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Creating an Experience is a term 
that we all use; whether it’s in 
design, operations, culture, or 
the entertainment industry. 
Primarily, the experience 
is driven through human 
interactions with the focus 
based on the end user (aka fan 
or visitor). Because the last few 
years have shifted the way we 
experience events, I wanted to 
seek guidance from industry 
experts on how the pandemic 
has given any insights into this 
industry and what we can all 
learn from. 

I sat down with Emily Webster, 
from ESI Design out of New 
York City, to discuss everything 
from experiencing design post-
pandemic, brand recognition, 
venue enhancements, 
storytelling and what the future 
holds.

 

experience design? 

Experience Design shapes how people connect with each other through 
physical space to create a shared experience. Experience Design weaves 
together technology and media to tell the story of your brand, your culture, 
and your mission. Through Experience Design, you can communicate the 
vision that drives your brand today and weave in a layer that allows you 
to transform your stadium as the brand evolves. It anticipates how your 
team will change over time and designs spaces that interactively grow 
with your culture. 

As experience designers, we believe the best way to convey a message is to 
allow people to experience and engage with it directly. We help our clients 
meaningfully connect with audiences by inviting them to participate and 
contribute. Our designers consider the feelings that participants in our 
experiences will have, aiming to evoke empathy among them. We develop 
tools that help people understand their role in larger, interdependent 
systems by discovering ideas together. Our environments learn from their 
users, getting better with use.

Let’s jump right in, to the most relevant topic the last two years. 
As the COVID-19 pandemic changed the way we socialize and 
disrupted everyday life around the world, online social spaces 
have demonstrated that people want to engage with their favorite 
brands, artists, universities and sports teams. When the pandemic 
hit, it made live events virtually impossible, and many platforms 
turned to streaming to fill the need. With the world opening back 
up, and spaces being utilized as they previously were, how can we 
blend both physical and virtual, to ensure we’re engaging fans?

It’s true, during the pandemic everyone was thinking about how they expand 
their reach beyond the walls of their venues. The interest in participating 
in these events was sustained, and it showed just how much we all missed 
live events, to be shown something exciting and new, and to be fully 
immersed. Now we are thinking more about – how do we combine both 
environments? One thing we saw from the pandemic is that more people 
could participate in the game than those who are just at the venue. We saw 
people live streamed into the game as fans for example. We love how this 
democratized an experience that used to be limited to a few. We’re thinking 
about ways to continue expanding that access so that we can increase the 
accessibility of events and people can participate in the excitement of the 
game in a way that they weren’t able to before. We’re thinking about how 
the game experience can sustain before and after the events. 

A lot of universities are located in smaller cities, usually focused 
around the university itself. The university venues are the places 
people socialize and seek entertainment. How can experience 
design help connect the universities to their surrounding 
communities when the venues are not in use? 

CREATING AN
EXPERIENCE
USING
TECHNOLOGY
BY ANDRZEJ CZECH, AIA, LEED® GREEN ASSOCIATE 
SENIOR ASSOCIATE | ARCHITECT



ATHLETICS ADMINISTRATION NACDA  //                   41



ATHLETICS ADMINISTRATION 42 //  NACDA

I’d like to encourage college towns to think about how to establish a sense 
of place at their stadium and invite the community in. The stadium should 
feel like a benefit to the entire city, not a structure that’s just for game day. 
Consider the spaces outside your stadium and blur the lines between the 
city and the sports arena. How can you create a more welcoming presence 
that invites not just fans, but passersby to stay and linger? While a plaza 
filled with seating and chairs provide places for people to sit, you need to 
provide more than that to create a draw and to create a destination for a 
wide audience. 

The best teams give fans something to believe in, and visually show this on 
arrival. It’s not a collegiate venue, but at Barclays Center in Brooklyn, content 
was created for an arrival experience that consists of 8,000-square-feet of 
LED screens that makes an immediate impact to the arrival and surrounding 
area. The installation at Barclays Center features an integrated “street-to-
seat” media presentation, from the immersive 360-degree LED “oculus” in 
the public plaza outside to the displays that fill the stadium.

Using the Barclays example, what if urban residents and visitors could 
contribute imagery, thoughts, or words, to the installation to make it reflect 
local culture? Could there be an audio component that people could tune in 
to hear stories or oral histories about this neighborhood before the stadium 
existed? Through these elements, city residents could see themselves 
represented in the buildings that surround them. 

Brand recognition and sponsorship are two of the most important 
drivers for experience design. How do you design for a branded 
experience? How can an experience help drive brand awareness? 

Brands represent a culture. What is unique about your culture – and how 
experience design could help you express that comes from (amongst other 
things) your mission and your people. When you think about what is the 
most cool, interesting, or innovative part of your team’s brand, and then 
consider how that is expressed spatially, is it just expressed through your logo?

For example, the centerpiece of eBay’s headquarters is a “digital threshold” 
with a multi-touch wall that allows users to interact with the brand. Delightful 
mosaics made up of hundreds of tiny icons related to products sold on eBay, 
such as cars, shoes and handbags, continually transition on the screen. When 
a user touches an icon, it opens an interface where the user can explore 
the volume of items sold in that category in the last few hours or days. 
This experience allows users to personalize the eBay story and internalize 
the vast scale and breadth of the company’s commerce, while telling the 
story of eBay. This is all content derived directly from their platform, but 

engage with the brand over time. 

Interesting notion on storytelling. History and legacy of universities 
and their athletics departments can be long and detailed. How do 
you tell a story and connect with fans, with our attention spans 
being shorter than ever? 

The way to tell a story without losing the attention of fans is by showcasing 
the team’s brand in real-time. In the same way social media, apps and 
websites look current and feel exciting when messaging is updated regularly, 
this also applies to venues. 

Supporters become fans when they are aligned with a team’s core values. 
When a stadium is an extension of a team’s brand and can express core 
values and beliefs in authentic ways, you will see a stronger attachment 
to the brand. Experience design can add activities that incubate fandom, 
environments that evoke nostalgia and activations that highlight your 
team’s latest and greatest achievements. 

The College Basketball Experience (CBE) in Kansas City, Mo., is an interactive 
venue that honors the long legacy of college basketball. What makes CBE 

but truly an interactive venue. In an example of interactive exhibit design, 
visitors can get out on the court to take shots, try out their dunking skills 

into the booth and take on the role of announcer in the Media Lounge. The 
thrill of the crowd and the pace of the clock are experienced through team 
and individual stations. The secret is to make it as interactive as possible.

What have you seen in experience design that can help utilize all 
five human senses? 

We call the idea of utilizing the five senses immersivity, and this is the crux 
of what we are trying to do with experience design. What distinguishes an 
immersive environment from any other is emotion and sensation. Three 
elements contribute to creating an immersive experience that drives 
audience transformation into a new way of thinking and seeing. First, 
it needs a noticeable and impactful invitation that invites the user in a 
genuine way. Consider entries, thresholds and portals key places to create 
these invitations. Activating these clearly proclaims that they have entered 
a special space. Second, the experience must engage as many senses as 
possible. Finally, there should be some key interaction among the users 
in the space. If you want people to get excited, allow them to control and 

the environment – think of this as the jumbotron that activates the entire 
arena, not just the court. 

All this seems like we must have the technology infrastructure 
for tomorrow. What does futureproofing do in this space? Do 
you anticipate the frequency of technological applications will 
increase? How will the role of experience design change in post-
COVID life from the perspective of experience?

Technology advancement is real and it’s moving at a more rapid pace 
each year. The approach as experience designers is to focus on the human 
experience – the story we want them to walk away with, and the behavior we 
want to encourage. We then layer the best technology solution over that, in 
an integrated and fluid way based on the needs of the client. An experience 

installation required to withstand decades of use. The best is to create 
experiences that are tailor-made for every individual organization’s needs. 

Experience design should complement 
technology and innovation. But as you 
probably have identified, you don’t always 
necessarily need to have large financial 
budgets or be beholden to technology, 
to create a positive experience for your 
visitors. Experience design is really 
about leaving a lasting impact that 
pushes beyond traditional approaches to 
brands and takes the game beyond the 
competition space.

As a society, we’ve had to shift how we 
experience and socialize together, as a 
result of the pandemic – but I believe 
that has made it all the more important to 
recognize your fans in providing them an 
experience that represents your brand. 
Every experience is going to be unique, so 
try to capitalize on the creative nature of 
your brand to leave a lasting impression.  •


