like being teleported into a video game.” 
says Lisa Eadicicco, Time.Com.28

In May, Disney debuted it’s new nighttime fireworks 
show ‘Happily Ever After.’ “With projection mapping 
technology, you can create an immersive environment for 
guests, taking them inside the films of Disney,” said James 
Sislon, show director. “It enables us to flood the palate and 
give our guests an opportunity to experience many of our 
characters’ worlds in the same show.”29 

experiences. These are VR experiences where a user or player is 
physically located in a room equipped with locally installed high-end 
VR devices. Sometimes location-based VR is referred to as ‘Arcade 
2.0’ or ‘the VR Out-of-Home market’. Most location-based VR 
initiatives are located in Korea, China, Japan, Malaysia, Singapore, 
Australia and the United States.27 

Domes Pop up Like Mushrooms
In the spirit of “everything old is new again” domes are back and 
they are displaying immersive content to crowds in a big way. This 
year mega concert Coachella hosted a 360-degree audio-visual 
sensory dome experience called The Antarctic, created by Obscura 
Digital and powered by HP®. Other dome experiences have been 
featured at parades, museums and even the Superbowl®. Domes 
present unique opportunities for brands and organizations to create 
immersive experiences that are both intimate (the dome isolates 
the crowd from the outside world) and social (there’s a party going 
on in there!) 

Waving at Your Monitor
Recently, a large percentage of the population began speaking to 
their imaginary friends named Siri® and Alexa®. Or it least it seems 
that way, as voice control grew in popularity and in-home digital 
assistants started selling at a record pace. Well hold on to your hats 
as 2017 marks the year when we begin to wave our arms and jump 
up and down at a whole different set of imaginary friends. With 
the advent of AR/VR applications and prices for sensors dropping 
to historic lows, gestural control is coming to a system near you. 
Gestural control has actually been around for a while. People have 
become deeply and entirely comfortable with gesture control on 
hard surfaces. What’s new is the leap to free-air gesturing. Chips 
that make seeing and interpreting free-air gestural control possible 
are now available for as little as $4. Aside from the “goofy factor” 
and the need to apply a good deodorant in the morning, gestural 
control seems a likely input for AV devices in the near future.

Don’t Forget the Audio
One of the hottest trends for 2017 is the move towards spherical 
audio. In theatrical spaces, spherical audio formats like Dolby 
Atmos® and DTS:X® and Barco’s Auro® are well entrenched. 
Spherical audio penetration into the home market is somewhat less. 
However, a full move towards object oriented audio over the next 
year or two seems inevitable. Object-oriented audio simply means 
that audio objects (say a the roar of a bus or the buzz of a bee) are 
perceived to “move about” in 3D space. Sometimes, as in a theater, 
this is accomplished with banks and banks of individual speakers. 
However first-generation object oriented headphone formats 
such as DTS Headphone:X, Dolby Atmos and Fraunhofer’s Cingo 
are achieving this same sense of positional audio with just two 
speakers‒one left ear and one right. We can expect spherical and 
object oriented audio formats to be very important trends in the 
audio space over the coming year.

Projection On and Off the Map 
With projection mapping (also known as spatial augmented reality) 
virtually anything can be a screen—a wall, a building, a ship in the 
harbor, or even a wedding cake. Projection mapping sites can be 
very large and can immerse thousands of people simultaneously 
into other worldly experiences. Projection mapping is growing in 
popularity in part, because the technique provides (literally) a huge 
impact, and in part, because the technology has become so much 
easier to use and so much easier to buy. For example, Lightform 
is the first computer built specifically for projection mapping. The 
tiny box, which hooks directly to any projector can scan complex 
scenes in less than one minute allowing you to mix real images 
with projected light. The technology continuously scans the 
environment, and can make adjustments on the fly.

27 - VRSociety  “VR Location Based Projects” May 2017 by Irena Cronin, Editorial Director
28 - Time.com  “I Experienced The Future of Virtual Reality By Becoming A Ghostbuster” 7/16 
29 - Disney Parks Blog "Happily Ever After’ To Feature The Most Advanced Projection Mapping Tech Yet” 4/17




