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Abstract 

This paper presents an overview of the user experience provided by a range of Object 
Based Media productions, drawing on audience responses through social media, 
questionnaires and lab tests. The paper characterises the productions across three 
main themes: the ability to adapt the narrative, the ability to adapt the presentation of 
the narrative, and the ability to put the audience at the centre of the narrative. The 
paper draws on a number of research projects including the 3-year, EU-funded 2-
IMMERSE collaborative project as well as the first mainstream Object Based Media 
productions by BBC television production teams.  
 
The paper then goes on to analyse the common user experience themes across the 
productions. It first looks at the production designs through the lens of general user 
experience principles. It then draws out a series of specific design principles for the 
successful design of Object-Based Media experiences. These design principles are 
common across all three types of Object Based Media. The paper ends by assessing 
the impact of these productions in terms of evolving new forms of media and 
changing the relationship between the audience and producers.  
 
This white paper expands on an article published on the IBC 365 website. 
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1 Introduction 

Object-Based Media (OBM) is a new and developing form of media, still in its infancy and yet to 
establish its full creative potential. A new craft needs to develop as practitioners begin to 
understand what works and what doesn't when media can adapt to improve access to content 
in different contexts of use and, within that, enable access to content in the most appropriate 
form for our requirements as users. 

This paper explores the audience’s appetite for such new forms of media, through a 
comparative study of large end-to-end trials which demonstrated the capabilities of different 
types of object-based media, and object-based broadcasting. We begin with a review of a 
number of use cases generated and evaluated via in-house projects or through collaborative 
projects, giving an illustration of the range of experiences afforded by OBM and findings 
specific to each type of use case. We will then take a step-back in the discussion and look at 
generic themes that are common to all object-based media experiences. The paper offers a set 
of guiding principles to consider in future OBM design and development. 

2 Object-Based Media Case Studies 

We see OBM as offering at least three main advantages over conventional media:  

1. The ability to adapt the narrative 

2. The ability to adapt the presentation of the narrative 

3. The ability to put the user at the centre of the narrative 

However, with every adaption there can be both positive and negative effects for the user 
experience. In this section we will give examples of each of these types of adaption in our OBM 
examples and assess the ways in which the examples got the user experience right and the 
ways in which they fell short. The following section will gather our findings together, moving 
from individual examples, to common themes to form the basis for a set of guidelines, and 
then place these within what we know about other media forms. Some of the guidance is new 
to OBM, but some is the evolution of established media guidance. 

2.1 Adapting the Narrative 
In the first set of use cases, users make choices, either implicitly or explicitly, about the flow of 
the narrative, and in some cases the outcome. All but the first two have been built using BBC 
R&D’s ‘StoryKit’[1], a set of tools that make the creation of responsive, interactive and 
adaptive stories easy, repeatable, and scalable. Central to the tools is the data model where 
each node in a graph represents a narrative element.  The playout of media elements is 
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controlled using variables, which can be pre-set at the start of the experience and/or can be 
changed as a result of user interaction. Elements can also be represented by a number of 
different forms of media. 

Breaking Out [3], was a perceptive audio drama in which the location and time of day were 
sensed implicitly without user input. Personalisation of sections of the drama, through the 
inclusion of location and time-based narrative content, made the experience real-time and 
hyper-local. This was recognisable and appreciated most by users outside London (the location 
of many UK dramas). However, users were annoyed that the character did not have a local 
accent. For users who didn’t enjoy the narrative, ‘spotting’ local references kept them 
interested.  

Responsive Radio: The Cornish Gardener [1,4] was an early experiment with a radio 
documentary which explicitly asked the user what length of programme they wanted to hear. 
The subsequent experience was entirely that of a normal radio documentary which meant the 
mechanism of the personalisation was hidden unless the user played it again with a different 
setting.  

BBC Click is a weekly BBC television magazine programme covering news and developments in 
consumer technology. An interactive, personalised episode, ‘Click1000’ [1], was published on 
the BBC Taster website. Users are presented with sets of options at branching points in the 
programme, from which they make an explicit choice, or a default timed-out choice is selected 
for them, see figure 1. This ‘responsive narrative’ provides a version of the programme that is 
unique to the user. They can choose what explanation they hear, how much detail they want, 
and whether they are more interested in the technology or the people. The production team 
ensured that each story offered a sense of balance, and users had an opportunity to experience 
both sides of the debates covered in the programme. The direct and informal presentational 
style resulted in a simple dialogue between the audience and the presenters, and resulted in a 
high level of engagement with the story. However, as the experience was quite long users 
reported that they felt lost as to where they were, how much of the programme was left, and 
whether they had missed out on anything. 

 

 

Figure 1 – Click1000, users choose between 3 options 
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Instagramification [1] is a documentary focusing on “the good, the bad and the ugly of 
Instagram”. It was commissioned for the BBC’s Taster website to test the idea of a 
personalised documentary, whether it was possible to create coherent OBM experiences that 
fit together in a meaningful way and whether it could lead to efficiencies such as 'sweating the 
assets' or risked just creating more content for fewer eyes. Two core versions of the 
documentary, one geared towards entertaining and the other towards informing, were each 
delivered by a different narrator guiding users through themed chapters. Within each version, 
certain sections are affected by the data provided by the viewer such as longer clips and more 
depth on a section that aligns with user’s interests, and regional facts to reflect their location. 
Beginning with a lean-forward section as users are explicitly asked about where they live, their 
interests and their mood, the experience then becomes lean-back and resembles a linear 
documentary. This achieved a balance between retaining a structured story whilst still allowing 
the component parts to be rearranged around the user. Although personalised, it appeared 
similar to a linear video form. The presenter tone and language had a big impact on some 
users, but others did not initially pick up on personalisation, and some felt some of the 
personalisation did not align with their preferences. 

Discover Your Daemon is a short fun interactive experience built to accompany the BBC TV 
series ‘His Dark Materials’[2]. The user is asked to make a series of explicit choices as the 
narrative progresses. Their choices expose aspects of their personal character, from which they 
are designated a daemon in the parallel world of His Dark Materials. The widespread sharing of 
their daemon on social media was taken as a proxy for engagement, and patterns emerged for 
daemons most likely to be shared. Simple interaction and short duration of experience enabled 
repeated use, revealing game-like behaviour as users explored alternative responses. This is 
also an example where the experience waits for the user to move it on, see section 3. 

2.2 Adapting the Presentation of the Narrative 

The ‘Layered’ experiences in this section all follow a linear narrative path, but users can choose 
how the narrative is represented; what media is audible or visible to the user along the path or 
the relative mix of the media components. 

Casualty Accessible and Enhanced (A&E) Audio experience delivered an episode of BBC 
Casualty with personalisable, accessible audio that reflects narrative importance, via an 
additional field of metadata describing the importance audio objects to convey the narrative 
[5]. An easy to use, single slider allows the user to personalise the audio reproduction, 
balancing dialogue intelligibility with the more immersive elements of the sound mix, based on 
the user’s listening needs, yet retaining the creative integrity and comprehensibility of the 
content. Casualty A&E was published on BBC Taster. User activity data and feedback from an 
online questionnaire highlighted the benefits presented to deaf and hard of hearing users for 
whom the control made ‘Lots of difference’ [5].They found content easier to understand, and 
more enjoyable, improved audio-visual congruency with the subtitles, and the attenuation of 
the lower importance sounds made them completely inaudible for those with residual hearing. 
In this experience OBM successfully enabled accessibility to content through personalisation. 

MotoGP at Home, Football at Home and Football FanZone are layered OBM experiences which 
were developed as part of the EU funded 2-Immerse project [6] and presented in the 
FutureZone of IBC in 2018. All were built to accompany a live sports event, providing users 
with personalised coverage that could be controlled to suit their interests and level of 
experience of the sport, at home or in a public space. The experiences were framed around the 
event director’s production broadcast, and within the phases of the event, namely the pre-
event build up, the event itself, and the post-event analysis. The features available to the user 
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varied within each of these phases. As-live video, audio, data streams, and visualisations, 
including bike or player tracking, alternative camera views and commentaries and a variety of 
statistics, along with on-demand information such as biographies, replays and technical videos, 
were available to users on both personal and shared screens, within the home or in a public 
space. A series of field trials, data analytics and interviews with users, gave an insight into the 
balance an object-based multi-screen experience must strike between director-led narrative 
and production values, and user-led choice. There was a strong preference for the OBM 
presentation over a normal broadcast presentation. It gave the user an experience specific to 
their needs that they could enjoy with friends, and it made them feel more engaged because “it 
helped me follow the race [event] better”. Blurring the boundaries of user perception between 
traditional non-interactive TV graphics and the interactive OBM user interface aided user 
acceptance.  

Theatre at Home also developed during the 2-Immerse project [6], was a multi-screen as-live 
OBM experience. It was wrapped around a production of the RSC’s Hamlet, which provided the 
central narrative. The performance was contextualised by providing additional media content 
found in a theatre programme, while a synchronised scrolling script played out alongside the 
performance video window. In accordance with the social ritual of attending a theatre 
performance, users had the ability to chat about the performance in real-time with friends at 
other locations via video and text chat at intervals during the performance. The additional 
content was not overlaid on the main performance video window. Through a field trial and 
interviews users expressed appreciation of the familiar ritualistic aspects, endorsed the 
‘uncluttered’ performance video window, and the ability to share the experience with friends. 
Insights for multi-screen layout preferences were gathered. The personal devices, a phone or 
tablet, were used as the place for referencing and controlling content. The shared devices, 
such as the main TV display, were used for the features of ‘primary interest’, mainly the 
performance, notifications, and socializing during the intervals. The placement of features 
such as the script and social media was negotiated. Users wanted more control over the 
adjustment of features, such as size and position.  

2.3 Putting the User at the Centre of the Narrative 

The third type of experience allows the user to move through the narrative at their own pace 
and add or adapt the content of the narrative. By putting the user at the centre of the 
narrative, these experiences convey a clear role for the user. They are taking part as a 
protagonist and have to be given all the information they might need with nothing hidden or 
obscured. This is clearly seen where experiences support learning and creative processes. 

Cook-Along Kitchen Experience (CAKE) [1,15] is a real-time interactive cookery programme 
that puts the user at the centre of a highly personalised, IP-delivered OBM experience. The 
information explicitly provided by the user at the start of the process, a recipe list, the number 
of people and their dietary requirements, guides the system’s behaviour and configures a 
recipe schedule. As cooking progresses CAKE is responsive to the user’s needs and presents 
information appropriate to them, using a mix of AV and text segments through which the user 
navigates using touch interaction. In a similar vein, Make-along [1,16] is a step-by-step tutorial 
to guide the user through making an origami jumping frog. It offers three simultaneous camera 
angles to view the instructions from multiple viewpoints, as well as a diagram plan to see 
which stage they’ve reached, see figure 2. It pauses to allow the user time to complete each 
fold and doesn’t move to the next step until the user is ready. It also offers a review and rewind 
function. In both CAKE and Make-along, the user becomes ‘user/maker’ and director at the 
same time, being able to choose the best media content for each step, and like CAKE having 
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the ability to pause and rewind. Through data analytics and user feedback from BBC Taster 
website, where both experiences were evaluated, users spoke about feeling in creative control 
and part of the experience, like the tutor was talking directly to them rather than being 
disconnected on a screen. The segmented, real-time nature of the experiences helped users by 
matching the instructions to their current task, and the facilitated coordination of tasks made 
them feel better supported than in other learning/tutorial processes.  

 

 

Figure 2 – Make-along, the three camera angles and diagram views. 

 

Theatre in Schools was designed to explore the potential of OBM to prompt different ways of 
engaging with theatre productions. Many theatre companies are part of an established 
network of education programmes with UK schools, linking to Drama and English curriculum 
activities. Developed as part of the 2-Immerse project [6], Theatre in Schools used the familiar 
education practice, of ‘watch’, ‘make’, ‘share’ activities, to deliver two learning modules  in 
which the plot-points and literary devices of the Donmar’s production of Julius Caesar were 
explored. Theatre in schools was evaluated in three workshop-based lessons, in 3 UK schools. 
Observations, questionnaires, and interviews with students, teachers and the workshop leader, 
indicated that learning objectives had been achieved by the use of Theatre in Schools, because 
it aided the development of knowledge through the creation of artefacts that could be 
experienced and shared. Students reported high levels of enjoyment, because it was 
considered an interesting and fun way to learn, and better than an ordinary lesson. The 
technology allowed interactions in an unconventional way, applied to a subject usually 
considered difficult, breaking it down and presenting it in different forms to suit students’ 
abilities and requirements. All teachers agreed that their learning objectives were achieved; it 
allowed them to carefully track students’ progress within the session and adjust their support 
for the students appropriately. It improved on existing single-screen online experiences, 
because it nurtured independent self-learning amongst peers, afforded by use of tablets, and 
supported differentiation. 

Teachers requested an OBM experience that they could adapt for students with different 
levels of experience, save user-generated material, individual contributions and progress, and 
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one that would be available on a range of different devices, particularly in relation to lack of 
funding for basic hardware in schools.  

 

 

Figure 3 - Theatre in Schools Activity on Teacher screen Student screen and Shared Screen 

 

3 Discusson And Analysis 

In the previous section we identified some key values that OBM brought to the audience. In 
this section we will explore a number of the themes that emerged and explore where themes 
intersect, with positive and negative outcomes. We will discuss these points of intersection and 
explore potential resolutions. This accumulated knowledge might be applicable to the creation 
of future object-based experiences and may inform practitioners. 

3.1 General UX Issues 

Although OBM are new and developing forms of media, practitioners can borrow/adapt 
guidance from established sources of UX-design and behavioural science which are outside, 
and go beyond, the OBM sphere.  

3.1.1 Openness & Trust 

Certain interaction design techniques, while effective in some respects, can also have 
unintended negative effects on users. These include experiencing social pressure, stress, a 
feeling of loss of control, a sense of being overwhelmed, and affect the user’s sense of 
autonomy. The ability to make ‘active intentional choices’ is an important part of an object-
based media experience and being human.  

In this context, designing ‘openness’ is about the decisions that are made for the user, by the 
practitioner who is, in effect, ‘showing you this because it allows you to understand why you 
are seeing it’. Openness allows the user an opportunity to go back and ‘see again’, to 
understand the intention of the practitioner, the experience, the situation they are in and what 
is expected of them as a user. Despite its potential, digital media often leaves many people 
feeling disempowered, through ‘dark pattern’ designs that are designed to mislead users. For a 
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new media form like OBM that is not yet established there is a greater need to create 
experiences that do what you expect them to so that they are trusted by users. So, it is 
necessary to establish how OBM experiences are improving on existing media offerings; for 
example, this could be improved access to information, or an enhancement to an existing 
activity. To be happy, people need to feel that they have agency over their lives, so a 
practitioner should not encourage passivity or exploit human biases; they should design for 
intention, aspiration or reflection in the user.  

3.1.2 UX-design Principles 

UX-design principles are sets of rules that determine which design solution is the most 
appropriate. They identify and meet the needs of everyone involved, from the practitioners to 
the users. Principles are derived from a variety of sources. Standardised guidelines [7] cover 
fundamentals such as designing for consistency, learnability, memorability, task efficiency, 
human memory and the user’s mental model, information hierarchy, user control and 
feedback, and removing obstacles to increase accessibility. Adopting principles, by respecting 
what has gone before, means if there is an existing set of features that are familiar to a user 
and/or have proved successful in the past, then designers should build on them. They should 
build the experience around the narrative generated by the existing production process, avoid 
obscuring the form carrying the main narrative and avoid relegating it to a place out of view.  

3.2 Universal principles for OBM Experiences 

As we have seen, within the sphere of OBM, UX themes are fluid and do not work in isolation. 
Afforded by the adaptive nature of this new medium, themes work in tandem and intersect, 
resulting in complex responses once the user begins to interact. These may not have been 
apparent during the design process. Below we discuss these interconnecting OBM themes 
identified in our experiments, and provide advice and principles for OBM practitioners, based 
on our accumulated experience and user feedback.  

3.2.1 Personalisation 
A driving principle behind OBM is the ability to personalise an experience by adapting the 
media provision to suit user requirements and context of use. We found evidence that issues 
around personalisation in OBM align with established industry/HCI knowledge. 
Personalisation was considered ‘engaging’ because it matches user’s views and opinions and 
makes better use of the user’s time, so tailoring of content increases accesses and appeal to a 
wider audience. Concerns that personalisation can limit the user’s horizons, offering narrow 
viewpoints or ending in ‘echo chambers’, may be mitigated by the experience design, as with 
Click1000.  

Tailored media is also perceived to have potential to stimulate discussions. If all users have 
seen the same content, they can talk about it. However, with personalisation it becomes 
interesting to see what others have chosen, to see differences and have a conversation about 
what you may have missed. Sometimes users may need to get out of their comfort zone 
(especially with documentaries), or users may prefer to start from a generic version (if the topic 
is unfamiliar), so a default version should be available for people to get ‘the whole picture’. The 
team making Click1000 production noted that, “the real challenge might be making sure 
audiences see what they want, but not too much of what they want.” Feedback from users 
speculated on how personalisation might be used in the context of drama and comedy, 
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compared to informative media such as news and documentaries. However, it was recognised 
that personalisation is not suitable for all contexts or content. 

At a basic level, we’ve seen how OBM can personalise an experience by offering functional 
parity across devices, so users can choose an orientation they are most comfortable with, and 
the graphics and layout respond appropriately rather than forcing an orientation upon the 
user. More complex, hidden or implicit personalisation needs to be transparent, so the user 
feels in control. Users need to know how tailoring works, which bits are missed, and what data 
is tailoring the experience, with an option to switch it off. All experiences should have a 
common core that is the same for all users. 

Age was seen as a factor affecting acceptance of personalisation. Younger participants, 
generally, watch more content online, so the interface was more likely to be familiar and 
consequently they were able to use it with greater ease than their older counterparts, or it may 
indicate that regardless of ability, younger users have a stronger preference for 
personalisation and a customisable means for consuming their content. Pre-defined 
personalised configurations such as novice or expert views were not popular in our one-off use 
scenario. However, individual personalisation based on previous activity is useful, e.g., 
defaulting to favourite player camera views was well-used in the sports experiences. 

3.2.2 Orchestrating User’s Attention 
The importance of orchestrating the user’s attention is recognised in the media industry [8]. 
OBM reiterates these issues, because it offers users content that can be synchronised across 
one or more screens. Just because it’s technically possible, doesn’t mean it’s wise! E.g., In 
sports experiences, users were offered multiple content and data streams, so limits were put 
on the number of camera streams available in the layout. Users requested between 1 and 4 
video windows, and established familiar features, such as picture-in-picture were utilized so 
images could be viewed in close proximity to each other.  

Some orchestration can be established by prompting the user to select configuration options 
early in their user journey, to avoid distraction later on. This was particularly important during 
live events, when a pre-event phase afforded space and time for exploration, and for tutorials 
to be viewed.  

3.2.3 Select & Settle 
A user undertakes a transition when encountering a novel media experience. Feelings of 
comfort and ease can be established through exposure, as features become familiar and the 
user’s level of understanding increases. Once settled, the user can turn their attention to the 
event itself. The OBM practitioner can aid the transition through automated personalisation, 
offering pre-defined presentation styles designed to suit the users different experience levels 
or interests. Novelty and too much choice was found to be distracting for new users and some 
functionality and tutorials were completely missed. However, the understanding of a new 
experience improves with repeated use. In allowing the user to define their interface set-up 
there needs to be a balance that’s right for them; too little and users may feel frustrated, while 
too much results in cognitive overload.  

Whilst watching layered experiences such as Casualty A&E and the 2-Immerse Sports 
experiences, users were observed to follow a ‘select & settle’ behaviour, where an initial period 
of activity, selecting layout and personalisation options, is followed by lower levels of activity 
through the remaining experience. With the narrative OBM choices Instagramification and 
Click1000 users followed a spread of behaviours. Some liked having choices available to them 
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throughout the experience because it kept them engaged, while others wanted to make 
choices upfront rather than during the experience, so they could sit back and not be distracted. 
Generally, users don’t like being put on the spot with choices, especially if they can’t go back.  

3.2.4 Role of the User & the Device 

Where OBM is a new experience for users, the novel aspects need to be framed within familiar 
concepts. Framing was established by following basic UX-design approaches, clarity of design, 
prompting and sign-posting mechanisms [7], and by implementing features that were familiar 
to the user. That way the user understood what they could do in that situation and what was 
expected of them. This essentially establishes the roles that users take in the experience. In 
CAKE and Make-along the role is one of maker/director where the user both makes the food 
or paper frog and has control over the pace of the experience, whilst in Discover Your Daemon 
the role is that of the protagonist travelling through the fictional world. In the collective multi-
screen OBM experiences, such as the 2-Immerse Football Fanzone and Theatre in Schools, 
there was an additional role of ‘curator’, the teacher or venue host who defined and controlled 
the experience for the students and venue visitors. As with any new experience, the clear 
definition of expectation and roles, was of primary importance during the initial stages, after 
which we observed a change in user behaviour as they became comfortable. Another 
interesting observation concerned the role of devices in multiscreen experiences. Personal 
devices were the place for referencing information of personal interest and controlling the 
experience, while the shared devices were used for the presentation of features of common 
interest to the group. 

3.2.5 Fear of Missing Out 

Anxiety that an exciting or interesting event may currently be happening elsewhere, and you 
could be experiencing a better alternative option than the one currently selected is known as 
the fear of missing out (FOMO). In Instagramification, the user journey was chosen implicitly 
and choices were invisible to the user. In the evaluation, users felt they had received the right 
video for them. However, they were aware there was other content in the system and wanted 
to go back and look at the things they had missed.  So, users had an appetite for 
personalisation but with transparency and control. Click1000, an on-demand experience driven 
by explicit choices from the user, also evoked similar responses in the users. Despite having 
explicit control, the user did not get a clear indication of what was available to them and their 
position within the experience was not obvious. Users ended up feeling lost and in need of 
some form of guide or map.  

Other features implemented within the use cases were found to prevent FOMO. For example, 
adopting a familiar framework within which to present the experience was useful. In Theatre at 
Home, the theatre ritual was important to the users, the phasing of the event, the 5min bell 
notifications, the interval, the choice and use of materials found in a theatre programme. This 
relieved the anxiety in users because they knew what to expect, and what options were 
available to them, as the experience progressed. Further, the stakeholder’s view that the 
production broadcast video window should be on the shared device for all to see, and remain 
uncluttered by other content, also avoided FOMO. 

3.2.6 Agency 

A sense of agency refers to the feeling of control over actions and their consequences. In 
Make-along and CAKE, use cases which extended a linear tutorial format, by adding a simple 
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step-by-step navigation and alternative viewpoints, meant agency was discernible in several 
ways. Users found great value in terms of their ability to pace the content, providing replays of 
key events, or the ability to jump to key points in an event timeline, or by providing access to 
additional information at the user’s discretion. These aided a sense of control, so users could 
consume content or explore other options that they couldn’t access at other points in the 
experience or during the live-event. In Discover Your Daemon the user progresses through 
Lyra’s world. The story is written in the second person singular. “You” are the protagonist of 
the story, making the decisions that lead you to your daemon. The narrative progresses as the 
user makes their choices. Whilst the experience only gives binary choices, the feeling of agency 
is akin to that of a game, and many users went back and played through the experience more 
than once. 

3.2.7 Interactivity and Immersion 
The ability to manipulate features of an OBM experience means experience creators have to 
make decisions about the framework holding the experience together and how the individual 
objects that form the building blocks of the experience behave, such as the rules and the 
models of interaction. However, the most carefully designed interactive framework is not 
enough. As Rosh Kelley wrote in GameRevolution, “Agency is great for a lot of different 
reasons, but does open up the medium to empathy degradation and immersion breaking 
incidents” [10]. Through the use cases we observed occasions when the interaction required of 
the user started to negatively affect the ‘flow’ of the experience narrative. Examples of 
features which interrupt flow and/or degrade the feeling of immersion include situations 
where users notice something that doesn’t belong, when having to repeat the same action 
becomes noticeable, or when the experience does not respond in the way the user expects. 

Despite having the ability to avoid things they don’t like, some users of Click1000 found it 
“slightly irritating to do clicks”. These users didn’t want too many choices because it became 
distracting, and through continuous choices they felt they were missing important facts. In 
Theatre at Home, despite appreciating the social features, to exchange ideas and reactions to 
the play, some users were distracted by the live-text-chat presented on the shared television 
during the performance. Users requested that such features be adaptable, with placement 
options and their mode of use defined by the user/s themselves. Practitioners should ensure 
the primary point of focus for the user is the content experience itself, and not the navigation 
of the experience. 

4 Extended Media Or New Media Form? 
One further question arises when looking at the user experience, are these new experiences 
simply extensions of existing media, just television with choices or branching narratives in 
video, or are we seeing the emergence of truly novel forms of media? Marshal McLuhan wrote 
about the cross-fertilisation of two or more mediums coming together to create “hybrid 
energy” leading to an explosion of new forms and creating new perspectives and thought 
patterns [11]. Most of the experiences considered here appear as extensions of existing media 
forms; television or radio with choices and/or options. However, in CAKE and Make-along 
there is the emergence of something more interesting. Here the user is placed at the centre of 
the experience and we move from the idea of the audience as a largely passive consumer of the 
media to becoming the active protagonist making the meal or folding paper. These are no 
longer, lean-forward or lean-back media experiences, the media now moves out of the 
spotlight becoming the prompter at the side of the stage whilst the user becomes the actor, 
centre stage. So what we are seeing is not a hybrid of television and computing, but a hybrid of 
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television and theatre where the action takes place as a live performance. In this scenario, the 
people formerly known as the audience, as noted by Jay Rosen [13] are not just making their 
own AV content, but are participating in a shared media experience where they are the 
protagonist. There are clear parallels here with Bertolt Brecht’s concept of epic theatre, 
transforming the passive audience of the dramatic form of theatre into the awakened audience 
of the epic form of theatre as outlined in his Notes on the Opera Rise and Fall of the City of 
Mahagonny [12]. OBM experiences that work in this way are creating a new media form quite 
distinct from television or radio and point the way to further innovation in this space. 

5 Conclusion 

Where a user is provided with control over an experience, they need to be in a position to make 
active intentional choices; giving the user a feeling of agency within the experience. This 
means they have to be able to understand their role as user and their context within the 
experience; what control they have, how it works and what they are expected to do with it. On 
the other hand, problems like excessive choice, a lack of understanding of the consequence of 
choices and the relationship to the rest of the experience can lead to distraction, fear of 
missing out, feelings of inadequacy and stress. This leads to a lack of agency and the likelihood 
of the user abandoning the experience. 

One of the key elements that contribute to success for new forms of media or new forms of 
interaction is the provision of a form of training section in the early part of the experience 
where the user can gain familiarity with the controls without missing the important parts of 
the experience. One of the main observations with customisable media is that, on the whole, 
the user will start out by trying out the controls until they settle on a setup which fits their 
needs, “select and settle”. A training section needs to be long enough for the user to get 
comfortable with the controls and achieve the desired result. 

The evaluation of OBM use cases, combining use-ratings and user feedback, with the data 
analytics afforded by the use cases, has been an important source of information as we 
develop the new craft of object-based media. As practitioners and researchers, we are now 
better informed about how to create OBM experiences, but there’s still more to discover and a 
large space of possible forms in which to innovate. As Andy Brown commented “Our OBM 
content/experiences should not try to maximise the time spent consuming it, but should aim 
to serve fundamental human needs.” [14] 

Meanwhile, for the practitioner, OBM doesn’t equate to loss of control, it’s a shift in control. 
The task is more challenging because parts become contextual, more complex; dependant on 
the kind of programme, context of watching, options chosen and more. Editors are there for a 
reason, and can express their vision in the default version, a feature requested across the use 
cases, but giving the audience more choice can result in a more satisfied audience. Although 
OBM can put user needs first, our use cases have shown we are not in danger of diluting the 
creative authorial role of the practitioner who can still decide which treatment will work for 
which narrative, and deliver something the user didn't realise they wanted. Success is the 
sweet spot between retaining the narrative structure, providing meaningful personalisation 
and getting value from the assets. 
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