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A

W ORD F ROM TH E PRESI DENT
It's with great pleasure that we publish this first SmartGuide aiming at educating and informing those
involved in the retail side of the new “advanced” TV market.
In recent high level conferences organised by Display Search and Meko in Los Angeles and the
Hague respectively, centred on the latest display technologies, it was constantly underlined by
Analysts and Vendors that a key way to develop the market is through giving more information
& educational tools to resellers.
It was repeated that buyers are ill-informed most of the time, and that while end users should be
informed and educated, it is up to sales representatives in retail stores to better inform their clients.

Gérard Lefebvre
Publisher

This guide aims to do just that. We hope, through this work, to “grow the pie” in order that everyone
may have a bigger piece!

E D IT O RIAL
Until recently, choosing a TV was relatively simple. Over the past 20 years, most TV’s had the same
basic shapes and features, and one chose primarily according to price, brand or image quality.
In recent times however, consumers have been dazzled with an increasing number of choices: firstly
with 16:9 format, then the onset of Plasma, and more recently LCD TV. Added to this is the Digital TV
change-over in Europe and the soaring interest for High Definition TV.
Through digital convergence, video sources are expanding at an exponential rate. In addition,
technologies used in the production of TV screens are galloping ahead so fast that the average punter
has no way of keeping up.

Richard Barnes
Editor in Chief

In the retail space, it has become correspondingly difficult to advise potential buyers, with a result that
the latter may well leave unsatisfied.
This SmartGuide is dedicated to you, on the sales side of the equation. It aims to give you the tools
to have the upper hand - up against the ill-informed opposition, to clinch more sales, and to sell up,
with happier customers to boot.
We sincerely hope it becomes an indispensable part of your selling process.

For those who don’t yet know Cleverdis: Until recently, Cleverdis was primarily known in the corporate and industrial
spheres as a worldwide authority on Display and Digital technologies and applications. Today, with the onset of digital convergence and the
cross-over of technologies between corporate and consumer bases, Cleverdis is today playing a key role in the education of the broader market
through the production of specific guides and reports centred on digital convergence and display technologies as well as how the latter may
be applied in various vertical markets.

www.cleverdis.com
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CHAPTER 1

MARKET EVOLUTION
AND TECHNOLOGIES
Understanding how the market and technologies work is one of the
first things to get a grip on when selling “Flat” TV’s. What is the real
pick-up rate of LCD and Plasma TV’s and what are the real stakes in the
establishment of Digital TV in Europe? How do LCD and Plasma work?
Another important factor influencing the sector is how TV’s will be getting
to market: how the use of distribution channel is changing. Understanding
these factors are some of the keys to your success.
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Meko Ltd
134 Upper Chobham Road - Camberley
Surrey GU15 1EJ - UK
Tel: +(44) 01276 22677
Fax: +(44) 01276 64004

Meko is a specialist market research consultancy and publisher whose topic is “moving pixels”. The
company combines technical and product understanding with practical experience of the world of
high technology marketing. Meko's aim is to be the major source of advice and data for companies
that are involved, or interested, in the European display market. DisplayCast Advanced TV Service:
The DisplayCast Advanced TV service provides comprehensive, actionable information designed to
help plan current and future sales and marketing strategies. Available from just one source for a
single, fully inclusive fee, the service focuses on the major European markets and will act as your very
own virtual market research department. Subscribers to DisplayCast ATV benefit from a wide-range
of marketing information - from pricing details to analyses of key market and technology issues.

> M ARKET
“ONE OF THE MOST SIGNIFICANT FACTORS FOR
PURCHASING WHAT WILL BE THE MAIN TV FOR THE
HOUSEHOLD IS THE DESIGN OF THE SET.”
Interview with Pete Gamby, Director and Editor of Display Monitor

Pete Gamby: The market is already in a
phase of significant change with the uptake
of flat panel TV technologies by consumers
now beginning to show consistent signs of
growth.
There
has
been
some
disappointment amongst the component
and set suppliers about the speed with
which consumers have adopted LCD TVs
but this is now changing. The proliferation
of brands, improvements in picture
performance and of course ever-declining
prices have all helped this. As we head into
2005, we can expect sales of larger LCD
TVs to start to accelerate as supply of the
panels for these products increases.
To some extent, we can expect to see a
levelling off in sales of smaller sets as the
competition from CRT in this segment will
continue to be fierce.
Also, those that have moved into the LCD
TV market early have tended to buy the
products as the second or third TV in the
house and these have been in the less than
21 inch category. As plasma TV
performance continues to improve in terms
of lifetime, power consumption and
contrast ratio, it is being more and more
widely accepted as *the* large format TV
to own. We're expecting strong growth
here as panel availability continues to

6

grow throughout 2005, helping to drive
down costs and thus the price that the
consumer will pay. But CRT TV should not
be forgotten. Although we are expecting to
see a decline in sales of curved screen sets,
our forecast shows solid growth in the flatfaced CRT TV set market.
Cl.: When selling flat TV's it is evident that
price is not the most important thing to the
buyer. According to your research, what
are the most important elements and how
do they differ from one retail model to
another?
P.G.: Looking at the in-store purchase, one
of the most significant factors for
purchasing what will be the main TV for the
household is the design of the set. To some
extent, it needs to look as good when it's
switched off as when it's showing the latest
Disney DVD!
One of the problems facing the major
consumer electronics stores is that CRT TVs
are quite tolerant of poor signal sources.
Typically, a shop will have a single feed
going to many sets via low-cost splitter
boxes. For CRT, a comparison from one set
to the next when viewing such a poor
quality image is acceptable to most buyers
because they know that the signal they
have at home will be better.
However, when they see a comparatively

SMARTguide November/December 2004

PRICE IS NOT EVERYTHING IN SELLING TVs
Price
Sales Tax
Sales Person
Presentation
Demo Units
Side by Side
Comparison
Immediate
Availability
Delivery Cost
Secure Purchase
Extended Payment
Terms
Wide Selection
Many Options
Shopping Hours
Buying Pressure
Excellent

Good

Average

Poor

more expensive flat-panel TV that also has
a bad picture, they can be put off buying
because it is perceived that it’s the
technology that is no good.
For the on-line retailers, comparison of
features against price is all important for
the buyer. That feature set will include
delivery terms and warranty of course.
There seems to be a barrier in some
countries as to how much a consumer will
spend on goods without being able to see
and touch the product. This ability to

www.cleverdis.com
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Cleverdis: Could you give us a general
overview of the European TV market
heading into 2005?
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Pete Gamby, Director and Editor of Display Monitor After studying Computer Science at Hatfield Polytechnic,
Pete joined Mitsubishi Electric as a PC support engineer, progressing to the position of Display Products marketing
manager. Moving to Nokia's Display Products Division as marketing manager, Pete was instrumental in growing
the company's UK business by 200% within a year, helping to secure contracts with major corporate clients.
Following the acquisition of Nokia's monitor business by Viewsonic, Pete moved on to work as UK Product
Marketing Manager for Maxdata. Pete joined Meko in 2000 and was appointed as a director in 2001.

PETE GAMBY
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appreciate the performance of the product
is especially important when buying the
household's main TV set.
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Cl.: How are the different TV technologies
evolving in Europe?
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P.G.: As we've noted already, there is still a
strong market for CRT-based TV sets and
these will account for more than 85 per
cent of set sales in 2005 and more than 80
per cent in 2006.
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Cl.: How are LCD and PDP TV sales broken
down between regions, and why?
P.G.: The adoption of flat TVs across the
different countries that we report on
broadly reflects the general economic and
demographic conditions of those countries.
For example, the UK economy has
remained quite strong in recent years and
thus sales of plasma TVs and large LCD TVs
are going well here. In contrast, the

France

UK

Flat-Faced CRT

LCD

Italy
Plasma

German economy has been quite tough
and buyers have been waiting for prices to
come down substantially before switching
from CRT to LCD, for example. Elsewhere,
we've seen good adoption of LCD TVs in
Italy. This is not unusual as buyers are
style-conscious in that country and were
quick to move to LCD monitors - but only
when the price was right.

EUROPEAN TV MARKET SHARE BY TYPE
100%
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FPD TVs
= 9% in
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2004,
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40%
16%
in 2006
20%
0%
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Cl.: What are your conclusions?
P.G.: There is a lot of change taking place
in what has been quite a nice stable
market. Of course, all this change means
much excitement for the consumers as they
have so many great new technologies to
choose from. But for the suppliers and for
the sales channel these are turbulent times.
The competition is increasing, there is a
danger that margins will be compressed as
the consumer electronics and information
technology channels collide and the new
technologies such as LCD are not nice,
comfortable, stable supply markets.
We can expect to see a lot of new brands
in the TV market in the short term but we
believe a majority of these will come and
go. The major suppliers such as Sony,
Philips, Samsung, LG, Thomson and Sharp
will remain but will have had to learn a
great deal about the appetite and feeding
habits of the monster that is the LCD panel
market!
And in the final analysis, for the consumer
the result will be better quality flat panel TV
sets at lower prices.
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INTERNATIONAL
ACADEMY OF
BROADCASTING

Dr. George T. Waters been, for the later part of his career, involved at the cutting edge of
Digital and HDTV, having been Technical Director of the European Broadcasting Union. He
was a founding member of the DVB project and has worked on that project throughout its
unravelling… According to Dr. Waters, “I always said that the two things that will drive higher
quality TV were large screens and DVD… We saw this coming a number of years ago, and
we have the components in place now.” Dr Waters in fact served on the Bureau of the
Technical Committee of the EBU for ten years before joining the General Assembly and was
elected Vice-President of the EBU in 1982, where he served until his appointment to the
Permanent Services. Dr Waters was awarded the degree of Doctor of Philosophy from Trinity
College, Dublin for his doctoral thesis on High Definition Television.

DR GEORGE T. WATERS
> M ARKET
“THERE IS UNIVERSAL ACCEPTANCE NOW THAT EVERY
COUNTRY IN EUROPE WILL START TO INTRODUCE
DIGITAL TV WITHIN THE NEXT THREE YEARS”
Interview with Dr George T. Waters, President of the International Academy of Broadcasting – Switzerland

Cleverdis: What is the current state of
affairs concerning Digital TV in Europe?
George T. Waters: Roll-out is progressing
in most European countries. They all have
different time scales, but I think there is
universal acceptance now that every
country in Europe will start to introduce
Digital TV within the next three years. The
Berlin Brandenburg area was the first in the
world to go completely Digital and cease
analogue services. There is an extensive
plan now in Germany to roll-out digital
television in different areas over a period

of time. The time scale is very difficult to
calculate as it’s often linked to the
availability of spectrum space. We’re lucky
in a way that there have been some vacant
channels – the so called “taboo” channels,
which will allow us to introduce digital
services.
The best example of generalised Digital
roll-out in Europe is in the UK, where they
have begun a digital terrestrial service.
This has been a great success with numbers
are building every day (Eds: at last count
4-million receivers).

Cl.: When we talk about coverage, it
doesn’t always pertain to end users. Can
you explain?
G.T.W.: There is a big difference between
coverage and take-up. Italy is an example
where by the end of this year, around 70%
of the population will be “covered”. This
does not mean that 70% of the households
have digital receivers. But demand is being
stimulated by the offering of subsidies on
the receivers. The viewer pays around 49
euros and the rest is paid by the state. This
should increase the take-up over the next
couple of years, and Italy should progress
quite quickly in this area.
Cl.: Why should we be pushing towards the
onset of Digital TV?

© Photo: International Academy of Broadcasting

G.T.W.: There are a number of reasons. Of
course it gives us the possibility to have a
greater number of channels in a lower
portion of the spectrum, meaning less
spectrum space. It gives us better quality,
coverage is better and the cost of running
transmitters is lower.
As far as administrations are concerned, it
frees up a lot of spectrum space that can
either be used for other services or for
enhanced
or
increased
television
programme services for specialised

8
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channels such as news and sport, which
even in themselves are being broken down
into sub-segments for more specific interest
groups. Interactive TV also becomes a
reality, which is very important.
Cl.: What other changes have you been
noting in the market?
G.T.W.: One of the other things that have
happened in recent years is that screen
sizes have become bigger and tuners have
improved enormously. In the past five or
ten years, the quality has improved greatly.
People now have both better quality
receivers that are enhanced by bigger, flat
panel displays and they also have DVD
which has introduced a quantum leap in
quality. DVD quality is far superior to
broadcast reception, and broadcasters will
have to address this issue. It’s another
reason why digital television will forge
ahead.
Cl.: Tell us about the future of HDTV in
Europe…

www.cleverdis.com

G.T.W.: Over in the United States there are
currently around 18 different formats and
quality levels in what’s termed HDTV. In
Europe, it’s too early to say, but I would
hope we end up with just one format. In
any case, because it’s Digital, it’s a lot
easier to handle those different formats
than with the old analogue systems. In
Europe, we always had an advantage over
the Americans in that the PAL system was
so much better than the NTSC system.
So the quality difference between PAL and
High Definition is great, but not as great or
obvious as in the United States where there
has been a bigger quantum leap between
one and the other. As screens grow bigger;
as plasma and LCD screens become
available at lower prices, the public is
going to demand greater quality and that
quality will have to be higher than or as
high as DVD.
High definition Television will give us a
better definition than the present DVD, but
of course in a couple of years’ time we’ll be

seeing HD-DVD (BluRay) DVD’s on the
market and broadcasters will have to
match that.
Cl.: Where are other developments
happening that will affect the HDTV
market?
G.T.W.: One of the most important areas is
that of compression. We have the new
techniques of MPEG4 or Windows Media 9
which are going to give us the opportunity
to put far more information into a smaller
bit-rate. We also have a development in
satellite broadcasting now – the DVB S2,
which is the second satellite classification.
This will allow more channels to broadcast
over the same band-width, and will also
allow HDTV to be broadcast over an
acceptable band-width.
Cl.: When do you think 50% of European
channels will be HDTV?
G.T.W.: I would guess that it will be
anywhere between 7 and 10 years.

SMARTguide November/December 2004

9

SMARTguide

Market Evolution and Technologies

> T ECHNO

TECHNOLOGY EXPLAINED
WHEN

IT COMES DOWN TO IT, A CUSTOMER SHOULD BUY A

WHETHER THEY

LIKE

TV

BASED PRIMARILY ON

THE PICTURE AND THE LOOK AND FEATURES OF THE SET ITSELF. I T IS

HOWEVER IMPORTANT FOR YOU , WHEN SELLING

LCD OR
INVOLVED ; NOT

PLASMA SETS , TO HAVE A BASIC

UNDERSTANDING OF THE TECHNOLOGIES

IN ORDER TO BLIND CUSTOMERS

WITH SCIENCE , BUT TO THE CONTRARY, TO BE ABLE TO DISPEL COMMON MISCONCEPTIONS

BASIC LCD TECHNOLOGY
Liquid crystals are organic compounds
consisting of long rod-like molecules which,
in their natural state, arrange themselves
with their long axes roughly parallel. In
their natural state, LCD molecules are
arranged in a loosely ordered fashion with
their long axes parallel. However, when
they come into contact with a grooved
surface in a fixed direction, they line up in
parallel along the grooves. The first
principle of an LCD consists of sandwiching
liquid crystals between two finely grooved
surfaces, where the grooves on one surface
are at 90 degrees to the grooves on the
other. If the molecules at one surface are
aligned north to south, and the molecules
on the other are aligned east to west, then
those in-between are forced into a twisted
state of 90 degrees. Light follows the
alignment of the molecules, and therefore
is also twisted through 90 degrees as it
passes through the liquid crystals. When a
voltage is applied to the liquid crystal, the
molecules rearrange themselves vertically,
allowing light to pass through untwisted.
A typical twisted nematic (TN) liquid
crystal display consists of two polarising

Norm

10

© Photo: LG

AND MISUNDERSTANDINGS ABOUT THEM .

filters
with
their
lines
arranged
perpendicular (at 90 degrees) to each
other, which blocks all light trying to pass
through. In-between these polarisers are
the twisted liquid crystals.
The light is polarised by the first filter,
twisted through 90 degrees by the liquid
crystals, finally allowing it to completely
pass through the second polarising filter.
However, when an electrical voltage is
applied across the liquid crystal, the
molecules realign vertically, allowing the
light to pass through untwisted but to be
blocked by the second polariser.
Consequently, no voltage equals light
passing through, while applied voltage
equals no light emerging at the other end.
Light is generally supplied from a
fluorescent back-light with a diffuser that
distributes the light evenly across the
surface of the screen.
TFT (Thin Film Transistor)
In the TFT display, the controlling
transistors are metallised directly onto each
sub-pixel
as
so-called
“thin
film
transistors”. With direct control at the sub-

Horizontal Resolution
x Vertical Resolution

Norm

VGA

640 x 480

UXGA

1600 x 1200

SVGA

800 x 600

HDTV

1920 x 1080

XGA

1024 x 768

HDTV plus

1920 x 1200

SXGA

1280 x 1024

QXGA

2048 x 1536
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Horizontal Resolution
x Vertical Resolution

pixel, TFT displays are almost 10 times
faster than the original DSTN models.

VIEWING ANGLE
IPS and S-IPS
Super TFTs or S-TFTs are based on IPS
technology (In Plane Switching) and greatly
extend the viewing angle in all directions.
This is because the rod-shaped crystals of
S-TFT are aligned parallel to one another
in every operating state, lying between
identical horizontally aligned polarisation
filters. The next step in the equation has
been S-IPS, which has further improved the
viewing angle of screens, to around 170
degrees.
MVA (Multi-Domain Vertical Alignment)
As with the S-IPS, MVA liquid crystals are
perpendicular to the polarisation filters
when de-energised and with increasing
voltage tilt over into a parallel position.
There is less loss of brightness than with
IPS. MVA’s are also faster due to their
“simpler” field. They do however have two
disadvantages. They are traditionally more
expensive than S-IPS and are not able to
display black as well as IPS cells.

BASIC PLASMA TECHNOLOGY
As with other matrix display devices (e.g.
LCD), a PDP (Plasma Display Panel) is
comprised of a great number of cells, but in
a PDP these area filled with red, green and
blue phosphor.
A voltage is applied between two
transparent electrodes on the front glass

www.cleverdis.com
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plate of the display. The electrodes are
separated by an MgO dielectric layer and
surrounded by a mixture of neon and xenon
gases. When the voltage reaches the “firing
level”, a Plasma discharge occurs resulting
in the emission of ultra violet light. This UV
light then excites the phosphor material at
the back of the cell and emits visible light.
Each cell (or “sub-pixel”) has red, blue or
green phosphor material in 3 sub-pixels,
which combine to make up a pixel. The
phosphors are in fact of the same kind used
in conventional cathode ray tube (CRT)
televisions and standard computer monitor
displays. The intensity of each colour is
controlled by varying the number and width
of voltage pulses applied. Through the use of
advanced electronics, the PDP produces
generally over 16-million different colours,
and in some cases (i.e. Pioneer) over a billion
colours.

COMMON MISCONCEPTIONS
Over the past few years, a counter current
against plasma technology has been
founded on factors such as “Burn In” and
overall screen life expectancy, not to mention
power consumption.

We have been told by some resellers that
customers will occasionally shy away from
buying plasma, preferring TFT-LCD as a flat
screen technology for these reasons.
It is true that in a public display setting,
where screens are left on all day with static
images, plasma can have some major
disadvantages. However in a home setting,
when using the screen to watch TV or DVDs,
plasma is now not only satisfactory, but will
easily last more than ten years under
relatively heavy use, showing little sign of
wear or burn in.
The main considerations to take into account
when helping buyers decide should be:
• Refresh rate (here, if possible,
manufacturers should give the response time
for a pixel to go from one level of grey to
another level of grey – much more indicative
than white to black and back again). LCD
has been a very poor performer in the past,
however new S-IPS and MVA screens are
much more acceptable.
• Viewing angle (Here, what’s important is
to avoid major colour shifts when changing
the viewing angle. For this, plasma is still
king, however new TFT technologies are
quite acceptable.

• Electronics – While various LCD TV’s have
precisely the same panels (LG.Philips LCD,
Samsung, AU Optronics, etc.), the quality
and intelligent assembly of the electronics
that process the incoming signals are vital
when it comes to making a good picture.
• Definition – It is much easier to produce
HDTV screens using LCD (especially with
smaller sizes) than with plasma. See
Glossary for correct explanations of HDTV
and Enhanced definition – very important
when advising customers.
• Contrast – In a dark room, contrast is
generally similar between an LCD and a
plasma screen, although LCD has the
disadvantage that the backlight is always
on, and no matter how good a job the
polarisers do, some light always creeps
through. By the same token, the phosphors
in a plasma screen, just like in a standard
TV, have a slight “afterglow” effect meaning
contrast is not perfect either. In a brightly lit
room, LCD has a definite contrast
advantage.
• Brightness – Plasma has better peak
brightness than LCD, while “average”
brightness (across the screen) is better with
LCD.

DISPLAY TECHNOLOGY COMPARAISON*
DVD/LCD

Plasma

Panel size

40’

42’

Resolution

1280 x 768

852 x 480

Total pixels

983.040

408.960

Brightness**
Peak
Average
Contrast ratio
Dark room
Bright room

DVD/LCD

Plasma

480 cd/m2
480 cd/m2

500 cd/m2
230 cd/m2

600:1
400:1

500:1
30:1

* Compares the Clarity Bobcat DV/LCD display and the Clarity Lynx plasma display. ** Brightness specifications are given in Candela’s per meter squared (Candels/m2), or “nits”. This is defined
as: “A measure of the brightness or luminance of a surface. Measured in SI (International System) units as candela/m2 or nits, and English units as footlamberts (ftL).

www.cleverdis.com
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DLP TECHNOLOGY
DLP™

TECHNOLOGY USES AN OPTICAL SEMICONDUCTOR TO MANIPULATE LIGHT

DIGITALLY.

IT

ENABLES TELEVISIONS AND VIDEO PROJECTORS TO CREATE AN

ENTIRELY DIGITAL CONNECTION BETWEEN A GRAPHIC OR VIDEO SOURCE AND THE
SCREEN IN FRONT OF THE USER .

THE DMD CHIP
At the heart of every DLP™ projection
system is an optical semiconductor known
as the Digital Micromirror Device, or DMD
chip, which was invented by Dr. Larry
Hornbeck of Texas Instruments in 1987.
The DMD chip is probably the world's most
sophisticated light switch. It contains a
rectangular array of up to 1.3 million
hinge-mounted microscopic mirrors; each
of these micromirrors measures less than
one-fifth the width of a human hair. When

a DMD chip is coordinated with a digital
video or graphic signal, a light source, and
a projection lens, its mirrors can reflect an
all-digital image onto a screen or other
surface. The DMD and the sophisticated
electronics that surround it are what we call
Digital Light Processing™ technology. A
DMD panel's micromirrors are mounted on
tiny hinges that enable them to tilt either
toward the light source in a DLP™
projection system (ON) or away from it
(OFF)- creating a light or dark pixel on the
projection surface. Each mirror switches
tilts (on and off) up to several thousand

© Source: Texas Instruments
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times per second. When a mirror is
switched on more frequently than off, it
reflects a light gray pixel; a mirror that's
switched off more frequently reflects a
darker gray pixel.

ADDING COLOUR
The white light generated by the lamp in a
DLP™ projection system passes through a
color wheel as it travels to the surface of
the DMD panel. The color wheel filters the
light into red, green, and blue, from which
a single-chip DLP™ projection system can
create at least 16.7 million colors. The on
and off states of each micromirror are
coordinated with these three basic building
blocks of color. For example, a mirror
responsible for projecting a purple pixel
will only reflect red and blue light to the
projection surface; our eyes then blend
these rapidly alternating flashes to see the
intended hue in a projected image.

© Source: Texas Instruments

www.cleverdis.com

Market Evolution and Technologies

SMARTguide

> T ECHNO

CRT IS ALIVE AND WELL
AND GOING FLAT!!!
While it’s largely agreed that for a general
TV picture, CRT screens are still the best,
with the initial move to Plasma and LCD
prompted largely by form factor. CRT is
fighting back, as shown in the form of a
new engineering model first demonstrated
by LG.Philips Displays at the IFA show in
Berlin and more recently shown at the
annual
Display
Forum
(Meko/DisplaySearch) in the Hague which looks suspiciously like a plasma or
LCD screen with an ever-so slight bulge at
the back.
It’s a 32” wide screen TV set using
LG.Philips Display’s SuperSlim Color Picture
Tube (CPT) giving a depth of 38 cm,
compared with current TV depths of 54 cm.

HOW IT WORKS
The depth of a CRT TV depends on the
deflection angle of the electron beam.
LG.Philips has widened that angle to an
extent that makes it possible to shorten the
tube, and they’ve also changed the design
of some parts in the electron guns, making
them shorter, gaining around 30%
advantage.
For set makers, the use of the SuperSlim
tubes will thus generate considerable
savings by reducing glass and weight,
packaging materials and transport costs.

MARKETING
There is a strong “middle ground”
remaining in the TV market, and LG.Philips
plans to develop a cost structure that will

© Photo: Cleverdis

HIGH VALUE-ADDED CRT WILL
BOOST PROFITABILITY THROUGHOUT
THE SALES CHAIN

also serve this as well as the lower end of
the market. However they will try to sell the
additional value of the product and thereby
increase the profitability of the chain,
making the product attractive for our
customers, their customers and the
consumers. The price setting will depend
on marketing strategies of vendor
manufacturers incorporating these tubes,
but in terms of cost structure and supply
chain costs overall, it looks as though CRTlike prices could be achieved.

NEW TECHNOLOGY: SED
Just when we thought we’d gotten a grip on basic panel
technologies, Canon and Toshiba throw a spanner in the works
with a brand new large screen technology that will be pitted
directly against Plasma.
Surface-conduction electron-emitter display, or SED, is purported
to have the brightness and contrast of CRT displays, but use twothirds less power than plasma TVs and one third less than LCD TV.

FIRST MODELS ROLL-OUT IN 2005
The first model to hit the streets will be a 54” TV, scheduled for
release in September 2005. First models will have 1080p (HDTV)
resolution. The very first product should be on show at CES Las
Vegas in January 2005. While panels will be “high end”, prices
will also be “high end” to begin with. This new technology will not,
in the first year of production, be licensed to other companies.

www.cleverdis.com

HOW DOES IT WORK?
The SED consists of a glass plate mounted with electron emitters
and with pixels similar in number to those of a CRT electron gun.
Positioned next to it is another glass plate coated with a
fluorescent substance. Between the two glass plates is a vacuum.
The key here is the extremely narrow slit (several nanometers
wide) made from ultrafine-particle film. Application of voltage in
this narrow slit creates a tunnelling effect that causes the emission
of electrons. Some of these electrons are accelerated by the
voltage applied between the glass plates and collide with the
fluorescent-coated glass plate, causing light to be emitted. Since it
is a spontaneous light display similar to a CRT, it maintains levels
of brightness and colour performance, as well as a wide angle of
visibility, also on a par with a CRT. Larger screens can also be
produced by simply increasing the number of electron emitters in
accordance with the required number of pixels. Unlike CRTs, SEDs
do not need electronic-beam deflection. As a result, it is now
possible to create wall-mounted large-screen TV displays that are
only several centimetres thick.
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As the man who added "line doubler" to the video lexicon (not to mention “quadrupler”), Yves Faroudja has been instrumental
in the advancement of display technololgy. A graduate of Paris University Ecole Superieure de l'Electricite, he co-founded
Faroudja Laboratories in 1971. The company went public in 1997, and in 1998 it merged with Sage, with the resulting entity
(Sage) being sold to Genesis Microchip in 2000. Among Mr Faroudja's inventions are circuits licenced to be used in home VCR's
and artefact-free NTSC/PAL encoders/decoders, and since the 90's his company, Faroudja Inc., has developed line-doublers /
multipliers. Mr. Faroudja's work has led to the awarding of three Emmy's from the US National Academy of Television Arts and
Sciences including a lifetime achievement Emmy Award. He is the holder of more than 50 US and foreign patents.
Since 2001, his main interest has been in the improvement of image quality in Flat Panel Displays (FPDs).

YVES FAROUDJA
> T ECHNO

UNDERSTANDING IMAGE QUALITY
Interview with Yves Faroudja

Cleverdis: When looking at direct-view
TV’s, particularly LCD versus CRT
technology,
what
are
the
main
considerations to be taken into account?
Yves Faroudja: The basic choices to be
made by a potential buyer are of course
firstly based on aspect ratio… either 3:4,
or 16:9… Then comes the question: HDTV
or not HDTV…
All sets nowadays must have Video, Yuv,
and S-VHS inputs, and even in 50 Hz
countries, CRT TVs must display at a 100
Hz rate (through frame doubling), manual
aspect conversion from 3/4 to 16/9, or
vice versa, and Zoom functions.
Cl.: What about image quality? What are
the main concerns here?

© Photo: Pioneer

Y.F.: The different elements of image quality
are resolution, flicker, colorimetry, black
level, uniformity, overall contrast, motion
blurring, and angle of vision ( LCDs ). It has
to be underlined that CRT TVs are still the
best in terms of picture quality and cost.
Their limitations are only due to mediocre
pre-processors, not from the CRTs
themselves. Their main inconveniences are
bulk and weight. In Direct-view LCD-TVs
main advantages are their flatness and
weight. Resolution is good. Requirements
for pre-processing include de-interlacing (if
required), and flicker is limited. However,
the colorimetry may be false, the angle of
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vision may be limited, and black level may
not be black enough. The intrinsic motion
blurring of the LCD may not be properly
compensated.
Cl.: We hear people talking a lot about the
importance of pre-processors. Tell us about
these…
Y.F.: A good pre-processor should have, for
all devices, 3D PAL/NTSC decoding,
Non-linear enhancement, De-interlacing
including reverse telecine and diagonal
lines interpolation modes. In addition, for
LCD devices, Scaling, Motion blurring
correction ( Often only partly done) and
Colour correction.

But pre-processors cannot correct:
• Errors of all kinds made during the signal
source generation (Studio processing).
This is probably the greatest source of
degradation of image quality.
• Errors due to excessive compression and
transmission path.
• Limited angle of vision ( LCD )
• Poor black level ( LCD )
• Lack of uniformity.
Cl.: Mr Faroudja, it could be said that you
are one of the visionaries of the industry…
How do you see the future of this market?

SMARTguide

CRTs will stay with us for a very, very long
time, as well as analogue transmission
standards.
I believe that the remaining defects of some
LCD displays ( Black level, angle of vision,
colorimetry, blurring, etc) will be corrected
in the device itself, which will make the task
of the pre-processor far easier.
I also believe that the use of HDTV in TV
sets will significantly grow, side by side
with usual standards, but unfortunately,
mostly under interlaced form.

Y.F.: In the future, I see LCDs taking a
bigger and bigger part of the market, but

WHAT A PRE-PROCESSOR CAN AND CANNOT DO:
WHAT IT CAN DO

WHAT PRE-PROCESSORS CANNOT DO

> Decoding
With composite video inputs (PAL-NTSC), it should provide high
quality non linear 3D decoding (diagonal resolution)

> Perfectly compensate response time errors
An acceptable pre-correction may be obtained, but the variations of
response time with grey level change, amplitude or sign, make it quite
difficult and never perfect, particularly for large displays, whose
response time is longer.

> Enhancement
For soft pictures, horizontal and vertical non-linear edge enhancement,
or bandwidth expansion is preferred
> De-interlacing
This is the most difficult of all operations. It should include reverse
telecine and interpolation process
> Scaling
Scaling is required to match the requirements of the LCD panel.
For HDTV sources, of course, the steps of decoding and enhancement
are not required, and de-interlacing is only required for interlaced
sources (1080i). These steps of processing apply for all displays and
are not limited to LCD applications.
For an LCD TV one more step is required: pre-compensation of
response time. Today it is practical to implement all these functions
under IC form.
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> Correct uniformity errors
Improve black level… There is no such thing as a “negative” photon.
This is where the superiority of CRT over LCD is evident. With a CRT,
when no electrons are emitted, there are no photons. With an LCD,
the light source is permanent. Photons from the source always find a
way to the screen, even in the black parts of the image.
> Correct colorimetry errors
A processor can do it, but only to a certain extent. The colour gamut
(Triangle of colours) of an LCD is often smaller than that of a CRT. The goal
of a processor, through colour matrixing, is to duplicate within the triangle
of colours of the display, that of a camera (the standard). For colours
which are outside the triangle of colours, there can only be
approximations (lower saturation). A common mistake, which is to
artificially increase the size of the colour zone (sometimes with more than
3 colours) is to be avoided. The goal should be to be as faithful as possible
within the triangle of colours. Therefore the display, not the processor,
should duplicate the camera/standard. The LCD light source colorimetry
should be improved. In this area, colour LED’s may be preferable.
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Canalys
100 Longwater Avenue - GreenPark
Reading - Berkshire - RG2 6GP - UK
Tel: +44 118 945 0173
Fax: +44 118 945 0186

Canalys provides technology companies with strategic marketing intelligence, research, market data,
analysis and clear advice. This knowledge is delivered to clients using various techniques including:
written reports; face-to-face meetings; telephone support; and conference presentations. All material
is delivered electronically for maximum client benefit. Unlike most market research and advisory
companies, Canalys is headquartered in Europe and produces analysis and advice specifically for
high-tech vendors operating in the European market in addition to market data, forecasts and trends
analysis at a worldwide level.

> D ISTRIBUTION

HOW DIGITAL CONVERGENCE IS
AFFECTING CHANNELS
Interview with Steve Brazier, President & CEO
Cleverdis: Tell us about how Canalys works
in channel research…
Steve Brazier: Canalys is in fact Latin for
channels, and when you take the “C” off
the front, you get “analys”… or analysis…
so we analyse the channels.
Cl.: It’s difficult for people in the channels
to get a grip on digital convergence. Tell us
about how it’s affecting the channels.
S.B.: We’re still in a very early phase of the
transition, in that until fairly recently there
were PC channels and PC stores selling PCs
to consumers and there were consumer
electronics stores selling PCs and similar
products to consumers, and even in the
bigger consumer electronics stores like
Dixon’s or Media Saturn, the PCs were in a
very different area to the TVs. So they may
have been in the same store, but were still
sold as a very different product. Obviously
PC’s are a very “involved” sale. People
need to have a lot of advice… particularly
first time buyers. It requires a different level
of sales person in order to have a
successful sale. What has started to
happen is that every different media is
going digital, whether its photography or
music or TV etc., and more and more of
these products interconnect. As this
happens, the biggest challenge for the
channels is to sell solutions that
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interconnect and therefore go into a bigger
portfolio of products than they used to have
and need a different set of skills. It’s
generally not the PC channels that don’t
find it easy, because people don’t generally
go to a PC reseller to buy a TV. But the
consumer electronics channels, particularly
concerning the kind of questions they can
answer inside the store, struggle to do
much when it comes to PC connectivity.
Cl.: With big IT distributors picking up on
TV distribution I gather this will change
things?
S.B.: Possibly. I wouldn’t overestimate that.
It will have an impact, but most of the big
retailers buy direct from the vendors. The
TV industry hasn’t traditionally had a role
for distribution and a lot of consumer PC’s
don’t go through distribution, also going
direct to the retailer. Companies like
Ingram will have to create a role in terms of
finding customers for its products and the
most likely place they’ll do this is dealing
with the smaller independents. One of the
differences between the TV and the PC
industry is that the TV industry still
manages hundreds of direct relationships
in a kind of cosy club. That will go, and
you’ll find that the intermediaries will do a
better job, and Ingram has a good chance
to be that intermediary. But Ingram doesn’t
have the power to shift the market on its
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10 lessons for IT
vendors entering CE
1
Attract new user groups
2
Think carefully about design
and brand appeal
3
Service and support
can be expensive
4
Consumer electronics markets
remain local
5
Retailers will not welcome IT vendors
6
Design products for
where they will be used
7
Promote features, not technology
8
Don’t try to offer multiple functions
9
Consumer electronics are
purchased in retail
10
Direct sales will grow very slowly
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Steve Brazier’s work spans the full range of Canalys’s specialisation areas, including mobile devices, PCs, security,
networking, servers, storage, fixed and mobile telephony and the digital home. Steve previously worked for the
Dataquest subsidiary of Gartner, where he held various posts, culminating in Principal Analyst and Associate
Director. In this role he led its worldwide distribution research programs across the PC, document management
and networking industries as well as its PC market research activities in Europe. He has been established for many
years as one of the leading global visionaries regarding distribution channel trends.

STEVE BRAZIER

own. It would need the vendors to go to
Ingram, and Ingram doesn’t have the
power to tell Dixon’s or MediaMarkt what
to do. It will be with the smaller players that
it has a more influential role.

S.B.: Absolutely. Both industries have a lot
to learn about each other. The hardest
thing now is defining where one industry
starts and the other one stops. The IT
industry has not traditionally dealt with a
certain segment of the population that buys
a lot of consumer electronics. The IT
industry is generally selling to a wealthier
and younger population than the CE
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Cl.: So what you’re saying is that for the IT
distributors to enter the market they are
going to have to learn a number of
lessons…

industry is. If you take the earlier
MediaCenter products from Microsoft,
which could be called CE items, they’re just
too complicated to use and have no chance
in a mass market. Some very basic
mistakes are being made from a product

The IT industry enjoys cost leadership
Sony

Philips

HP

Dell

$21,714m

$11,181m

$19,514m

$11,512m

Gross margin

33.2%

34.1%

25.4%

18.2%

SG&A

20.9%

18.5%

13.9%

8.6%

R&D

5.3%

8.0%

4.5%

1.0%

Operating income

6.8%

6.7%

5.9%

8.5%

Last fiscal quater
percentage of revenue
Revenue

The traditional CE vendors face an emerging financial crisis and an enormous
transformation challenge. When two business models merge,
the lower cost model usually wins
Note: results shown are for entire corporation, not CE or IT divisions only
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point of view and the IT industry has to
simplify itself as fast as it can.
Cl.: The margins by the different channels
are very different and this is going to set a
cat among the pigeons with the consumer
electronics channel…
S.B.: Probably. It’s an interesting dynamic,
because what’s happening now is that PC
companies are building TVs and TV
business models, and they come with a TV
to a retailer and say ”Hey, we’ve got this
great product. We’d like you to sell this at
15% gross margin…” which is what they
sell a PC at. The retailer of course says,
“Why should I sell your product for 15%
when I can make 30% or 40% on a Sony,
Philips or Toshiba?” So the PC guys aren’t
finding it very easy to get into those
channels. They are therefore forced to
either pay almost the same margin as the
traditional CE guys or find other roots to
market.
Cl.: So the PC companies are having to
relearn their marketing?
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MARGIN MAINTAINED BY VENDORS RELATIONS
LCD TV channels • Western Europe
Vendor
Distributor
1%

Direct

97%

2%

40%

39%

8%

2%

10%

Electronic
chains

Consortia/
independent

Hypermarkets
/dept stores

Hi-fi and AV
specialists

Oneline/mail
order

End users
Source: Canalys Channels Analysis, February 2004

Cl.: Within Europe, the markets differ
greatly, especially between the big three,
Germany, UK and France. What are the
key driving factors in each of those
markets?
S.B.: Let’s start with Germany. Germany is
characterised by a population that is very
willing to understand technology and
typically does the purchasing process very
seriously, looking at websites, looking at
magazine reviews, getting product specs,
comparing each product on its merits and
then buy the best value for money based on
those merits. Therefore you’ll often find that
Germany is offering in retail the lowest

18

price points and products in the world, and
certainly anywhere in Europe.
The French take a different approach. They
see consumer electronics as part of the
fashion industry. They care about which
brands they buy, they care about the
design of the product, and they care about
the kind of service they’re going to get.
They are not particularly interested in the
technical details, being happy to be a year
or two behind the technical curve as long
as they are content with the look and feel of
the products. As a result, they generally
buy premium brands, such as Sony in the
CE sphere or Apple in the IT world.
The UK in this respect is very different,
being “deal-led”. It’s about bundles…
putting a digital camera inside a PC
promotion for example, including lots of
free software.
They’re also very strong on financing.
Whereas a lot of Germans pay cash, the
British will buy on a credit card or using an
in store promotion to pay-off the sale over
two or three years. If you don’t have
financing for the deal, you won’t sell
anything in the UK.
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S.B.: They’re not going to find all the doors
open because they’re the threat. Ultimately
if two business models come together, the
one with the lower cost model will usually
win, so it is a major threat to the CE guys.
They will be trying to keep margins up and
keep the channels loyal to them for as long
as possible, but at some point it will
become unsustainable and they will be
forced downwards in terms of margin
pressure.

Cl.: Digital TV penetration is better in the
UK than anywhere else. How does the
onset of digital broadcasting affecting flat
TV sales in the UK and how will it affect
sales in other countries?
S.B.: The big difference is twofold. The
success of digital TV in the UK has driven
the need or wide-screen formats, where as
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a lot of the broadcast TV in other countries
is still in 4:3 format. That’s why there’s less
demand for wide-screen TV in other
countries. Secondly, it is normally argues
that the quality of an LCD or Plasma
display is higher if they are receiving a
digital signal than if they are receiving a
converted analogue signal. Therefore there
is a faster move to TFT in the UK, whereas
in Germany, where there’s still a lot of
analogue, the picture quality is still lower
on a digital TV.
Cl.: Will the bigger retailers who push
these products now be in a better position
for the future?

TVs, and PC manufacturers who are
adding tuners and sound to make TVs.
Who do you think will win-out in this war?

S.B.: One of the issues for the big
companies is that as you get bigger you
tend to add cost, and they are generally
vulnerable to lower cost models, and I think
in that sense you’ll see a big rise in the
popularity of on-line resellers. They are a
serious threat to the big retailers because
they can operate on 10% gross margins
and still be successful.

S.B.: The TV manufacturers have it all to
lose. They have the brands, the experience
of the circuitry. They also have the
possibility to integrate sound solutions,
which is a big part of the TV sale. The TV
guys are therefore very much in an
incumbent position.
I haven’t seen a PC vendor really go after
the market yet. They’re making what I’d
call “too hesitant” steps. As time goes on…
in two to three years… the TV guys will
have found that at least ten percent margin
in their value chain in the whole business

Cl.: There are two types of manufacturers
in the “new TV market” – TV manufacturers
who are, for the first time making flat panel

model has gone as a result of the increased
competition.
Cl.: Then there’s another new kind of player
in the shape of companies like CTX or
Viewsonic who only made monitors…
S.B.: One or two of those may emerge,
Their challenge is in the brand, and getting
into the channels, because they won’t want
to offer the same margins as the traditional
TV guys make, and they don’t have much
of the pull to make a TV retailer really want
to have their products, so they have a lot of
work to do… but one of them may well
emerge.

MARKETS DIFFER SIGNIFICANTLY
France

Germany

UK

Brand conscious

Strong price pressure

Digital TV penetration

High value

Little brand loyalty

brand aware

No names for large screen
sizes

No names strong

Widescreen popular

4:3 broadcast bias

Bundles lead sales

Less technical buyers

Informed customers

High value

Digital TV delayed

Bundles starting

Credit culture

Paris-centric market

Medion promotions

Online buying common

Media Saturn is strong

Supermarkets late to
develop non-food sales

FNAC is strong
Hypermarket non-food
channel well developed
Dell, HP and NEC CI are the
leading PC brands
Sony is the leading
consumer brand
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FSC and HP are the leading
PC brands
Credit card use is low
Supermarkets strong for
low-end non-food items
Dell is a weak consumer
brand

dell and HP are the leading
PC brands
Tottenham Court Road
Dixons Group
Dell is a strong consumer
brand
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Ingram Micro Inc. is the world's largest technology distributor and a leading technology sales, marketing and logistics
company. Since its beginnings in 1979, Ingram Micro has connected technology solution providers with vendors
worldwide, identifying markets and technologies that shape the IT industry. Today, Ingram Micro remains at the forefront
of the global technology marketplace, bringing the latest products and services to market and finding new ways to bring
value to our customers. The company offers a broad array of solutions and services to nearly 165,000 resellers by
distributing and marketing hundreds of thousands of IT products worldwide from nearly 1,400 suppliers. Through

Ingram Micro Europe N.V. /S.A.
Luchthavenlaan 25A - B-1800 Vilvoorde
Belgium
Tel.: 00 32 2 254 96 11
Fax: 00 32 2 254 96 12

Ingram Micro Logistics, the company provides customizable services for order management and fulfillmaent, contract
manufacturing, contract warehousing, product procurement, product pack out and cartonization, reverse logistics,
transportation management, customer care, credit and collection management services, and other value chain services.
Ingram Micro serves 100 countries and is the only global IT distributor with operations in Asia.

> D ISTRIBUTION

“THE PRODUCTS THAT ARE NOW BECOMING
AVAILABLE ARE ONLY THE START OF A WAVE OF
INNOVATION IN CONSUMER ELECTRONICS ”
Interview with Peter van den Berg, Vice President Vendor Management, Purchasing & Operations Ingram Micro Europe
Cleverdis: Over the years, Ingram Micro
has become known for its sales, marketing
and logistics in the IT sector. How is Ingram
Micro dealing with IT/CE convergence?
Peter van den Berg: The trend that we are
seeing at the moment towards digital
convergence is a major opportunity for the
entire IT channel. Studies show that
consumers are investing again in IT
equipment and especially in new products
for their home environment. Because most
consumer electronics devices are now
being transformed from analogue to
digital, there will be a rapid penetration of
IT technology in consumer electronics.
We believe that the products that are now
becoming available are only the start of a
wave of innovation in consumer
electronics. Examples include products
such as digital cameras, photo printers,
MP3
players,
iPOD's,
PC-centric
entertainment centers, flat panel TV's, DVD
player/recorders with high capacity disk
drives, wireless connections between the
components of an entertainment system
such as speakers, set-top boxes, home
networks, home security systems and
surveillance and so on.
Ingram Micro is ideally positioned to
address this new trend. Manufacturers in
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the consumer electronics segment leverage
our existing efficient infrastructure, logistic
operations
and
warehouses
and
distribution services. And our sales and
support teams have the skills and
knowledge needed to support resellers with
the sales of products with a significant IT
content such as the new wave of consumer
electronics.
Ingram Micro already has a growing CE
portfolio in its broad line offering such as
flat panel TV's, digital cameras, photo
printers, iPODs and digital accessories
such as "thumb drives".
We already
partner
with
consumer
electronics
companies such as Sony, Samsung and
Philips – to name just a few - and of course
we have our V7 brand. Ingram Micro
Games business units in several countries
in Europe complete this offering with
products such as games and gaming
accessories.
Cl.: How does Ingram Micro support its
customers in new market segments such as
consumer electronics?
P.V.D.B.: The consumer electronics theme is
a ‘hot topic’ within all sales and marketing
groups in our fourteen countries in Europe.
Our sales people are being trained on the
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latest technologies and products by the
manufacturers so they can assist our
reseller customers in both the pre and after
sales
processes.
Furthermore,
the
marketing departments across Ingram
Micro in Europe put together marketing
tools that are tailored to their local
markets. This includes product catalogues,
Web marketing, informational brochures,
educational seminars for resellers,
promotional bundles and many more. All
with the goal to inform our reseller
customers about new products and help
them capitalize on the new opportunities.
In addition, on central level at Ingram
Micro Europe, we have a large department
for European vendor and category
management. Specialist business managers
are working with our key manufacturer
partners on European level – including the
CE vendor partners- to develop and deploy
sales and marketing programs. One such
example is the ‘Get the Picture!’ digital
imaging campaign that we are currently
running in all countries in Europe with the
support of 12 key manufacturers in this
field. (See box for further detail)
The ‘Get the Picture!’ campaign is in fact
our third pan-European multi-vendor
marketing program since October 2003. In
the fourth quarter of last year Ingram
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Peter Van Den Berg – Vice President Vendor Management, Purchasing & Operations Ingram Micro Europe. In this
position, he is the prime contact for Ingram Micro’s vendor partners on European level. His responsibilities include
vendor and inventory management, product procurement and operations management of Ingram Micro's logistics
network including carriers and freight forwarders.
Since joining Ingram Micro in 1993, Van den Berg has held various management positions within the company
including Chief Financial Officer Ingram Micro Netherlands, CFO Ingram Micro Northern Europe, Regional Integration
Manager Ingram Micro Latin America, Vice President Purchasing Ingram Micro Europe. Before joining Ingram Micro,
Van den Berg worked at Price Waterhouse, ARCO Chemicals in the Netherlands and Merison Holiding in the
Netherlands.

PETER

Cl.: Tell us more about
shopping" at Ingram Micro.

"One-stop-

P.V.D.B.: Our vision is to be regarded as
the best way to deliver technology to the
world. We accomplish this by connecting
vision to performance – focusing on the
needs of our customers and acting as the
connecting point for a diverse mix of
products and valuable services. We want
to be the ‘best way to bring technology
from the people who make it to the people
who use it” by offering our customers the
widest choice of products and technologies
in the quickest and most efficient way.
In Europe, Ingram Micro teams with over
600 manufacturer partners and our
product portfolio worldwide covers more
than 280,000 different products. Offering
one-stop-shop opportunities to our 70,000
customers across Europe is one of our key
strategies. That is why we cover each
product category in the business (Desktop
PC's, Mobility, Networking, Software,
Imaging & Printing, Peripherals &
Components, Supplies) and why we have
put in place several specialised business
units that focus on specific segments of the
market: for example, Ingram Micro
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Components™ Europe and Ingram Micro
Networking Services ™ Europe.
Coupled with our wide array of reseller services,
such as financial services, support, training and
logistical services to name just a few – we believe
Ingram Micro truly is a one-stop-shop.
Cl.: What are your activities in the field of
E-commerce?
P.V.D.B.: For many years now, Ingram
Micro’s ecommerce solutions are the source
for multi-vendor technology solutions that
provide resellers with the easiest means for
purchasing products, delivering services,
and finding new opportunities to do business
faster and more efficiently. Our customers
have access to Ingram Micro through a
number of e-commerce solutions, including:
• www.ingrammicro.com and the fourteen
country websites in Europe – Ingram
Micro’s websites are designed to make
doing business easier. With a convenient
24/7 service, the Ingram Micro web site is
published in local language versions for
each European market. It offers the reseller
password-protected access to product
pricing, availability and lead-times.
Powerful search engines and product
technical specifications assist resellers to
create orders online for their customers
fast. Other highlights include: Special
Promotions, online License ordering, order
status, Order and Ship Confirmations and
RMA handling.
• EDI (Electronic Data Interchange) —
Allows complete integration of Ingram
Micro transactions into reseller’s business
system, eliminating double-keying of order
and product data.
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Micro ran the “Speed Up Your Mobile
Business” campaign, a marketing and sales
program to help our resellers capitalize on
the opportunities in the Mobility product
segment. In the second and third quarter of
this year, we deployed a European
campaign that focused on the wealth of
opportunities existing in the server and
storage solutions segment: ‘No. 1 in Server
Solutions? We’ve got all it takes’.

VAN DEN

• InsideLine — Appears to resellers as part
of their own order and inventory system,
with real-time Ingram Micro inventory and
ordering built in.
• XML (Extensible Markup Language) —
XML is an established e-commerce
technology that utilizes general standards.
XML integrates effectively into the reseller’s
host accounting system and offers many
advantages, including real-time response
and eliminating the need for double entry
of orders among the reseller's staff.
• Click2License (Automated Volume
Licensing tool) — Click2License is an online
automated volume licensing tool that
enable customers to order licensing
product 24/7 via ingrammicro.com.
Over the years, Ingram Micro has
experienced a very important growth in its
electronic commerce. Almost 60% of all
orders at Ingram Micro in Europe are now
being received electronically – in some
countries this number is even higher. We
will continue to invest in our electronic
commerce tools to make doing business
with Ingram Micro even more easy and
efficient.
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> D ISTRIBUTION

GET THE PICTURE!
DIGITAL CONVERGENCE MEANS NEW
SOURCES OF IMAGES FROM VARIOUS DIGITAL
DEVICES . O NE OF THE MOST IMPORTANT
DEVELOPMENTS IN RECENT TIMES HAS BEEN THE
DISPLAYING

CAMERAS
HIGHLY

OF

IMAGES

ON DIGITAL

FROM

DIGITAL

TVS.

OPENED

BY

THIS

INGRAM MICRO
CAMPAIGN

DIGITAL

CONVERGENCE ,

HAS LAUNCHED A MASSIVE

AIMED

AT
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AWARE OF THE NEW HORIZONS BEING

MAXIMISING
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SALES

POTENTIAL…

On October 12th, Ingram Micro Europe
launched a pan-European marketing
campaign ‘Get the Picture!’ aimed at
assisting resellers benefit from the growth
opportunities in the digital imaging market.
Supported by leading manufacturers in this
segment – BenQ, Canon, HP, InFocus,
Kingston, Microsoft, Philips, Samsung,
Sony - the campaign will run for the entire
fourth quarter of 2004 across Ingram
Micro’s fourteen European subsidiaries.
“The world of digital imaging offers
promising opportunities for Ingram Micro’s
vendors and resellers alike in the fourth
quarter and beyond”, says Hans Koppen,
President Ingram Micro Europe. “Our
strong portfolio of digital imaging products
coupled with our extensive logistical
expertise ideally places us to take
advantage of the opportunities arising
from the convergence of the traditional IT,
audio-visual and consumer electronics
products and channels.”
“With the busy consumer driven fourth
quarter and the Christmas season right
ahead of us, the ‘Get the Picture!’
campaign may prove very valuable for our
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resellers, and it will help them to capitalise
on these exciting growth opportunities”,
added Anita Lussenburg, Director Vendor
Management Ingram Micro Europe.
“We’ve built our campaign around all four
areas of digital imaging, namely ‘capture’,
‘storage’, ‘manipulation’ and ‘presentation’.
Furthermore, we believe the programme
can spark incremental sales for our
resellers as they are able to offer complete
digital imaging solutions to their customers”,
Lussenburg concluded.

ENTIRE PROCESS OF DIGITAL
IMAGING COVERED BY
PROGRAMME

AMPLE GROWTH OPPORTUNITIES

1/ Capture – with today’s technologically
advanced digital devices, it is easier than
ever to capture professional digital images.
• Digital cameras from BenQ, Canon, HP,
Philips and Sony
• Camcorders from Canon and Sony
• Scanners from Canon and HP

The digital imaging market comprises
digital cameras, camcorders, scanners,
digital media, photo-editing software,
photo printers, All-in-One printers,
projectors, LCD monitors, LCD TV’s and
plasma displays. Not only is this space
expected to grow dramatically over the
coming months and years, but the attachrate between digital cameras, photo
printers and related supplies offers another
prospect for growth that Ingram Micro’s
resellers can benefit from.
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The campaign is focused on the four key
elements of the digital imaging era:
capture, storage, manipulation and
presentation, and offers to resellers best-inclass solutions from key vendors in each of
the four segments. Furthermore, the
campaign includes a wide range of tools
including promotional bundles, attractive
pricing and advertising:

2/ Storage - Due to the ever increasing
number and use of digital devices, having
the ability to store and transfer images
easily is increasingly important. Images
can now be quickly shared with family,
friends and colleagues.

www.cleverdis.com
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• Digital media from Kingston and Sony
• USB storage devices from Kingston and
Sony
• Storage media cards from Kingston and
Sony
• CD-R/ CD-RW/ DVD from Sony
3/ Manipulation - The creative process of
image manipulation and enhancement has
become much less time-consuming and the

technology is now accessible for all users.
• Software from Microsoft
• Multimedia PC’s from Sony
4/ Presentation - The presentation of the
images via photo printer, All-in-One
printers, plasma displays, LCD TV or
through a projector is the final step in the
process.
• Printers from Canon, HP, Samsung and Sony

• All-in-One printers from HP
• Consumables from Canon, HP and
Samsung
• Paper/Media from Canon and HP
• Projectors from BenQ, Canon, HP,
InFocus and Sony
• LCD monitors from BenQ, HP, Philips,
Samsung and Sony
• LCD TV/ Flat Panel from Sony

AVAILABLE ACROSS EUROPE

INGRAM MICRO CELEBRATES 15 YEARS
OF PRESENCE IN EUROPE
On September 30th 1989, Ingram Micro (NYSE:IM), the largest global
technology distributor, first entered the European market with the
acquisition of software distributor Softeurop in Brussels, Belgium, with
subsidiaries in France and the Netherlands.
Since then Ingram Micro quickly expanded its presence in Europe through a series of
strategic acquisitions and greenfield start-ups. Ingram Micro also created export divisions
in Europe to serve the countries without an in-country operation and established panEuropean business units for components and networking products. This strategy today
positions Ingram Micro as a leading pan-European distributor with offices in 14 countries

Co-ordinated by Ingram Micro Europe, the
digital imaging campaign is available at
Ingram Micro in Austria, Belgium,
Denmark, Finland, France, Germany,
Hungary, Italy, Netherlands, Norway,
Spain, Sweden, Switzerland and the UK.
While the umbrella brand name of the
campaign is ‘Get the Picture!’, in some
markets the campaign is integrated in
already existing and successful digital
imaging programmes: Belgium (‘Digix 4’),
France (‘Guide Numérique’), Germany
(‘IM.Bild’), Italy (‘Digital Era’ and
‘Videohouse’), and the Netherlands
(‘Supplier’).

and services to 70,000 resellers and 600 manufacturer partners.

www.cleverdis.com

SMARTguide November/December 2004

23

CHAPTER 2

SMARTguide

CHAPTER 2

SPOTLIGHT
ON

TOP MANUFACTURERS
Receiving product catalogues gives us little idea of what direction
the main companies in the field are taking. In this chapter we speak with
some of the main “movers and shakers” in the business to better
understand how they see the market progressing and how you, on the
shop floor, can better sell product. This is not advertorial but is an
opportunity to hear from some of the top vendor marketing gurus in
Europe on their points of view.
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Who Sells What?
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The Vision of a New Market Challenger
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WHO SELLS WHAT ?

OVERVIEW
The evolution of different manufacturers in
the TV market is something that’s hard for
anyone to keep tabs on. There are several
different kinds of manufacturers all vying
for their share of the TV market:

TRADITIONAL TV (CE)
MANUFACTURERS
Brands such as Sharp, Sony, Panasonic,
Philips and Thomson are launching head
on into the flat TV market, producing TFTLCD or Plasma TV’s, as well as new
generation rear-projection TV which,
compared to the old “boxes” we’re used to
seeing, are now truly competitive in the
“flat front – slightly bulging back” TV
space. Traditional TV producers have an
advantage when it comes to combining
tuners and other electronic elements with
the display, and forming an aesthetically
attractive unit. With their consumer
electronics background, they also have an
advantage in terms of adding sound to the
AV equation.

IT MANUFACTURERS
Companies such as Dell and HP don’t
produce their own LCD panels, buying them

26

from various sources such as Samsung,
LG.Philips LCD and AU Optronics. They do
however have a lot of know-how when it
comes to making computer monitors. Taking
this knowledge one step further, most IT
manufacturers are today marketing LCD
TV’s, having begun a few years ago to
market “multimedia monitors”. As IT
channel margins are much slimmer than
traditional CE margins, it will be some time
before major shopping chains heavily back
these TV’s, only doing so when they really
have to due to buyer pressure. Other
companies such as Samsung, LG, Viewsonic
and Toshiba are also now heavily invested
in the TV market. Each has its own valueadded, and should be considered on its
merits. Where many IT companies are also
still lagging is when it comes to aesthetics
and tuner/processors.

MAIN PLAYERS IN LCD TV:
Sharp is very strong on a worldwide basis,
expanding their TFT panel capacity this year
with a “generation 6” factory in Japan,
allowing for major economies of scale. At
time of writing (Q4 2004) Sharp accounts
for around one quarter of all LCD TV sales
worldwide. This being said, Sharp is less
strong in Europe than in Japan and the
USA. Here on the continent, it is in fact

SMARTguide November/December 2004

Philips which heads the pack. LG is also
very strong. It is worth remembering that LG
and Philips have a major TFT LCD
production operation in Korea – LG.Philips
LCD, which over the past couple of years
has been the leading supplier of large area
TFT panels worldwide. Samsung is running
neck and neck with LG.Philips LCD, and
looks like dominating in 2005. AU
Optronics, based in China, is also rapidly
gaining market share. As mentioned above,
many companies that do not produce their
own panels buy from LG.Philips LCD,
Samsung and AUO. It is not uncommon that
the same TV or monitor may reference
several different panels, depending upon
availability, meaning one month you’ll have
“Samsung inside” and the next month it may
be LG.Philips LCD. In some cases on the
other hand, manufacturers such as Sharp,
LG or Philips may underline the strengths of
their “vertical integration”, meaning they
control the whole production chain, from
panel manufacturer right up to TV assembly.
It is also now increasingly commonplace to
see brands such as these underlining their
new technologies such as S-IPS or MVA (see
technology section). Here, it is important not
to confuse customers with science, but those
who are inquisitive as to why the picture on
one set is better than another may be
enlightened by a few words of wisdom in

www.cleverdis.com
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this respect, and also reassured by the fact
that the sales representative indeed
understands the technology.

MAIN PLAYERS – PLASMA MARKET
The biggest brands in the plasma
manufacturing sector are Matsushita
(Panasonic), Samsung and LG, followed
closely by Fujitsu and Hitachi (who produce
plasma panels together in Japan in the joint
venture Fujitsu-Hitachi Plasma). In July
2004, Pioneer Corporation finalised its
acquisition of the NEC Plasma Display
Corporation and all the intellectual property

rights NEC holds in relation to plasma. The
deal became effective as of September 30,
2004. One of Pioneer’s key areas of focus is
to further expand the plasma display
business. As part of the Memorandum of
Understanding, Pioneer will manufacturer
plasma TVs for NEC and other companies. It
is in fact common in the plasma industry for
brands to supply technology and products to
other brands. In the short term, the
manufacturing of Pioneer plasma TVs will
remain the same. But ultimately, Pioneer say
they will combine the best of both Pioneer
and NEC technology. Adding to its
investment in plasma, The Pioneer
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Corporation recently opened a new plasma
factory in China. Pioneer does not make
LCD TV’s – only plasma.
There nine major manufacturers of plasma
panels, and while many companies,
including Sony, do not make their own
panels, again here it’s important to
understand the importance of the electronics
behind the screen and the “packaging” of
the screen into an aesthetically pleasing
product. Thanks to Sony’s know how here,
they enjoy very good market share in most
European countries, despite the fact the
panels in their TV’s are made by companies
such as FHP or NEC.

Supplier

Size

Resolution

Customer

CPT

46”

480

BenQ, Gateway, Haeir, Philips, Skyworth, Tatung

46”

768

FHP

32”

1024

Hitachi, Philips, Sanyo, Sony

37”

1024

Fujitsu General, Hitachi, Philips, Sanyo, Sony, Thomson

42”

1024

Fujitsu, Gateway, Hitachi, Philips, Sanyo, Sony, Thomson, ViewSonic

55”

768

Fujitsu, Hitachi, Sony

FORMOSA

42”

480

AOC, Sampo, Tatung (Dixon’s), V-tek

LGE

40”

480

LGE, Skyworth, TCL, Zenith

42”

480

AOC, Daewoo, Funai, Gateway, Hitachi, HP, JVC, LGE

42”

480

Mitsubishi, Sampo, Sony, TCL, Toshiba, Vestel, Thomson

42”

768

LGE, Mitsubishi, Toshiba

50”

768

Gateway, JVC, LGE, Mitsubishi, Sampo, ViewSonic, Zenith

60”

768

Erae, LGE, Zenith

35”

480

JVC

42”

480

Marantz, NEC, Sanyo, Toshiba

42”

768

JVC, NEC, Sony

50”

768

NEC, Philips, Sony

61”

768

Fujitsu, Marantz, NEC, Sony

ORION

42”

480

Daewoo

PANASONIC

37”

480

Panasonic

37”

720

Panasonic

42”

480

B&O, Fujitsu, Panasonic, Sanyo, SVA, Toshiba

42”

768

Panasonic

50”

768

B&O, Fujitsu, Panasonic, Sony, Toshiba, Yamaha

43”

768

Pioneer

50”

768

Hitachi, Sony, Pioneer

37”

480

Philips, Samsung

42”

480/768

AOC, Changhong, Dell, Haier, Harsper, Hisense, HP, JVC, Philips, Proview, Sampo

50”

768

Anam, Gateway, Haier, Harsper, Hisense, Philips, Sampo, Skyworth, Xoceco

63”

768

Fujitsu, Samsung

NEC

PIONEER
SAMSUNG SDI

Details courtesy of DISPLAYSEARCH

PLASMA PRODUCTION AND ALLOCATION

Samsung, Skyworth, Sony, SDI, Tatung, Toshiba, Vestel, UPD, Xoceco

www.cleverdis.com
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Thomson (Euronext Paris: 18453; NYSE: TMS) provides a wide range of video (and enabling)
technologies, systems, finished products and services to consumers and professionals in the
entertainment and media industries. To advance and enable the digital media transition, Thomson
has four principal divisions: Content and Networks, Consumer Products, Components, and Licensing,.
The company distributes its products under the Technicolor, Grass Valley, THOMSON and RCA brand
names.

Thomson
46 quai A. Le Gallo
92648 Boulogne Cedex
France

For more information - www.thomson-profiles.com
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SPECIAL DOSSIER – DLP REAR PROJECTION

IMPROVED TECHNOLOGY + INNOVATION

= BIG COMPETITION FOR PLASMA
Interview with Pierre Mureau, Vice President - Worldwide Marketing for Thomson’s consumer Products Businesses

mounted on a wall. The sleek new designs
include 50-inch and 61-inch models that
will be available for distribution to retail
stores later in 2004.
HOW TO MOTIVATE CONSUMERS

In recent times, we have seen some
quantum leaps in rear projection
technologies. The first was the move away
from tri-tube models to LCD. Even more
recently however we have begun to see the
onset of DLP rear-projection systems which
are lining up as a real threat to Plasma
when it comes to image quality.
In this SmartGuide, Thomson unveils the
intimate details of its Scenium Profiles
Series – explaining the value-added of this
technology and
– the new Thomson
Scenium DLP™ screens featuring slim
cabinets less than seven inches deep and
so light in weight they can be easily
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Cl.: How do these models face-up to
plasma or LCD TVs?

Cleverdis.: Tell us about DLP…
Pierre Mureau: Digital Light Processing, or
DLP™ as it is better known, is being
positioned as a strong alternative to LCD
and Plasma by delivering the best “size picture quality – price” ratio. DLP™ offers
a number of advantages, including better
brightness and contrast, brighter colours
and improved geometry, all combining to
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RESPONDING TO CONSUMER DEMAND
FOR THINNER, BRIGHTER SCREENS AT
AN AFFORDABLE PRICE…

The world of Consumer Electronics is driven
by innovation and dominated by companies
that can deliver new technologies in
exciting products that consumers want to
use. In the arena of home entertainment,
this is particularly true, with consumers
demanding larger screens yet still looking
for an affordable product.

produce the best possible picture quality.
Adding to the appeal are a lighter weight,
improved
longevity
and
slimmer
dimensions. DLP™ works by projecting a
bright light through a wheel, which
features red, green and blue colours. As
the light passes through these colours, they
are projected onto pivoting micro mirrors
and then reflected onto a screen.

www.cleverdis.com
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P.M.: These cutting-edge performance
DLP™ sets can be mounted on a wall, rivalling
the quality and convenience of plasma and
LCD models. Thomson Scenium Profiles
presents consumers with a more mature
technology choice for flat panel projection
displays that serve as the centrepiece of an
advanced home theatre system.

Cl.: How did the concept of “thin rear
projection TV” come to light?
P.M.: In developing a design aesthetic for
Scenium Profiles, Thomson’s design team
established a thin surface material that
highlights the dramatic ultra-thin profile of
the television. The screen area was then
recessed to create a visual backdrop for
the picture and sound, further enhancing
the overall theatre effect. A black

crystalline screen frame containing the
picture is cradled against a silver
backdrop, much like a painting on an
easel.
The result is a dramatic “floating picture”
that visually suspends the image as a
separate element of the cabinet. A key
enabler of Scenium Profiles is the InFocus
light engine, featuring a revolutionary
patent-pending engine, lens and screen
solution that enables the ultra-thin profile.
Both Profiles models are comparable in
weight to a plasma display at less than
65 kg.

© Photo: Thomson

Motivated by strong endorsement of our
first Thomson Scenium models featuring the
DLP™ (Digital Light Processing) technology
from Texas Instruments, we are forging new
standards of achievement with ultra-thin

cabinet styles that adapt easily to any room
décor.

SMARTguide
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stereo audio. Also included are high-end
features such as PIP/PAP/PAT and a 6-in-1
multi-product, multi-brand remote control.
With the advantages that DLP™ can offer,
Thomson is looking to introduce a host of
groundbreaking products over the next 12
months. The technological advances
mentioned here are just a sign of things to
come, making the future for DLP™ products
an extremely exciting one.
Cl.: While the HDTV standard is only
starting to become an important factor in
Europe, it will be increasingly important in
the future. Are the sets compatible, and
what sets them apart in terms of
interfacing?
Ant leg on DLP chip

© Photo: DR

P.M.: Thomson's Scenium HDTV Sets and
HDTV Monitors include industry-standard
secure digital DVI-HDTV interfaces with
HDCP copy protection for display of
uncompressed, pristine high-definition
video signals.

Cl.: But you have nevertheless retained the
“Classical” DLP™ range for those looking
simply for an excellent large image…

and include both Virtual Dolby and SRS
TruSurround XT features that envelope you
with sound.

P.M.: Yes. Thomson is also introducing an
all-new line of space saving wide-screen
DLP™. These Thomson Scenium DLP™
models are light enough to be used as table
models. Measuring just 42,1cm deep these
products include a 1280 x 720 DMD
matrix and 125Hz progressive scanning to
ensure the best possible image, whilst a
choice of eight picture and preset modes
ensure you get the best possible experience
from each video source.

Buyers can enjoy the best of cinema sound,
with dialog clarity improvement and bass
enhancement. For extra flexibility and
control, the graphic equaliser lets users
tailor the audio levels to suit their mood, or
they can chose from eight presets.
Cl.: Interfacing is more and more
important. What’s offered in this
department?

To create a real home cinema feel, they are
equipped with 40 watts music power output
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P.M.: Inputs are plentiful with three Scart
sockets, two of which are RGB, S-video and
Synchro Scan/DVI Connectors. Outputs
are provided by way of phono sockets for
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Additionally, Scenium HDTV sets with the
Thomson High Definition Picture System
feature dual industry-standard DTVLink
(IEEE 1394) inputs with DTCP copy
protection for external components such as
next-generation set-top HDTV receivers
and high-definition playback sources.
All Scenium HDTV Sets and Monitors also
include SYNCROSCAN™ HD component
video inputs that allow connection of up to
two component video sources (such as
currently available HDTV set-top receivers
and DVD players).

T

T
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Lens

DLP chip

Rear projection screen
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Light source
Colour wheel

> RE-DEFINITION TV

DLP – CREATING EXCELLENT VALUE FOR YOUR CUSTOMERS
Cutting-edge picture quality no longer means expensive. By
combining the functionality of several integrated circuits, reducing the
number of required ASICs from two to one, and streamlining external
memories twelve-fold, the new DLP™ component set for rearprojection TVs greatly simplifies manufacturing.
That makes it a display ingredient that allows electronics engineers to
deliver the uniquely true-to-life image quality of high-definition
television in a TV set that's less costly to produce, lighter in volume
and more elegant in design.
Imagine a 50-inch wide format television that’s only 12 inches deep.
By eliminating restrictive production specs, the new DLP™ component
set is inspiring designers to think outside the box. The results are
setting a new standard for television design. Profiles are lighter,
sleeker and more elegant, with footprints as shallow as twelve inches.

www.cleverdis.com

And weight under 30 kgs. Suddenly, the living room seems a lot
roomier.
The latest DLP™ display technology achieves sensationally rich picture
quality. At the heart of these new units is the latest version of the
1280 x 720 pixel Digital Micromirror Device.
About the size of a postage stamp, this optical semiconductor has an
improved contrast ratio for higher brightness and subtler color.
So customers experience home entertainment the way it should be
seen: with crystal clear detail, richer blacks, and none of the irritating
“screen door” pixellation found in other display solutions.
ALL DIGITAL - DLP™ technology enables televisions or projectors to
create an entirely digital connection between a graphic or video
source and the screen in front of the viewer.
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DiBOSS has been widely noticed through CeBIT, IFA and other exhibitions as the LCD TV manufacturer
with its own technology. Sales in Europe, America, Japan, Russia and Asia have been rapidly growing.
The company exports LCD TVs to the most of the world and as a result, international business holds more
than 99% out of their total sales. Based solely on LCD TV technology, their range of LCD TVs covers from
10.4” to 40”. They conduct direct business in 40 countries.
DiBoss France
Deltaparc Paris Nord 2
7 rue du Canal BP - 57417 Villepinte
Tel: 01 48 63 82 66
Fax: 01 48 63 86 44
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A WORD FROM THE TOP…
Interview with Bigchance Shim, DiBoss CEO & President

Cleverdis: How would you best describe
DiBoss today?
Shim Bigchance: the Boss of Digital TV - is
rising in the market as one of the strongest
LCD TV manufacturers. Based on
accumulated power and knowledge
through
export
oriented
company
management, D.BOSS is now stepping
forward to domestic customers. With a
market share of 13% in Europe, D.BOSS
products are being recognized as
masterpieces by consumers for their high
quality and technology thanks to their
design and picture quality.

Cl.: Where are your main revenue bases?
S.B.: More than 95% of D.BOSS' sales
revenue is coming from direct OEM exports
to US, Japan, Europe and Australia under
famous brands such as CASIO®, NEC®,
Packard Bell®, Marantz® and D.BOSS®.
Especially for the 40inch, D.BOSS is the
first manufacturer to apply next generation
dream technology with the MISE Engine®
to enhance the picture quality.
Cl.: You have won a number of awards…
tell us about these…

S.B.: We won the World Best Small &
Medium Company, the Great Venture, the
10 Million Export Tower and the Bronze
Medal of Industry.
Cl.: Tell us how your digital vision has evolved…
S.B.: In 2002, we decided to specialize in
TFT LCD TV solutions. By 2003, our goal
was to develop the area of interactive TV,
ultra-light slim TV and niche LCD-TV. Our
goal for 2005 is to be number 3 digital TV
manufacturer worldwide with our own core
technical expertise.

Powered by our precious customers’
comprises, D.BOSS is emerging as a
powerful LCD TV manufacturer with more
than $190M export revenue in the last
financial year. With this successful LCD TV
business, D.BOSS also has supplied
specialized LCD TVs to be applied in
special cases which big enterprises cannot
easily take.
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We will proceed and secure the core
technology and marketing with this strong
point. D.BOSS is preparing the next
generation TVs to meet customer demand
along with digital broadcasting, lighter &
thinner TVs, HD, home AV wall-mount TV,
and new market sub-segments (bedrooms,
kitchens, hospitals, hotels, cars, etc.).

www.cleverdis.com
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Bigchance Shim, DiBoss CEO & President
Mr Shim is the former leader of DND
Design Development Dept. in LG Electronics
and was awarded the LG human,
Administration Idea Practice, Superior
Invention, Probationary Invention prize. He
was also in charge of Multi-System
Development, World-Wide TV Development,
World first Turbo Search Development, Role
of Core Inventor in LG Electronics.
Today he is CEO of D.BOSS Co., Ltd.
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Tomy Bae President of DiBOSS France. He graduated
from Hanyang University, majoring in Business
Administration . He joined LG Electronics in 1995 and
worked in the TV Europe Export Team, joining LG
France from 2000 till October of 2003 as Purchasing
director of PDP, LCD-TV, CTV, Videoprojector and Rear
projection TV. At the same time, was in charge of
Brand Marketing activities, such as sponsorship of
French Football Team, outdoor billboard of
Montpartnass, Gare de Lyon and so on. He moved to
REVOX S.A. as International Marketing Director from
Nov. of 2003 till May of 2004. Mr Bae became
President of DiBOSS France from June of 2004 .

BIGCHANCE SHIM

TOMMY BAE

“FOR

THE TIME BEING , WE

PREFER TO CONCENTRATE ON

SPECIALIST
B2B CHANNELS”

PENETRATING INTO
© Photo: DiBoss

AND

Interview with Tommy Bae,
President of DiBOSS France

Tomy Bae: Basically, we respect all
channels and want to work with them, but
due to our restricted resources, our first
mission is that of building up our brand &
product image, so for the time being, we
prefer to concentrate on penetrating into
Specialist and B2B channels.
Cl.: What is the real value added of your
TV products as opposed to the big brands?

T.B.: Of course, to be the no. 1 LCD-TV
brand, at least in qualitative terms if not
quantitative.
We are not dreamers, but we want to
deliver perfect quality to make our
customers dream thanks to images that are
as life-like as humanly possible. It means
we want to be seen as “THE LCD-TV
specialist”.
Cl.: How do you support distribution
through marketing and communication?

It means we know and understand LCD-TV
better than big brands and put our all
capabilities and passions into our
products. I strongly believe that this can
make a big difference compared to the big
“generalists”.

T.B.: For the time being, we will
concentrate on PR activities through
credible magazines (industrial, public,
A/V special, etc.) to underline our quality
of product, service and spirit.
These kinds of communications shall be
quite helpful for distributors to transmit
confidence in DiBOSS products to their
clients. I believe that credible articles by
credible reporters or magazines are the
best effective method to deliver our quality
message.

Cl.: What are your ambitions in the
market?

Cl.: What about after sales service? How
is this set-up through Europe?

T.B.: We are small company but we are
specialists in LCD-TV. We own 100% of the
technology used meaning we can realise
better quality than others.

www.cleverdis.com
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Cleverdis: What are the main channels
you’re working through in Europe?

T.B.: Today, we propose a 2 year on site
guarantee for all DiBOSS products with a
faithful partner in France who can also
manage European level.
We cannot set up a European service
network by ourselves, as we do not have
enough resources and in any case, for this,
it is not necessary to have our own
organization.
That’s why we’re happy to have a good
partner who can manage all this on behalf
of us and we consider they are our family.
As our business territories are extended
and unified by DiBOSS France (European
HQ), European after sales service will flowon at the same time.
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Pioneer Corporation is a global leader in electronics and audio/video products for the home, car,
commerce and industry, particularly in the two core multimedia technologies – Digital Versatile Disc
(DVD) and plasma display panels (PDP). Its shares are traded on the New York Stock Exchange (ticker
symbol: PIO), Euronext Amsterdam, Tokyo Stock Exchange, and Osaka Securities Exchange.
http://www.pioneer-eur.com
Pioneer Europe NV
Haven 1087 - Keetberglaan 1
B-9120 Melsele - Belgium
Phone: +32 3 570 0511
Fax: +32 3 570 0876

“THE NEW ‘PUREVISION’
HIGH-DEFINITION PLASMA TV MODELS
HAVE UP TO SEVEN BILLION COLOURS”
Interview with Philippe Coppens, Manager, Technology and Product InfoManagement, Pioneer Europe NV

© Photo: Pioneer

P.C.: There are a number of important
features… such as enhanced picture
quality, thanks to new multi-greyscale
technology. Pioneer's Advanced Super
CLEAR Drive System produces the
equivalent of up to 1,920 greyscale steps
per each colour of RGB, generating a total
of over seven billion colours.
This advanced technology includes
superior
low-brightness
greyscale
expression and has the ability to eliminate
contour noise, bringing viewers highquality images with greater clarity and
sharpness.

Cleverdis: Tell us about your fifthgeneration High-Definition Plasma TVs…
Philippe Coppens: The new “PureVision”
high-definition plasma TV models have up
to seven billion colours, and are equipped
with new proprietary technologies, giving
unprecedented advancements in picture
and sound quality. They are noticeably
thinner and lighter than previous models as
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a result of Pioneer's Direct Colour Filter the world's first film-type filter. In addition,
selected models have support for terrestrial
digital broadcasts whilst all five models
feature Pioneer's original Sophisticated
Cosmetic Design with a newly designed
Media Receiver.
Cl.: What are the main image enhancing
features of the new range?
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Furthermore, “Dynamic Bright-up Processing”
technology - newly employed in the
Advanced Super CLEAR Drive System dynamically controls brightness by
constantly monitoring the averages and
distribution of brightness of the screen. This
technology selectively brightens on-screen
areas of medium-brightness which occupy
the main part of an image. Importantly, this
is achieved whilst maintaining low power
consumption. MPEG Noise Reduction also
effectively enhances picture quality by
reducing the “mosquito noise” specific to
MPEG related content, while the Dynamic
HD Converter converts video to the
optimum format for the high-definition
panels.
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Philippe Coppens, Manager, Technology and Product InfoManagement, Pioneer Europe NV.
Following a successful career in the IT industry, Philippe joined Pioneer Europe in 1994 to become responsible
for Optical Systems. As key player within Pioneer’s professional / multimedia organisation, he was actively
involved in introducing and launching the company’s first DVD and plasma products. Late 1997 – following
Pioneer’s widely acclaimed release of the world’s first DVD writer drives for professional use – Philippe took up
new responsibilities within the company, concentrating on the Consumer Electronics product range. Today he
liaises between Pioneer’s headquarters in Japan and its operations in Europe for strategic new technologies, with
– obviously – a key focus on the further successful deployment of Pioneer’s DVD and plasma product portfolio.

PHILIPPE COPPENS
Cl.: Have you improved contrast levels in
the new models?
P.C.: Indeed. The world's first “Direct
Colour Filter” eliminates the need for glass
for the front filter of the plasma panel,
removing multiple reflections previously
generated between the front filter glass and
plasma panel. The Direct Colour Filter also
reduces external light reflections and
improves the panel's contrast by
approximately 20% compared to Pioneer's
earlier plasma models, when viewed in
bright locations. The resulting images are
sharper, crisper with more vivid colour.

Cl.: Are they DVB-T compliant for Digital
Terrestrial TV tuners?
P.C: The PDP-505XDE (50 inch) and PDP435XDE (43 inch) models come with an
integrated DVB-T compliant Digital Terrestrial
TV tuner for Free-to-Air digital terrestrial
broadcast reception. They also feature a
Common Interface slot for Conditional Access

modules, which is ideal for users wanting to
subscribe to a pay-TV service.
Cl.: How have your screens been welcomed
by the industry?
PC: We in fact swept the EISA Awards! The
PDP-435HDE, and the high-end DVD
player, DV-668AV, have been selected as
the ‘European Plasma Television of the Year
2004-2005’ and ‘European DVD Player of
the Year 2004-2005’ by the European
Imaging and Sound Association (EISA).
EISA, commented: “With this fifth
generation model, the PDP-435HDE,
Pioneer clearly illustrates the advantages of
plasma over LCD. The overall picture is
superb thanks to the Pure Drive Dynamic
HD converter that resizes all interlaced
terrestrial TV or DVD signals to progressive
in striking HD resolution.”

© Photo: Pioneer

Cl.: Everyone is talking about HDTV. Are
these screens compliant?
P.C.: Pioneer's high resolution progressive
plasma displays TV’s are all HDTV
compliant and accept both industry

standard “High Definition” video formats
(1080i and 720p) - perfect for watching
the latest HD movies. To add to this, the
HDMI
(High-Definition
Multimedia
Interface) terminal allows users to connect
digital video and audio signals over a
single cable to produce perfect full-digital
video
and
sound
without
signal
deterioration, and “Advanced PureCinema”
technology delivers a cinema-like viewing
experience.
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Philips Consumer Electronics - Europe
Building HRT 22 - Breitner Tower,
Amstelplein 2 - P.O. Box 77900,
1070 MX Amsterdam - The Netherlands
Tel: +31 20 59 77 634

Royal Philips Electronics of the Netherlands is one of the world's biggest electronics companies and
Europe's largest, with sales of EUR 29 billion in 2003. With activities in the three interlocking domains
of healthcare, lifestyle and technology and 166,800 employees in more than 60 countries, Philips has
market leadership positions in medical diagnostic imaging and patient monitoring, color television sets,
electric shavers, lighting and silicon system solutions.
Philips is a world leader in digital technologies for television and displays, wireless communications,
speech recognition, video compression, storage and optical products as well as the underlying
semiconductor technology that makes these breakthroughs possible.
One in seven television sets worldwide contains a Philips picture tube.
Market Leadership Position, Consumer electronics (audio/video): World – 3, Europe 1.

“IT SEEMS TO ME THAT THE QUALITY OF
VIDEO SOURCES IS NOT SUFFICIENTLY
OPTIMISED AT POINTS OF SALE”

© Photo: Philips

Interview with Hubert Bouan, Director of Marketing Audio-Video Products

The specificities of Philips on the market of
the Flat TV are primarily on the level of the
width of range (25 references!), of the
design and the technological innovation.
The field where we make most efforts in
innovation is that of image quality: the
mastery of the technologies of digital
image processing enabled us to
unceasingly push back the limits of the
perfection of image quality. The Pixel Plus 2
is the brightest example, just like the 6 EISA
rewards (“Flat TV of the Year”) which we
received since 1998.
Cleverdis: What is your market share and
what are your strongest areas in Europe…
what are your ambitions?
Hubert Bouan: We have a 25% market
share in France which is, with the Benelux
countries one of the markets in which we
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succeed the best. In the medium term, our
ambition is to reach a 30% market share
on a European level.
Cl.: How is distribution organised?
H.B.: We distribute our products in all the
channels which correspond to the demands
of our consumers, whether it's the
specialised channels that can advise upon
and
explain
our
most
advanced
technological innovations, or channels that
are able to touch an increasingly large
public which is converting with a concept
which, it should be said, completely renews
the pleasure of television equipment and
imposes itself as a "must" for all the
distribution.
Cl.: What does Philips do to support
resellers and channel?
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H.B.: In addition to product training, we
work upstream - through investment in
communication, via print press or
television, and downstream with tools for
valorization like demonstration discs of or
"Ambilight" display units.
Cl.: What do you feel are the main
mistakes made by salespeople in this
market and how can they be corrected?
H.B.: It seems to me that the quality of
video sources is not sufficiently optimised
at points of sale. Hertzian broadcasting is
far from doing justice to our Flat TVs, as
much as a well selected DVD, or better still
a dedicated demonstration disc.
It also seems to me that we often polarize
the LCD or plasma panels too much and
that we do not speak enough about the
digital processing of the image, which is
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Hubert Boüan du Chef du Bos is Director of Audio-Video Products in France and in 2004 was named Director
- Consumers Electronics Products (Audio, TV , Video , Accessories).
He began his career in 1977 as a Sales Rep (Audio), going on to work in the Car Radio sector. In 1981, he
became Regional Sales Director (Major Domestic Appliances Products), working, between 1984 and 1990 in
cooling and personal care. In 1991, he was named Director - TV - Video Products, and in 2004, was promoted
to the head of Consumer Electronics Products.

HUBERT BOÜAN

nonetheless a determining factor in the
quality of Flat TV.
Lastly, the comparison between LCD and
plasma is not always very clear and can
encourage the consumer to adopt a certain
wait-and-see policy.
Cl.: What should be done in general to
better present and sell product?

CHEF

DU

Then use Ambilight display units to
emphasize this spectacular innovation
which increasingly allures consumers.
Cl.: How do you see the future of this
market? What future direction should
channel and retailers be taking to get
better market share and retain margins?
H.B.: Over time, Flat TV will completely
replace CRT, as in the field of monitors.
With regard to screen sizes, we are today
seeing the rise to power of segments like

BOS

the 26-27” and the 30-32” to the detriment
of the smaller screen sizes. This evolution
should be taken into account by the
distributors. The problem of the excessive
breadth of the offering must also be
considered and lead the distribution to
know to make choices if it wants to
optimize its linear, its rotations and, in the
end, the profit generated by FLAT TV.
Lastly, up-scaling, and the valorisation of
technological innovations will be a
determining factor in ensuring profitability.

© Photo: Philips

H.B.: First of all, use a demonstration DVD
to emphasize to the maximum quality of the
screens.

DU
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Sony manufactures audio, video, communications and information technology products for the global
consumer and professional markets. In Europe, Sony recorded consolidated annual sales of EUR
13.47 billion (yen 1,765 billion) for the fiscal year ended March 31, 2004, based on an average
market exchange rate for the same period of yen 131 to the EUR. Sony Europe, headquartered at the
Sony Center am Potsdamer Platz in Berlin, is responsible for the company's European electronics
business and registered consolidated sales of EUR 8.71 billion for the fiscal year ended March 31,
2004.

Sony TV Marketing Europe
The Heights, Brooklands,
Weybridge, Surrey KT13 0XW
Tel: +44 1932 816 000

“IN LCD & PLASMA BRANDS HAVE THE
OPPORTUNITY TO DIFFERENTIATE
IN A LARGER SPECTRUM OF ASPECTS”
Interview with Andreas Ditter, Director, TV Marketing Europe - SONY

Cleverdis: With the increasing distribution
by traditional IT channel of AV or CE
products, with them shipping TVs to retail
outlets, how is this going to change the
market?
Andreas Ditter: The IT & AV markets are
coming closer as we see more & more

'traditional' IT brands entering the AV or
CE market. As a consequence there is a
shift of channel weight from Independents
to Buying Groups & Chains.

A.D.: The Product Life cycle of the TVs do
not vary so much due to their technology.
What is very different is the renovation
cycle of new models to market. This
renovation cycle for CRT used to be about
2 years; for Flat products this has dropped
to a year or less.

Cl.: How are product life cycles changing?
How long can "new tech" TV's be kept in
the shops?

Cl.: How can we deal with these changes?
A.D.: 'Effort - effort - effort' is the way to
deal with these changes. Currently the
industry is making promotions the norm,
with focus only on price & screen size.
Sony is focusing on Dealer Training, Road
shows, Hands-on-sessions & other activities
that explain the new technologies &
benefits from them. The consumer needs to
be able to understand the benefits &
solutions that these new technologies bring
to them.
Cl.: How is brand differentiation changing
with the onset of LCD and Plasma
technology?

© Photo: Sony

A.D.: With CRT, brand value was around
the Tube, as this was the key device making
the difference in the picture quality.
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In LCD & Plasma, brands have the
opportunity to differentiate in a larger
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Andreas Ditter, Director, TV Marketing Europe SONY
After 10 years in the IT industry with a focus on Personal Computers, handhelds and notebooks, Andreas Ditter
has moved to TV business inside Sony Corporation as Marketing Director in July 2003 in order to address the
specific issues that will arise since the flat TV market starts behaving in a similar fashion to the fast moving IT
market. Andreas graduated in 1992 from the University of Rheinland Pfalz, Germany, with a degree in
Information Technology and Economics. Among his major achievements, Andreas was responsible as Senior
Marketing Manager for the introduction of Sony’s VAIO PCs into the European Market.

ANDREAS DITTER

spectrum of aspects such picture resolution,
picture enhancement technologies (driven
by the electronics & not the panels),
design, mounting capabilities etc. Sony
uses Wega Engine technology as a key
differentiator factor.
Cl.: What are the main factors that
influence purchase decisions in these new
product categories?
A.D.: A recent Sony Pulse Research showed
that Space Saving, Picture Quality, Panel
Size, Appearance/Style are the key factors
influencing decision.
Cl.: How important is price as part of the
decision making process?
A.D.: Price is always a determining factor,
as it is the one that finally will allow the
purchase or not. Nevertheless, price will
come in the decision making process in a
later stage & after the factors mentioned
above have been determined.

Cl.: Do you feel the "HDTV" buzz is
confusing for potential buyers?

Cl.: How important is it to inform and
educate the dealers?

A.D.: Yes it is. HDTV is a big opportunity
for the industry as a whole, but currently
there is no clear HD definition. Today the
customer can find low resolution displays
claiming HD Ready, manufacturers use
different logos, different claims, so the
customer is confused & does not know what
to believe. We are working together with
EICTA and other broadcast industry
players to find a common ground. The
industry should make a clear definition of
HDTV, develop industry logos that all
manufacturers will be using for the
products that comply with the definition.
Also the consumer needs to be informed
about not only the benefits of HDTV but
also when programs will be transmitted in
HD Resolution. Then the consumer can
evaluate the benefit vs. the investment he is
asked to make.

A.D.: Extremely important; Sony is putting
a lot of effort & investment in dealer
trainings, online & face-to-face ones.
Dealer is at the end of the explanation
chain and receives information last. The
dealer needs to be able to explain to the
customer the solutions & services that LCD
& Plasma brings.
Therefore make them familiar of the
technology is essential for the industry as a
whole.
Cl.: How can we educate the market?
A.D.: A clear message to the customer is
essential. In store promotions, Roadshows,
On-line training, Shop-in-Shop displays
are few of the tools we use in Sony to
educate the customer.

Flat TV Market Projection

Cl.: What criticisms do you have of current
sales practices?
A.D.: As mentioned in an earlier question.
Currently is becoming an industry norm
promotion to focus only on price & screen
size. This is where the IT industry was 3
years ago. In Sony we believe we need to
move forward & educate more our dealers
& end users about the benefits of these new
technologies.
Our customers need solutions & Sony is
determined to provide them with the Line
Up we market.
Source : Sony
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Toshiba Systèmes France SA
Consumer Products Division
7 rue Ampère - 92804 Puteaux - France
Tel.: +33 1 47 28 23 45
Fax: +33 1 47 28 23 34

Toshiba, a world leader in high technology, is active in three key domains: the high growth domains
of digital products (PCs and related equipment and peripherals, mobile phones, AV equipment,
including digital and flat panel TVs, and portable personal equipment) and electronic devices &
components (semiconductors, electron tubes, optoelectronic devices, LCDs, batteries, printed circuits
boards, etc.) and the stable growth domain of infrastructure systems (industrial apparatus, power
generating equipment, transportation equipment, social automation equipment, telecommunication
systems, broadcasting systems, elevators & escalators, medical systems, etc.).
Other businesses include consumer products (digital home products and home appliances, etc.).
Toshiba has 161,000 employees worldwide and annual sales of over U.S. $50 billion. Visit Toshiba's
web site at www.toshiba.co.jp/index.htm.

> A SURPRISE NEW MAIN PLAYER
“WITH ONE CHIP THAT IS DESIGNED BY TOSHIBA,
WE ARE ABLE TO INTEGRATE ALL THE NECESSARY
FUNCTIONS OF ANALOGUE TO DIGITAL CONVERSION
ON A DIGITAL TV”

shiba
to: To
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Interview with Olivier Van Wynendaele - Marketing Director France & Home Cinema Marketing Manager Europe

Cleverdis: Where does Toshiba currently
stand in the European LCD TV market and
what are your ambitions in the market?
Olivier Van Vinendal: Our current line-up
in Europe consists of ten LCD TV’s and one
plasma TV. These are all real TV’s with built
in tuners and speakers, not monitors.
Cl.: That’s a broad range to start with.
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O.V.V.: Yes. That’s because the market is
segmenting and we are trying to bring
some novelties, so there are two 4:3
models (14 and 20”) and a third one that
will be introduced before the end of the
year. This is the same as the 20” models
but will have a built-in DVD player. There
are eight 16:9 models ranging from 17” up
to 32”. The 17” and 23” models will also
have built-in DVD players as well. This is
quite a unique feature as there have been
very few companies doing this up until
now. We believe that especially in the small
size – mainly for secondary TV use
(bedroom etc), it’s very interesting for the
user to have a built-in DVD, due to space
saving and facility of integration into a
bedroom or kitchen. We’re seeing a great
reaction from the dealers for these
advanced solutions that ease the life of the
consumers.
Cl.: What differentiates your brand?
O.V.V.: We’re working today firstly to have
a full line up. We differentiate through
features such as the DVD models – also by
working on the quality of the LCD TV itself.
It has to be said that until now, the basic
picture on an LCD TV has not been so nice
compared to a CRT TV. The advantages
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have been weight and depth of the product
but the image has been lacking. Toshiba
has been working on the integration of
more sophisticated electronics to handle
signals properly and avoid artefacts.
Toshiba has been one of the top three
component manufacturers in the world,
and this is a real strength – integrating
components in advanced solutions. This is
called “Active Vision”, which is the
marketing name of these technologies –
dedicated to integrating several component
features into one and having more
efficiency in the way we handle the signals
– and better image quality at the end. One
of the big advantages of this system and
the board that’s created for that is what we
call “real digital picture”. With one chip
that is designed by Toshiba, we are able to
integrate all the necessary functions of
analogue to digital conversion on a digital
TV such as colour decoding, deinterlacing,
etc. On a classic Digital LCD TV set, if you
want to deinterlacer, you use one chip, then
for colour decoding there’s another chip
that functions in analogue mode, and so
on. So you need four or five chips and
several analogue/digital or digital/analogue
conversions. In the end, the signal loses
intensity and quality. With the Toshiba,
there’s just one analogue to digital
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Olivier Van Wynendaele, Marketing Director France - Home Cinema Marketing Manager Europe.
A graduate of the Institut Superieur de Commerce in France, Olivier van Wynendaele has had a rather eclectic
career. Firstly he was assistant product manager for Philip Morris, starting to work for Toshiba in 1993 as Air
Conditioning Division product manager. Following this, he went on to become director of Visual Display Systems.
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OLIVIER VAN WYNENDAELE

through internet downloads in the future.
Toshiba is very strong in networking thanks
to our PC background.
Cl.: How should TV retailers present LCD
TV’s to their best advantage?
O.V.V.: This is a major issue. Some retailers
want to show the best image quality, so
they will run DVD or even High Definition
signals. On the other hand, at least one
major retailer has a policy of showing the
same image the customer will have at
home, so they show standard definition TV
signals. This means the image is not always
very nice in the shop, but when the
customer gets the TV home, they are not
deceived by what they see, which can be
the case if they’d been seduced by
beautiful HDTV signals in the shop that they
don’t have at home. We supply a demo
disc to the shops about our technologies,
quality of image and so-on, with of course
some beautiful images. They’re free to use
it as they wish.

conversion when the signal enters the TV.
All the rest of the process is done digitally.
In the end, the image is almost identical to
the original signal.
To summarise, there are three keys in the
flat TV market as far as building a
successful product is concerned… The first
is the panel itself – getting the right panels
at the right time. To this end, we had been
producing our own LCD panels in a joint
venture with Matsushita called ToshibaMatsushita Display. The products, based on
low temperature polysilicium, but these
panels were very expensive. Now however,
the chassis of each model is capable of
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receiving at least one of three LCD panels,
and we have several numerous suppliers.
We are therefore sure to always have
availability at the right price. This is a new
strategy that was implemented this year.
Our suppliers include LG.Philips LCD,
Samsung, Sharp or AUO. The second is the
digital platform – the components of the TV
set. The third parameter, which will be
more important in the future, will be
network connectivity with Wi-Fi connection
to local networks and so on. Products are
converging with PCs and the offer to the
customer for contents is increasing – not
only through DVD and broadcast, but

Stop Press
A new joint venture between
Toshiba, Matsushita and Hitachi
will see the production of LCD
panels from 17” to 37”. One billion
dollars is being invested in the
venture, meaning that from 2007,
the three brands will produce all
their own panel stock. The target
volume is around 2.5 million panels
per year. Also, see special article
on new SED venture…
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Samsung Electronics Europe Logistics
Olof Palmestraat 10 - 2616 LR Delft
The Netherlands
Tel.: +31 15 219 6213
Fax: +31 15 219 6325

Samsung Electronics Co. Ltd. is a global leader in semiconductor, telecommunication, digital
media and digital convergence technologies with 2003 parent company sales of US$36.4 billion
and net income of US$5.0 billion. Employing approximately 88,000 people in 89 offices in 46
countries, the company consists of six main business units: Corporate Technology Operations,
Digital Appliance Business, Digital Media Business, LCD Business, Semiconductor Business and
Telecommunication Network Business. Recognized as one of the fastest growing global brands,
Samsung Electronics is the world’s largest producer of colour monitors, colour TVs, memory
chips, TFT-LCDs and VCRs. For more information, visit www.samsung.com .

STORAGE:
MAKING THE RIGHT DECISIONS
Interview with Jos Hageman, Marketing Manager Optical Media Solutions Europe

Cleverdis: Looking at the future of TV
technologies and in particular new home
technologies, the PC will becoming
increasingly central to the overall solution.
How important or critical is the choice of
storage drives?

checks the media, and may find that - it
can only safely burn at 8x -. If that’s the
case, it adapts the machine to
burn more slowly and avoids
mishap. What’s important
is that the result is good.

Jos J.G Hageman: I think it’s very
important. When you have a lot of data
such as photos and home movie files you
should avoid storing them all on your hard
disc, because if, for any reason, it crashes,
you lose all your treasured memories. But if
you burn them to disc and store the disc
somewhere, that’s a much safer way of
keeping your memories.

Cl.: When selling
DVD burners, one
essential factor is
that of simplicity or
ease of use. How has
Samsung addressed this problem?

Cl.: For people who are selling these items,
what criteria should they use to
differentiate products?
J.H: Compatibility with media is very
important, so that whatever kind of disc
you’re using the result is of optimal quality.
Also, the reliability of the drive is an
essential element. In some magazines we
see comparative reports saying “this brand
is two seconds faster than that brand”… all
our drives adjust the speed according to
the quality of the media. For example if the
maximum speed of the drive is for instance
12x and on the media is written 12x, in
reality this burning speed is too fast for the
media to create a good result. The laser
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J.H: It all started out a few years ago with
our CD burners, then our combo drives that
can burn CD’s or be used to watch DVD’s.
There already we bundled two pieces of
software – one for the DVD part and one
for the CD burning part. Then we would get
people calling our service centre saying “I
installed the software but I cannot burn
CD’s.” What had happened is that they’d
only installed one piece of the software.
So - for the DVD writer - we found it
important to find one piece of software that
offers all functions in a single solution. This
is - preferable to some other offers on the
market where you get up to five pieces of
different software with the drive. People
using disc drives not always have much
experience with PC or IT products.
In this sense it is very important that the
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software guides them through everything
they have to do.
Cl.: Samsung drives have some very
special features that we don’t see on other
drives. For example, we’ve noted that the
laser lens tilts if the disc is not perfectly flat.
What value does this add?
J.H: It’s like a lamp. If you shine it at
exactly 90 degrees to the wall, you have a
very focussed point, but if the angle
changes, the brightness of the light is
diminished. The same happens if the laser,
which is reading the disc, is always
straight, but the disc surface is not perfectly
aligned at 90 degrees.
For reading that’s generally not a problem,
but for the burning, you get a less focussed
laser beam. In our burners, the lens can tilt
a little, meaning that the laser always stays
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at a perfect 90 degree angle with the
surface of the disc, so quality is ensured.
It’s also important to look at the inner and
outer side of media, because if these parts
are not burned well, this is often a cause
for disc failure. Our burners employ
special technology to ensure that even if
the media is not perfect, the inner and
outer sides, those that govern whether the
player can read the media or not, are
quality optimised in order to avoid failure.
Cl.: The door design is different on your
burners. Why is that important?
J.H: If you have a normal square-cornered
door, you can get some air flow coming
around the corners. Our doors have
rounded corners, meaning they close better
and have less air-flow coming through, as
well as less noise coming out.

Cl.: How do you help retailers better sell
your products?
J.H: We have a training module for sales
people in the field. These courses are
designed to teach the salesmen and women
about our products. These courses are
focussed on the whole range of Samsung
products and are organised through our
national subsidiaries. This training can be
customised depending on what the retailers
are selling.
Cl.: How are you set-up for after sales
service in Europe?
J.H: For our direct sales, it works through
our subsidiaries in each country. Of course
we have call centres for end users as well,
so if people don’t have local access points
they can use.
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Cl.: What future trends will we be seeing?
J.H: We’re seeing more and more
convergence. The IT and consumer
electronics markets are moving together.
More specialist shops are adding CE items,
and more and more retail chains are
adding IT products -.
A few years ago a PC was a PC and your
consumer electronics products were in your
living room and didn’t have anything to do
with your PC. Nowadays everything has to
work together.
This is a trend that will continue. For our
disc drives this means that on one side
compatibility with other products is more
important, and on the side they are more
and more used in a non-PC environment
(like for instance game consoles and digital
camcorders).

In 2004, Samsung Electronics received three of the most prestigious
European audio/video awards, bolstering the corporate image as a
top audio/video brand in Europe. The company, which received nods
for a projection TV and DVD player last year, won awards for its DLP
projection TV (model: SP50L7HX), home theater system (model: HTDS460) and multimedia player (model: YH-999) this year.
Samsung's SP50L7HX, a 50-inch DLP™ TV, has been a major “hit”
product, receiving the Best Innovation Award in video at the
International Consumer Electronics Show and a silver award from the
Industrial Designers Society of America. The DLP™ TV is a unique
product that mimics a flat panel TV with an innovative vertically
positioned DLP™ Rocket Engine. The 2500:1 contrast ratio delivers
exceptional image quality and sharpness with Samsung's latest
proprietary image enhancement technology - Digital Natural Image
engine (DNIe™). The SP50L7HX was released in the European market
in mid-August, and its superb functions and design have drawn the
interest of major European retailers. Samsung's HT-DS460 home theater
system features the company's proprietary rear reflecting surround
system that provides a multi-channel effect with only front speakers.
Installing and moving the system around is thus very easy and the
product has inherent space saving benefits.
Samsung's YH-999 is a new-concept multimedia player based on a
Portable Media Center (PMC) platform that allows customers to enjoy
entertainment anytime and anywhere. With a 3.5-inch TFT-LCD screen
and a 20GB hard disc, the player supports audio files, still photographs
and even video.

www.cleverdis.com

© Photo: Samsung

SAMSUNG ELECTRONICS
RECEIVES 3 MAJOR EUROPEAN
AUDIO/VIDEO AWARDS

EISA is Europe's largest editorial organization dedicated to multimedia,
with a total membership of 50 journals covering audio products, video
products, consumer electronics, photography and automotive
accessories across 20 European countries. Each June, representatives
from all EISA members meet to decide which of the products introduced
in their publications during the past year deserve the coveted EISA
Award. The five categories under consideration are Audio, Video,
Home Theater, Photo and Mobile. This is the most prestigious honor for
a consumer electronics manufacturer to receive in Europe and this year,
around 40 different products were declared “Outstanding” by the EISA
judges in 2004.
Note: DLP™ is a trademark of Texas Instruments Incorporated
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GLOSSARY
Active Matrix Display: a technology used
in flat panel liquid crystal displays. Active
matrix displays provide a more responsive
image at a wider range of viewing angle
than dual scan (passive matrix) displays. Also
known as “thin film transistor” (TFT) display.
AMLCD: active matrix liquid crystal
display
ANSI Lumen: An ANSI Lumen is a
standard unit of brightness as defined by
the American National Standards
Institute.
Anamorphic: The process of compressing
wide screen images that are in widescreen (16:9) format into the framework
of a standard 4:3 television display. The
images are expanded back to their
original format on a wide-screen display
device.
Aspect Ratio: The ratio of image width to
image height.
BNC: Type of interface with only one pin
utilized in professional applications,
generally for video signals. This plug is
inserted, then locked in place with a
quarter turn to the right.
CD-R: Recordable CD (records once)
CD-RW: Re-writable CD (records many
times)
CGA: Color Graphics Adapter, a display
mode introduced by IBM in 1981 that
provided four colors and a maximum
resolution of 320 pixels horizontally by
200 pixels vertically.

Cinch: Type of standard one pin plug
generally used to transport both video
and audio signals. This interface is also
known as RCA.
CMYK (cyan, magenta, yellow, and
black): a scheme for combining primary
pigments. The C stands for cyan (aqua),
M stands for magenta (pink), Y is yellow,
and K stands for black.
Coaxial cable: A cable in which one
conductor is accurately centered inside
another, with both conductors carrying
signal. It is used primarily for the
transmission of high frequency, such as
digital signals or television.

cathode ray tube (CRT), liquid crystal
display (LCD), light-emitting diode (LED),
gas plasma, or other image projection
technology.
Display Modes: the various display
image formats and resolutions that have
evolved. In addition to monochrome,
color display modes include CGA, EGA,
VGA, XGA, and SVGA.
DLP: Digital Light Processing (see DMD)
DMD: Digital Micro Mirror Device, video
projection technology developed by
Texas Instruments. (See section in guide
on Front Projection)

Composite Video: The video signal used
by VHS cassettes and Laserdiscs. The
composite video signal is one where the
luminance and chrominance are mixed
together.

Dot Pitch: Measures the sharpness of an
image on a display. The dot pitch is
measured in millimeters (mm) and a
smaller number means a sharper image.
In desktop monitors, common dot pitches
are .31mm, .28mm, .27mm, .26mm,
and .25mm.

Component Video: Video transmission
that uses three separate video lines: one
for luminance (black & white), and the
remaining two for color. Many DVD and
DBS systems support component video.

DSP: Digital Signal Processing is a
powerful processing tool that is currently
used
primarily
to
add
spatial
characteristics to recordings for surround
sound.

Compression (image): minimizing the
size in bytes of a graphics file without
degrading the quality of the image to an
unacceptable level.

DTS: Digital Theatrical System, used for
digital encoding and decoding on six
channels developed by DTS. This system
utilizes a light compression of sound data
to enable the six entirely separate
channels to be contained in one single
digital stream. It is thus much richer, but
much more voluminous than Dolby
Digital.

Contrast Ratio: The ratio between the
darkest and lightest spot projected onto a
screen by a projector or visible on a
screen.
CRT: Cathode Ray Tube, used in directview TV monitors, computer desktop
monitors and “tri-tube” projection devices.

Chroma noise: Bleeding, or smearing of
strong colors, an effect common to VHS
videocassettes and laser-discs, but absent
from DVD’s.

DAC: Digital-to-Analogue Converters,
D/A converters convert a Digital signal to
an analogue signal.

Chrominance: The color mask that is
superimposed on the luminance to create
a color image.

Display: a computer output surface and
projecting mechanism that shows text or
graphic images to the user, using a
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DTV: a broadcast standard, which will
ultimately replace analogue television
broadcast signals we receive today. The
new picture format offered by DTV allows
for a high-resolution and wide-screen
presentation. Digital TV will require new
television receivers as well as new
broadcast facilities.
DVD: Digital Video Disc. DVD has the
same physical dimensions of a CD,
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however it can hold much more information.
(see section on Optical Storage).
DVI: Digital Visual Interface - A digital
connection port found at the back of
digital projectors or monitors for the input
of images from computers. With this
interface, no conversion is required when
connecting directly from a digital source,
like a computer, to a digital display
device. With other connectivity, the
conversion process can create artifacts
and other image degradation.
FED: field emission display
FPD: flat panel display
HDTV: High-Definition Television. True
HDTV pictures are composed of 1080
active lines (1125 total whereas current
standard
television
pictures
are
composed of only 480 active lines (525
total). The fine-grained HD picture thus
contains five times more information than
does the standard TV picture.
Hologram: a three-dimensional image,
created with photographic projection.
Unlike 3-D or virtual reality on a twodimensional computer display, a
hologram is a truly three-dimensional and
free-standing image that does not
simulate spatial depth or require a special
viewing device.
HRI: high resolution imaging
Image: a picture that has been created or
copied and stored in electronic form.
Imaging:
the
capture,
storage,
manipulation, and display of images.
Interlaced Display: a display in which the
lines are scanned alternately in two
interwoven raster scans.
In-Plane Switching (ips): In-Plane
Switching
(IPS)
technology
was
developed by Hitachi and NEC with the
intention of correcting TN + film issues.
IPS expanded LCD viewing angles 170
46

degrees but it did not correct response
time and color contrast deficiencies. In an
IPS system, liquid crystals do not rotate
unless voltage is applied. The second filter is
always perpendicular to the first filter,
blocking light so the screen displays a
perfect black that is superior to TN. An IPS
system has its drawbacks because it requires
significantly more power to function and
longer warm up times than TN screens.
LCD: Liquid crystal display the prevailing
technology used for displays in notebook
and other smaller computers. LCD’s allow
displays to be much thinner than cathode
ray tube (CRT) technology. LCD’s consume
much less power than LED and gasdisplay displays because they work on
the principle of blocking light rather than
emitting it. LCD’s use either a passive
matrix or an active matrix display grid.
The active matrix LCD is also known as a
thin film transistor (TFT) display.
LCOS: Liquid Crystal on Silicon - LCoS is
liquid crystal on a silicone wafer, with a
very high pixel density. The amount of
pixels used are less restricted than LCD or
DLP because the electronics are placed
under the pixel rather than next to it. This
high pixel density means higher
resolution. To this end, today's LCoS
projectors start at SXGA resolution.
LED: Light-emitting diode a semiconductor
device that emits visible light when an
electric current passes through it. In most
LED’s the light is monochromatic.
Lines of Horizontal Resolution: often
confused with “scan lines”. Lines of
horizontal resolution refers to visually
resolvable vertical lines per picture
height. They are measured by counting
the number of vertical black and white
lines that can be distinguished an area
that is as wide as the picture is high.
Since all video formats have the same
number of scan lines, it's the horizontal
resolution that makes the difference in
picture quality.
Lumen: See ANSI Lumen.
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Monitor: a computer display and related
parts packaged in a physical unit that is
separate from other parts of the computer.
Notebook computers don't have monitors
because all the display and related parts
are integrated into the same physical unit
with the rest of the computer. In practice,
the terms monitor and display are used
interchangeably.
Multi-Domain Vertical Alignment (mva):
Multi-Domain Vertical Alignment (MVA)
technology was developed by Fujitsu. It
offers 160-degree horizontal and vertical
viewing angles, half the response time of
IPS and old-generation TN screens, and
more accurate color presentation. MVA
features subpixels split up into several
zones and pointed polarizing filters, so
crystals do not align or rotate in the same
direction. MVA creates multiple zones so
that users only perceive one zone,
regardless of viewing angle.
NTSC: National Television System
Committee. NTSC is commonly used to
refer to one type of television signal that
can be recorded on various tape formats
such as VHS, used almost exclusively in
North America.
OEM: Original Equipment Manufacturer
– OEM products are those manufactured
by one company, and “branded” with
another brand name. These products may
either be the same as those sold under the
brand of the manufacturer (i.e.: identical,
but with a different brand), or custommade by the manufacturer for the OEM
client.
OLED: Organic Light Emitting Diode –
Pioneered and patented by Kodak, OLED
(Poly-OLED) enables full-color, full motion
flat panel displays with a level of
brightness and sharpness not possible
with other technologies.
PAL: Phrase Alternation Line – a type of
television signal, used in most parts of the
World outside the USA.
Pixel: short for "picture element the basic
www.cleverdis.com
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unit of programmable color on a
computer display or in a computer image.
Pixels per inch (ppi): a measure of the
sharpness - the density of illuminated
points) on a display screen.
Plasma Display Panel (PDP): a display in
which each pixel on the screen is
illuminated by a tiny bit of plasma or
charged gas, somewhat like a tiny neon
light. (see section on Plasma in this guide)
Polymer LED: a technology based on the
use of polymer as the semiconductor
material in LED’s.
Progressive Video Output or Progressive
Scan: Video signal in which all the lines
making up the image are displayed one
after the other, from top to bottom in one
single sweep. The video signal, where
the 480 lines are shown in a noninterlaced way (progressively) is called a
“480p” signal (p for progressive). The
result of this procedure is an image whose
definition is doubled.
Raster: the region of a cathode ray tube
(CRT) or liquid crystal display (LCD)
monitor that is capable of rendering
images.
RCA: Type of standard one pin plug
generally used by the general public to
transport both video and audio signals.
This interface is also known as Cinch.
Resolution: the number of pixels contained
on a display monitor, expressed in terms of
the number of pixels on the horizontal axis
and the number on the vertical axis.
RGB: Video signal in which the
chrominance is totally decoded in three
primary colors – Red (R), Green (G) and
Blue (B). In addition, a “luminance” signal
is present, transporting synchronization
information. The RGB signal thus utilizes
four separate cables with a BNC
interface.
Saturation: along with brightness and
hue, one of the three aspects of color in
www.cleverdis.com

the red, green, and blue (RGB) scheme.
All possible colors can be specified
according to hew, saturation, and brightness
(also called brilliance), just as colors can be
represented in terms of the R, G, and B
components. As saturation increases, colors
appear more "pure." As saturation decreases,
colors appear more "washed-out."
SECAM: Abbreviation of Système
Electronique Couleur Avec Memoire – a
TV standard generally used in France.
Smart Display: a Display monitor that can
be detached from its yoke or cradle and
carried around the office or home,
connected via wireless technology to a
PC. The Display is doted with a Touch
Screen and specific Operating System.
While Microsoft has abandoned further
development of their SmartDisplay
operating system, these wireless screens
will still be around for some time to come.
SVGA: originally Super Video Graphics
Array an informal name for the Video
Electronics Standards Association's
standard, the VESA BIOS. Typically, an
SVGA display can support a palette of up
to 16,000,000 colors, although the
amount of video memory in a particular
computer may limit the actual number of
displayed colors to something less than
that. Image-resolution specifications vary.
In general, the larger the diagonal screen
measure of an SVGA monitor, the more
pixels it can display horizontally and
vertically. Small SVGA monitors (14-inch
diagonal) usually display 800 pixels
horizontally by 600 pixels vertically. The
largest monitors (20 inches or more
diagonal measure) can display 1280 x
1024, or even 1600 x 1200, pixels.
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LCD panels arrange liquid crystals at a
right angle to the filter. The "film" is an
extra layer added to the panel to increase
the viewing angle. TN + film offers the
cheapest LCD solution and has been used
in most of the TFT panels on the market
over the last several years. While adding
film to the LCD boosted viewing angles to
150 degrees, it did not improve contrast
levels and response times.
UXGA (Ultra XGA): A Display Standard
referring to a video adapter capable of a
resolution of up to 1600 by 1200 pixels.
VESA: Video Electronics Standards
Association
VDT: Video Display Terminal
VDU: Video Display Unit
VGA: Video Graphics Array a display
mode introduced by IBM in 1987 that
allowed a choice between 16 colors at
640 x 480 pixels or 256 colors at 320
x 200 pixels. All IBM-compatible
computers support the VGA standard.
WBT: Windows Based Terminal – (see
also Thin Client Solutions).
Widescreen: A television with an aspect
ratio of 16:9.
WXGA: Wide XGA (see XGA).
XGA: Extended Graphics Array, a
display mode introduced by IBM in 1990
as a successor to its 8514/A display. A
later version, XGA-2 offers 800 by 600
pixel resolution in true color (16 million
colors) and 1,024 by 768 resolution in
65,536 colors.

SXGA: Resolution - 1280 x 1024
S-Video: Term generally used when
speaking of S-VHS or Y/C

Y/C: Term generally used when speaking of
a video standard in which the luminance (Y)
and the chrominance (C) are separated.

TFT: thin film transistor. See “Active Matrix”

YUV: Another name for a Component signal.

Twisted Nematic and Film Technology:
Twisted Nematic and Film (TN + film)

YpbPr: Another term for Component
video.
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