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CORPORATE
VIDEO MON
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" de inzet, verspreiding en waarderlng van corporate video in ‘
Belgié i e L A llse. vanlooveren@apfje



VideoExperiencdday

De 26ste editie van de Video Experience Day bekroont de
beste Belgische corporate video’s in 11 categorieén. Het
event wordt georganiseerd door de studenten
Communicatiemanagement van AP Hogeschool in
samenwerking met Kanaal Z.

Wanneer: juni 2026
Locatie: Kinepolis Brussel

Doelgroep: bedrijfsleiders, marketeers en professionals uit
de communicatie- en videoproductiesector.

Planning:
* Keynotes en inspiratiesessies

* Walking dinner, feestelijke awardshow en
netwerkmomenten
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TETRA GENERAL WORLD MODELS

Het TETR& D S Y S NJ Modetsgoniderevek bestudeert
hoe nieuwe Aimodellen (General WorltModels) creatie

in video, animatiegamingen XR kunnen transformeren
door realistische simulaties van fysieke wetten en 3D
structuren, met aandacht voor efﬁmency ethiek en de rol"

van de maker als eoreatory.
§“-

AP =
UNIVERSITEIT

AP HOGESCHOOL
ANTWERPEN GENT

A0



il k denk voora@*nag«?

storytelling verhaal voor
de kleine devices on
the road. Dat er daar
veel meer van is en ook
meer getargetted en dat
al die data ook
beschi kbBaar
antwoord uit interviews
2019-2020
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Figure 1

Consumers surveyed spend about 6 hours with media and entertainment content daily,

though activities vary hy generation

Average hours spent per day on each media and entertainment activity

Generation Z
6.9 hours

Overall average
6 hours

Millennials .
6.3 hours Generation X
6.0 hours

15
ormovies
vices

14 hours

Watching TV shows or movies
on cable or live-streaming TV 14

14 hours

Using social media
0.9 hours

Listening to music
0.8 hours

Watching user-generated content (UGC)
0.6 hours

Playing video games
0.6 hours

Listening to podcasts 0.3 hours

Other 0.1 hours

Notes: n (all US consumers) = 3,595.
Source: Digital Media Trends, 19th edition (March 2025).

AP HOGESCHOOL Delaitte. | jc|oitte comfinsights
AP | s | ¢

Boomers
5.4 hours
14 Matures
’ 4.5 hours
0.9
21 23
06
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verhaallijn

crossmedia vs. transmedia

apparaat

crossmedia | transmedia

apparaat
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Van lineair naar liquid storytelling

AiLi qui do als metafoor voor
mengen en transformeren.

AContent past zich aan per platform (TikToki Yo u Tu b «
streaming).

ADe kijker bepaalt steeds vaker tempo, volgorde en
perspectief.
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Storytelling

® s AWitness: you are not interacting with the
story and it is not interacting with you

AVictim: you are not interacting with the

@ viimidetecive story but it is interacting with you

ADetective: you are interacting with the
story but it is not interacting with you

v

Storyliving AKiller: You are interacting with the story

and it is interacting with you

U

Bron: Hyper-Reality van Curtis Hickman



Narrative co-creation







Al k denk dat
nog meer dan nu al, een
grotere afscheiding gaat
komen tussen wat kan de
klant zelf en wat gaat de
klant uitbesteden om te
shooten. 01 antwoord uit
Interviews 2019-2020
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Figure 7
Gen Zs and millennials surveyed see more relevant content—and feel personally connected
to creators—on social media

Percentage of consumers who agree with the following statements

Social media content is more relevant to me than
traditional content, like TV shows or movies

| feel a stronger personal connection to social
media creators than to TV personalities or actors

52% GenerationZ 56%

45% Millennials 43%

27% Generation X 26%

14% Boomers 13%

Matures

Total: 32% 3% 4% Total: 31%

Note: n (all US consumers) = 3,595.
Source: Digital Media Trends, 19th edition (March 2025).

ﬂ;'gh"ige' deloitte.com/insights
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THE VIDEOS WE WATCH ARE GETTING SHORTER AND LONGER

© Videos under 1 minute - ® Videos over 60 minutes -
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Source: YouTube data, Global, 2012-2024.
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Top 10 VTubers
to Watch
in 2025
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Lenal T U I Ab-efluencer
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GO FOR IT!




Evolving Al &
EVe 1A .
@evolving.ai

Oh my.. Hollywood has a real problem now.
Al can now put any actor into any scene
o ol . .

I
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Al talent studio Xicoia: Tilly Norwood

"I feel strongly that |
there are three

genres: animation,
traditional live
action and the Al
genre. Tilly was
always meant to be
In her Al genre, and
that's where she'll

s t alyEline Van
der Velden

OOOOOOOOOOOO
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Post

g Andrej Karpathy @
w' @karpathy

me after | showed her my first
age 1o text) network

around 2015: B cool, now do it

backwards” LYES “haha that's impossib\e”
~B alt-text

AR 2. Turns outyou just need a few
BmwR  jataset scrapeé, transformer, diffusion, and a
cluster of ~thousand A100s.

Fei-Fei to
image captioning (im

)2 From Earth

lying on
a bed with
a laptop

A
ndrej Karpathy & Li Fei-Feil, CVPR, 2015



Al-tools for video 2024

599
’ 20%

- PREPRODUCTIE

nm Storyboarding Al
Moodboarding & Concept art Currently no tools available

- PRODUCTIE

ChatGPT  Stable Diffusion  Midjourney
@ ®
Leonardo.ai Kive.Al Runway Gen 2
Adobe Photoshop  Dall-E 2 Boords

(Generative Fill)

ANTWERPEN

Percentage of Video Experience Day 2¢adiY
entrants (80 companies) using Al by
stage of the video production process

- POSTPRODUCTIE

BlE=

® @
Adobe Firefly Davinci Murf Al
© ®
Eleven Labs  Adobe Podcast Stable Diffusio
@ @
Runway Gen 2 Happy Scribe Leonardo.ai
Polycam Luma Al Autopod

Uses Al in one or more stages of the production process

@ O
Premiere Pro  Adobe Photoshop  NerfStudio
(remix+  (Generative Fill)
transcribe
speech)
Gaussian  Blockade Labs  Wonder Studio
Splatting
JangaFx GeoGen Lens6o Spline Al
Krea Al Hiber3D Byplay
Stable Video 30FY comfy Ul
Diffusion






General WorldModels

Wat zijn GWM?

Nieuwe generatie Ainodellen die beelden genereren die
dynamiek en fysieke wetten van de wereld begrijpen.

Doel?

Het simuleren en weergeven van situaties en interacties
zoals die in de echte wereld voorkomen.

Highqualitybeelden die het realisme en de consistentie
naar een hoger niveau tillen.

Toepassingen?
wSIFftAa0AaO0OKSNE Sy Ozyéx—éd
werelden.

TETRA GWNAP Hogeschool 8nec-MICFUGen)
General World Models | AP Hogeschool

AP | v


https://www.ap.be/project/general-world-models
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Latent Diffusion
Model
#
Noisy Compressed
Video and Audio
Timeiapse ot a
commaon | sunflower
opening, | dark UL2 Encoder \
background
>_. Embedded _/ Compressed Video
f Prompt and Audio

- Enmr _-/ll

Video Audio Output

Decoder /

A high-level diagram of Veo, our text-to-video generation system.
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@® 2024 @ 2025
100

80

% bedrijven dat Al gebruikt

Preproductie  Productie Postproductie Distributie

% inzenders dat momenteel Al-toepassingen gebruikt per fase van het

videoproductieproces (2024: n=80, 2025: n=59)

Chat GPT

64%

79%

Artlist

2024

64% maakt gebruik
van Alin het
videoproductieproces

2025

79% maakt gebruik
van Al in het
videoproductieproces

Al-tools die de
inzenders
gebrunken tijdens

et
ploductleproces
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SORA 2

PROMPT: A MAN RIDES A HORSE WHICH IS ON ANOTHER HORSE.




Sora 2

Sora 2 is the ChatGTP for creativityo
moment T Sam Altman (OpenAl)

Sora?2

Al TEXT-TO-VIDEOQ

A Includes sound
a basketball reboundin

A 20 sec of video (veo3 = 8 sec) off abaciisoar
A Sora App
A Create and remixeachot her 6 s
generations

A Discorver video in feed

A Cameos -> drop yourself in a Sora
scene

A Free (for now)

AP | v
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Time-to-Move
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Object Motion Control
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GEMINI AI
BANANA “rotate me so that my body and face are facing the camera”




Nano Banana PRO

-~
-~

« b i

nputimage Inputimage

Feom IMAGE O>

N _

input image Input image

Views up toe bulding
facades

Input image

Output imoge

nput image Input image

Output image

A black and white storyboard sketch showing an establishing shot, medium shot, close-up, and POV shot for a film

SLERNe. Prompt: Combine these images into one appropriately arranged cinematic image in 16:9 format and change the

dress on the mannequin to the dress in the image.
Prompt: Create a storyboard for this scene 4 9

AP | v 38
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This is why Al is taking over ﬁlmmaklng

o X:268544px A Y 34927 Wi 4755% M:A756% & 000 * 000 * V1000 ¢ MR et = X O
« background.peg @ 66.7% (L 7V~ 2 RGB/SM *  « Hikanig 100% RCH/ S Mako.f 100% (RGB/& g
i
I
]
Al
«
)
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100% Al commerical van FILA







Wan2.2-Animate | Character animation and
replacement

[
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Tether (After Effects)




ElevenLabs Partners with
Matthew McConaughey
and Michael Caine for

Al Voice Licensing

The collaboration includes
McConaughey joining as an
investor and the launch of the
Iconic Voice Marketplace, a
platform enabling ethical
licensing of celebrity voices for
creative projects.

The marketplace targets
established celebrity voices
requiring individual licensing
arrangements rather than
automated usage.

U 44
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Text

Single Image

Multiple
Images

Video

3D Scene

AP HOGESCHOOL
ANTWERPEN

-

.

~
Marble

World —
Model

/

Image

Video

(Gaussian
Splats

Mesh
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0:20 0:40

AP | Qﬁ%‘ﬁ?ﬁ?ﬁ"” 4/02/2026 Powerpointsjabloon AP 50




Virtual Production

A Immersieve omgevingen met
nauwkeurige controle over verlichting en
reflecties

A Kosten- en tijdbesparingen op schaal
(bv verplaatsingskosten)

A Creatieve flexibiliteit en real-time
samenwerking

A Mogelijkheid om verlichting te
synchroniseren met de geprojecteerde
inhoud

A Integratie met CGIl en motion capture
workflows

AP | v
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SAM 3D (META)

A P AP HOGESCHOOL
ANTWERPEN
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Indonesia's Film Industry Adopts Al for Budget
Filmmaking

The average Indonesian
film budget is $602,500. If
Al reduces that to $400,000
while malntalnln? _
comparable quality, studios
can produce more films with
the same capital. Whether
audiences want more films
or just better films remains
unclear.
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