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Editor’s Note Inside the Full Edition

S imon & Garfunkel, Diego Rivera and 
Frida Kahlo, Holland-Dozier-Holland, 
and Rodgers and Hammerstein 
are among numerous historical 

partnerships famous for their copyrighted 
creative collaborations. 

Add “Mortal & Machine” to the list. MTF 
has delved into the dynamic rise of artists and 
creative companies using robots, Artificial 
Intelligence, Virtual Reality, Augmented 
Reality and other new-alternative tech, not as 
distribution and sales tools or experiments, but 
as de facto artistic allies. 

Our Creative Commentaries section focuses 
on individuals and companies generating 
income from using tech as cohorts for their 
creative output in music, TV, literature, fashion, 
marketing and more. As for who collects the 
royalties (the artist or the tech’s creator?), we 
can only imagine inevitable heated debates.  

This reminds us of the underestimated 
role of design and architecture in media, 
entertainment and culture. 

In this issue, the spotlight is cast on two 
visionaries: the late Zaha Hadid and US theme-
park impresario Gary Goddard. We explore how 
Hadid revolutionised building design in the 21st 
century, and ask Goddard why he is the man to 
take us from theme parks to his new invention, 
Experience Parks. 

Investors, take note! The future remains as 
unpredictably fascinating as ever.

Juliana Koranteng
editor-in-chief  email  
mtf_journal@btinternet.com  
twitter @mediatainmentMT
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Corporate Profile — Zaha Hadid Architects

feature

By the time of her untimely death in March 2016, 65-year-
old superstar architect Zaha Hadid had become an icon and a 
household name, while her works were hailed as status symbols. 
The award-winning buildings she created confirmed contemporary 
architecture was more than bricks and mortar; it could be artistic 
and soul-soothing. Her company is holding onto that legacy.

Corporate Profile

W 
hen Zaha Hadid was honoured 
with a Google Doodle on 31 May 
this year, no one in or outside the 
sprawling world of architecture 
was surprised. 
Hadid, who suddenly passed away 

almost a year before on 31 March 2016, at the age of 65, 
was one of the world’s true “starchitects”. 

She deserved the accolade on the Google browser’s 
homepage, which reaches about 63% (the biggest single 
market share) of the world’s desktops and laptops, as well 

as 1 billion-plus smartphones. The remembrance was even 
more remarkable because it observed the 13th anniversary 
of the day she became the first woman to collect the 
prestigious Pritzker Architecture Prize, the sector’s 
equivalent of the Nobel Prize. 

She joins a pantheon of architectural greats: I.M. Pei, 
Oscar Niemeyer, Sir Norman Foster, Renzo Piano, Rem 
Koolhaas, Jean Nouvel, and Jacques Herzog & Pierre de 
Meuron and, surely, helped pave the way for Kazuyo 
Sejima (the second woman to win the Pritzker Prize). 

As most anniversaries are reminisced annually or in 

Creative Corporate
Zaha Hadid Architects

MediaTainment Finance 29 P4S



Corporate Profile — Zaha Hadid Architects

feature

multiples of five years or ten, the 13th 
year seemed an odd one to highlight. 

However, it summed up Hadid’s 
colossal contribution to architecture, 
an approach that defied convention, 
and reinvented the creativity that 
redefined architecture as a craft and a 
profession. 

Moreover, she refused to apologise when traditionalists 
challenged her visions. Her work during her life and 
her continuing posthumous influence exemplify how 
creativity can impact society’s perception of what works 
culturally and commercially.

Launched in 1980, her practice Zaha Hadid Architects 
(ZHA) remains one of the world’s fastest growing 
practices with head offices in London, New York, Dubai, 
Beijing, Hong Kong and Mexico City. It has spearheaded 
the designs for an estimated 950 projects, more than 50 of 
which are award-winning, in 44 territories worldwide. 

More accolades and awards
In addition to the Pritzker Prize, the personal accolades 
for the Iraqi-born British Hadid seem endless. 

She is the first and only woman to win the Royal 
Institute of British Architects’ Royal Gold Medal, joining 
the ranks of architecture’s other legends like Walter 
Gropius, Frank Lloyd Wright, Le Corbusier and Ludwig 
Mies van der Rohe. Britain’s royal honour system made 
her Commander of the Most Excellent Order of the British 

Empire (CBE) and a Dame Commander (DBE). In the US, 
she was an honorary member of the American Academy of 
Arts and Letters and an honorary fellow of the American 
Institute of Architects. She was also on Forbes’ list of The 
World’s 100 Most Powerful Women in 2008. 

For two years in a row, her works picked up the 
coveted Royal Institute of British Architects Stirling Prize 
for the Rome-based MAXXI (National Museum of the 
21st Century Arts) in 2010, and London’s Evelyn Grace 
Academy secondary school in 2011. 

And the world of international academia also 
respected mathematics graduate Hadid’s contribution 
to contemporary creative arts. She held the Sullivan 
Chair professorship at the University of Illinois’ School of 
Architecture in Chicago (still considered US architecture’s 
capital). 

She was a guest or visiting professor at Ohio State 
University, New York’s Columbia University, Yale School 
of Architecture and the Hochschule für bildende Künste 
Hamburg in Germany.

The finances
These accomplishments were accompanied by ZHA’s 
business acumen. Hadid collaborated with colleagues, 
such as her business partner Patrik Schumacher, and 
clients who appreciated that the frequently maverick 
approach to architectural design also had to yield 
revenues. Schumacher is now the company’s head 
honcho with the job title Principal.

According to reports, revenues for Zaha Hadid 
Holdings (which includes ZHA at its core, Zaha Hadid 
Design and the charity Zaha Hadid Foundation) dropped 
6% to £46.6m (US$60.7m) in the year ending 30 April 
2016. Profit after tax fell to £3.8m (US$4.9m) from £4.4m 
(US$5.7m). 

The ebb and flow of generating income from 
architectural commissions is affected by the long 
process of competing for the assignments, hopefully 
winning some, completing the designs, gaining 
planning permission, plus pinning down a host of other 
participants, such as the development and construction 
companies, to complete the project. And there is no 
guarantee the winning design ever gets built in the end. 

But by early 2017, ZHA was employing almost 400 staff 
working on a record number of 50 projects, with about 
half on sites where the grounds have been broken, and the 
remainder in the process of being designed. 

In May, the foundation stone was laid for the 
Bratislava-based Sky Park, the redevelopment of a 
rundown industrial district. During the same month, 
ZHA unveiled the design for a new residential complex on 
Mexico’s tourist destination Riviera Maya. 

Its hallmark will be the influence of the Mayan history 
in its design, as well as facilities that aim to minimise the 
impact of the area’s rapidly growing population on the 

Zaha Hadid, 
founder of Zaha 
Hadid Architects, 
took "disruption" 
to another level in 
architecture
Image: Mary 
McCartney
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local natural environment. 
And there have been no signs that clients are dropping 

ZHA following the death of its visionary founder. The 
practice looks as if it is going to be very busy for several 
years to come.

That massive portfolio of architectural creativity 
contributed to the value of Hadid’s estate following 
her death. According to reports of her will, Hadid was 
worth almost £71m (US$92m), including the value of the 
company, properties, other personal effects plus debts of 
£3m (US$3.9m), when she died. 

The ZHA landmarks
Britain, Hadid’s home and one that continues to lionise 
her global achievements, was not the first to champion the 
groundbreaking creations that made her company’s name.

The Vitra Fire Station in Germany (1993), the Bergisel 
Ski Jump in Austria (2002), the US-based Lois & Richard 
Rosenthal Center for Contemporary Art in Cincinnati 
made with pioneering transparent blocks (2003) and 
Germany’s BMW Central Building in Leipzig (2005) were 
the structures that brought ZHA to the attention of the 
international architectural community. 

An aerial view of the US$200m Guangzhou Opera 
House (pictured above) made from glass, granite and 
steel, and completed in 2010, looked like a piece of exotic 
jewellery. The opera house also sealed ZHA’s popularity 
in Asia and the Middle East, where a vast proportion of its 
commissions still come from.

ZHA’s creations are still 
characterised by the sweeping curves, 
asymmetric shapes, aerodynamic 
geometries, free-form outlines, 
cantilevered platforms overlooking 
rivers and valleys, and the unusual 
use of glass, concrete, resin and 
wood. 

To the amateur’s eyes, buildings 
come in angular shapes with right-

angle corners and straight walls; after all, that is what you 
get when you stack one brick on top of another.

Unlike the straight lines associated with conventional 
orthogonal buildings, ZHA buildings looked as if they 
had organically grown from the ground up into the 
surrounding landscape and evolved into futuristic shapes 
that defied what was feasible to construct with cement 
and concrete.

They were inspired by, or reflected, the natural 
environment in which they were built. 

For example, the undulating roof of the London 
Aquatics Centre built for swimming competitions at the 
2012 Summer Olympic Games mirrors the movements of 
waves.

The Heydar Aliyev Center cultural institute completed 
in 2012 in Azerbaijan’s capital Baku looks like a creature 
coming to life, with its large curves shaped by Islamic 
patterns found in the country’s ancient calligraphy 
and scripts. For that, ZHA clinched the London Design 
Museum’s Design of the Year award in 2014. 

Guangzhou Opera 
House in Guangdong 
Province, China

Image: Iwan Baan
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The diamond-shaped glass top of the Port House 
(ZHA’s only government building to date) in the Belgian 
city of Antwerp points to the diamond district the 
city is famous for. It won the 2017 World Architecture 
Community Award, and has been shortlisted for the 
World Building of the Year, which will be announced in 
November.

ZHA does not limit itself to any building type or usage, 
and there are very few themes that ZHA buildings have 
not tackled. Here are examples:

**Arts (Morocco-based Grand Theatre de Rabat; 
Riverside Museum Glasgow; Messner Mountain Museum 
Corones in Italy)

**Bridges (the US$300m Sheikh Zayed Bridge in Abu 
Dhabi)

**Business parks (One-North, Queenstown in 
Singapore)

**Finance (Central Bank of Iraq)
**Hospitals (UK-based Maggie’s Centres)
**Music (China’s US$200m Guangzhou Opera House)
**Offices (the Wangjing SOHO skyscrapers and Leeza 

SOHO tower, which has the world’s tallest atrium, for 
developer SOHO China)

**Residence/hotels (Nile Tower in Cairo, Egypt; Esfera 
City Center in Monterrey, Mexico; Miami-based One 
Thousand Museum tower; 520 West 28th Street in New 
York City, pictured right)

**Science and mathematics (London’s Winton Gallery 
at the Science Museum; Phaeno Science Centre in 
Wolfsburg, Germany)

**Sports (UK-based Forest Green Rovers FC’s new 
football ground; the Al Wakrah Stadium for the 2022 FIFA 
World Cup in Qatar)

**Travel (Austria’s Hungerburgbahn train stations; 
Beijing Airport Terminal; King Abdullah Financial District 
Metro Station in Riyadh)

Projects in the pipeline
King Abdullah Financial District Metro Station, Riyadh, 
Saudi Arabia: Currently under construction, it is being 
handled by ZHA’s first office in the Middle East. It is one of 
16 ZHA projects in the Arab-speaking region, and North 
Africa. Comprising six platforms, four above-ground 
public levels and two underground levels for car parking, 
it will be a major interchange section for the whole Riyadh 
metro network and offer a direct link to one of the world’s 
major financial districts. It is scheduled to be completed 
by this year’s end and the design is said to resemble the 
region’s desert sand dunes.

Beijing New Airport Terminal Building, Beijing, China: 
ZHA’s first design for an airport terminal is set to be the 
world’s biggest at 313,000 sq m. It will be part of the 
Beijing Daxing International Airport and structured to 
cope with more than 100 million passengers annually. 

Radial in shape to allow for future expansion, it will be 
held up by a steel structure (instead of columns) that 
was completed in July this year. It is set to open in 2019. 
The design has been compared to traditional Chinese 
architecture featuring interconnected spaces centred on a 
central courtyard.

Esfera City Center, Monterrey, Mexico: The design for this 
low-rise, high-density residential complex is said to be 
ZHA’s first project in Mexico. It features 981 apartments 
(from one to four-bedroom flats) on three sides of a 
rectangular site. The design of the 137,000 sq m project 
is a joint venture with local practice BUDIC and follows 
the CPTED (Crime Prevention Through Environmental 
Design) principle. ZHA’s signature sinuous curves applied 
to this new city centre are expected to make the area feel 
safer and more welcoming for both residents and visitors. 
The first phase is expected to complete in 2018.

Zorrozaurre, Bilbao, Spain: ZHA handled the masterplan 
for this urban-renewal project, which is expected to 
revamp a 148-acre 1950s artificial 
peninsula and convert it into a 
working-residential area with 
offices, recreational spaces and 

520 West 28th Street 
(below), ZHA's first New 
York project 

Image: Hayes Davidson 
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direct transport connections to 
neighbouring towns and cities. A 
sequence of bridges will ensure this 
new district is connected to both 
sides of the nearby Nervión river. 
However, the completion date is still 
to be confirmed.

Central Bank of Iraq, Baghdad, Iraq: 
This is a 170-metre tower destined to 

be the country’s new central bank when the construction 
is finished. The deadline has yet to be finalised. But when 
ZHA won this colossal commission, the news hit the 
headlines for bringing Hadid to Iraq, where she was born 
and lived during her formative years. ZHA’s description 
for the design is “solidity, stability and sustainability”, 
which are said to be reflected in the exoskeleton framing 
covering the building as it rises out of the adjoining banks 
of the Tigris river. 

National Parliament of Iraq, Baghdad, Iraq: Said to cost 
£630m (US$821m), there had been rumours that this 
250,000 sq m project might never materialise amid the 
political and military turmoil that plagues the country. 
But while alive, Zaha Hadid herself agreed to drop ZHA’s 
reported £46m (US$59m) fee to £30m (US$39m) to ensure 
it happened. The construction’s fate could still be up in the 
air as the design’s renderings have not been seen in public.

Al Wakrah Stadium, Al Wakrah, Qatar: The construction 
ground for the stadium was broken in 2014 to ensure 
that it is finished in time for the 2022 FIFA World Cup 
football tournament on the peninsular country. The 
40,000-capacity venue’s design is said to look like the 
female genitalia from an aerial point of view, but ZHA 
supporters say the look was inspired by traditional dhow 
boats sweeping through the Persian Gulf. The completed 
stadium is scheduled to be unveiled next year.

Sleuk Rith Institute, Phnom Penh, Cambodia: The 
institute’s ultimate goal is to be a place of healing. It is 
an example of commemorative architecture created 

to remind people today of the atrocities committed in 
the past and to learn from them for the future. Made 
mostly from wood, the institute will include a Museum 
of Memory and the Academy of Genocide, Conflict and 
Human Rights Studies. The appearance of its five towers 
is influenced by the country’s monumental Angkor Wat 
temple complex. It will be home to the largest collection 
of materials documenting the wars that have scarred 
Cambodia for centuries and Khmer Rouge genocide, 
among other military murders and mayhem. The opening 
date is still unconfirmed.

Bee’ah Headquarters, Sharjah, United Arab Emirates: 
When completed, this structure aims to show Bee’ah, 
a leading Middle East waste-management corporation, 
is able to do business in environmentally friendly 
headquarters. The eco-efficient design will seek to 
minimise the consumption of material resources and 
maximise the adoption of renewable systems for treating 
contaminated water and collecting reusable objects 
recovered from rubbish. What this actually means in 
practice is not known. But the futuristic images of the 
7,000 sq m building melds with the surrounding desert 
thanks to the sand dune-like shapes of the roofs, which 
will  cope with the weather’s extreme temperatures. 

Non-architectural works
Zaha Hadid Design (ZHD) is ZHA’s sister company 
focusing on innovative interior design, homeware, fashion 

From top left: 
Mathematics: Winton 
Gallery at the Science 
Museum, UK; top 
right: Sheikh Zayed 
Bridge, UAE; right: 
Messner Mountain 
Museum, Italy
Images: Luke Hayes; 
Hufton + Crow; Werner 
Huthmacher
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accessories and sculptural jewellery that are as eye-
catching as ZHA’s architectural works. 

ZHD has collaborated with several designer-fashion 
brand owners, who include Donna Karan, Louis Vuitton 
and Chanel. 

Before she died in June last year, Hadid herself had 
joined forces with France-based leather accessories brand 
owner Perrin Paris to conceive a collection of luxury 
leather and metal clutches, which went into production 
this year.

Other creative partners include Italy’s Alessi, which 
makes kitchen utensils and homeware; lighting specialist 
Artemide; furniture group B&B Italia; Italian furniture 
company Sawaya & Moroni; UK furniture brand owner 
and manufacturer Established & Sons; and French luxury-
products designer and maker Lalique.

Her interest in contemporary culture can be seen in the 
stage sets she put together for British pop band Pet Shop 
Boys for their 1999 world tour. She co-designed Adidas 
trainers with US music superstar Pharrell Williams in 
2015. Among consumers, she is most famous for designing 
the statue trophy for the 2017 BRIT Awards (pictured 
right), the UK music industry’s equivalent of the Oscars.

ZHD has similarly been responsible for designing 
the sets for exhibitions at some of the world’s most 
famous museums: the British Pavilion at the 2000 Venice 
Biennale; New York’s Museum of Modern Art; Vienna-
based Museum of Applied Arts; the Design Museum in 
London; Germany’s Kunstmuseum Wolfsburg; and the St 
Petersburg State Hermitage Museum in Russia.

Setbacks
Amid all her personal and ZHA’s accomplishments, it 
might be easy to miss the fact that Hadid experienced a 
host of disappointments before she became the legend she 
is today.

Between 1976 (before the launch of ZHA) and 1990, 
only one of her many designs came to fruition. She 
was one of several contributors to a social housing 
project ordered by German non-for-profit organisation 
Internationale Bauausstellung. 

But, from the early 1990s, she was on a roll and the 
architectural industry began to take note of the originality 
in her works, such as the Vitra Fire Station in Germany.

Like most architecture practices, large and small, ZHA 
knows a client might not go ahead and build an approved 
concept. And during her lifetime, there were a number of 
projects that got the green light in principle but failed to 
materialise.

The most recent controversial example was the ZHA 
design for Japan’s new 80,000-seat National Stadium. 
It was supposed to have been built in time for the 2019 
Rugby World Cup and Tokyo’s 2020 Summer Olympic 
Games, but was abandoned in 2015 by the country’s 
government after the estimated cost soared to Yen 252bn 

(US$2.2bn) from the original Yen 
130bn (US$1.2bn). 

The government and Japan Sport 
Council’s (JSC) withdrawal followed 
criticism from ZHA’s Japanese rivals 
and public condemnation against the 
rising budget. 

When the government relaunched the competition 
to find an apparently more cost-efficient alternative 
design, ZHA re-entered but could not find a Japanese 
construction firm as a partner in time to meet the 
deadline.

The winner was Japanese architect Kengo Kuma, 
whose design will cost a reported Yen 153bn (US$1.4bn) to 
build. 

The dispute descended into a legal spat after the 
JSC demanded that ZHA transfer the copyright to the 
scrapped design before the company was fully paid.

In August 2016, the JSC publicly admitted that ditching 
the ZHA concept and compensating the companies 
affected would cost Yen 68.6bn (US$619m).

Above: ZHA's take 
on the trophy for UK 
music industry's 
BRIT Awards 2017

Image: Luke Hayes
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Hadid’s legacy
The radical deconstructivism and disruption that Hadid 
spearheaded has not only impacted the architecture 
profession but also the design sector as a whole. 

Part of the ZHA founder’s philosophy was to invest 
heavily in the research, experimentation and technology 
required to realise a vision. Her bold approach is said to 
have blurred the lines between architecture and art. A 
favourite Zaha Hadid quote is one originally published in a 
2003 Guardian newspaper article: “There are 360 degrees, 
so why stick to one?” 

These days, tributes to Hadid’s creativeness and 
inventiveness, are commonplace. In July 2017, it emerged 
that a street near Saudi Arabia’s University of Hail is 
to be named after her. ZHA Unbuilt, held at the Zaha 
Hadid Gallery in London in May 2017, was among several 
exhibitions hosted to display the firm’s design artwork for 
the public to appreciate its distinctiveness. 

London’s Serpentine Sackler Gallery (a ZHA design) 
also hosted an exhibition of drawings, paintings and 
digital creations by Hadid in 2016. A retrospective was put 
on at the Palazzo Cavalli-Franchetti by Italy’s Fondazione 
Berengo the same year. 

Even in creative technology, ZHA has some influence. 
For the 2017 Schlosslichtspiele Festival at the German 
city Karlsruhe, ZHA was invited to create an Augmented 

Reality light-mapping projection on the 18th-century 
castle. 

Called Behaviour Morphe, it was produced with digital 
artists, computer-science researchers and Max Cooper, 
the UK electronica musician/producer, using ZHA’s 
Computational Design tech to explore new forms of 
architecture.

ZHA under Schumacher
Patrik Schumacher, who now heads ZHA and was the only 
non-family individual to benefit from Hadid’s will, has 
stated publicly that the company is determined to retain 
the DNA that made it unique.

He has also shown he is independently minded, having 
expressed some divisive views that he refuses to take back.

They include his call for the UK government to abolish 
social and affordable housing, all forms of rent control but 
to privatise all public spaces, including parks and squares.

However, at the post-Hadid ZHA, he and his team have 
overseen the launch of the Salerno Maritime Terminal in 
Italy by the country’s then prime minister Matteo Renzi, 
and the US$11.5bn King Abdullah Petroleum Studies and 
Research Center in Riyadh, among other projects.

Based on the outstanding existing ventures alone, ZHA 
is going to be talked about in the international creative 
industries for many more years to come.

The exterior and interior of ZHA creations

Port House, Antwerp         Image: Tim Fisher

Wangjing SOHO, China         Image: Jerry Yin

Port House, Antwerp     Image:Tim Fisher

Wangjing SOHO, China       Image: VS Bertrand
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Heydar Aliyev Center,  Baku      Image: Hufton + Crow

520 West 28th Street, New York        Image: S Frances

Guangzhou Opera House, China     Image: Hufton + CrowGuangzhou Opera House, China     Image: Iwan Baan

Dongdaemun Design Plaza, S Korea  Image: VS Bertrand

Heydar Aliyev Center,  Baku      Image: Iwan Baan

520 West 28th Street, New York     Image: H Davidson 

Dongdaemun Design Plaza, S Korea     Image: VS Bertrand
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Creative Q&A Session: 
The Goddard Group 

Maverick theme-park design 
maestro Gary Goddard is inventing 
a new out-of-home entertainment 
format. Called an Experience Park, 
he promises it will be the real-life 
physical equivalent of the simulated 
immersiveness that Virtual Reality 
(VR) tech offers.

His Los Angeles-based experience-
design company, The Goddard 
Group (known as GGE in Asia), 
has joined forces with Cirque de 
Soleil, the award-winning Canadian 
contemporary-circus theatre that has 
wowed audiences worldwide with its 

storytelling magic, to create the first 
ever Experience Park.

At traditional theme and 
amusement parks, which the 
Goddard Group has been developing, 
designing and creating for major 
international operators (including 
Hollywood’s Universal Parks & 
Resorts) for almost three decades, 
ticket buyers are described as 
“visitors”. 

At the Cirque du Soleil Experience 
Park, on the other hand, customers 
will live, breathe and engage with a 
magical narrative that involves every 
single person they encounter, every 

The Goddard Group's founder: 
Gary Goddard, theme park design 
impresario and out-of-home 
entertainment pioneer

Digital media and entertainment might be the rage of our age, 
but the continued prosperity of the established Hollywood-
based Goddard Group proves rooted-in-the-earth physical 
theme parks remain lucrative. Now forward-thinking founder 
Gary Goddard, a Disney Parks apprentice, also wants to develop 
“Experience Parks”, which should help boost a sector already 
forecast to grow to US$44bn in revenues by 2020.
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item they touch and every attraction 
on site. A more family-friendly take 
on the sci-fi TV hit Westworld, if you 
will.

“The difference is that this 
park will be less about rides and 
more about complete immersion,” 
Goddard tells MediaTainment 
Finance. “It is not a virtual reality, 
but a true this-is-really-happening 
immersive reality. We can do this 
because Cirque du Soleil is uniquely 
suited to the notion of creating living, 
breathing, live worlds where people 
can wander and discover unique 
moments.” 

The 33-year-old Cirque de Soleil, 
now jointly owned by US-based 
private investment group TPG 
Capital, China’s Fosun International 
and Canadian investment fund Caisse 
de dépôt et placement du Québec, 
will provide the storylines based on 
or influenced by its multiple-awards 
winning shows. 

Pioneering parks
Goddard and his team will use 
cutting-edge technology, innovative 
engineering and groundbreaking 
design to bring the Experience 
Park’s stories to life. The first one is 
scheduled to open in 2020 at Puerto 
Vallarta, Mexico.

The Goddard Group is privately 
owned and only has one shareholder, 
namely its owner, founder, Chairman 
and President Gary Goddard.

He is an indefatigable impresario 
and entrepreneur who has been 
compared to the legendary Walt 
Disney (1901-1966), the risk-taking 
animated-movies genius and founder 
of Walt Disney Parks and Resorts 
Worldwide Inc., the largest global 
theme park operator today.

Disney the man pushed 
boundaries in the 1950s to 
demonstrate Americans would pay 
to be entertained at theme parks, 
the then new concept of funfairs 
permanently located in one fixed 
place. Goddard’s own career kicked 
off at Disney the company. But, like 
Disney the man, Goddard is known 

for raising the bar in the creation 
of experience entertainment and 
attractions. 

The track record
An estimated 2 billion-plus 
individuals have paid to see or 
experience the parks, resorts, rides, 
installations, theatrical shows, 
aquariums, themed retail malls 
and other destinations conceived, 
designed, master-planned and/
or installed by the prolific Goddard 
Group since its launch in 2002.

The company developed the 
concept for the US$3.6bn 3,000-
room Galaxy Macau, the Chinese 
hotel-and-casino resort, for the 
Hong Kong Stock Exchange-listed 
Galaxy Entertainment Group, which 
launched in 2011.

Galaxy’s nearby rival Melco 
Resorts & Entertainment was so 
impressed, it commissioned Goddard 
to create the US$3.2bn 1,600-room 
TV and movies-themed resort Studio 
City, which opened in 2015.

Other Goddard-created out-of-
home entertainment ventures include 
*US-based Georgia Aquarium; *Las 
Vegas’s 636,000 sq ft retail mall 
The Forum Shops at Caesars Palace; 
*Hershey’s Chocolate World visitor 
centre at New York’s Time Square; 
and the *US$70m Jurassic Park: The 
Ride, a water-based ride inspired by 
the Steven Spielberg dinosaur epic at 

Jurassic Park: The Ride (above) is an 
example of the monster-size immersive 
entertainment The Goddard Group 
conjures up at theme parks
 
The firm's work for Hershey's 
Chocolate World in New York's Times 
Square (right) helped promote branded 
entertainment to consumers
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Universal Studios’ theme park Islands 
of Adventure, at Universal Studios 
Hollywood, and at Universal Studios 
Japan.

Even Goddard’s pioneering use 
of multimedia tech in The Amazing 
Adventures of Spider-Man 3D/4D 
dark ride (pictured on page 24) at 
Universal Studios’ parks; and the 
Terminator 2 3-D an attraction 
(based on the Hollywood blockbuster 
franchise made famous by Arnold 
Schwarzenegger) in the 1990s remain 
fully operational hits today. 

Financing parks
The out-of-home entertainment 
industry is among the most capital-
intensive businesses in the creative 
sectors. Theme parks and themed 
destinations rely on repeat visits, 
especially by families, to thrive.

The skills required to maintain 
such enterprises range from 
storytelling, live performances, 
music, architecture, design to 
technology development and 
innovative engineering.

In recent years, hotels, restaurants 
and retail, plus 3D and 4D 
cinemas have joined the rollicking 
rollercoasters, other thrill rides, 
Ferris wheels, candyfloss and cuddly 
toys that made up the conventional 
parks of old. 

And modern-day competition for 
consumers’ spending money could 
come from waterparks, museums, 
zoos, science centres, family-
entertainment centres, aquariums, 
IMAX cinemas and stadium concerts.

The Goddard signature is to create 
breathtaking experiences that go 
boldly where no other attractions 
have gone before to make visitors 
come back for more. 

The money-making fairs
Theme and amusement parks 
continue to be popular among 
consumers in the 21st century 
despite the blitz of digital content, 
Virtual Reality, Augmented Reality, 

Artificial Intelligence and other 
consumer technology in all kinds of 
entertainment.

According to a 2016 TEA/AECOM 
Theme Index: The Global Attractions 
Attendance Report by TEA (the 
Themed Entertainment Association) 
and economics analysts at 
engineering giant AECOM, the Top 10 
multinational theme park operators 
recorded 438.3 million visitors last 
year, a 4.3% jump from 420.4 million 
in 2015. 

The market-leading operators 
include Walt Disney Attractions, 
Universal Parks & Resorts and Six 
Flags Inc in the US; UK-based Merlin 
Entertainments Group; OCT Parks 
China, and Spain’s Parques Reunidos.

And recently, US-based Global 
Industry Analysts Inc. predicted that 
the global amusement and theme 
parks will generate US$44.3bn in 
revenue by 2020.

The Goddard Group’s works have 
stood out partly because its founder 
has used his experience as a TV, 
movie and award-winning Broadway 
theatre producer to enhance the 
creativity behind his ideas for 
attractions. 

The US$3.2bn Studio City, in the 
casino resort Macau, China, was 
conceived, designed and master-
planned by The Goddard Group
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“I love movie-making, and I love 
creating theatrical shows and events, 
and I love designing destination 
resort hotels and, of course, theme 
parks and attractions,” he explains. “I 
think from my earliest start in the 
industry, I have always been trying 
to create immersive experiences 
regardless of the medium. And in 
theme parks and themed resorts, we 
find the largest and most expansive 
canvas on which to create.”   

The future
Demand for the Goddard Group’s 
touch remains high internationally. 
The company has designed Polar 
Ocean World, a US$440m Shanghai-
based marine museum/indoor 
theme park for Haichang Holdings. 
Scheduled to open on “National Day” 
in October 2018, it has been described 
as China’s answer to the US giant 
oceanarium SeaWorld.

Goddard is also behind Chimelong 
Forest Kingdom, which will be 
part of the Qingyuan Chimelong 
International Forest Resort in the 
Chinese province of Guangdong 
when it opens in 2019.

Also under construction is the 
Shanghai Bund movie-studios park 
for Hengdian World Studios (believed 
to be world’s largest movie studio in 
terms of physical size).  Also in the 
works is the US$1.6bn Kingdom of 
Poseidon resort of several parks being 
developed in Harbin, China.

In this issue’s Creative Q&A, 
Goddard explains why creativity 
at theme parks continues to 
capture people’s imagination and 
wallets worldwide, how the use 
of technology in out-of-home 
entertainment must be carefully 
thought through, and why Virtual 
and Augmented Reality cannot 
replace real-life experience or even 
Alice’s Wonderland.

MTF: Tell us more about why your 
Experience Park will be different from the 
amusement parks and theme parks most 
people are familiar with?
Goddard: Every character you meet 
in this park is part of the show. 
Every waiter, shopkeeper, janitor, 
bartender, everyone is a character 
in this never-ending show. And 
you don’t sit and watch it, instead 
you move through it. Dining, 
shopping, resting, partying, drinking 
– it’s all part of a true experiential 
world. Imagine you’re like Alice, 
who’s fallen down the hole to 
discover a totally different world. 
This is truly the next stage in theme 

Bringing the ocean's inhabitants 
to the people: Georgia Aquarium 
(above), in the US city of Atlanta,  
is home to 500-plus species 
visited by more than 2 million 
people annually

“In theme parks 
and themed 
resorts, we find 
the largest and 
most expansive 
canvas on which 
to create"
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parks – something original and truly 
without precedent.

MTF: How have the demands of visitors 
to theme and amusement parks changed 
in the 21st century compared to when 
you started in the business?
Goddard: Expectations of theme park 
attractions have risen along with the 
rise of bigger and more spectacular 
motion pictures. The difference is 
that we have to make things happen 
in real time on a ride or in a theatre. 
We have to raise the stakes in the 
way we present our projects. My goal 
is always to make the technology 
invisible to the audience.  

MTF: How has technology revolutionised 
the way attractions are conceived, 
developed, designed and created today?
Goddard: Each ride and show 
experience is different. To some 
degree, the actual creation process 
is the same. You have to find the 
concept, and then marry that 
idea with the right kind of show 
technology. And once you have a 

direction set, you can start to decide 
upon the design and production 
process. In terms of the attractions, 
the industry tends to be at the 
cutting-edge of new technologies 
and in finding ways to adapt them 
for entertainment uses. And that 
is an example of how we develop 
a technology approach once we 
determine what the story is and 
what the overall experience is to 
be. I believe the technologies need 
to support the concept and the 
experience, but the idea comes first.
 
MTF: The kind of business you are in is 
not for the faint-hearted: big projects, 
big real estate, large numbers of 
customers, health and safety issues, 
gigantic sets, ultra-fast and tall roller 
coasters. What attracts investors to 
these types of ventures?
Goddard: Existing owner-operators of 
theme parks or resorts need reasons 
to increase attendance and per-
capita spending on retail, food and 
beverages and other activities. As 
creators of many of the world’s most 

successful retail malls, stand-alone 
stores, theme shows and attractions, 
and entire theme parks, hotels, 
casinos, and destination resorts, 
we have a very solid understanding 
of how to create projects that 
succeed. It is these multiple 
disciplines and our success, not only 
in the US, but around the world, that 
lifts us into a highly specialised area.  

MTF: You’ve also done movies and 
now worked on the new Broadway 
show The Encounter: do you like living 
dangerously?
Goddard: I think part of staying 
in touch with pop culture, 
understanding audiences, and 
knowing where the cultural shifts 
are heading is to keep our feet 
planted firmly in the arts. Broadway, 
television, motion pictures and 
theatre of all kinds, these kinds 
of things keep us at the front edge 
of things. While others become 
what I call “theme-park blind”, 
meaning they only think in terms 
of traditional theme park design 

Under construction: The 
50-acre Shanghai Bund 
movie studio theme resort in 
Hengdian,  China
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such as copying this Disney ride or 
that Universal show, we try to think 
differently. We stay in touch with the 
trends of entertainment, and we take 
risks as well.  

MTF: Which of your company’s 
attractions was the most challenging 
to complete financially and what is 
your advice on how to cope when these 
hurdles crop up?
Goddard: Broadway 4D is perhaps 
the most amazing and truly unique 
concept I have ever created. We had 
the entire project financed, we had 
the theatre under lease in New York, 
we had started production on the film 
portion – the entire project was in 
motion. And then the financier failed 
us. He dropped the ball in a major 
way that caused a very sudden and 

painful shutdown of the project. That 
was two years ago.  Now, after 
two years, we have, we believe, 
put the project back together once 
more. There is no real advice to give 
when something like this happens 
other than there are two kinds of 
people: those who let something 
like this defeat them and those that 
persevere to see it through.  

MTF: Will Virtual Reality, Augmented 
Reality and Artificial Intelligence 
influence the future of the out-of-home 
entertainment business, or do you see 
them being overtaken by something 
totally different?
Goddard: For the immediate future, 
I think this remains more of a 
marketing gimmick. We are in 
the business of creating out-of-

home places that encourage shared 
experiences among families, small 
children and parents, grandparents, 
friends, couples. We don’t want 
to create experiences that you can 
have at home, or experiences that 
require you to wear large headsets 
that actually separate you from your 
friends or family. I can see some 
Augmented Reality in the future 
and, of course, we will always use 
breaking technologies to enhance 
rides and shows to create new kinds 
of surprises. But, at least for the 
near future, I think AI and VR are 
not really what makes a theme-
park experience work. And there 
is some virtue in having old-school 
experiences when the rest of the 
world is going high-tech.   
 

In the pipeline: the US$440m 
Polar Ocean World is scheduled 
to open next year

A tall order: Located in Qingyuan, 
China, the Goddard-designed Giraffe 
Castle is part of the Chimelong 
International Forest Resort
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Spotlight on Tech-fuelled Creativity

ROBOTICS  + OTHER ALTERNATE REAL IT IES

 
Since time immemorial, humans have conceived great ideas before employing pencil 
and paper, personal computer and keyboard and, more recently, smartphone and cloud 
tech to reenact their visions. The end result: some great music, movies, fashion design, 
advertising and other captivating content. But will robots, AI, neural networks and 
automation replace the flesh-and-blood original in the near future? Pages 30-39

In case you're asking: yes, she is a robot. 
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Tech-fuelled Creativity

H
eard the story about the novel co-written 
by a robot that got shortlisted for a major 
literary award? This is not fiction.
Last year, the international business and 
tech media was inundated with headlines 

about the short novel written by a team of humans and 
Artificial Intelligence (AI) software and submitted for the 
annual Nikkei Hoshi Shinichi Literary Award in Japan.

Wittily titled The Day a Computer Writes a Novel, it 
was one of four penned by human-AI partnerships for 
the contest, but it was the only one to impress the judges 
enough to come close to winning the top prize.

Two of the world’s billionaire uber-tech nerds, 
Facebook owner Mark Zuckerberg and Tesla/Space X 
founder Elon Musk, recently attacked each other publicly 
during a spat about whether robots pose a real threat to 
human existence as we know it.

Whatever the outcome of that debate, the fact is 
AI-powered robots and related tech are increasingly 
encroaching on the age-old human skill of creating the 
stuff media, entertainment, culture and the arts are made 
of. The future looks unpredictably exhilarating.

Powerful smartphones, especially with the advent 
of ultra-fast 5G mobile networks, will make more of 
this next-gen consumer tech affordable soon. Thanks 
to voice-activated devices like Amazon’s smart speaker 
Alexa, a whole generation is growing up thinking it is 
normal to have conversations with machines. 

Forget the fears of robotics taking over millions of 
people’s jobs on the shop floor via automation. Can 
a combination of algorithms, data analytics, facial 
recognition, voice activation and holographic imagery 
ever replace the DNA of human intuition, imagination, 
reflection, sophistication, talent, inventiveness and 
emotion in original creativity?

Although Carmen Alfonso Rico, venture capital 
investor at Felix Capital, was not referring exactly to 
robots when she spoke to us, she belongs to a generation 
of investors who cannot escape the ever-evolving and 
growing influence of machines on creativity in media, 
entertainment and the arts.

“We believe tech is enabling tremendous change in 
creative sectors and we strongly believe that the power 
of design powered by tech to make the world a better 
place is one of today’s strongest tech trends,” she told 

A new world 
order: Human 
marries Machine
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MediaTainment Finance during her stint as a judge for 
a recent TechPitch 4.5 Fashion, Luxe &Retail start-ups’ 
contest in London. 

Robots have arrived
The fact of the matter is that robots are here. Enhanced 
developments in Virtual Reality (VR) and Augmented 
Reality (AR) and other high-resolution simulations might 
be taking audio-visual entertainment in film, TV and 
games to new levels.

But only a few years ago, the idea of a robot competing 
against humans to compose music, produce visual art or 
design fashion for revenue-generating commercial and 
marketing purposes was truly fiction – futuristic, space-
age, sci-fi. 

Today, chatbots are becoming part of the standard 
online-shopping experience. Some advertising agencies, 
including JWT Canada and Saatchi & Saatchi LA, are using 
AI not only to distribute digital ads to websites and other 
online-publishing platforms, the tech is also being applied 
to ad campaigns’ creative process. 

In early 2017, McCann Japan introduced the 
international ad industry to AI-CDß, officially the world’s 
first robot creative director (the ad-agency executive 
whose role it is to come up with the campaign’s design and 
the narrative that tugs at the strings of consumers’ hearts).

And along the way, there have been, and there continue 
to be, gimmicky stunts designed to catch consumers’ 
attention for when such tech goes mainstream. 

While AI-CDß is not going to take away anyone’s job 
anytime soon, there is a school of thought that insists 
robots and AI will always play the supporting part to the 
humans’ leading role on the world’s stage. The machine-
learning neural networks that aim to replicate what the 
human brain can do are, after all, man-made.

However, via research and interviews, MediaTainment 
Finance has come across some tech-fuelled creative works 
and businesses that are helping to generate business for 
their makers.

Music 
Could the next global No.1 hit song be composed and 
produced with algorithms?

In addition to novel writing, robots are composing 
music replicating the sounds of original musical 
instruments. Tech start-ups like Jukedeck, Vochlea Music, 
AI Music, Aiva Technologies and Amper Music use AI to 
write original emotionally tinged tracks that are being 
commercially used as background soundtracks.

New York-based Amper Music was co-founded by 
Drew Silverstein, who already had an established career 
in composing soundtracks for film, TV and video games 
and is now targeting his established client base with AI 
compositions. 

Grammy Award-winning UK record producer Alex 

da Kid, who has collaborated with hitmakers Eminem, 
Dr Dre, Nicki Minaj and Diddy, has written a song called 
Not Easy. He did this using IBM Watson, the AI computer 
system that has beaten human contestants in the TV game 
show Jeopardy!

The end result, with vocals supplied by Grammy-
nominated US singer-songwriter Elle King and rapper/
actor Wiz Khalifa, made it into the Australian music-sales 
charts.

The recorded-music industry is among the champions 
of tech-supported creativity.

During a discussion about tech and music, Stu Bergen, 
CEO, International and Global Commercial Services 
for Warner Music Group, recently told MediaTainment 
Finance: “Part of the joy of this business is that artists 
can push boundaries. Technology has influenced the 
delivery of music – going back to singles and albums, and 
cylinders. We spend resources looking for innovation. 
We’re not worried about it and embrace it. We’re certainly 
not looking to box ourselves into today’s formats.”

Even tech conglomerates are getting it on when it 
comes to machine-created music. The Magenta unit 
at Google Brain, the search-engine behemoth’s deep-
learning AI division, has set up large-scale projects to 
understand how music (and video, still images and text) is 
generated and created.

In Paris, the Sony Computer Science Laboratory’s 
Flow Machines system has been producing individual 
AI-influenced musical tracks and wants to put together 
albums in the near future.

Art & design
In the world of visual arts, take a look at the works created 
using Google’s man-machine collaborator called Deep 
Dream. It is officially a painter, like Picasso, Van Gogh and 
Jackson Pollock. 

Assisted by bona fide human artists and researchers, 
the Deep Dream computer network was fed man-made 
images to convert into new original works. 

The resulting gallery of paintings, some of which, to be 
frank, look like surreal nightmares, was successfully sold 
for thousands of dollars at a San Francisco charity auction 
in 2016. 

At the 2016 prestigious Met Gala fashion ball in New 
York, supermodel Karolina Kurkova wore a “cognitive 
dress” jointly designed by Marchesa, the New York-
based label famous for dressing several Hollywood stars, 
and IBM Watson.The glamorous garment looked like any 
other at designer-label catwalk shows. But attached to 
the fabric were colour-changing LED lights connected 
wirelessly to Twitter and devised to react to tweets about 
the event. London-based Innovation agency Holition 
(MTF Issue No.18) has made a name for itself using AR 
and holograms to create unique immersive marketing 
and retail campaigns for global luxury brands like Alfred 

MediaTainment Finance 29 P20S



 Creative Commentaries: Tech-fuelled Creativity

feature

Dunhill Trafalgar, BMW, Lacoste, Moet & Chandon and 
Rémy Martin.

Tech metamorphosis 
Holition has also collaborated with The Unseen (MTF Issue 
No.23), a London-based consultancy specialising in luxury 
fashion and conceptual art by melding design, visual arts, 
biology, chemistry and technology to create materials 
that change colours in response to the wearer’s immediate 
surroundings. 

The company uses specially developed patented 
invisible inks to enable clothing textiles to change colour 
in reaction to ultraviolet light, heat, moisture, wind, 
sound, friction and pollution. 

It also uses dedicated data-analytic tools to measure the 
conditions of the atmosphere in different locations to map 
out the results, and create bespoke environment-sensitive 
inks and dye for attires. 

When the clothing is worn in any of those places, the 
colours change accordingly. The Unseen is now applying 
what it calls its “Magick” to hair dye, which enable your 
locks and tresses to change colours that are reversible 
depending on the temperature of your environment.

Launched in 2014, The Unseen has turned out to be 
a sustainable business using its “Magick” ink safely in 
hair, headdresses, clothing, accessories and jewellery 
for high-end clients and partners that include jewellery 
retailer Swarovski, British department stores Selfridges 
and Liberty London, auto maker Bentley Motors, Virgin 
Records and Hendrick’s Gin. 

In reality, there is still a long way to go before 
computers and robots become the real equal-partner co-
producers of content and creativity of human artists, let 
alone be their replacements. 

And any new developments are bound to trigger 
questions with no firm answers, such as who owns the 
rights of the created works. Existing copyright laws are 
complicated enough as it is.

But technology has definitely added something 
dynamic to the creative process in media and 
entertainment and there is no turning back now.

Whether in fiction or real life, people have always 
wondered whether it is possible for fallible humans to 

build machines that are improved versions of the flesh-
and-blood originals. 

MediaTainment Finance asks artists and companies 
in the creative sectors who make Artificial Intelligence 
(AI), Virtual Reality (VR), Augmented Reality (AR), 
machine-learning computing and related tech central to 
their works, how robotics, automation and their ilk are 
revolutionising the creative elements of their profession.

For the launch of her new album Raw Space, Beatie 
Wolfe (picture, below left), the acoustic folk-rock singer-
songwriter and technologist, hooked up with US research 
facility Nokia Bell Labs and interactive-tech studio Design 
I/O. Together, they introduced us to the world’s first 
live-streamed album that involved combining AR and an 
anechoic chamber ("the world’s quietest room"). Once 
available online, fans could log in and experience visuals 
of the Raw Space album’s artwork, lyrics and music, an 
experience once associated with only tangible physical 
vinyl or CD recordings. Wolfe talks about why that matters 
in today’s app-centric digital era.

MTF: What inspired the Raw Space concept? 
Wolfe: From the time I started writing songs as a kid, I saw 
records as musical books, with the artwork providing 
the perfect backdrop for the music, and I loved opening 
them up and entering into the world of the album. When 
it was time for my first album to be released, it was a very 
different era with the digital replacing the tangible. So I 
thought about how to reconnect the two. I saw technology 
as a way of reintroducing tangibility, storytelling and 
ceremony to the album, while also making it exciting and 
new for today’s generation. For this album, it began with a 
question: What would the anti-stream of today look like?

MTF: How did you go about turning the vision into a reality?
Wolfe: I started with the idea of the record playing on 
continuous loop on a turntable in the centre of the Bell 
Labs anechoic (echo-free) chamber. I loved the idea of 
people being able to log into this magical space and hear 
the record played in this pure and focused way. I loved 
the idea of people not being able to skip, pause or shuffle. 
Then I thought about all the missing album artwork, the 
lyrics, that backdrop for the music, and how the chamber 
could become filled with all of that art as the record 
played. I kept developing this enhanced streaming idea 
and finally described the Raw Space vision to Marcus, 
president of (US-based) Nokia Bell Labs (formerly AT&T 
Bell Laboratories and originally founded in the 19th 
century by Alexander Graham Bell), and he got behind it 
immediately, using tech to recapture some of music’s old-
school magic. 

MTF: As a marketing campaign for the new album, do you 
see more of such experiences being created for promotional 
purposes, the way video has been for the past few decades?

Beatie Wolfe, 
singer-songwriter/
technologist, UK
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Wolfe: I don’t think it’s a particularly novel concept and 
I feel it’s more relevant now than ever as music has 
entered a phase of losing a lot of its art and narrative in 
its presentation. So I rather see the Raw Space experience 
as bringing a lot of these artistic threads together in one 
place, to create a totally immersive experience for music, 
rather than a tool for promotion. 

MTF: From what you experienced with the sounds, the AR, 
the echo-free chamber, what does it say about the future of 
recorded music creatively? 
Wolfe: I think providing a strong imaginary space, an 
experience that is transportive, with that combination of 
tangibility, storytelling and ceremony, is key to bringing 
some of the deeper engagement back to art and reminding 
us that music is not something just to have on in the 
background, but a far richer experience if we allow it to be 
or if it is created in that way.

******

Television tech has mostly focused on enhancing the 
screen quality, whether via ultra high-definition 4K 
resolution or VR, or focusing on how the audience 
interacts with the shows on social media. Meanwhile, 
a lot of TV game shows remain glorified quizzes inside 
shiny-floor studios. Lost in Time, a new TV-and-app 
game show commissioned by global production behemoth 
FremantleMedia, has used trademarked Interactive Mixed 
Reality (IMR) to find a new avenue that transports studio 
and at-home contestants to quasi-realistic alien worlds 
to compete in. IMR is the brainchild of Norway-based 
The Future Group (TFG). And what TFG’s tech enables 
on-screen and live-entertainment producers to achieve 
proves there will be more to TV’s future than second-
screen experiences – second-life experiences might also 
be possible. TFG boss Bård Anders Kasin (pictured, above) 
transports us to a world where digital convergence takes 
on a whole new meaning.

 
MTF: In addition to FremantleMedia’s game show, where 
else is the IMR underlying tech being used for media and 

entertainment?
Kasin: Lost in Time is the first TV show ever to use IMR. 
Contestants in the studio are interacting with physical 
props, and our IMR technology overlays computer 
graphics in real time. Viewers at home see the contestants 
compete in the six different time eras of Lost in Time. 
Viewers can also compete in the same challenges 
through a mobile app, and win the same prize money 
as the contestants. We have now packaged some of this 
technology and it is being distributed and sold through 
our partner, Canada-based Ross Video, as Frontier. This 
unique technology platform is the first Virtual Studio 
Graphics Rendering platform using IMR. Frontier will 
enable other TV companies to create live studio sets and 
create IMR experiences. TFG also recently cooperated with 
Ross Video and Turner Broadcasting on the production 
of real-time life-like AR characters (using Frontier) 
performing at the esports event ELEAGUE Street Fighter V 
Invitational. 
 
MTF: How else could it be used - in movies, video games, theme 
park attractions, for instance?
Kasin: We want to converge different existing modes of 
entertainment, as well as create new ones. With IMR, we 
combine TV, gaming and e-commerce into one unified 
experience. People can play when the TV show is on air, 
and they can, of course, also continue to play throughout 
the week. They can win prizes, and potentially do in-app 
purchases. We think we’ll see a way bigger mix of TV, 
gaming and esports in the future, for example. 
 
MTF: I’m presuming TFG owns the patent; who owns the rights 
to the application – i.e., as in a game show? The Future Group or 
the client?
Kasin: The Future Group owns the rights to the technology 
including the app, while the TV format is jointly owned 
by The Future Group and FremantleMedia, in the current 
(Lost in Time) model. 

MTF: In the long term, could the innovative tech of today, 
VR, AR, AI, be a seamless part of how we communicate and 
entertain?
Kasin: Fast-forward a few years and imagine playing an 
IMR concept like Lost in Time, for example, a car-racing 
game, on your phone while you’re rushing home to see 
the live-TV show. You are already participating in the live 
tournament on your phone, but when you get home, you 
put on your VR goggles and continue to play from there. 
You look around you and see the contestants on TV in the 
racing car next to you, and all around are your friends’ 
avatars, who are also taking part in the competition. We’ll 
see the barriers between various types of entertainment 
melt away, and we aim to be a part of that revolution. 

******

Bård Anders Kasin, 
CEO, The Future 
Group, Norway
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Creative Commentaries: Tech-fuelled Creativity

feature

Holition, the innovation agency, makes inventive use of 
proprietary AR, holographic and 3D imagery, chatbots, 
interactive touchscreens that enable luxury brands and 
retailers to offer customers unique in-store experiences 
incorporating both digital and physical interaction. One 
such service is Face by Holition, an app that turns your 
digital mobile phone or tablet into a smart mirror for 
applying beauty cosmetics. Users can "try on" virtual 
versions of the brand’s lipsticks, blushers, nail varnish, 
eye shadows, in real time, to make informed choices 
before purchase. Holition's Jonathan Chippindale (above) 
talks about brands’ symbiotic relationship with tech.

MTF: How have brands started applying technology to 
communicate with, appeal to and reach today’s digitally savvy 
consumer?
Chippindale: When we talk to our clients, we ask them to 
look beyond next year and ahead to the next 25 years. 
Behaviour in technology will continue to change, and 
looking ahead and deciding on how and which technology 
to use is only the start of the journey. Rather than 
letting technology take full control, what is important 
is to develop and create digital empathy, which is both 
seamless and frictionless, and integrate that into the user 
experience. Generally, tech, for example, AI, drones, 
cashless society, 3D printing, has been viewed in isolation. 
But now, it is starting to combine where AI is the driver. 

MTF: How do you see tech impacting the business of brands and 
retailers in the future?
Chippindale: The impact of exponential technological 
change on the retail industry over the next 10 years is 
likely to be enormous. Giant tech companies such as 
Facebook, Apple, Google and Amazon have billions 
of users, but they are already taking advantage of the 
increasing connectivity, data intelligence and man-
machine convergence. They also recognise the role of 
social media to liberate people in a seamless way, which 
takes away their fear of e-commerce. Consumers are 
fickle. Experience has to be compressed into something 
easy and slick. Brands can learn from this and are 
recognising that technology needs to be frictionless.

******

Tiger Heart founder Sanj Surati (pictured, below), a 
Holition alumnus, is the go-to person for brands seeking 
to offer consumers edgy immersive experiences. His 
background includes holographic productions for luxury 
brands Burberry and Alfred Dunhill. He was also involved 
in bringing back to life Tupac Shakur, the iconic US 
rapper killed in 1996, via a true-to-life hologram that 
performed live on stage before thousands of spectators 
at a music festival. Tiger Heart’s most recent offering, in 
partnership with Headworks, is a holographic intelligent 
speaking mannequin that can help generate sales by 
communicating with shoppers via gesture and voice 
activation. Surati explains why brands should not only use 
ever-evolving digital tech, they must also learn to own it.

MTF: You seem to have adopted creative tech very early in 
your career in media, marketing and entertainment. What has 
this experience taught you about the way brands should meld 
technology into their creative needs?
Surati: The first fashion brand I ever worked with was 
Burberry back in 2011, when I was at (holographic imagery 
studio) Musion, which helped the brand launch in Beijing. 

The hologram at the Burberry show was unique 
because it was the first time a major brand was being 
disruptive in the new world order of the Chinese luxury 
explosion. No brand would have ever touched holographic 
tech on such a large scale, if it were not for this show, 
which reached over 120 million viewers via live streaming 
– long before online live streaming became standard. 
When I started at (innovation agency) Holition, one of its 
strong points was in AR, which is a fantastic medium for 
engaging with consumers in an artistic way. 

However, I learned very quickly that I needed to focus 
on the brand’s narrative before bringing the technology 
idea to the table. I have seen so many brands get it wrong 
in the experiential space trying to force consumers to 
download an app or get them to walk into a far corner of 
a store that no one wants to visit. Technology has to be 
universal and inclusive.

Jonathan Chippindale, 
CEO, Holition, UK

Sanj Surati, Founder, 
Tiger Heart London, UK
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Creative Commentaries: Tech-fuelled Creativity

feature

What is it? Raw Space 
Streaming Experience, 
the “world’s first live 360o 
Augmented Reality streaming-
music experience” to promote 
new self-released album Raw 
Space

When launched? May 2017

The underlying tech? 
Augmented Reality; Virtual 
Reality; Anechoic Chamber; 
vinyl discs; digital downloads

The tech’s developer/s? 
Digital-art innovator/
songwriter Beatie Wolfe; 
New Jersey-headquartered 
Nokia Bell Labs; Cambridge, 
Massachusetts-based 
immersive-tech studio Design 
I/O

THE TECH COLLABORATIONS - A GALLERY

What is it? Face by Holition, 
immersive virtual cosmetics

When launched? February 2015 

The underlying tech? Face-
tracking technology, which 
“sees” and locates the features 
on the human face

The tech’s developer/s? 
London-based Holition, a 
leading creative technology 
agency 

Client/s? Sally Hansen; Rimmel; 
Cover Girl; Douglas; Charlotte 
Tilbury
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Creative Commentaries: Tech-fuelled Creativity

feature

What is it? Lost in Time, an 
interactive Mixed Reality TV-
and-app game show 

When launched? April 2017

The underlying tech? Epic 
Games’ Unreal Engine; 
proprietary tech

The tech’s developer/s? 
Norway-based The 
Future Group; UK-based 
FremantleMedia

Client/s? TVNorge

What is it? Marchesa’s 
cognitive ball gown worn by 
supermodel Karolina Kurkova 
at New York’s 2016 Met Gala

When launched? May 2016

The underlying tech? Watson 
Tone Analyzer; Twitter; 
conductive fabric; 150 colour-
changing LED lights

The tech’s developer/s? IBM 
Watson; US-headquartered 
fashion design house 
Marchesa
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Creative Commentaries: Tech-fuelled Creativity

feature

What is it? Lifelike 
holographic mannequin 
powered by standard plug 
socket that can be installed 
anywhere and also works 
in ambient and existing 
light 

When launched? June 2016

The underlying tech? 
Pepper’s Ghost illusion 
technique; holographic 
imagery; voice, image and 
facial recognition software; 
Bluetooth beacon

The tech’s developer/s? 
Headworks and Tiger Heart 
London’s Chief Visual 
Researcher and Developer 
Dominic Faraway

Client/s? Phillips; The 
British Library

What is it? Air, a collection 
of colour-shifting garments 
and accessories sensitive to 
changes in the environment 

When launched? February 
2014

The underlying tech? 
Patented bespoke dyes and 
thermochromatic inks; 
aerodynamic data

The tech’s developer/s? 
London-based The Unseen

Client/s? Liberty London; 
Selfridges; Swarovski; 
Hendrick’s Gin; Airbus
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Creative Commentaries: Tech-fuelled Creativity

feature

What is it? Deep Dream, Google’s computer-generated abstract art 

When launched? February 2016

The underlying tech? Artificial Intelligence; machine-learning neural network

The tech’s developer/s? Google’s Deep Dream Generator 

Client/s? DeepDream: The art of neural networks, an exhibition at 
San Francisco-based Gray Area Foundation for the Arts
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MTF Diary

Edinburgh: The Edinburgh Festival 
Fringe 
4-28 August 2017
S Various venues
Organised by Edinburgh Festival 
Fringe Society
About The world’s largest arts 
festival located in one place
j www.edfringe.com

Miami Beach: Esports BAR Miami
18-20 September 2017
S The Miami Beach Edition
Organised by: Reed MIDEM
About The world’s first international 
networking hub, where media 
owners, brands and investors 
do business in the world of esports, 
heads to the US
j www.the-esports-bar.com

London: TechPitch 4.5 Music, Media 
& Entertainment
19 September 2017
S Interchange (The Atrium)
Organised by 2Pears
About Tech start-ups targeting 
the sectors of music, media and 
entertainment propose innovative 
inventions to investors
j www.4pt5.co.uk

Paris: Paris Fashion Week
26 September-3 October 2017
S Various venues
Organised by Fédération de la Haute 
Couture et de la Mode
About The high end of the Paris 
fashion scene for the Spring/
Summer 2018 collection 
j https://fhcm.paris/en/

Monte Carlo: SPORTEL
23-26 October 2017
S Grimaldi Forum
Organised by Monaco Mediax
About The international conference 
dedicated to media rights owners of 
the world’s biggest sports events 
j www.sportelmonaco.com

Berlin: World Architecture Festival 
15-17 November 2017
S Arena Berlin
Organised by EMAP Publishing
About The 10th anniversary of the 
biggest networking event
in international architecture, where 
the most revered creators gather for 
the most coveted awards
j www.worldarchitecturefestival.
com

Las Vegas: International CES
9-12 January 2018
S Las Vegas Convention Center
Organised by Consumer Technology 
Association 
About International showcase of 
innovation in consumer hardware, 
software, media tech and delivery 
platforms
j www.ces.tech

New York: Grammy Awards
28 January 2018
S Madison Square Garden
Organised by The Recording Academy
About The 60th edition of the music 
industry’s equivalent of the Oscar 
awards
j www.grammy.org

Berlin: The Berlinale 
15-25 February 2018
S Berlinale Palast
Organised by Internationale 
Filmfestspiele Berlin
About The Berlin International Film 
festival, still ranked among the top
3 film festivals, celebrates its 66th 
anniversary
j www.berlinale.de

Austin, Texas: SXSW (South by 
Southwest)
9-18 March 2018
S Various venues
Organised by SXSW, LLC
About Celebration of innovation in 
film, interactive media and music
j www.sxsw.com

Cannes: MIPTV
9-12 April 2018
S  Palais des Festivals
Organised by Reed MIDEM
About Where producers, 
broadcasters and digital media 
companies gather to strike major 
deals in TV entertainment 
j www.miptv.com

London: The London Book Fair
10-12 April 2018
S Olympia
Organised by Reed Exhibitions
About Arguably the world’s biggest 
book publishing trade fair next 
to Frankfurt and home to major 
literary rights negotiations 
j www.londonbookfair.co.uk

London: Photo London
17-20 May 2018
S Somerset House
Organised by Candlestar
About The global photography fair 
where leading international
galleries, artists, curators, collectors 
and dealers invite the public
to celebrate contemporary and 
vintage photography 
j www.photolondon.org

Cannes: MIDEM
5-8 June 2018
S Palais des Festivals
Organised by: Reed MIDEM
About The place to be if you work 
in the international recording, 
publishing and other sectors related 
to the music business
j www.midem.com 

Cannes: Cannes Lions International 
Festival of Creativity 
19-25 June 2018
S Palais des Festivals
Organised by Ascential Events
About The most significant event on 
the future of ad agencies, brands and 
tech innovators
j www.canneslions.com
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