
What happens when we increasingly rely on social media and 
the web for nearly all our information? What information do we 
see, and what do we miss? How do we know if a picture or a 
tweet is genuine or truthful? And what can we do if we can’t 
be sure?

Information travels quickly and easily, maybe too easily, and  
it reaches far and wide. We haven’t yet fully analysed or under-
stood the scale of the social, political and cultural impacts of 
this supersonic speed and amplification.

Not only do we have many more channels to receive and share 
content, the way that content reaches us has also changed: 
from newsfeeds to influencers, the people and methods  
involved in producing, transferring and storing info and data 
have multiplied, not to mention the number of companies  
making big business out of it. All these factors combined can 
make it difficult to distinguish fact from fiction, which sources  
to trust and of which to be wary.

An eye - catching, self - learning installation on  
data and privacy you can easily set up and host 
for your own event, organisation or space.

Whether it’s through a Twitter bot or a deepfake, we are all  
surrounded by high frequency information impulses, often not 
visible to us. As users and consumers of online content, we are 
no longer neutral or passive receivers of information. We can 
also be its main channels of distribution and proliferation.

At any age we need to be aware of how misleading information  
can be shared and amplified by the tools we use. For young 
people especially, apps and social media are second nature, 
and many don’t stop to check before sharing with friends. Re-
search shows that even older people struggle to tell the dif-
ference between genuine and questionable information – and 
share more than any other age group. 



In 2022, The Glass Room developed a banner exhibition, which 
is much larger scale than it’s Poster and Easyprint versions. This 
version is intended to be shown outdoor, as it is mounted on 
metal fences, but depending on the set-up, it can be adapted 
to fit most spaces.

It’s easy and relatively simple to set up, so just about anyone can 
host their exhibition and start a conversation on data, privacy 
and information. Generally, visitors browse the exhibits for be-
tween ten and 15 minutes.

The intervention works best in busy public spaces, where  
people can spend a few minutes looking at the banners. Along-
side the exhibition visitors can pick up a Data Detox Kit – an 
easy - to - read printed guide to data and privacy, so they can take 
practical steps to improve their digital lives.

Hosting the Glass Room Misinformation Edition

It works as a stand-alone installation – all the exhibits have  
simple explanations.

But it works even better if there is one or more people on hand 
as “Data Detox Ingeniuses” to explain the exhibit or give tips 
and advice on online privacy.

A Glass Room Community Edition event requires sufficient 
space to install 3 to 6 fences of 3.5 metres each and a transit 
area for visitors. A Glass Room event can be as short as a day 
or can be two weeks or more – it’s up to hosts to decide what 
will work best for them.

In this exhibition you can explore how social media and the 
web have changed the way we read information and react to it. 
Find out about the new types of influencers, the new and old 
tactics they use, and the role we the users and consumers play 
in the way information flows and changes within that flow. We 
also examine the relationship between personal data, targetting 
and our opinions, views and behaviours, as well as the business 
models behind it.

So far, there have been over 375 Glass Room Community 
Edition events around the world, reaching over 270,000 
people. So when you host a Glass Room Community Edition 
event, you join a global conversation on data and privacy.

You can see where other events are taking place at  
www.theglassroom.org.

In this exhibition – aimed at young people as well as adults –  
we explore how social media and the web have changed the 
way we read information and react to it. Learn why the term 

“fake news” is as much a problem as the news it describes. 
Dive into the world of deepfakes, which are now so realistic 
that they are virtually impossible to detect. And find out why  
social media platforms are designed to keep us hooked, and 
how they can be used to change our minds. 

Pick up a free Data Detox Kit, which reveals how to tell facts 
from fiction and why it benefits everyone around us when we 
take a little more care about what we share.



Dimensions

Possible assembly 
variations

lowest reading height 80cm

average reading height 180cm

banner width 340 cm
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 · Standard construction site fence
 · fence size: 200 x 350 cm 
 · banner size: 173 x 340 cm
 · eyelets every 50 cm 
 · requires plastic cable ties to attach  
the banners to the fence: 
370 mm x 4.8 mm, transparent

 · cement blocks secure the fence 

The Misinformation Edition Outdoor ver-
sion has a total of 6 banners depending 
on the space available, you can display 
the entire set or only a selection. You can 
choose to display the posters single-sided 
or double-sided based on the amount of 
space available.

You can adapt the structure of the exhi-
bition to your spatial circumstances and 
organise the fences e.g. as:

 · closed geometric figures
 · open figures that can be entered and 
show posters from both sides

 · a long row, with posters on one or both 
sides.

6 banners | 18 sq mtr

3 or 6 banners
12 sq mtr

4 banners
12 sq mtr

2 or 4 banners
11 sq mtr

3 banners
11 sq mtr

6 banners hanged all on the same side on 6 fences or on 3 fences on both sides 
(the exact angles and length must be determined to guarantee stability)
35 sq mtr (6 banners version)

6 banners hanged all on the same side on 6 fences or on 3 fences on both sides 
(Fences can be set in a straight line) | 24 meters length x 3 meters width
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Smartphones are fun and useful. But they’re powerful 
tools of seduction. Every feature, colour and sound 
has been ‘optimised’ by teams of designers and 
psychologists to keep you hooked and coming back 
for more. And these persuasive designs are not only 
found in your smartphone, but also tablets, computers, 
gaming consoles, smart home appliances – you name 
it. Check out some of the persuasive design strategies 
below. How many of them look familiar?

We all know that warm, fuzzy feeling 
when someone likes your post. Simple 
design tactics can feed into this sense 
of validation, even if it’s knowing that 
someone is typing a response.

Can you think of an app where one of these 
design tricks is used?

The Typing Bubble
An animated bubble that indicates someone 
is typing in real time, building anticipation. 

The Read Receipt
Sent / Delivered / Read. Visual cues to show 
the status of a message.

The Loot Box
Gaming currency or money that can be traded 
for a randomised, possibly rare, return.

The Like
Whether it’s a thumbs up or a love heart, these 
features are the ultimate dopamine boost.

It rewards you 
for everything

Content that makes you feel fearful, 
disgusted or angry is most likely to 
become viral – whether it’s true of 
false. Be it from product reviews, 
shocking news or a life hack, the 
internet is made for these bite-sized 
chunks of information. 

Can you remember the last time you shared 
something because it made you think “Wow!”?

The Click Bait
The use of sensationalist, dishonest of made-
up headlines designed to make you click and 
share.

The A / B Test
A/B tests track engagement, change head-
lines, layout, design and content based on 
what gets the most attention.

The Viral Meme
A combo of image and text, designed for 
quick re-shares. They provoke a reaction and 
hold your attention.

It makes you 
feel emotional

Do you want to be more popular? 
Quantifying friends and interactions 
means that you will naturally spend 
more time online to try to expand your 
social circle.

Do you remember the last time you shared 
something that went viral? 

The Follower Count
A simple way to display popularity within 
a platform. Little is done to differentiate 
between real people you know and care 
about and people you won’t remember 
tomorrow.

The Experience Meter
A progress count on social apps and 
role - playing games that shows a dedication 
to the platform.

The Boosted Post
Viral or not, reblogging, retweeting or 
otherwise having your content shared by 
others is one of the strongest ways to indicate 
social acceptance.

It makes you feel like 
you’re getting ahead

Whether hanging out with friends, 
online or in a game, you want to feel 
like you belong. Designing apps as 
social hubs, with all of the trends and 
challenges of everyday life, means 
you will want to get involved.

Have you ever stayed on your phone too long 
because you didn’t want to lose your streak?

The New Trend
Setting new trends with an app, such as 
stickers, filters or rewards, generates higher 
sign-up rates and boosts popularity.

The Online Indicator
A visual cue to show others are available, 
ready and active online – even if that might 
not be the case.

The Streak
A tool that measures ongoing engagement 
and loyalty. Longer streaks are rewarded  
with visibility and generate pressure to 
compete with others. Lose your streak and 
you have to start over.

It gives you FOMO  
(fear of missing out)

Sounds and movements can create a 
strong sense of urgency. You may find 
yourself especially sensitive to alerts, 
vibrations and visuals. Content that 
makes you feel fearful, disgusted or 
angry is most likely to become viral 
– whether it’s true of false. Be it from 
product reviews, shocking news or a 
life hack, the internet is made for these 
bite-sized chunks of information.

When was the last time you checked your 
phone because you felt it buzz?

The Sound Alert
A ring, a quack or a loud vibrate; sonic 
nudges demand attention.

The Smart Notification
An alert that responds directly to your needs 
and schedules, trained by machine learning 
and artificial intelligence, maximises the 
chances that you will respond.

The Smartwatch
Spreading notifications across devices, 
such as a wearable smartwatch, means 
notifications are never far away and always 
in the back of your mind.

It makes everything 
seem urgent

There is no dead end on the internet. 
Frictionless design combined with 
bottomless content means that you 
can stay online for hours even without 
thinking about it. We all know that 
warm, fuzzy feeling when someone 
likes your post. Simple design tactics 
can feed into this sense of validation, 
even if it’s knowing that someone is 
typing a response.

When was the last time you swiped and scrolled 
without thinking? 

The Autoplay
An automatic, tailored content generator 
that serves you something new before you 
have a chance to turn away.

The Checkpoint
Milestones in games and apps (such as a 
usage streak or level) create an urge to keep 
going.

The Infinite Scroll
Popular among social media apps, the 
never-ending feed of content that ensures 
trance - like engagement.

Pull to Refresh
A pull and release technique used in slot 
machine games that translates perfectly 
onto the smartphone screen.

It makes it easy  
 to keep going

Should we be blaming  
ourselves for not being able 
to put down our phones?

WATCH THE 
ANIMATION

 HOW YOUR PHONE IS DESIGNED 
 TO GRAB YOUR ATTENTION 
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As a product of the information age, smartphones 
promote communication and make our lives more 
convenient. They have quickly become an “intimate 
companion”, while sucking up more and more of our 
time. In the past, we assumed that addiction was mostly 
chemical, but now we know behavioural addiction is 
real: each day, people spend at least three hours on their 
phones. In 2019, Chinese netizens spent an average of 
5.69 hours a day on their mobiles, a fivefold increase 
since 2017. This project aims to make people more 
aware of the time they spend on their phones, and 
encourage them to use them less.

For most of us, our mobile phones are with us nearly 
all the time: either in our hands, in our pockets or by 
our bedside when we sleep. Worldwide, people spend 
an average of 7 hours looking at a screen each day. 
The majority of this time, 3 hours 17 minutes is spent 
on mobiles.*
Recent iPhones and Android devices have built-in apps 
that allow you to check how much time you spend on 
your phone. On this poster, you can add your own 
screen times – anonymously of course – alongside lots 
of other people’s screen times, so we can all get a 
picture of how much we are attached to our phones.
* https://www.comparitech.com/tv-streaming/screen-time-statistics/

How to find your  
Screen Time information

If you have an Android phone

1. Go to Settings, then to  Digital Wellbeing & Parental Controls. 
You’ll see a big circle showing your viewing number for today.

2. Press on the circle and you’ll get a different screen with a bar 
chart and today’s date.

3. By the date, press on the left arrow to show your total screen 
time for yesterday  – your last full day, and take a note of it.

If you have an iPhone

1. Go to Settings, then to  Screen Time.
2. Go to  See All Activity.
3. At the top select “Day” view.
4. Start scrolling down and a banner will appear at the top with 

today’s data. Click the left arrow to show yesterday’s data.
5. You should be able to find your daily screen time usage. 

Please take note of it.

Please note 
These apps are only available on iPhone iOS 12 (September 
2018) or later and on Android version 9 (August 2018) or later.

Then on the poster

Starting at the inside of the circle, draw a line towards 
to outside of the circle, until you reach the number that 
corresponds to your daily screen time average. 

Have you ever 
wondered how much 
time you spend on 
your mobile phone?
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 HOOKED  ARE YOU HOOKED? 
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Everyone shares—though some more than others. Do we always know the true nature of 
the content we like, endorse or forward? Social media and the internet allow information to 
flow freely in all directions, whether it’s true or false. In fact, misinformation is often carefully 
crafted to grab our attention, making it more likely to be consumed and shared. We are the 

ones  who make it influential. It all starts with one like, click or share.

Everyone sees and judges things differently. Our ability to exchange opinions and adapt our 
own views is crucial for our communication with friends, family, strangers, institutions and 
organisations. When stories that are designed to mislead or provoke are added  to the mix, 
it makes it even harder to have a conversation. When the ability to discuss  and rework our 

perspective decreases, so does our empathy towards others, further dividing us all.  

We are more connected than ever, continuously circulating content by viewing, ranking, liking 
and sharing. Some of the larger social platforms and services connect up to a quarter of the 
world’s population within a single app. Should connecting people at such an unprecedented 

scale make those enabling it responsible for the consequences?

It leads to uncomfortable 
conversations with my friends and family

It makes me more defensive  
of my views

It wears me out emotionally

It makes me more confused 
about complex issues

It increases my anxiety 
in times  of crisis

It sticks in my mind and becomes 
hard to ignore

It makes me feel isolated 
or estranged

It makes it seem like there’s only one 
way to see and understand things

It leads to doubt about 
verified stories

It weakens our tolerance  
for others’opinions

It intensifies mistrust towards specific
people, institutions or organisations

It clogs information channels and disables
our ability to address important issues

It leads us to dismiss credibility based  on
skills, experiences and expertise

It distorts our ability to distinguish  facts 
from falsehood

It seems professional

Imposters can make misinformation seem legitimate. 
A quick name check may not be enough to find out the 
real origin of a story. We are often inclined to click on 
something that has a “badge of approval” or the word 
“safe” or “verified” on it.

What is the source of the information, and why 
should I trust it?

It confirms what we think

We often seek out and read information that confirms 
our own perspective. This creates environments where 
our own beliefs are amplified and reinforced through 
repetition. These “echo chambers” can increase social 
and political polarization.

Just because this information fits with my own 
beliefs and ideas, does that make it true?

It seems to shed new light on a story

Facts, headlines and images can be taken out of context 
and used to falsely frame an issue. It might seem like 
“new” information is supporting a story, but it might 
actually be old or unrelated.

Is this “new” insight really new to the story, or is it 
recycled from something else?

It seems authoritative and justified

Original source materials, quotes and references can 
make a story or argument credible. But just because 
bits of truthful information are used to support a story 
doesn’t mean the story itself is true.

Do the facts presented support the opinion 
expressed?

It makes us laugh

Memes and satirical sites are popular on the internet, 
and for good reason. But even though they might come 
with disclaimers, many people believe them. In some 
cases, the false claims go viral and are never fully 
debunked.

It might be intended as a harmless joke, but how 
might others interpret it?

It’s shocking or amazing

Clickbait are headlines or texts designed to draw our 
attention or entice us to click on a link. Their main goal 
is to get traffic to websites for marketing purposes. 
However, if the clickbait stories are false, this can 
rapidly spread misinformation.

Schoolchildren befriending wild bears?! Is this just 
a suspicious link?

It confirms our deepest suspicions

Sometimes a story might seem to connect the dots or 
uncover evidence that proves a theory we might have 
always had. Often this information runs counter to 
mainstream narratives. The aim is to lure us away from 
the accepted worldview by revealing what others don’t 
know or are trying to hide.
 
Is that “hidden truth” backed up by solid 
evidence?

Number of WhatsApp and Facebook 
users in relation to the world’s population

Profit and control-driven design

Platforms make money by monetising data, in 
particular personal data. Everything you do counts: 
how you view, click, like and share. To optimise their 
collection of data and therefore maximize their profits, 
the services are designed to keep you engaged, make 
you interact and share your opinions. This frictionless 
design allows content  to flow freely and far, creating  
a path for misinformation as well.

The spread of misinformation

In an attempt to reduce the spread of misinformation, 
WhatsApp limited the amount of times a message 
could be forwarded. Content can now only be 
forwarded with five chats at a time. In countries where 
news circulates primarily on WhatsApp, sharing 
restrictions can have a large impact on how information 
spreads.

Profit and control-driven design

Platforms make money by monetising data, in 
particular personal data. Everything you do counts: 
how you view, click, like and share. To optimise their 
collection of data and therefore maximize their profits, 
the services are designed to keep you engaged, make 
you interact and share your opinions. This frictionless 
design allows content  to flow freely and far, creating  
a path for misinformation as well.

“Corporations, at least in social media land, are 
optimizing, maximizing revenue. You maximize 
revenue, you maximize engagement. To maximize 
engagement, you maximize outrage.”

Eric Schmidt, former CEO of Google 
– YouTube’s parent company

6 January 2022, on the Armchair Expert podcast

Five chats at a time still goes a long way

        WE ALL SHARE                    WE ALL HAVE OPINIONS  WE ARE ALL CONNECTED 

What makes us share content? How do you feel misinformation impacts you? What is the true cost of connecting everyone?

THEGLASSROOM.ORG

THE GLASS ROOM 
EDITION

Co-funded by the 
European Union

Project by

In collaboration with

Exhibition design by

Project Partners

WANT TO FIND OUT MORE? 

Visit the online version of this exhibition 
by scanning the QR Code. Pass it on!

We hear a lot about misinformation,disinformation and 
conspiracy theories these days. But what makes a piece 
of information reliable or unreliable? Is something 
“misinformation” if it simply presents an opinion we don’t 
agree with? And what role do new technologies and social 
media platforms play in how misinformation spreads and 
the impact it has on our culture, politics and society?

This exhibition explores what misinformation is, why it’s 
shared and how it spreads. Find out how we, the individual 
users, take part through our many clicks, likes and shares. 
Learn about the business models, design practices and 
habits that create an environment where misinformation 
can spread or go viral. And understand how misinformation 
becomes normalised, and how the decisions made by the 
gatekeepers of technologies can influence our behaviours 
and opinions.

Along with the exhibition, our free Data Detox Kit reveals 
different ways misinformation disguises itself and gives 
you practical tips on how to find verifiable information on 
the internet.

https://theglassroom.org

In the digital world, the movement of your mouth 
can be altered, the sound of your voice can be 
replicated, the content of your speech can be 
beautified, too. Your mouth is like a blank canvas 
that can be made to express literally anything. Is 
there anything you wouldn’t want people  to think 
you said? Or that you would like to say but can’t? 
Now deepfake technology can change all of that.

In India in early 2020, a local politician created a deepfake video of 
himself that was distributed widely on WhatsApp, which made him 
seem like he was speaking a language he did not know.

Your 
Speech

Deepfake videos can make your body move in 
different ways – your arms, legs or your whole body 
can be seen doing things it normally can’t. This 
technology can be fun but it can also be used by 
others to make your body do things you never did.

Recent research from the University of California Berkeley shows 
how deep learning algorithms can transfer a professional dancers’ 
moves onto the bodies of amateurs. This same technology is used by 
some advertising companies to produce ads that are personalised for 
different users by presenting them with body types and movements 
tailored to their online preferences.

Your 
Body

Fun video filters on social media can already swap 
your face in a video with a cute animal or your 
favourite film star, or can transport your face into 
different scenarios. 

Today more than 95 % of these types of deepfakes put people’s 
faces into unpleasant and compromising positions on other people’s 
bodies. Consider which real - life scenes you would not want to be 
transferred into, like parties, protests or even riots that you were 
never at.

Your 
Face

Automated actions like auto - fill already help us send 
quick replies or fill in forms without us having to 
think about what to do or say – but how does this 
change who we are to others?

Gmail’s Smart Compose can write practically anything in your name 
and imitate your personal writing style: it can finish emails for you, 
respond to your colleagues or members of your family, it might even 
flirt for you.

Your 
Personality

Will we eventually get used to creating digital 
versions of ourselves from different periods of our 
lives as easily as we upload our DNA to ancestry 
services or create a realistic 3D- printed model? Will 
we be able to make ourselves digitally available 
forever?

In the film industry, the use of digitally augmented humans such as 
the appearance of a digital Carrie Fisher in 2016’s Rogue One: A 
Star Wars Story may become the norm. Think of holograms used to 
create new “live” performances by deceased artists. What would 
your future afterlife video look like?

Your 
After Life

There seem to be no limits to how we can improve 
the way we present ourselves. In fact, we don’t have 
to be ourselves at all. Are you always sure that the 
person you are watching in a video is real?
 
The project “thispersondoesnotexist.com” shows how easy it is to 
create realistic but fake portraits of humans. What happens if we 
start to see videos with people taking part in political events that 
never happened? 

Your 
Memory

How will deepfake video technology  
change “your” life and how will it change   

how we see others?

WATCH THE 
ANIMATION

 DEEP FUTURE 
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Google collects, stores and processes unprece-
dented amounts of data. The types of data shown 
below represents only a small portion of what  
Google can gather and interpret across its apps  
and services. Google knows a lot about us and 
what we do each day. But how much does Google 
know about the behaviours and patterns of the  
whole world?

You can find detailed information about your own 
data in your Google account settings. There you can 
see the many types of data Google collects from 
you. Now imagine what kinds of insights Google 
has on all of its users from a global perspective.

Google’s View
These are  Google’s ten most popular apps  and 
services. Each of them has between one and four 
billion users. We use these popular Google tools 
because they make our lives more efficient, more 
accessible, more participatory, smarter, better 
connected, and more entertaining. Some people 
use only one app or service and some people use 
them all. Which ones do you use?

Our View

 Google’s main source of income  is the sale of 
ads, which they tailor and target to different users 
by leveraging the data they have on billions of users 
worldwide. This small infographic shows how much 
money Google made on ad sales between 2001 and 
2020. What else Google gains from this business 
model besides monetisation of users personal data? 

Google  
Revenue

Google’s Products and Users

We don’t know how detailed infor-
mation about all the users of interent 
Google possess and how are they 
using it.
We we do know is that their capacity to 
collect and analalyse such information 
on a global scale is unprecedented.

10 most popular Google services are used by 20 Billion users 
in total thats almost 3 times world population. Maximum 5.3 
billion people are using internet globally.

Above you will find a list of all the products that 
Google have acquired and created since 1998. All 
of these  295 services  provide additional data 
for Google on its users and their actions. Can you 
recognise products in the list that you are using?

There are 5.3 billion internet users globally — and 
a majority of them are in some way or another 
connected to one or more of Google’s services. 
The graph in the centre represents how we can 
imagine that they may be interconnected. For 
example, Search, Android and Chrome all have 
above 3 billion users, which means Google collects 
and analyses data from the vast majority of internet 
users worldwide.

 ADS AND ANALYTICS 

AdSense / AdWords Editor / Catalogs / Data Studio / DoubleClick by 
Google / FeedBurner / Firebase / Google Activity Report / Google Ad 
Manager / Google AdMob / Google Ads / Google Analytics / Google 
Contributor / Google Correlate / Google Display Network / Google 
Fusion Tables / Google Marketing Platform / Google Ngram Viewer 
/ Google Offers / Google Shopping Campaigns / Google Surveys / 
Google Think / Google Trends / Google Optimize / Google Shopping 
Actions

 ANDROID 

Android Auto / Android Enterprise / Google Pay / Play Protect

 DEVELOPER PRODUCTS AND TOOLS 

American Fuzzy Lop / App Testing / Bazel - build system / Cloud Com-
puting / Dart / Devices / Engagement / FlatBuffers / Flutter / Game 
Services / Gerrit / GN / Go / Google Accelerated Mobile Pages (AMP) 
/ Google App Engine / Google Charts / Google Closure Tools / Goo-
gle Code / Google Developers / Google Guava / Google PageSpeed 
Tools / Google Public DNS / Google Search Console / Google Web 
Toolkit / Googletest / Grasshopper / Growth / Maps + Location / Mes-
saging + Notifications / Monetization / Monitoring / OpenSocial / 
Payments / Sign in + Identity / Storage + Sync / TensorFlow - Machine 
Learning / The Physical Web / Translator Toolkit / WebP / WebPageTest 
/ WebRTC

 DEVICES 

Android One smartphones / Android TV / Chromebook / Chromebook 
Pixel / Chromebox / Chromecast / Chromecast Audio / Chromecast Ul-
tra / Connected Home / Galaxy Nexus / Google Glass / Google Home 
/ Google Home Mini / Google Nest / Google OnHub / Google Search 
Appliance / Google Station / Google TV / Google Wifi / Nexus 10 / 
Nexus 4 / Nexus 5 / Nexus 5X / Nexus 6 / Nexus 6P / Nexus 7 / Nex-
us 9 / Nexus One / Nexus Player / Nexus Q / Nexus S / Pixel / Pixel 
2 / Pixel 2 XL / Pixel 3 / Pixel 3 XL / Pixel 3a / Pixel 3a XL / Pixel C / 
Pixel Slate / Pixel XL / Pixelbook / Wear OS by Google

 OPERATING SYSTEMS 

Google Blogger / Google Digital Garage / Google Domains / Google 
Get Your Business Online / Google Hire / Google Manufacturer Center 
/ Google Merchant Center / Google My Business / Google Primer / 
Google Tag Manager / Google Web Designer / Navlekha

 GROW YOUR BUSINESS 

Android OS / Android Studio / Chrome OS / Glass OS / Google Du-
plex / Google Fuchsia / Google Input Tools / Google Japanese Input / 
Google Now / Google Photos Backup / Google Pinyin / Google Tool-
bar / Google Trends Screensaver / Nik Collection / Password Checkup 
Chrome Extension

 SEARCH AND EXPLORE 

ATAP – Advanced Technology And Projects / Fabby / Live Transcribe / 
Motion Stills / Selfissimo! / Storyboard / Build with Chrome / Chrome 
Web Store / Constitute / Earth / Google 3D Warehouse / Google 
Ad Grants / Google Alerts / Google Art Project / Google Assistant / 
Google Book / Google Bookmarks / Google Chrome / Google Cloud 
Search / Google Code Archive / Google Creative Lab 5 / Google Cul-
tural Institute / Google Custom Search / Google Dataset Search / Goo-
gle Enterprise Search / Google Express / Google Finance / Google 
Flights / Google Goggles / Google Hotels / Google Images / Google 
Maps / Google Maps Gallery / Google Maps Platform / Google Mars 
/ Google Moon / Google My Maps / Google News / Google Patents 
/ Google Person Finder / Google Podcasts / Google Product Search / 
Google Project Sunroof / Google Public Data Explorer / Google Santa 
Tracker / Google Search / Google Search Help / Google Shopping / 
Google Sky / Google Street View / Google Transit / Google Translate / 
Google Video / Google Web History / Google.org / Maps Navigation 
/ Neighbourly / One Today / Poly / Scholar / Shopper / Smarty Pins / 
Waze / Waze Local / Zygote Body

 STAY ORGANISED 

Google About me / Google Account / Google Collections / Google 
Fit / Google My Activity / Google Pay Send / Google Photos / Google 
Wallet

 TALK AND TEXT 

Blogger Mobile / Google Duo / Google Fi / Google Hangouts / Goo-
gle Shoelace / Google Talk / Google Voice / Hangouts Chat / Messag-
es / SMS Channels / Speak to Tweet / Who’s Down

 VR AND AR 

ARCore / Cardboard / Daydream / Google Earth VR / Google Expedi-
tions / Google Lens / Google Tour Creator / Google VR / Sky Map / 
Tango - augmented reality

 WATCH AND PLAY 

Google Cameos / Google Cast / Google Music Timeline / Google Play 
Books / Google Play Games / Google Play Movies & TV / Google Play 
Music / Google Play Store / Quick / Draw! / Stadia / Yinyue / YouTube 
/ YouTube Gaming / YouTube Kids / YouTube Music / YouTube Red / 
YouTube Remote / YouTube Studio / YouTube TV

 WORK SMARTER 

Chronicle / Cloud Console / Files by Google / Gboard / Google  
Authenticator / Google Classroom / Google Cloud / Google Cloud 
Print / Google Design / Google Fonts / Google One / Google Safe 
Browsing / Google SketchUp / Google Tasks / reCAPTCHA / Scrubbies 
/ Snapseed / Tilt Brush / Titan Security Key

 WORKSPACE 

Apps Script / Calendar / Gmail / Chat / Cloud Search / Google Con-
tacts / Currents  / Docs / Drive / Endpoint / Forms / Google Groups / 
Hangouts / Jamboard / Meet / Keep / Sheets / Sites / Slides / Vault / 
Work Insights

 GOOGLE SOCIETY 

Content Overview

Intro poster

A poster introducing the exhibition.  
It includes a QR code which links to the 
online exhibition...

How Your phone is Designed  
to Grab Your Attention

A visualisation that explores the tricks and 
techniques used by online apps and tools to 
keep us dependent on our mobile phones.

Hooked / Are you Hooked?

These visualisations explore the time we spend 
on our phones. Visitors can anonymously add 
their own screen time data to the banner.

Misinformation Tryptic

This visualisation defines the different types of 
misinformation and questions why it spreads.

Deep Future

A visualisation considering the different ways 
deepfake technology could change our lives.

Google Society

A visualisation exploring Google’s parent com-
pany Alphabet, and what they know about us



Setting up the Outdoor Version

1. When you are ready to put up the banners, we suggest first 
laying the fence down on the ground, and aligning the top of 
the poster with the top of the fence.

3. Once you have mounted the banners using the cable ties,  
lift up the fence and place it in the concrete blocks. 

5. On the interactive poster, Are You Hooked, attach the mask-
ing tape to the top of the poster using a cable tie or string. 

There are QR codes on certain posters which will take the visi-
tors to the digital exhibition, so they can explore further.

2. With the banner laying flat on the fence, use the transparent 
cable ties to attache the banner to the fence, pull as tight as you 
can, to create tension. Then, cut off the excess. 

4. You can use metal stabilizers to hold the fences in place. 
These should be provided by the fence rental company.



Project by Project Partners

Co-funded by the  
European Union

In collaboration with Exhibition design by

Our easy guide to online privacy and wellbeing for visitors 
to take away with them.    

The new version has four chapters – Control, Shift, Escape and 
with a new special chapter on Misinformation – and can be 
printed on four sheets of double sided A4 paper.

We’ll send the PDFs for you to print out. 

Alongside the exhibition assets we’ll send you a full set up  
manual and resources for running your own workshops.

And we’ll also send you an evaluation survey to send back to 
us after the event – telling us how it went, how many people 
attended and your experience of hosting the event that we can 
share with others.

If you want to host your own Glass Room event, please contact 
us at events@tacticaltech.org, and we will get back to you 
with full details.

Data Detox Kits

As a host you need to provide:

 · Metal Fences (200 x 350 cm)  
Depending on how many banners you would like to  
exhibit, and in what format, we recommend renting between 
3-6 fences. Please also rent cement blocks to stabalise  
the fences.

 · Space to install 3 to 6 fences of 3.5 metres each and a 
transit area for visitors. 

Two or three people  
to set up – it normally takes around one to two hours.

 · A pack of 100 cable ties  
370 mm x 4.8 mm, transparent.

 · Black or coloured masking tape (25 mm width) 
You can use different colours if you’d like


