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welcome to  

the Freeman Trend Lab
Our world is not only undergoing a digital transformation, it is changing at the speed 

of innovation. With exciting new opportunities, ideas, and visions taking shape every 

minute, it is vital to keep pace with new and emerging trends.

The big question is how do trends affect me, my ecosystem, my business, my future 

— and what influence do they have on the brand experiences they impact.

That is why we created Trend Lab.

Trend Lab is an insight incubator offered by Freeman to re-imagine opportunities and 

address the challenges of an ever-changing world. We analyze trends and help you 

figure out how they can help shape your business and brand experiences.
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has there been a shift?

does it inspire change?

can it lead to innovation?

the Trend Lab methodology

The Freeman Trend Lab identifies timely and relevant shifts in the marketplace and 

re-imagines those opportunities through the lens of brand experience. Its purpose 

is to facilitate inspiration, ideation, and vision to help reinvent your brand experience 

approach and strategies. 

You will find that these are trends that you can see in the marketplace today, and will 

continue to evolve. And because we are constantly scouring for the latest and greatest, 

Trend Lab will be the single resource you will come back to time and time again. 

In short, Trend Lab provides the missing link between trend identification and 

strategic application to elevate your brand experience in an ever-changing world. 

How?
Like any scientific exploration, our Trend Lab starts with a question — three, actually. 

Our rigorous question-based filters ensure trends have long-lasting impact:
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Only the trends that meet these qualifications can be 
entered into the Trend Lab. 

We classify the confirmed trends into six categories. The categories move from 

macro to micro, or vision to tactics, to form the Periodic Table of Trends. 

Because of the rigor of our process, you can rest assured that Trend Lab is the 

ultimate resource for brand experience trends. We sift through the rapid-fire pace 

of information flow to help you discover the trends that will help you optimize your 

audience engagement, brand experiences, and business growth.

We know it can be overwhelming to keep up with all the latest trends, which is why 

we’ve focused on making Trend Lab clear, easy to understand, and fun to explore.

Open your mind to the possibilities, and come play in our lab. We can’t wait to 

collaborate and see where imagination meets the future.

Enjoy!

Attitude Format Effectiveness Content Engagement

Macro (vision) Micro (tactics)
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Understanding the power of peace and calm, Salesforce now 

incorporates mindfulness programming throughout its Dreamforce event 

to help attendees be more present at the show and long after.

Biotech leader Genentech provided some much needed “breathing 

room” in its exhibit booth with a calm-inducing wall to create a true 

meditative experience.

Meditation guru and author Lee Papa developed the Be Well Lounge at 

the annual IMEX event, where meditation sessions and yoga classes are 

held daily during the conference. 

Intersection of attention and intention

Mindful Moments

Being present allows us to fully connect with others. Consider designing activities 

that allow for mindful interaction. It’s a powerful way to disrupt our always-on 

mode by pausing distractions and plugging into the present. Whether it’s an 

oxygen bar, yoga session, or guided meditation, these moments offer the chance 

to reflect and recharge.
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Brand-building outside the box

Reinventors

It’s time to think differently. Audiences are tired of the status quo, so brands need 

to stay one step ahead of the pack in a constantly evolving world. Challenging the 

traditional event approach and shaking things up demonstrates a commitment to 

fresh approaches and encourages event growth.

To demonstrate how it can serve as both a work and life partner, 

American Express set up “service center” spaces at CES, but outside the 

convention center, with amenities specifically catered to attendee needs.

At SXSW, ADP sponsored the “Future Workplace” track and created 

The Commons, a community space to encourage attendee engagement. 

The custom exhibit offered space to relax, recharge, and be inspired. 

To promote interaction, the European Academy of Allergy and Clinical 

Immunology (EAACI) Congress swapped traditional Q&A sessions for 

C&Is (Conversations and Input) in small groups. The move reaped such 

incredible results that Q&As were permanently replaced by C&Is.

40

RI
REINVENTORS

American Express

ADP

EAACI

INSIGHTS / TREND LAB9

https://www.eventmarketer.com/article/american-express-service-stations-ces-attendee-needs/
https://www.adp.com/resources/events/adp-at-sxsw.aspx
https://www.pcma.org/eaaci-congress-chooses-ci/?utm_source=pardot&utm_medium=newsletter&utm_campaign=thisweek_convene&utm_content=exploring-the-new-qa&utm_term=organic&mtype=Non+Member&lscat=&acl=false&rcl=false&rtype=


TREND

Mitsubishi Fuso ditched the traditional big product announcement in 

favor of a greener choice: a product launch in a parking garage that was 

re-created as a positive energy station.

Eco-conscious footwear brand Keen took recycling to a new level at 

the Outdoor Retailer show with its exhibit made entirely of recycled 

materials…think car hoods as tables and kegs as trash cans. Even the 

in-booth activation got attendees involved with eco efforts.

To emphasize the idea of eco-friendly building for New England’s 

design and construction industry, Greenbuild and ABX created a 

sustainability-focused strategy to reduce waste and help exhibitors 

join in the efforts.

Eco-friendly, eco-focused

Low-Waste 
Movement

Mindful attention to recycling and upcycling at every opportunity displays a strong 

commitment toward global environmental responsibility. Sustainable choices 

reduce carbon footprints and support local economies, working toward zero-waste 

events and experiences.
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Fearless in uncertain times

Risk Takers

Taking an unexpected (or even controversial) path can be intimidating when 

planning a live experience. Yet risk often leads to failure, failure leads to learning, 

and learning leads to smarter, strategic solutions. Risks don’t have to be blind: 

Tapping into data helps identify ideal timing for the best outcome.

MobileIron took its event from traditional meeting spaces to luxurious 

homes in customer-centric cities. Keynotes were delivered poolside 

and breakouts activated in master suites, allowing attendees to feel 

right at home.

Instead of providing samples at Natural Foods Expo West, Kashi used 

it’s booth to display a large 3D to highlight an important stat: less than 

1 percent of U.S. farmland is organic. This left turn offered the right 

outcome — a renewed reverence for the brand and hardworking farmers.

Attendees at C2 Montreal were literally taken out of their comfort zones 

in the Sky Lab sessions. This brainstorming activity suspended attendees 

30 feet above a mirrored floor on the basis that risk spurs creativity.
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For Github Universe, the tech brand makes sure the event is accessible 

and enjoyable for all with programs like closed-captioned sessions, 

prayer rooms, gender-neutral bathrooms, and dedicated perks for 

families and service animals.

At SXSW, the Sony WOW Studio exhibit experience “The CAVE without 

a LIGHT” allowed attendees to play music with other attendees in a 

pitch-black cavern-like space — an experience that could be enjoyed 

whether with or without sight.

The Association of Outdoor Recreation and Education (AORE) has a 

committee dedicated to developing inclusive initiatives at its annual 

conference. Programs include breakout sessions focused on diversity, 

equity, and inclusion, awards for individuals increasing multiculturalism, 

and diversity training for presenters.

All are welcome

Inclusion

Uniform, one-size-fits-all events no longer fit. Today’s audiences expect brands 

to value inclusion and diversity. Savvy marketers take an inclusive approach to 

addressing all groups, such as genders, ethnicities, ages, and varying physical 

abilities. Whether it’s anticipating dietary restrictions, physical mobility, or any 

particular needs, it’s essential to build an experience everyone can enjoy.

69

In
INCLUSION

Github

Sony

AORE

INSIGHTS / TREND LAB12

https://www.pcma.org/github-universe-2018-wow-factor/
https://www.hi-techchic.com/sony-wow-studio-returns-to-south-by-southwest-with-innovative-and-interactive-technology/
https://www.pcma.org/promoting-diversity-at-meetings/


TREND

23

Vs
VISUAL SPEAK

TREND

73

dA
DATA ACTION

TREND

47

L
LOCATION MAPPING

TREND

12

HR
HIGH-RETURN SPONSORSHIPS

TREND

22

Lo
LOW-WASTE MOVEMENT

TREND

72

sG
SMART GROWTH

TREND

63

Vo
VOCAL TECH

TREND

02

Cc
CONNECTED COMMUNITIES

TREND

14

RT
RISK TAKERS

TREND

69

In
INCLUSION

TREND

51

MR
MIXED REALITY

TREND

33

AP
ALL-IN PARTICIPATION

TREND

38

P
PERSONALIZATION

TREND

27

ms
MULTISENSORY

TREND

70

Di
DATA INTEGRATION

TREND

21

Mm
MINDFUL MOMENTS

TREND

40

RI
REINVENTORS

TREND

74

Ss
SERENE SCENES

TREND

18

rX
RETAIL EXPERIENCE

TREND

71

F
FESTIVALIZATION

EFFECTIVENESS ENGAGEMENTCONTENTFORMATATTITUDE

The modes and patterns evolving brand experiences and the 
environments they inhabit.

Format



TREND

Sprint created a serene park setting complete with lemon trees, park 

benches, and a huge live succulent wall at Mobile World Congress in 

Los Angeles.

Constellium, an aluminum brand, built a exhibit booth with trees and 

green AstroTurf “grass” to simulate a relaxing outdoor environment 

inside its booth while also showcasing how aluminum contributes to our 

daily lives.

DIFFA (Design Industries Foundation Fighting AIDS) hosted a 

fundraising auction that featured themed picnic baskets curated by 

design and floral professionals.

Bringing the outside in

Serene Scenes

With so much emphasis on personal and environmental wellness, it’s no wonder 

audiences appreciate tranquil environments (complete with greenery and 

succulents) at home and on the road. Studies show that plants reduce stress, 

improve productivity, and boost moods, so offer attendees natural, earthy spaces 

with a relaxed vibe to generate meaningful connections.
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Streamlined shopping

Retail Experience

The retail experience is part of our culture. Modernized shopping, when done 

right, allows you to skip the line at Starbucks by using an app, or leave the 

Apple store, products in hand, without standing at a register. As this experience 

becomes more common, consumers increasingly expect the same service at the 

events they attend.

Facebook brought its data to life by designing the “IQ Mart,” a live 

simulated retail environment targeting business owners. The installation 

helped to visualize how social media can influence buying decisions.

Avocados of Mexico designed a high-tech vending machine with 

customizable meal options featuring the avocado. The innovative idea 

served its purpose: the “Avo-matic” brought in 40 percent more traffic to 

its booth than previous years.

Leave it to the National Retail Federation (NRF) to showcase 

innovative retail for attendees at its annual event. Two dedicated areas 

allowed attendees a glimpse into the future of retail with hands-on 

shopping experiences.
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Google created a carnival-themed experience at the Dad 2.0 

conference to spread awareness for its Be Internet Awesome campaign, 

which promotes online safety and digital citizenship.

Merial Inc. expanded its presence beyond its exhibit booth to include 

a T-shirt creation area, a veterinarian + puppy interactive area, and 

a separate “Pup Cup” soccer area, resulting in a 30 percent uptick 

in visitors.

The Detroit Auto Dealers Association (DADA) plans to overhaul the 

North American International Auto Show (NAIAS) into a festival-like 

experience spanning a 1.2-acre park, outdoor stage, downtown center, 

and three-plus miles of riverfront space with high-tech innovations, test 

drives, self-driving car demos, and more.

Spread out your experiences

Festivalization

This SXSW formula immerses attendees in a multi-day (and multi-location) 

experience extravaganza. To festivalize, cultivate diverse offerings that combine 

audiences’ personal and professional interests. Offer entertaining and stimulating 

activities, but most important, make sure it’s designed with purpose and is 

authentic to your organization’s mission.
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Vodafone harnessed an integrated sponsorship campaign at the Capital’s 

Summertime Ball, injecting its brand messaging into live events, VIP 

areas, social media marketing, and swag. 96 percent of attendees 

recalled Vodafone as a sponsor — talk about Total Recall!

Caterpillar delivered branded messages at every touchpoint (including 

signage at the Las Vegas airport!) of the attendee journey, generating 

high traffic to its exhibit and incredible business opportunities.

It’s early in this trend’s life cycle, but opportunities await. Work with a 

Freeman strategist to help you apply this idea at your next event.

Powerful partnerships

High-Return 
Sponsorships

Traditional banner sponsorships are out! What’s in? Tech-based experiential 

activations that hook attendees, deliver trackable ROI, and create an engaging, 

memorable moment. With options like chatbots, AR/VR, digital signage, and more, 

these high-return activations can drive awareness before, during, and after an event.
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An ecosystem that equals insights

Data Integration

Event tech keeps evolving, which can make life easier for event pros. But more 

tech also means more info. So how can you make sense of the data dump? 

Integrate your data with a platform that consolidates and disseminates key data. 

Products are vetted to work together within an ecosystem, meaning no surprises 

on the show floor. The best part? Smooth integration leads to a data-rich strategy.

Longtime partner to the US Open, IBM offered fans tech-powered 

experiences including chatbots, shareable AI, and interactive 

dashboards showing revelations about the US Open through years of 

integrated data.

It’s early in this trend’s life cycle, but opportunities await. Work with a 

Freeman strategist to help you apply this idea at your next event.

A tech association combined all its disparate data points to get a holistic 

view of potential improvements. Data consolidation uncovered several 

opportunities to improve sales and marketing efforts, which increased 

show revenue and elevated the organization’s NPS.

70

Di
DATA INTEGRATION

IBM

Tech Association

Future Opportunity

INSIGHTS / TREND LAB19

https://www.eventmarketer.com/article/sports-properties-data-companies-fan-experience/
https://www.freeman.com/contact
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Cisco used data to identify a new opportunity (first-time attendees) 

and create a better value (online chat rooms, mentorship programs 

with CiscoLive veterans), ultimately resulting in a 95 percent 

recommend rate.

A tech industry leader used real-time surveys at CES to get visitor 

feedback on exhibits. With that feedback, the brand adjusted one of its 

demos to better suit attendee needs and saw a 16 percent increase in 

value following the change.

PCMA featured a visual dashboard to provide real-time data streams 

of audience feedback and insights allowing the organization to adjust 

programming on the fly and increase digital engagement.

On-demand decision-making

Data Action

Not long ago, event professionals struggled to get access to data. Nowadays, it 

seems there’s more data than we can comprehend. Turn data into action with a 

solid framework and real-time analytic dashboards to monitor what’s working and 

what’s not — including ROI, YOY benchmarks, and other relevant insights. The 

result? Adjustments in the moment and actions that deliver results.
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A segmented strategy

Smart Growth

Attendees are the lifeblood of any live experience. But how can you attract the 

right attendees and grow your audience at the right pace? Smart growth combines 

insightful audience segmentation with powerful digital marketing and attendee 

acquisition strategies through tactics like dynamic websites, email marketing, social 

media, digital advertising, audience retargeting, chatbots, and custom applications.

Marketo needed a cutting-edge campaign to promote its Marketing 

Nation Summit and delight attendees on-site. A personalized email 

campaign generated pre-show excitement, and a custom event app 

increased interactivity, generating at 25 percent uptick in leads.

It’s early in this trend’s life cycle, but opportunities await. Work with a 

Freeman strategist to help you apply this idea at your next event.

To reach very specific audience targets and provide a more tailored 

event experience, the American Optometric Association (AOA) 

overhauled its integrated marketing and outreach plan, which drove 

significant increases in attendance and member engagement.
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With eight cameras stationed along the route and RFID chips 

embedded in race bibs, Adidas captured live footage of Boston 

Marathon runners, gifting 30,000 participants a custom video of their 

marathon experience within 24 hours of the event. 

Mazda created a virtual test-drive simulation in its exhibit booth, filming 

each attendee driver to create customized movie posters and trailers in 

real time featuring each visitor who got behind the wheel.

It’s early in this trend’s life cycle, but opportunities await. Work with a 

Freeman strategist to help you apply this idea at your next event.

Tailor-made just for you

Personalization

Attendees today expect content that is entertaining, informative, and tailored to 

their specific wants, needs, and challenges. How? Take your reams of consumer 

data and use it to create content attendees won’t find anywhere else. If you don’t, 

another organization will.
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Voice-activated engagement

Vocal Tech

To address our busy lives and need for instant gratification, voice-activated 

tech answers the call. From Siri and Alexa to intelligent machines powered with 

artificial intelligence (AI), marketers can elevate events with innovative chat and 

hands-on demos.

Marketo provided customized Amazon Echos at its Marketing 

Nation event. The talking devices answered attendee questions with 

informative and whimsical responses, logging over 500 requests in the 

first two days.

It’s early in this trend’s life cycle, but opportunities await. Work with a 

Freeman strategist to help you apply this idea at your next event.

The American Society for Hematology (ASH) conference featured 

multiple customized Amazon Alexas that provided live answers in 

multiple languages. The multi-touchpoint activation earned a UFI award 

for digital innovation.
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To celebrate Pride and visually communicate the brand’s dedication 

to inclusion, Capital One branded its customer centers in NYC and 

Washington, D.C., with rainbow-colored lighting for the month of June.

Industrial solutions provider BASF created a theatrical “fashion show” 

in its exhibit featuring designer outfits made with the brand’s materials 

— complete with animated infographics and custom screen content to 

visually convey offerings.

At PCMA Influencers Summit, guest speaker and author Kjell 

Nordström ditched PowerPoint and instead worked with an artist who 

transformed key messages into compelling collages.

Do you speak emoji?

Visual Speak

Interesting images fill our newsfeeds, catalogue our memories, and hold our 

attention. At events, visual content often leads to a better experience and deeper 

learning. Visuals also complement and sometimes replace text through wayfinding, 

event guides, and more. Global bonus: Photos (and emojis!) transcend language, 

allowing for seamless communication across cultures.
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Experiences and content that captivate

All-In Participation

Immersive experiences surround individuals with captivating content. Attendees 

can dive into a compelling brand or product story in a single moment or via 

multiple channels before, during, and after the event. The result? Entertaining and 

informative memories that form deeper connections to your organization.

HBO created a real-life version of Westworld for SXSW with its 

“SXSWestworld” experience, allowing attendees to become part of the 

show through immersive, fan-directed content.

Sleep Number recognized that CES attendees need a place to rest, 

so the brand offered in-booth beds ready for horizontal respites — 

complete with content touting its newest bed on large screens visible 

only when lying down.

An educational foundation immersed attendees in a staged “cyber 

attack” using individually coded wristbands and a huge, 3D digital 

display to help audiences experience this potential threat.
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CiscoLive used an AI-augmented app and beacon-enhanced 

badges to provide attendees with real-time, hyper-localized and 

personalized recommendations around 850 sessions, 350 booths, 

and dozens of keynotes.

At SXSW, Pepsi used digital wristbands and gesture technology to 

measure attendees’ body temperatures as they danced. Users opted 

in to see fun metrics (ex. dancing levels) on a giant screen, while Pepsi 

was able to regulate the room for optimum party conditions.

During the level-up experience at the Summer Fancy Food show, The 

Specialty Food Association offered wayfinding to help attendees easily 

find ‘Tomorrow’s Products Today’ with custom maps on touchscreens 

leading to tasty areas of interest.

Connecting via proximity

Location Mapping

Beacon-enabled platforms, RFID badges, and other predictive tech are not the 

rise of Big Brother but the dawn of hyper-personalization — where marketers can 

analyze attendee behavior to deliver real-time, accurate, and relevant information.
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Five-sense experiences

Multisensory

Most marketing tactics engage two senses — sight and sound. Live experiences 

have the ability to engage all senses, creating richer, more textural environments. 

By layering in touch, taste, and smell, these multisensory experiences can 

dimensionalize a brand and unlock authentic emotional responses.

Refinery29’s 29Rooms event included customized spaces where each 

sponsor brought a unique multisensory exhibit, including Demi Lovato’s 

tattoo parlor and Marc Jacobs’s daisy-scented perfume room.

Aetna created sensory experiences in its exhibit that encouraged 

attendees to fully enjoy the beauty of plants and flowers through sight, 

sound, and smell at the Philadelphia flower show.

The American Cancer Society hosted a garden “When Hope Grows” gala 

complete with plants, garden-inspired cocktails, living plant walls, and pots 

of lavender on each table. The sensory-rich experience raised $2.1 million.
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Google I/O wants to give everyone, despite travel or budget challenges, 

a chance to learn. That’s why the tech leader records all events with 

a 360-degree camera and posts speeches live so that anyone in the 

world can follow along.

At the Outdoor Retailer event, Mountain Hardwear created hyper-

realistic displays of life-size camping products in an immersive exhibit 

environment courtesy of its AR app.

To create relevant and immersive VR experiences tailored to its high-tech 

audience of 40,000+ attendees, Infocomm featured a sophisticated tech 

pavilion that became the most visited area of the show floor.

The next evolution of VR

Mixed Reality

Mixed reality blends the virtual with actual reality in a real-world environment. The 

tech can enable remote viewers to interact with content and feel like they’re part 

of the experience — no more lonely “single-player” VR. Opportunities for the event 

space abound, from holographic product demos to fully integrated, interactive 

brand stories.
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The new networking

Connected 
Communities

Live experiences are all about creating connection. Go beyond generic networking 

and create purposeful moments for people to collaborate, learn from one another, 

and foster meaningful relationships. Creating community is a year-around effort 

that extends beyond the days of the event and creates a competitive advantage 

that’s hard to replicate.

For its 350th-anniversary event, Merck KGaA had its employees build 

a “CurioCity” online and in real life to connect employees across the 

globe. The event engaged employees physically and online.

At CES, the American Express Open booth featured an escape room 

activation with a series of time-sensitive puzzles that attendee teams 

were challenged to solve. Working together encouraged teamwork and 

problem solving while subtly promoting the brand’s products and services.

The Professional Photographers of America created post-keynote 

huddles at PPA Connect Live. Attendees joined intimate, rotating 

roundtables to learn from each other. PPA provided a list of curated 

topics along with a “huddle host” to facilitate.
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