SMARTreport
Information Intelligence by

FREE DOWNLOAD of
"Dynamic Digital Signage"
SMARTreport is offered by

Couv.4pSmRDS_Eur_06

17/01/06

12:49

Page 1

SMARTreport
The Ultimate Sourcebook for Digital Signage Projects

DYNAMIC DIGITAL SIGNAGE

Dynamic Point-of-Sale Audio-Visual, "Narrowcasting", Custom TV Solutions, ...

DIGITAL SIGNAGE
• WHAT’S IT FOR?
• KEY ELEMENTS
• SETTING-UP YOUR OWN PROJECT

KEY MARKET FIGURES AND PROJECTIONS
• DETAILED RESEARCH DATA

CASE STUDIES
• TOP PROJECTS AROUND EUROPE

KEY DIGITAL SIGNAGE PLAYERS
• WHO DOES WHAT?

Cleverdis Edition • February / March 2006

Couv.4pSmRDS_Eur_06

17/01/06

12:50

Page 2

Intro

18/01/06

10:56

Page 1

SMARTreport
PREFACE

The year 2005 marked a new stage in the evolution of Cleverdis, with
the establishment of qualitative partnerships with the organisers of the
largest trade shows in the world. On the European level, after Deutsche
Messe for Cebit Hanover in March 2005, then Berlin Messe for IFA Berlin
in September 2005, Cleverdis has established a very strong partnership
with the organisers of ISE 2006. ISE Brussels 2006 is jointly sponsored
by the three leading electronic systems industry associations: the Custom
Electronic Design and Installation Association® (CEDIA®), the
International Communications Industries Association® (ICIA®)/Infocomm,
Gérard Lefebvre
and the National Systems Contractors Association® (NSCA®).
Cleverdis President & Founder
This partnership was the logical progression on the ongoing relationship
that Cleverdis established 5 years ago with INFOCOMM in the United
States.In France, it is with Reed Exhibitions that Cleverdis is working hand
in hand on such shows as Visual Communication / Digital Signage, Satis, IT-Partners, Equip' Hotel, etc. Cleverdis is
multiplying this type of alliance to allow our partners – manufacturers, system integrators, VAR's, Corporate Buyers, etc.
– to benefit from a formidable synergy between the various communication vectors:
• Trade shows, privileged meeting spaces;
• Cleverdis Guides, decision-making tools – an essential aid to the construction of RFI, RFQ and often even to their
answers;
• SMARTreports – the true "state of the art of the electronics industry" for vertical markets;
• and, of course, "the lethal weapon" – the marketing services of our famous Cleverdis Special Reports.
The latter have proven to have incredible efficacy since their creation, three years ago, for all those who have used
them. More than ever, in 2006 Cleverdis will remain faithful to its educational mission.
Our role is to make life easier for the purchasers, and not to disseminate information "en masse", or in the form of
"scoops". We continue to endeavour to solely communicate on those technologies, products and solutions that are truly
operational... that are truly useful and usable. More than ever, we are proud of – and foster – our independent role
and our objectivity which are at the heart of our philosophy.

EDITORIAL

We salute all those thanks to whom this independence can be preserved.

www.cleverdis.com

As we look around our every day environment, it is obvious that there are more and more digital messages being
flashed at us from all directions, thanks to what has been coined “Dynamic Digital Signage” – the use of digital
technology to send images and messages to displays in places frequented by the general public or specific groups.
The most obvious place has of course been airports and railway stations, where the old “flop down” (remember that
“tick, tick, tick, tick, tick…” every time the message board changed?).
Today, from shopping centres right down to small individual shops, from
Parliament to town halls, multinational headquarters to SME's, local
museums to theme parks, marketing and communication professionals
now have the possibility of leveraging their own personalised audiovisual media.
This being said, it's necessary to decide how to use these audio-visual
solutions in a suitable way -- integrated into a communication plan that's
worth its salt.
That's the aim of this guide, which is addressed not only to those in
charge of marketing and communications, but also technical supervisors
and purchase officers. Indeed, marketing concepts and means of
diffusion have to be examined closely, and the right approach is
needed if you plan to get the kind of results you’d expect. This
publication not only outlines the utility and impact of this mode of
communication - it is designed to enable you to formulate the right
questions as well when planning your very own Digital Signage project.

Raphaël PINOT,
Vertical Markets Manager
Cleverdis
Tel. +33 (0)4 42 77 46 04
raphael.pinot@cleverdis.com
www.cleverdis.com
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CHAPTER 1 • DIGITAL SIGNAGE OVERVIEW

What is
© Photo: Nec Display

Digital Signage?

Digital signage pertains to the use of screens (such as plasma displays,
LCDs, PC monitors etc) as a means of visual “signage” or communication.
First experiences in Digital Signage have not always been fruitful, and
initial investments have not always given way to resulting conclusions,
often as a result of the lack of proper pre-project planning and thinking.
It is thus important to ask the fundamental question: “what is my real
communications need?”. Then, “is dynamic display the best tool for
responding to this issue?”. Too many systems were deployed without this
primary analysis. The lack of or the weakness of results that emanated did
not help the image of the technology. Today, dynamic display has proved
its value and case studies outlined in this guide pay testimony to the real
Return on Investment that is possible.
Technology Choice: Distribution infrastructure is an important part of
digital signage, and choosing the correct distribution technology is a
crucial element of any digital signage project. While each distribution
technology has its advantages and drawbacks, the correct combination of
technologies can achieve low cost and high performance no matter what
the project size or complexity.
The Eyes Have It!!
The word “dynamic” is important as part of the recipe. It means eyecatching colourful moving images may be used as part of the message,
vastly enhancing the impact of what is displayed.

Benefits of Digital Signage
Digital signs have already brought significant benefits to businesses and
media vendors alike:
Attention grabbing advertising: A digital sign brings innovation and
movement to previously static media locations, and has the power to get
customers' attention, making it a particularly effective form of advertising.
6
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Real-time advertising and information: Digital signage allows advertising
and information to be updated on the fly from one remote authoring
station and broadcast immediately to audiences regardless of location.
Relevant audiences: With digital signage, advertising focusses on the best
potential customer: an existing one. Supermarkets have already found that
current customers are more likely to purchase products advertised on their
digital signs.
Cost savings: Every time digital signage users change their message or
campaign, they save on printing costs and processing time.
Profit centre opportunities: Businesses can create instant profit centres by
selling advertising time on their digital signs to customers or suppliers.

(Our thanks to Minicom for the use of extracts from their white paper)

ROI and TCO
The main concerns for those looking to implement such systems are return
on investment (ROI), cost of acquisition, use and maintenance, electricity
consumption, use of screens, profitability, depreciation of equipment, etc.
(making up “Total Cost of Ownership”).
Cases that we have noted include a cinema which increased sales by 30
percent. A community bank boosted cross-selling by 20 percent, and an
airport gift shop realised 20 percent growth. The promise of digital
signage has become a reality. It’s no secret, digital signage is a new
medium, and it’s a real challenge to convince advertisers that the audience
is there, paying attention, and worth paying for.
It is only when all “P&L” elements are taken into consideration that the tool
should be implemented and put to optimal use, especially when it comes
www.cleverdis.com
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to using all the necessary resources to adapt and update information.
Today, the technical solutions and professionals capable of advising on
them are many. Beware however as there are many intangible aspects to
a digital signage project. How for example can you measure the financial
impact of improving your store’s overall image through creating specific
moods or atmospheres with digital signage?
Purchase Cost Still a Sticking Point
The costs involved in a global solution of this kind have been the main
obstacle to wide-spread rollout. New low-cost, easy to implement “all
inclusive” solutions offered by major manufacturers are making the pill
easier to swallow at the start. Once the acquisition is made and the system
running smoothly, Return on Investment comes quickly if you’ve planned
correctly.

Narrowcasting and ROI
A term coined in the US, “Narrowcasting” pertains to direct diffusion of
information on dynamic signage systems in various locations with
information being sent from a single central location. The use of
narrowcasting has opened up many new possibilities, with digital signage
networks opening up. The advantages in terms of cost savings are so
obvious that virtually any company with a network of stores, agencies or
outlets will find a fast return on investment through the use of
narrowcasting via dynamic digital signage. In other words, the costs of
printing thousands of posters and physically sending them all over the
country are saved in this way, with diffusion of information via various
means (internet, satellite, or even terrestrial dedicated channels). The ROI
is easy to calculate in this case. Economic considerations such as the cost
of printing of promotional posters — infrastructure required for the
distribution of posters — transport costs-costs associated with recycling or
destruction of outdated posters, and strategic considerations such as the
uniformity and flexibility of the geographical management of information,
updating messages in real time… all these considerations favour dynamic
display over paper display.

Costs in Digital Signage
New Costs to be taken into account in the establishment of a dynamic
digital signage network:
• initial purchase of screens and electronic infrastructure
• upkeep and devaluation of screens and infrastructure (completing TCO)
• content creation (generally outsourced)
• content management (may be outsourced)
Will Digital Signage Kill Traditional Promotion?
Past and recent history of other media, however, demonstrate that
electronic supports truly complement traditional ones. As proof, the guide
that you are holding in your hands did not suffer (to the contrary) from the
diffusion of the same information on the Cleverdis web site
(www.cleverdis.com).
In reality, the key to any communications strategy lies within the pertinence
of the use of each available support.

© Photo: Mirane
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Digital Signage

What For?

Improving communications in numerous ways
Digital signage can serve a wide variety of purposes, but without a specific
purpose (i.e. driving up same-day sales of specific products or lifting crosssales for circular advertisements), digital signage will never reach its
maximum potential. Purpose drives everything from content format to
message to scheduling. It’s interesting to see that many networks have been
deployed without ever identifying a true purpose, yet many have still been
successful at driving sales in some way or other. In reality, a number of
issues may be addressed through the efficient use of digital signage. Some
of the main uses are:

•
•
•
•
•

Improving Company Image
Reinforcing reputation
Launching new products
Directly improving sales
Training of sales representatives

When a company wishes to improve sales and image at the same time, it
is possible to establish an information and product promotion programme
in conjunction with other campaigns and by the same token improve
customer memorisation. Here, screen image and graphics will be very
important.

Public Display Markets
POS (Point of Sale) Advertising
•
•
•
•

Grocery Stores
Point of Sale advertising
Captive audience while waiting in-line
Self-Checkout becoming more of a trend

by DisplaySearch

Corporate Conference Rooms / Board Rooms
• Presentations
• Data Display

• Video Conferencing

Public Transportation

© Photo : Mirane

• Most Common : Flight Information Displays (FIDs), includes:
- Check-in / Baggage Collection
- Gate Assignments / Gate Check-in

© Photo : Cleverdis

• Railway / Bus Terminal Displays

Electronic / Dynamic Digital Displays
• Shopping Centre advertising
• Cinema Advertising

• Museums
• Airport Terminals

• Tradeshow Purchase and Rental
• Market is largely based on re-use
• Market is highly Saturated
• Excellent Market for Multi-Function Monitors (MFM) and Displays
• Even small Tradeshow Booths are being designed for FPD due to
limited space
• Tradeshow booth potential crosses all industries not just High-Tech

© Photo : GMie

© Photo : IEC-ASV

Seemingly the Largest non-TV market for larger size Flat Panel
Displays (both LCD and PDP). Includes Digital Advertising in
Shopping Centres, Cinemas and other Public Spaces.
Also Known As:
• Narrowcasting
• Dynamic Digital Signage (DDS)
• Digital Signage
• Electronic Digital Signage (EDS)

Tradeshows

8
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First Questions to Ask Yourself

Getting Real Results

Who are we targeting? What is their demographic status (age, sex etc.)?
How do they behave (regularity of store frequentation, context, peak times)?
What are we saying and how often? In terms of sales, you may want to
give commercial information, run promotions, advertising, simply inform
the buyers, give a corporate message, orient them within the store,
propose services, give advice or suggestions, show general information
such as news or weather, train sales staff, present new products or
services, new procedures or a new organisation. You may also simply wish
to create an atmosphere, running films, clips, cartoons, sports, cultural
images, etc.
What are our objectives? Here there are several levels of objectives to look
at. On a qualitative level, you need to consider image, information and
service aspects. In terms of quantity, aspects such as audience, exposure
to messages, gross rating points, etc. will be important. Thirdly, on the P&L
side, you will need to project costs, potential revenues, and ROI.
What are my constraints? Numerous potential constraints must be
considered. These include the following:

One report from Arbitron and Edison Media Research looked at digital
signage networks in shopping centres. The study found shoppers three
times more likely to look at billboards with motion than at static signs.

Technological and technical constraints
Location (light, inbuilt furnishings, security, ergonomics, etc.)
Installation (design, shop downtime during installation, etc.)
Usage (technical maintenance, content delivery, etc).
Organisational Constraints
Decision making process for the project
Decision making process for the content
Validation process for the content
Budgetary constraints
Global Cost, cost per site / cost per screen
Initial
Running
Type of Financing
Revenues (advertising, partnerships)
ROI
www.cleverdis.com

Digital signage also raised the average recall for advertisers by 18 points.
The organisations also looked at a specific project that one major national
store launched in California and found overall sales of advertised Father’s
Day items were 37 percent higher in stores with the digital signage than
in those without.

DEPARTMENT STORE EXAMPLE
Some stores are using digital signs to replace the hanging posters
typically found in such departments as cosmetics as a way of cleaning
up the look of the area.
They’re also useful in creating an environment conducive to sales in
many other departments.
For these purposes, 42-inch plasma displays are often used, coupled
with smaller LCD panels adjoining specific product displays and
conveying sales information. Stores tend to keep specific sales results
confidential, but CoolSign, for example, has cited more than 2 percent
sales lifts across some stores — and as much as 25 percent sales
increases in specific categories. Immediacy and flexibility take
precedence here over measurable sales results in evaluating a digital
signage system.
Timing is everything, and the ability to react to the marketplace and
make changes in real time is the most important advantage.

Digital Signage SMARTreport • February / March 2006
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Digital Signage

© Photo : Lapeyre

How?

Technology Choice

Choice of media support

Your choices of technology will be motivated by three primary factors:
• The Objective Sought
• The Utilisation
• The Environment

Here, you should take into account the source and the format of the data,
the location, the level of interactivity required and the importance of the
audio ingredient.

PHYSICAL COMPONENTS OF THE SYSTEM
The components needed for a digital signage system include:
• An authoring console, equipped with content management software,
allowing the definition of content in a variety of playback formats.
• A server, to which finished content is uploaded and from where it is
distributed to different displays in the network.
• A distribution infrastructure, consisting of a data network, fiber optic or
CAT5 cable, which broadcasts media from the server to the displays.
• Digital signage displays, which can be plasma displays, LCD monitors,
CRT monitors, or kiosk stations.

Screen Choice
Depending upon your viewing conditions (distance from viewers to each
screen, ambient light conditions) and content type (high or low resolution),
numerous factors should be taken into consideration when planning your
purchase. Sometimes the use of different sized screens within the same
project may be a solution, and your choice may also be driven by how
“original” you want the displays to look. In this respect various rearprojection techniques can be used to good effect. Be sure to look at all
important criteria such as:
•
•
•
•
•

Size
Resolution
Contrast
Luminosity
Viewing angle

10
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•
•
•
•

Response rate
Colour gamut
Connectivity
Video processing

Digital Signage SMARTreport • February / March 2006

Size and Technology
The size of screen will of course dictate what kind of technology you
choose.
LCD – Generally available between 15 and 57 inches
Plasma – from 37 to 71 inches
LED and front projection systems – Virtually no limit

Importance of High Luminosity and Contrast
Bright screens catch the audience’s attention, while it’s important to look for
high contrast for the sake of a good “clean” image and message. Beware
however of claims and counter claims by various manufacturers. While
plasma screens for example are generally quoted as having higher
resolution than LCD screens, the figures quoted are for screens tested in a
dark environment. In higher ambient light situations, LCD screens can have
much better contrast than plasma.

Distribution Technology
When considering a digital signage project, users usually focus on display
types and content management software. For the integrator, however, there
is an important component that the user rarely considers: the distribution
technology and platform. This infrastructure transmits the digital video and
audio from the server to the appropriate displays, and is a key contributor

www.cleverdis.com
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today for systems with interactive capability. This is something of course
impossible to achieve with pure video-driven Digital Signage.

© Photo : Cleverdis

One additional key trend is integration with data bases and eventtriggered content. This capability aids the retailer in having content
designed that can respond dynamically to inventory, new pricing
information, and other external events, without having to manually change
content every time stock levels change, or when the retailer wants to
highlight a given product or brand over another, or any number of
combinations. Such capability is one more thing one cannot achieve with
pure video-based Digital Signage.
There is indeed a collective responsibility to inform retailers about
available options from a technology point of view and to package those
through innovative business models, such as deploying Digital Signage
projects through service providers.
One commonplace event hurting the market is the overabundance of
“black boxes” tied to one screen brand or another, which often can do little
more than to allow visualisation of a sequence of images or videos,
without true dynamic content and much less interactivity. It is always best
to pick the screen you think works better for the project both from the
technical and economic points of view, but not to “marry” yourself to a
black box that will only limit the return on investment from the Digital
Signage network and ultimately compromise the stability of the network
once it expands.

to actual digital signage performance. In addition, as the connecting
component for all displays, the distribution technology can be a significant
part of the project budget. That’s why choosing the correct distribution
technology is vital in ensuring a successful digital signage installation.

The 3 Main Priorities When Planning a Project
Content – This is what the digital signage project is there for. It’s what the
public remembers and what allows you to attain your objectives.
Content – Because it allows you to define your technology choice.
Content – Because it’s the only thing that stands the test of time.

Key Trends
One key trend is clearly in the very planning and deployment of Digital
Signage networks including the capability to create, distribute, update and
manage dynamic content. Whether content is updated every five minutes,
every day or every week, the retailer needs to have such flexibility in order
to have the chance to influence the decisions of their clients at the point of
purchase. If every time the content needs to be updated, a new video
needs to be produced to meet the requirements of each location, market
and clientele the retailer is targeting, then not only the cost of production
goes up significantly but the delay introduced in new video production
often neutralises the potentially positive effect of having deployed a Digital
Signage network in the first place.
Another key trend is interactivity. Retailers know that they not only have to
show advertising content at the store to their customers, but also that
providing the alternative to let the customer interact with the content, for
instance through a touch screen, has been demonstrated to produce better
and more measurable results for the retailer. There is a clear demand
www.cleverdis.com
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Generate increased sales
with LCD public displays

The results of the NEC
Display Solutions market
survey
The results of the survey confirm the considerable expectations that
analysts had predicted for the fast growing public display market. All the
sectors involved intend to invest in public displays, with the level of
readiness to invest being particularly high in the architecture & design
sector. 75% of those surveyed said that they would be purchasing one or
more public displays with LCD technology in the near future, and in the
meetings & conferences sector (33%) and the transport & logistics sector
(25%) as well as in retail (25%) the intention is to acquire large format
screens. Demand in this regard is even higher with more than 20% of all
respondents looking to LCD technology. LCD screens provide a clear
alternative to plasma screen technology, because of their benefits,
including lower power consumption, more straightforward operation and
longevity, as well as better presentation of static content.

© Photo : Nec Display

Potential customers from six different market sectors took part in the
second public display market survey conducted by NEC Display Solutions
Europe GmbH. The survey focussed on the possible uses for LCD public
displays as well as on applications in the various sectors.
The results of the survey provide detailed information about the content
displayed on the screens and reflect the level of readiness to invest on the
part of potential public display customers. Thanks to the survey, it is
possible for NEC Display Solutions Europe GmbH to react in a more
specific manner to the requirements of the fast growing digital signage
market and to provide individual public display solutions.
In order to be better equipped to react to the needs and requirements of
its customers, NEC Display Solutions Europe GmbH commissioned a
nationwide study on the theme of public displays and their related
applications in Germany. For the monitor manufacturer it is important to
provide its customers with the precise solutions that are needed for their
particular markets. Businesses from six different sectors took part in the
largest market survey that NEC has ever conducted of its users.

12
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In order to be able to offer its customers the best possible solution for their
applications, NEC Display Solutions wanted to find out which applications
each sector uses its public displays for. In the architecture & design sector,
the screens are used to display current information (37%), as a message
board/signage system (25%), for presentations (25%) and as part of the
actual design. This large number of different applications corresponds with
the sector’s readiness to invest and also reveals the versatility of public
displays. In the meetings and conferences sector there are two primary
uses: presentation (33%) and displaying general information (67%).The
retail sector revealed itself as the future “boom” area of the public display
market. Here, the screens are used within sales areas for advertising, to
provide product information, as message boards/signage systems or to
show up-to-date information (25% respectively). Externally, on the other
hand, public displays are used as message boards and as lifestyle/design
factors (29% respectively), followed by advertising, POS and product
information (14% respectively).
Companies operating airports and railway stations were the first to
recognise the great advantages of public displays with LCD technology. In

© Photo : Nec Display
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the NEC market survey, there was a clear difference in this sector between
external and internal applications. Communicating information (33%) is
just as important at an airport or railway station as using an LCD display
as a message board or signage system (33%), with an increased presence
from the advertising industry in the transport sector. In the mean time, 33%
of all applications displayed at railway stations or airports contain an
advertising message. Internally, on the other hand, public displays are
mainly used as passenger signage systems (40%), followed by
presentation of general announcements and entertainment in waiting
rooms or as message boards (20% respectively).

respectively) are the main reasons for installing large format LCDs, but
easing the workload (67%) is a major purchasing factor, as it is in the
meetings & conferences sector.

Why do businesses decide to use LCD public displays? What are the
advantages over other ways of displaying information such as posters or
flap boards? In the retail sector, the two most important reasons for
installing public displays are firstly, the flexibility in displaying advertising
and, secondly, an increase in sales (24% respectively), as confirmed by a
recent PRI study . It has been established that increases in sales of up to
10% can be recorded with public displays and that it is possible to observe
a 24% increase in the sales of products, which are advertised with special
offers and price reductions. This means that with public displays, effective
increases in sales are definitely possible and can be demonstrated. In the
transport and logistics sector, service, cost reduction and flexible use (33%

The integration of screens with protective glass is important for 21% of all
users, as are touch-sensitive displays for special applications. With its
public display product range of 32-inch to 46-inch screens, NEC Display
Solutions Europe GmbH is in the perfect position to be able to meet all
these requirements and to offer its customers the best complete package for
any use they may have.

NEC Display Solutions wants to provide its customers with the best possible
solutions, including flexible integration of its NEC MultiSync® LCD3210,
NEC MultiSync® LCD4010 and NEC MultiSync® LCD4610 public
displays into existing environments. For 29% percent of all users, flexible
integration is just as important as a secure and innovative method for
mounting/fixing the monitors (27%) and easy installation.

For more information, please visit:
http://www.nec-display-solutions.com/publicdisplays/en /index.html

© Photo : Nec Display

Chap1

www.cleverdis.com

Digital Signage SMARTreport • February / March 2006

/

13

Chap1

16/01/06

17:53

Page 14

CHAPTER 1 • DIGITAL SIGNAGE OVERVIEW

Chap1

18/01/06

11:44

Page 15

CHAPTER 1 • DIGITAL SIGNAGE OVERVIEW

The Distribution
System for Professional

Large Displays

by Interconnection Consulting (www.interconnectionconsulting.com)

In their 2005 study on Professional Large Screen Displays, Interconnection
Consulting uncovered many important trends in terms of channel usage by
major manufacturers. In the following pages, we present the most interesting
extracts from this important research project. We strongly recommend that
any major players in the channel who may be interested in obtaining more
detailed information contact Interconnection directly.

… System Integrators have great potential
The distribution system of Professional Large Displays is clearly dominated
by the AV and IT Channels. While AV Dealers served 50% of the Western
European market in 2004, this channel, as well as the IT Channel, lost
shares in 2005.
System Integrators are gaining importance, as they have the know-how to
implement whole display solutions.
E-Commerce is not commonly used at the moment, but due to the
increasing use of computers and the increased importance of convenience,
customers will start to use this kind of distribution more often.

Source: Interconnection

Which Segments Should Be Focussed On?
Public Display & Digital Signage are still the most important applications
for professional large displays. As large displays play more of a role in
our everyday life and the awareness of multi-media advertisements
increases, companies try to communicate their message through large
screens in shopping centres or on the street. In the future, the potential of
this segment will increase.
The Conference & Meeting Room Segment will lose slightly in 2005 and
the following few years. Although large displays have displaced
multimedia projectors in some conference rooms, this segment cannot keep
up with the market growth.
Institutional TVs are on the right path, particularly thanks to larger flat
screen TVs in hotel rooms and in restaurants and bars.
“Others” is still and will remain a niche segment for professional large
displays.
Source: Interconnection

Important factors for buyers
Warranty & service are the most important factors for buyers working with
resellers. Closely behind are technical quality and delivery time. While
most brands meet the requirements for technical quality, there are many
brands that have problems with their delivery time.

www.cleverdis.com

If manufacturers want to meet the expectations of their clients, a good
starting point would be to have a look at their delivery service and their
margins. If necessary, they should focus more on these factors, rather than
on marketing & sales support and lead generation, which are not that
important to the resellers.
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Meko

DisplayCast Public
Display Forecast
by Meko (www.meko.co.uk)

Top flat panel analysts Meko have been closely following trends in the
Public Display sector and release regular reports for those working close
to the industry. Following are some extracts from their latest report,
published in November 2005.
Expected supply constraints in the Plasma sector and LCD pricing and
availability meant a reduced forecast for Plasma Display Panels. Overall,
flat panel public display shipments are expected to grow to 209,000 units
in 2006.
The forecast for PDP is down to 134,000 units, while LCD is up to 74,000.
LCD now shows 88% growth from 2005 to 2006, slowing to 63% from
2006 to 2007, with LCD penetration rising to 65% by the end of the
forecast period from 23% in Q3 2005.

Forecast Highlights - LCD
Sales are expected to rise from 39,000 units in 2005 to 75,000 in 2006
with growth in 2007 to 122,000 units based on transition away from
plasma. 46” LCD will begin to take share from 50” plasma over the
forecast period. L40 (eds: LCD 40”) will account for 45% of the market by
Q3 2008.

Forecast Highlights - Plasma
Shipments are now expected to decline. Some supply constraint will mean
panels will be allocated to TV sales. LCD pricing, performance and
availability will be more than “good enough” for the market. Another
major issue is that with the onset of HDTV, high resolution plasma
specification and lifetime performance is unknown. P40 sales are
expected to decline in share from 71% of total market in Q3 2005 to 33%
by Q3 2008.

Advertised Price Highlights
LCD 30” is continuing on its general downward trend but the average
decline is only 0.6% across the three countries listed with rises in
November in France and the UK. Panasonic are now back in the data with
TH-32LHD7EK at >?2,100 average. L40 (eds. – LCD 40”) was down by
average of 6% across all three countries. NEC Displays were down by
>10%, Samsung by >5%, other flat P40 average drop is 5% across the
three countries. 80% of models were down in price month on month. P50
pricing appears to have levelled out. The UK average is however up by
4%, France and Germany are down.

Sales by Brand - Plasma

Source: MEKO
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Sales by Type

Source: MEKO

Sales by Brand - LCD

Source: MEKO
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PUBLIC TRANSPORTATION

solution used in
Strasbourg’s urban traffic control

Clarity’s Synelec
Clarity Visual Systems provide large-scale display solutions, including hardware,
software and services for business, government and other institutions worldwide.
The company sells through value-added reseller partners under the Clarity Visual
Systems, CoolSign Visual Systems and Synelec Visual Systems brands. The
privately held company is headquartered in Wilsonville, Oregon, with divisions in
California, France and the UK. For more information on Clarity Visual Systems,
Inc., call (503) 570-0700 or visit www.clarityvisual.com. See Clarity’s Coolsign
Software at www.coolsign.com.

As a subsidiary of Clarity Visual Systems, Inc., Synelec Visual Systems, provides
fully integrated display and image processing solutions for command and control
room environments in government, telecommunication, utilities and transportation
venues. Clarity sells its Synelec brand through value-added reseller partners in
Europe, Asia, Africa, India and the Middle East and has European headquarters
in Saint-Sernin, France. For more information, call +33 (0)5 65 99 67 44 or visit
www.synelec.com.

In 1978, the Urban Community of Strasbourg introduced its first
computerised traffic management and regulation system (known as
‘S.I.R.A.C’ - Service Informatique de Régulation Automatique de la
Circulation / Automatic Traffic Regulation Software Service) to deal with
the increasing amount of traffic on the city’s roads. It was one of the first
systems of its kind to be developed in France and, through its continued
use of state-of-the-art technology, is still considered to be truly innovative.

and enables fast access to the area for the emergency services, as well as
Strasbourg’s parking system in a way that maintains the city’s appeal
whilst balancing the needs of the residents. Information on the status of
free places is renewed every 2 minutes on digital signage.

Traffic flow around Strasbourg is measured by over 230 automatic
monitors and supervised by 65 cameras placed in strategic locations
around the city. Gathered in real time, this data feeds into SIRAC’s central
control system, which in turn manages the traffic via a complex system of
500 traffic light terminals. The city has 25 kilometres of tramline linking 46
stations. In order to maintain a constant speed and keep to the correct
timetable, trams are given priority over vehicles in the city’s transport
network. This process has to be managed in conjunction with the traffic
light control system, as well as operate safely and effectively in the event
that the connection SIRAC centralised control system is cut.
The bus network further supplements Strasbourg’s public transport system
and helps to reduce the number of cars on the road. However, it presents
a challenge of its own: buses must meet timetable requirements, mix with
cars on the road and give way to trams. So each bus is fitted with an
individual computer that monitors distances covered, then links in to a GPS
application which track its location. Messages are then transmitted
between the bus, each set of traffic lights it approaches and the SIRAC.
This gives buses priority...

To give all operators in the control room easy access to the large amount
of information, SIRAC required a large display system to complete the
bank of CRTs. A rear projection screen presented the largest diagonal, the
best viewing angle and the most accurate image resolution, and was
therefore the optimal solution.
The Urban Community of Strasbourg chose Synelec (ID Cube Multi 67”
XGA in 3x3 wall configuration), who had proven experience and
expertise; its system was flexible and robust. SynLink Image Digital
network offered capacities with a reliable, expandable and cost effective
solution and the Synelec solution was already used successfully by other
urban traffic management control rooms.
Traffic flow is analysed and controlled from a central point as a result of
the latest traffic regulation technology. Graphics (RGB), video, maps and
GPS tracking application are shown on the display wall, which is the
central data collection point at SIRAC, and therefore a critical part of the
overall system. The display wall is extremely effective in supporting the
public transport network and in fighting against traffic congestion in the
centre of Strasbourg.

© Photo: Trident

© Photo: Clarity

The system operates centrally controlled retractable bollards that rise or
descend depending on need. It also manages the residents’ controlled
parking scheme, monitors traffic travelling in and out of pedestrian zones

SIRAC also gives road traffic updates, providing detail on road works,
accidents, congestion, etc, as well as generating messages to encourage
motorists to use other forms of transport when the pollution level in
Strasbourg is high. It also sends electronic updates to local radio stations
in order to supply drivers with up-to-the minute traffic information.
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chooses Trident
for passenger information across the
United Kingdom
National Express

Trident is one of Europe’s leading technical franchised distributors of displays,
interface kits, single board computers, panel PCs, printers and card readers as
well as designing and developing custom built embedded computing
technologies.
The company has established a solid reputation in the supply of high specification
LCD display technologies for a wide range of markets including retail,
transportation, public information and hospitality. In addition to product
specification and supply, Trident are also able to engineer solutions to meet
customer’s specific requirements including developing bespoke housing solutions,
integrating unique driver requirements and modifying displays to operate in
exception environmental conditions.

The layout of the display and the format of the information changes very
little over time, even though the information is being constantly updated.
Trident advised that this would burn out areas of a PDP very quickly,
impairing presentation and demanding frequent replacement of the
panels.
LED dot matrix was also ruled out after careful consideration. The volume
of information the company expected to communicate with its customers
was too great for the dot matrix to offer sufficient resolution. TFT-LCD, on
the other hand, offered suitable resolution and longevity to present the
information required. The flat panels are also far more suitable than
conventional CRTs for installation in the travel shop windows where space
is more constrained.
Trident recommended the NEC LCD range on the basis of overall
performance as well as ease of supply, delivery lead time and cost. A
mixture of 30-inch, 32-inch, 46-inch and IP65 sealed 40-inch were
installed depending on environmental considerations and constraints.

The market for inter-city transport within the UK is highly competitive, with
road, rail and air operators frequently competing for the same passengers.
In the unrelenting battle to attract customers and safeguard profitability,
delivering a sleek and convenient customer experience is a vital part of the
image.

"It was very important that the display panels were right,” explains
National Express Project Manager Cathryn Jeeves. “Current and future
customers judge us based on what they see at our coach stations, as well
as their experiences while travelling with us. For this reason, Trident’s
sensitivity to our needs to present the right image to our customers was just
as important as the engineering knowledge that has resulted in a solution
that operates reliably, supports the functionality we need, and is
economical to own and operate”.

National Express, the scheduled coach network serving 1000 locations
throughout England, Scotland and Wales has recently invested in over 60
state of the art passenger information systems at its major hubs throughout
the country. Closely coupled with the company’s information infrastructure,
the passenger information system allows real-time service status updates to
be delivered to customers very cost-effectively, as well as route and
booking information. National Express customers take more than 16
million journeys a year. For each of these journeys, passengers require
timely information to ensure convenience and comfort.
While the company’s investment in software systems to support this service
is largely invisible to its customers, presentation has a much higher impact
on the customer’s impression of travelling with National Express. To ensure
the best looking, technically optimal solution to this important aspect of the
project, the company worked with systems and display panels specialist
Trident. After assessing the technical and aesthetic requirements, Trident
recommended TFT-LCD technology, and took charge of hardware
selection, integration and installation at each of the sites nationwide.
National Express needed to locate its new passenger information displays
in a variety of locations. After an initial trial period in seven major sites,
the company has now introduced screens nationwide. The screens are
installed in a range of different environments including shop windows,
large booking halls and even outdoors. A display technology suitable for
each of these situations would ease the integration challenge, present a
uniform image to the customer, and also allow economies of scale. Bearing
in mind the environmental requirements and the stipulations on display
parameters such as size, resolution, response time and colour capability,
a number of alternatives appeared viable. These included plasma display
panels (PDP), LED dot matrix and CRT, in addition to TFT-LCD.

www.cleverdis.com

© Photo: Trident
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PUBLIC INFORMATION & ADVERTISING

Leading broadcasters and media
groups look for higher visibility
Turner Broadcasting System – 'CNN Center' in
Atlanta, USA
For its 25th anniversary, CNN decided to upgrade its centre in Atlanta
and parts of it became a 'Visitor Center'. In order to enhance exposure to
visitors, CNN added LED boards and plasmas throughout the centre. The
big Philips’ LED and plasma displays deliver live feed tickers and news, in
shops and multi-layered information on highways 75 and 80. Additional
screens are also installed in Columbus Circle (NY). Like the BBC, CNN did
not make compromises on the quality and chose the same system as the
BBC’s.
© Photo: C-nario

C-nario is a premier provider of comprehensive, software-based platforms that
enable the playback and management of complex video displays in an extensive
range of high traffic environments. C-nario is a privately held company with offices
in the United States, Australia and Israel and global partners and value-added
resellers throughout the world. C-nario software based technology is successfully
installed with numerous high demanding customers, meeting a wide range of
requirements in the area of advertising, corporate, public, media and
entertainment.

Background
The vast proliferation of TV and other media channels available for home
media consumers in the last few years has led to the unavoidable decrease
in visibility of traditional broadcasters, and to a fierce battle over audience
attention. Leading global broadcasters and media groups such as the
British Broadcasting Corporation (BBC), Turner Broadcasting System Inc.,
Organizacion Editorial Mexicana and Axel Springer had recognised the
rising threat together with the opportunity of high quality media in the
public domain, and decided to deploy digital signage technologies and
business models to increase their visibility. All the mentioned market
leaders chose to present LED displays networks, operated and controlled
by C-nario unique technologies and products, due to its highest playback
qualities, flexibility, reliability and versatility.

The BBC - UK

Both companies, known as leading publishing and media actors in their
country, were seeking different and additional media to deliver their
content. Axel Springer installed the biggest LED ticker on top of their
building in Berlin, displaying
updated news, including pictures.
OEM deployed about 200 LED
signs throughout Mexico, in
busy traffic locations, so
passengers and drivers could
view news and advertisements
while crossing the street or
standing at a red light.

© Photo: C-nario

© Photo: C-nario

The BBC decided to launch the BBC Community TV project in major cities
in the UK. The requirements were to distribute BBC channels combined
with local news to LED boards installed in central locations, to schedule the
content from day to day in each screen and to play the highest quality
digital content. The solution should also provide live event management
tools. The project involves Philips as the LED board suppliers, the town
councils of the cities where the screens are installed, and sponsors such as
the Royal Bank of Scotland. The chosen operation system for that project
was product based on C-nario core technologies. First of all, 6 screens
were installed more than a year ago. The project is to cover other main
city centres in the UK in the coming years.

Axel Springer (Germany) and the Organizacion
Editorial Mexicana (Mexico)
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Extending HD Digital Video to
Rotational HD Fascia Displays

Gefen:

A leader in the high definition digital domain, Gefen delivers advanced
technologies with multi-platform extension, switching, distribution and conversion
capabilities. Gefen equipment is used all over the world in professional AV/IT and
consumer electronics/home theatre environments. Their add-on hardware
maximises system functionality and enhances operability by enabling AV systems
to go beyond their original functionalities. Solutions support an array of
connectivity interfaces including HDMI, DVI, dual link DVI, HD-SDI, SDI, VGA,
RCA, USB, Firewire and RS-232. A selection of high quality cabling is also
available. Additional information may be found at www.gefen.com.

ANC Sports Enterprises' installation of 360 degree rotational digital video
displays in San Diego California's PETCO Park illustrates how the high
resolutions of digital video can be extended even the farthest distances
with a perfect replication of visuals.
Gefen facilitated the set-up of control room equipment and the positioning
of video operators, which is always different with the distance between
them varying greatly. A method of system integration and extension was
developed that guaranteed the delivery of HD digital video sent from

CASE STUDY

servers to control room monitors and LED fascia display boards using DVI
(digital visual interface) connectors. In some arenas, game time action is
sent via live feeds more than 100 metres over Ethernet, USB and serial
cables from servers to the control room. To bridge these distances, Gefen
supplies digital video extenders that send HD video up to 500 metres while
maintaining resolutions up to 1080p or 1920x1200.
PETCO Park used two analogue monitors in the control room and one
digital display to feed the fascia display boards. To curb costs, the two
analogue monitors used for previewing received analogue video, which
can be sent over industry-standard CAT-5 cable. Using a Gefen DVI to
VGA Converter, video is downgraded from DVI to VGA for the long haul
to the control room.
Only the display that is feeding the fascia display boards
remains in the digital domain from start to finish, using
mission-critical Gefen DVI Splitters, which ensure
the uncompressed, high resolutions of digital
video are sent with pure digital quality. The
digital signal is then fed to the rotational
fascia display boards that show cutting-edge
live action, advertising and entertainment for
fans to see from any seat in the stadium. With
their help, pure HD digital video is available, at even
the longest distances, for all to see.
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POINT OF SALES

entertains kids while parents
shop…

Ikea

IKEA’s in-store restaurant is a place where both children and adults spend
time together, but IKEA found that whilst adults spend an average of 30
minutes eating, children spend just 10. It was clear to the retailer that when
children are not enjoying themselves they are quick to let their parents
know about it! If they could entertain the children it would enable the
parents to relax and spend more time in the store.
IKEA decided to create an entertainment zone near the restaurant and
developed the concept of film islands and play islands. The islands consist
of a central play area, surrounded by bar-style seating, which allows
parents to eat whilst being able to watch their children at the same time.
Sony technology is integral to the film islands. Children can lie down on
the purpose-built podium and watch films from a 42” Sony plasma
display, placed face-down in the ceiling. Every 60 seconds the film is
interrupted and the children see themselves on screen for 30 seconds using
the ceiling-mounted video camera.
Inside the podium, built-in bass rockers create vibrations that reinforce the
content from the displays. The trial for play islands and film islands is
currently taking place in 20 of IKEA’s stores across Europe. This number is
expected to increase as the project is rolled-out worldwide.
www.cleverdis.com

The hardware for this project,
supplied by Sony Sweden, is sent to
IKEA’s carpentry supplier in
Germany and then checked,
adjusted and installed, before being
re-assembled in each store. The
simplicity of the process means that
no integrator is required for the
ongoing implementation of this
project. Whilst a number of display
solutions were considered, including
LCD, CRT and projection systems,
IKEA selected Sony plasma displays
for this installation. As Jim Hjortberg
of IKEA explained “We decided
upon Sony 42? plasma displays as
they offered the best value for
money. LCD displays would have
been too small for a similar price,
and rear projection was simply not
practical for this project.”
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roll out a 100 site digital
poster network

Thomson

advertisers on the Thomson Digital Poster network may be Sun Cream
brands, Kodak camera film etc…

© Photo: Thomson

Thomson, UK's largest holiday company, has always been aware of the
benefits of Digital Signage and was looking at ways to dynamically update
content simply and easily. One of the key factors was to minimise capital
investment. Analysis into footfall and dwell time convinced the travel
operator that its estate was delivering a large captive audience that could
be used to its advantage.
Discussions led by Remote Media resulted in offering a solution based on
Media Sales. This enables Thomson to benefit from Digital Signage whilst
generating a steady revenue stream at the same time. So much so that that
the income should more than cover the cost of the Digital Poster Network
and bring in additional income each month.
How does it work? Thomson spent a large amount of time analysing the
dwell time and footfall into each store on a monthly basis. Then looking at
the figures for the top 100 stores showed that the estate has a large captive
audience, which is key to media sales. Working on this information a rate
card was produced to identify how much our partner Media Agency can
charge Advertising Agencies to advertise on the Digital Poster Network
per month.
A decision was taken to allocate x number of advertising slots in a loop.
An agreed percentage goes to the site owner (Thomson) to promote their
products and services. The remainder is then sold to third party advertisers
that represent no competition to Thomson’s activities. Typically the type of

CASE STUDY
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© Photos: Richardson

Boosting Richardson duty-free sales
with in-store digital displays

When James Richardson, one of the
world’s leading duty free retailers,
opened their new shop at Tel Aviv’s new
airport, they decided to enhance their selling power with digital point of
purchase advertising. The system would run information and advertising
content on a number of computers/players and distribute it around the
store to multiple 42” plasma display screens.
The company had three requirements: (1) Supply monetary conversion
rates of seven currencies and update them daily, (2) Inform about customs
regulations, (3) Advertise its products. They wanted all this in a system that
was affordable to install and to run. In searching for a solution the project
consultant, Ran Shapiro, faced numerous challenges: How to maintain
high video quality? How to keep it affordable for the customer? How to fit
all the equipment in the store? How to power the equipment?
24
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After a comprehensive inspection, the consultant chose Minicom’s
audio/video-over-CAT5 distribution technology, also referred to as
narrowcasting, provides the answer for ‘the last mile’ of the digital signage
application. It provides the physical connection between the two points of
the “last mile” delivering the content from the player to the display screens.
Minicom’s VDS is a point to multi-point out-of-band system for
transmission of rich content and high quality video in real-time from any
type of player/computer to multiple display devices using low density,
standard CAT5 cable.
This solution presents the best picture quality, the best value, the lowest
cost, and is additionally a space saver. An extra advantage was power
sourcing. “The competition’s products required external power sources
costing both money and space. The Minicom VDS Remote units get their
power over the cable line,
eliminating the need for external
power sources at each screen.”
© Photo: Richardson
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Minicom’s solution: a system of
26 VDS systems consisting of 26
broadcasters, 2 line splitters,
and 63 remote extenders, one
for each plasma screen.
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adidas

POINT OF SALES

Narrowcasting case
For this adidas required an enterprise-scale system to control all
consumers facing technology: screens, information terminals and
interactive stations. Solutions had to encompass the scheduling,
distribution and playback of media files as a managed service, capable of
combining global content with store involvement. Impact for retailers was
easy of use for staff allowing them to manage local conditions.

© Photo: n-store bv

By using Kudos Billboard provided by n-store, developer and integrator of
hardware and software management systems, adidas has a scalable
content management system in place in stores around the world.
Communication managers both at local countries and areas worldwide
and at the global headquarters are able to easily add media files into the
system, see and manipulate a visual representation of a play list, and
broadcast it out to the relevant players.
adidas developed the concept of an interactive store format they call aPC
(adidas Performance Centers) for deployment around the world. This
featured state-of-the-art multimedia screens and terminals to promote their
brand and product sales In-Store.

Throughout adidas stores, you find media screens called Gondolas,
Recuperation Screens and Window projections. All screens have specific
content at a dedicated position in the concept. Besides the screens there
are Bench and Wall kiosks. The kiosks have a touch screen application that
provides product information, games, e-Cards and internet access limited
to all adidas websites.

CASE STUDY
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A new campus information network for
Oklahoma University
The University of Oklahoma is a doctoral degree-granting research
University serving the educational, cultural, economic and health care
needs of the US. It enrols more than 30.000 students, has more than 2.000
full-time staff and has 19 colleges offering 262 majors across all levels as
well as eight graduate certificates.
From education to engineering and then to journalism, digital
communication mediums have become an essential part of the education
sector. With the increasing size of University campuses today, it is
becoming more and more important to provide the entire University body
with the feel of an interconnected campus. The University of Oklahoma
faced a unique demand to connect the new "South Campus" research park
with the University's original "North Campus". The University needed a
multi-functional communications medium that can be used to deliver
current and relevant information to students, faculty, administration,
visitors and the general public (End user). They also wanted to provide the
end user with an easy to navigate and intuitive campus directory
complimented by a fully 3 dimensional way finding map.
Directories are nothing new to a University campus. But Digital Directories
with 3D mapping and instantaneous messaging capabilities took the use
of the medium one step further. Nexus Media inc. has developed an
encompassing Campus Information Network (CIN). The eye-grabbing
design was the start. But the ability to engage the end user – wherever they
www.cleverdis.com

were and even after they had finished their sessions – ensured the CIN was
a perfect solution for the University of Oklahoma.
Powered by Nexus Media's front-end graphical interface and the backend web based content delivery network, the CIN fully integrates users
with the most relevant information at the most important time... when they
demand it. By relying on Nexus's CIN, the University of Oklahoma was
able to create a new channel of communication, reaching the entire
campus and providing a harmonious way of delivering a message.

s
Nexu
oto:
© Ph
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• Cayin

• Carlipa

• Sony

• C-nario

• Winmate

• Centro
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DISPLAY TECHNOLOGIES

• Headline (Why the ASP model is a bonus…)

• Epson

• Medialon

• Lge

• Mirane

• Nec Display Solutions

• Scala

• Panasonic

• Tedysis

• Philips

NETWORKS
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PRODUCT BUNDLE SOLUTIONS
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• Samsung

• IMTV

• Chief

• Futuramedia

• Lumin

• Marketforward
• Magenta
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WHO DOES WHAT?
When embarking upon a Digital Signage project for the first time, many
people are lost when it comes to understanding who does what. This is
totally understandable, as there are a number of aspects to be taken into
account and often quite a bit of cross over between various roles. Following
is a description of roles undertaken in an AV project in an ideal world.

STARTING

AT THE BEGINNING…

Ideally, if you are designing a new “space”, whether it’s a shop, lobby or
whatever, inclusion of AV equipment should be taken into account by the
architect. To this end, some architects are now becoming quite specialised
in the inclusion of original AV ideas in their design projects.

THE CONSULTANT
The architect will ideally work with a system consultant or AV consultant
who will design the system that fulfils the requirements of the environment.
It may be the architect who goes to the consultant for advice, but it may
also be the IT manager or purchase manager for the company instigating
the project itself. The consultant advises on what technology is available
and what is best adapted, as well as giving cost estimates. The consultant
then becomes the “agent” for the customer, working with manufacturers,
integrators or installers.

If the job is a big one, the consultant will put together a “Request for
Quotation”, (or call for bids), in order to obtain the most competitive
manufacturers’ rates. If the system is smaller, they may simply work with a
local dealer or integrator.

THE INTEGRATOR / INSTALLER
It is important to understand the difference between the roles of Integrators
and Installers. Systems Integrators base their design solutions on
proprietary software, which they integrate into a physical system which
they either design themselves or which is designed by an AV specialist
consultant. The role of the installer is, as one might imagine, that of
installing what has already been designed and specified by either a
consultant or an integrator.

DEALING DIRECT WITH

AN INTEGRATOR

It is possible in many cases to deal directly with an integrator, as,
especially in Europe, their organisations include consultants. While this
may be a good idea as it streamlines your process, on the other hand an
independent design consultant helps keep a check on the integrator and
installer (see above), acting as your personal “agent” in the job. This being
said, we have not heard of many cases where people dealing directly with
top-level integrators in Europe have had problems due to a lack of
comprehension or communication.

WITH THE

MANUFACTURER

More and more, major manufacturers are developing teams to promote
professional AV installation. What this means is that if you already have
an idea of the manufacturer you would like to work with, you can call them
direct for information. From that point, depending on the level of
sophistication of the personnel in their local offices, they will be able to
28
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THE SOFTWARE EDITOR
Integrators will often be called to outsource specialised software editors
who have developed specific solutions for different vertical markets.
Software editors also help in the deployment of their solutions.

CONTENT DEVELOPER
This is a very broad term… about as broad as the range of content
available for digital signage. What is important to note is that this is
probably the most important part of the overall solution. Indeed when
designing your system with the architect or consultant in the first place, first
you have to know what you will be putting on the screens. One of the
biggest errors for example when playing video content is simply to play
the ad you made for TV, or at the other end of the scale, to make simple
power-point or flash presentations in a situation where something much
more “dynamic” will be what gets you the results. Count on spending a lot
of time brainstorming with a specialised content developer. The result will
be worth it.
POPAI – www.popai.com

“RFQ”

DEALING

point you in the right direction to find an integrator or installer. Those
companies with well organised European structures in this sense include
Sony, JVC, Panasonic, NEC Display and Epson, just to name a few.

Digital Signage SMARTreport • February / March 2006

POPAI (Point-of-Purchase Advertising International) is a non-profit AV/IT
industry’s trade association, that all companies, regardless of size,
location, or type are welcome to join: brand marketers, retailers, ad
agencies, producers or suppliers. POPAI is organised in 18 countries,
some of which have their own national POPAI site. Their aim is to
advance knowledge and understanding of retail marketing to improve
customer’s experiences and companies’ bottom line.
www.popaiwww.popai.fr,
www.popaidigital.com,
Also
visit
www.popai.co.uk, www.popai.de, www.popai.nl, www.popai.it ...
THE SCREEN - www.thescreen.org
The Screen is an independent UK based industry association, paid for by its
membership subscriptions and sponsorship and dedicated to the Digital
Media Network market. The Screen is for everyone operating and/or
interested in this arena. The Screen membership has been carefully designed
to benefit all parties including creative and outdoor agencies, network
owners, media buyers, brand owners, investors, media and real estate
owners, entrepreneurs and specialist public sector communication bodies.
The Screen - G17 Waterfront Studios - 1 Dock Road - London E16 1AG
– UK - Tel: +44 (0)87 0046 3038 – Fax: +44 (0)20 7430 0055
APCAD - www.apcad.org
This new trade association, APCAD ("Association pour la Promotion de
la Communication Audiovisuelle Dynamique") was created in 2005 by
major French digital signage and AV communication actors. Its role is to
promote digital signage communication and to increase expertise in an
increasingly competitive sector. 30 top of the range companies cofounded APCAD: manufacturers, editors, installers, integrators,
agencies, producers, management...
APCAD - 68 bis, Boulevard Péreire - 75017 PARIS – France - Tel: +33
(0) 1 44 01 52 66 - Fax: + 33 (0) 1 40 54 99 77
www.cleverdis.com
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Carlipa Systems are experts in Digital Media solutions. French leader in terms of
software solutions installed, the company proposes a patented solution that is
extremely efficient, tried and tested in a large number of sectors: luxury, readyto-wear clothing, beauty, catering, banking, insurance, education… Their
expertise and partnerships enable them to offer a whole range of associated
services, from global project management to deployment, content and everyday
running.

www.carlipa.com

ROBERT LOUVIGNES

President

The NMG-Profiler module allows automatic adaptation of each
programme grid, for each of the 550 sites of the network. As Martine
Granier, Managing Director of Selectour, said, Carlipa and Selectour
established a real partnership, with an extremely complex schedule of
conditions given the different issues and offers of the network. She even
thanked us for our strong involvement and the quality of our products and
services, when accompanying them in their project.
Cl.: You also recently developed a solution for BNP Paribas...
R.L.: Indeed, we have an exclusive partnership with Fininfo, financial
stock information supplier. Our common offer, called Fininfo TV, is based
on the principle of choosing parameters for up to six channels, real-time
on the screen. This interests companies in the banking and insurance
sectors, for their in-house and external communications. The French bank
BNPP network chose this solution in order to display real-time stock
exchange information in each agency, as well as corporate messages and
advertising messages about their own banking products and services.
For this project, our solution had to adapt to the extremely secured network
of the BNP. Many tests and specific developments had to be done, and
ended up reinforcing the trust our client had in us.
Cl.: What are the key factors for the development of dynamic displays?

A pioneer in the field of new technologies
and company high-tech systems in France,
Robert
Louvignes
founded
Boreal
Communications in 1994 – a company
specialised in applications based on high
speed networking, security and real-time system management. In January
2000, he sold his company to IB to take part in the creation of a new entity,
IB Group. He became president of the supervisory board and IB Group then
entered the public stock exchange. In January 2002, convinced of the strategic
importance of real time marketing, he co-founded Carlipa Systems with Arnaud
Lacourt.

R.L.: There are several, among which: low-priced screens and media
thanks to continuous production, a real impact on sales, and on sales
structure, and the existence of an automated technology that allows a
reduction of the cost of use.
Cl.: What advice would you give a project manager?
R.L.: A dynamic display project is not limited to the installation of the
screen and to the continuous broadcast of looping contents. It is therefore
important to identify the various issues to address, to create a dedicated
project team and... to choose the right technology at marketing's service.

Cleverdis: Can you tell us about the NMG® solution Carlipa has
developed?
Robert Louvignes: Our NMG solution has won over companies
around the world for its efficiency and reliability of course, but above all
for its unique functions that give answers to precise needs and issues at the
different levels of intelligence and in the different departments implicated
in digital signage projects. First, at central management level: it takes into
account decisional aspects that are based on implementation certainties,
and is a complete and efficient diffusion reporting tool designed on
purpose to manage paying media. At marketing and communication level,
the solution includes automatic programming depending on the marketing
mix, as well as site profiling. At IT management level, this solution brings
new technology for the management of all elements sent, and a real-time
supervision tool for the whole solution deployed, with incident
management as well.
Cl.: What kind of solution did you deploy for the French travel agent
network Selectour?
R.L.: The Selectour network decided to install screens in every one of its
550 agencies, to create their own television channel. These screens
broadcast adapted programmes according to the time and place of
diffusion: staff training, brand promotion, product and service
development... Canal Selectour is the first in-store network to sell advertising
space, to companies like tour operators, train and airline companies, tourism
offices... This enables global communication, within a certain editorial
line, as well as local automatic integration of each site's specifics.
www.cleverdis.com

Agence Selectour Le Vesinet,
© Photo: Carlipa Systems
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from different sources simultaneously with stored content files), multidisplay (it can be frame-accurate synchronised to play high impact
presentations, using several display devices simultaneously, like
seamless projection, video-walls, curved surfaces...).
C-nario Ltd is a premier provider of comprehensive, software-based platforms
that enable the playback and management of complex video displays in an
extensive range of high traffic environments. C-nario is a privately held company
with offices in the United States, Australia and Israel and global partners and
value-added resellers throughout the world. C-nario software based technology
is successfully installed with numerous high demanding customers, meeting a
wide range of requirements in the area of advertising, corporate, public, media
and entertainment.

www.c-nario.com

RAMI BAHAR

VP Marketing & Sales

• Advanced monitoring and reporting modules, enabling the operator to
monitor all the network components (players, communication, displays
and other external devices) in real time with a flexible reporting system.
• Media sales management and a smart automatic scheduling engine.
C-nario Advertiser™ is designed to automatically schedule and target
adverts according to pre-defined quantitative and qualitative audience
parameters, in pre-defined time slots.
Cl.: How does your background from the broadcast field influence the
playback quality of your solutions?
R.B.: Our background enables us to deliver broadcast quality playback –
back-to-back playback of video files, HD decoding, alpha-keying over
video, smooth and programmable digital motion effects, a professional
embedded character-generator and more.
Cl.: What advantages does your software offer to resellers, concerning
flexibility and integration possibilities?

Rami Bahar is an expert in digital video
networks and business development. He was
the founder and CEO of Speed.Com Systems
Ltd., an Israeli company representing Philips
Digital Display Solutions. In that role, he
initiated and executed the world's first digital
billboard network, together with Rapid Vision
and C-nario. He was previously the Director for
Marketing and Business Development for
Techno Ralco Ltd, the Sharp Corporation
distributor to Israel in the fields of office
automation and IT. He also served as Marketing Director for High Q Ltd. He
earned his Masters in Management Science from the Boston University – BenGurion University joint program, and his BA in Philosophy from Haifa
University.

Cleverdis: What fields does C-nario intervene in, concerning a digital
signage project, and how does your range adapt to each client's needs?
Rami Bahar: C-nario develops and supplies end-to-end SW based
platforms for Digital Signage networks deployment and operation. C-nario
products deliver broadcast quality digital signage content, emphasising
reliability and cost-efficiency on all modules designed to meet the various
demanding aspects of Digital Signage applications.

R.B.: C-nario products provide an open platform to integrate with
external data sources, such as queuing systems, databases, live feeds and
internet sites. The information is automatically extracted, and “painted” in
real time according to the designer preferences to fit digital signage
requirements. The products also provide ability to control external devices
– all by easily programmable plug-ins. Our development team also
supports special requests from resellers and customers, to customise
products efficiently.
Cl.: What are the specific benefits of your communication model
compared to your competitors?
R.B.: C-nario Transporter™ offers the possibility to operate over all types
of available communication platforms, with multicast performance over
standard available public communication infrastructure. It enables very
flexible network topology, mixing of different communication technologies
on the same network, and full control over all parameters of content
distribution: delayed distribution, bandwidth usage restrictions, hotfolders, push and pull modes, etc. Being deployed in banks projects, this
solution meets the most severe security standards.
Cl.: Can you tell us your plans for future growth, and what your position
is in Europe?

These modules include:
• Content design, collation and management tools (scheduling, targeting,
etc), designed to create highest quality and yet cost-effective
presentations, using most of the available image file formats. The design
tools include a broadcast quality character generator, smart scheduling
tools, a content filing system, a remote sites classification and a
sophisticated reports system.
• Smart content distribution solutions, with multicast performance over
standard available public networks. The C-nario communication module
(C-nario Transporter™) supports all types of available data
communication technologies (ADSL, satellite, dial-up, GPRS etc.),
delivering unrivalled efficiency and reliability.
• Content decoding and playback: C-nario's advanced content player is
multi-layer player (enabling high quality playback of different contents
in several zones of the display), multi-source (it can play information
30
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R.B.: C-nario is currently represented in most European countries by
capable and enthusiastic distributors and partners. We plan to open our
European office in 2006, to get closer to our customers and partners.
C-nario is currently one of the very few companies with a global presence
and projects in more than
25 countries. Among recent
solutions we deployed, you
will find projects for the BBC,
CNN and Axel Springer
Rom Patrol, Casino De
Estroil, the Time Warner
Center, Lincoln University
(UK), a big beauty salon
chain, the FNAC, and
Convention Centres...
www.cleverdis.com

© Photo: C-nario
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worldwide multinational companies have integrated our solution to their
products.
Cl.: Which piece of advice would you give somebody who's preparing
a digital signage project and what must they look out for?
Centro, initially started off as a software house, providing companies with
Software Engineers. In 1996, the company started to develop a highly sophisticated software-package, SiteScheduler, used for scheduling and distributing
Multimedia over any network of displays, in a flexible, swift and efficient way.
Now SiteScheduler is installed all over the world for all kinds of communication
projects. SiteScheduler includes all the functionalities needed for the success of
a communication project, including authoring, scheduling, distribution, billing,
interactivity, kiosks and event-triggering. Developed with the newest technologies,
it is now used in hotels, banks, airports, shopping centres, companies, nightclubs, museums, metro, exhibitions, theatres... Many resellers have switched to
this software because of its ease-of-use, flexibility and reliability.

www.centro-software.com

DICK TUINEBREIJER
Founder

After ten years in the software industry, Dick Tuinebreijer founded the Centro
Group. In 1996, he created Centro Automation Services, a software-house, and
then Centro Software Development, after having noticed how difficult it was for
advertising agencies to reach the right audience. Dick is now CEO and
manages the Sales & Marketing and Implementation departments of Centro
Software Development.

D.T.: I think in Digital Signage it is important to make sure you get the
right messages to the right audience at the right moment and on the
right spot. The software you choose to do this should therefore be
intuitive, easy to use, reliable and flexible. I'm afraid what we still see
with some of our competitors' solutions is the inevitable need for a
group of technicians to intervene, prepare schedules and distribution,
do programming, resolve problems, etc. This is not good enough, and
at Centro we have succeeded in developing a software package,
SiteScheduler, that has a very easy user-interface. It is very reliable and
flexible, and has no need for scripting or programming. And just one
or two people can now control a network of more than 1,000 players
with no problem at all.
Cl.: So what are the main challenges for the development of this
market?
D.T.: The main challenge, for all actors in this field, is to keep software
packages up-to-date and keep track of all new developments on the
content market. That's a problem that we have already tackled, by
creating SiteScheduler with a very modular design that makes it "ready
for the future"… New functionalities and new content-formats can
easily be integrated in SiteScheduler. Indeed, we decided not to create
a content-creation package, as our goal was to develop a software
package that can schedule and show most current content creation
packages. Consequently Flash, Director, MPEG 1,2,4, WMV, AVI,
PowerPoint, (live) Television can be combined smoothly in our solution.
Cl.: How do you imagine next generation digital signage software
then?

Cleverdis: Please explain the role Centro products play in a Digital
Signage project…
Dick Tuinebreijer: Centro develops sophisticated digital signage
software that plays a central part in drawing the customer's attention at
a point of sales. It enables highly attractive advertising in every format,
ranging from stills, text, full motion video to the current web based
formats as HTML, Flash and Director movies.

D.T.: There is clearly a need for central servers that control whole
display networks. This kind of product would mean every authorisation
would be done on the central server; users would have to log-in, and
depending on their profile they would be allowed to perform certain
activities. Actually, Centro is releasing such a solution at the beginning
of 2006. This solution makes it possible to authorise some individuals to
do some parts of certain activities. One group only will be allowed to
create, change and upload content. Another group only will be able to
use this content for creating schedules. And another group will be the
only one allowed to do the distribution to players…. That's in my
opinion what the Digital Signage market really needs:
Flexibility, Reliability and Continuity!

Cl.: What advantages does your software offer to resellers, concerning
flexibility and integration possibilities?
D.T.: Our Resellers find SiteScheduler more flexible, more stable, more
reliable and easier to use than other Dynamic Signage software
packages. Setting up a schedule, doing the distribution and updating
remote-players is done in a minute with our software. And after a oneday training course, our customers can start managing a network of
displays. With very little set-up and configuration, they can cost
effectively roll-out from 1 screen to 1,000...
As well as focussing on display network controlling, we also deliver
setup-boxes, displays, and install networks via our Resellers. They are
indeed able to offer a perfect combination of hardware / software to
their clients, depending on the budget and the type of content. So,
thanks to our products' flexibility and reliability, a large number of
www.cleverdis.com

© Photo: Centro

INTERVIEW

SOFTWARE EDITORS

Digital Signage SMARTreport • February / March 2006

/

31

Chap3

18/01/06

12:38

Page 32

SMARTreport

CHAPTER 3 • KEY DIGITAL SIGNAGE ACTORS

SOFTWARE EDITORS
INTERVIEW

linked to dedicated equipment. Our solution is also template based, so
updating and adding new information is simple to do. But if some
functionality lacks, we can develop it.
Founded in 2002 by digital signage software specialists, Headline.TVdelivers
software solutions and know-how for on-screen information and advertising
channels. Together with partners, Headline.TV offers a full-service concept
comprising hardware, software, content management and system integration.
Their markets and areas of application include cable TV, Point of Sale, Point of
Information, Transport, and Corporate. The service delivers advanced
functionalities in the field of planning, content creation, approval, scheduling,
publishing, distributing, playing and reporting. Headline.TV has partners,
customers and running installations in Denmark, Norway, Austria, Switzerland,
Great Britain and Germany. The solution is used by major European and
international companies within telecom, television, media, advertising,
transportation, and system integration.

www.headline.tv

OLIVIER PLAS
President & CEO

Cl.: How do you plan a digital signage project using your software, and
what advice would you give?
O.P.: The essential first step is to know where you are going with this
media, plan accordingly and generate a content structure which will make
life easier afterwards. We are experts at this, so no need to start from
scratch. Then you schedule the airtime, the dynamics, and once data is
validated, you can go on to publishing, choosing and activating channels.
After that, distribution and actual playback are automatic. The rest is
optional: reporting and statistics, system monitoring and alerts, updates…
In terms of advice, I would underline the role of a good pilot: get as close
to the real situation as possible, and use it to validate some real hypothesis.
Finally, remember that content is king!
Cl.: Tell us about the key issue of efficient statistics…
O.P.: Everybody says they have reports, but "the devil is in the detail"!
There are several ways to do stats… We can tell you if a spot has actually
been shown on the specific screen you are interested in. In taxis, we even
set sensors under the passenger seats for accurate reporting!
Cl.: Do you have examples of other solutions you have deployed?

Olivier Plas plans to lead Headline.TV into
further international expansion, out of
Denmark, together with local and
international partners. He is French born, and
after an international education in the USA
and in France, he obtained an MBA in
London. He has had leadership roles with
leading firms in Europe, the USA and
Australia, in software sales and in strategy
and systems consulting.

Cleverdis: How does Headline.TV intervene in a digital signage project?
Olivier Plas: Together with our partners, we deliver the three essential
digital signage project components: contents, software and hardware, but
Headline.TV comes from the software side.
Our job is to take the complexity of the solution away from the user, thanks
to a web based tool (Application Service Provider – see opposite page):
we host the solution for the client, he rents it from us and accesses it
through a user-friendly screen. From then on, users have the means to
concentrate on what is important: influencing their point of sales
information, generating extra sales, relaying campaigns or decreasing
perceived waiting time…

O.P.: Wireless solutions have generally been more tricky: updating
content when a ferry docks, or setting a player in a taxi (a hostile and very
regulated environment for technology!). One of our first big clients, in
Switzerland, wanted to reduce the perceived waiting time in their stores
(Swiss Com). Infotainment content was created, with a kind of soap opera
that was a great success, and has been going on since. As for results,
perceived waiting time has reduced greatly and sales have increased.
Cl.: So what are the challenges to expect in this market?
O.P.: Well first, this advertising media still has to prove its use compared
to other traditional media, but I think you wouldn't see today's
development if retailers hadn't realised the actual benefit of digital
signage… The “offer” side of the market is still unstructured, which
sometimes makes it difficult also for us to go forward. On the “demand”
side of the market, customers sometimes don’t know through whom or how
to buy this new media, which makes being seen a challenge in itself. Many
customers are looking for their first generation network, but in 3 years
time, they will be looking for the right network and we feel we already are
“future proof”!

Cl.: How do Headline.TV products adapt to specific client issues?
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© Photo: Headline.TV

O.P.: It is simple, thanks to hosting and remote consulting on the PC
player in your store! Our clients don’t want to be software or technology
experts, but expect a “best of breed” solution. Our solution attracts highly
demanding customers - like cable TV companies (UPC, RTL) who want
perfect flowing content and a professional finish. But it is also suited to
retailers, transportation companies, schools… The Headline.TV solution
adapts to most standardly available components (PC players, standard
screens, content creation and editing tools). We thus decrease the risk

www.cleverdis.com
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Why the ASP model is a bonus…
By Olivier Plas

• Updating with the latest version is included in the price and is done
automatically (provided the customer wants it). The software and
services are therefore always up to date and state of the art, during the
whole 36 months of the standard contract.
• ASP includes services like a help desk, a kind of hotline operated
through our hardware partners, who go into the stores, diagnose the
problem, identify whether it comes from the hardware or the software. If
it is a software problem, we will fix it remotely. In short, roles are well
defined and we have a service level agreement with the end customer,
including security, and back-up procedures, for example.
• ASP is not monolithic. You don't need all the upgrades if you don't want
them, nor do you have to use all the modules. The Headline.TV solution,
for example, is based on optional modules that give access, depending
on the choices made, to asset management, statistics, etc.

© Photo: Headline.TV

What is an ASP? Definition-wise, an "Application Service Provider"
manages and distributes software-based services and solutions to
customers across a wide area network, from a central data centre.
This enables outsourcing of some or almost all aspects of information
technology needs, and is especially appropriate for Digital Signage,
because our customer’s business is not IT, but retail - for example!
So the word “service” in ASP is really there for a reason: we see ourselves
as delivering a service and know-how.
It is true that as a business model, ASP has had infancy problems, but these
tend to be overcome. There's no excuse for not getting it to work
properly… And if software guarantees are needed in case of default,
standard ways now exist to give these guarantees to a partner or a
customer.

• Involvement with the client is important, and it's the same with our
partners. That's a very strong point, as partners as well as clients are
more involved and quite appreciate it. We react to their needs. If a client
wants more functionalities, we can develop them.
• Costs also tend to be lower when you choose an ASP solution, because
the fixed costs of starting such a solution are spread over a greater
number of installations. We have low starting costs, because there is no
need to set up a server, a connection or a database. Those costs are
spread on our client base. Costs are even lower if you account for the
better exposure of advertising for example. And operational costs are
low as well, as we do the upgrades ourselves and as there is no need to
educate people locally.
What more could you ask? One thing is for sure: even though competitors
aren't numerous on the market for the time being, more and more retailers
are seeing the advantages of ASP solutions, and the market will no doubt
pick up on this rapidly…

So better acceptance of the ASP model is a trend today and of course we
at Headline.TV have benefited from it. Indeed, we're a young company,
but we've had a strong growth thanks to the values the ASP model delivers
to our customers.. Indeed, its main benefit is that our people and our
partners are deeply involved with our clients along our 36 month
relationship with them (standard length of a Headline.TV contract).
Actually we have a direct interest in satisfying them, because otherwise,
we hear from them everyday! "Off the shelf" software entails more risks
once purchased. It still must be locally installed, up-graded...
There aren't that many companies that have the same approach. Currently,
in our digital signage arena, under a handful do in the countries we
operate in. This will surely change in the coming years

ASP

POSSIBILITIES…

• From a business point of view, an ASP approach to digital signage has
clear business advantages as opposed to decentralised approaches
(DVDs or local software). First, headquarters are sure the media is
present in the store. The advertiser is certain his spot is shown and
therefore gets a better return on his advertising investment. Store staff or
taxis can concentrate on what they do best: face customers!
• The software solution delivered by Headline.TV is an ASP service, based
upon Headline.TV’s server park. The customer does not buy software
licenses, but an ongoing service. This means that we take a greater
responsibility in ensuring that the customer has a solution that works –
more so than a standard software supplier.

www.cleverdis.com
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Founded in 1992, Medialon designs and manufactures software that integrates
digital video technologies into audiovisual systems for audiovisual presentation
and multimedia signage in point of sale. Its main areas of competence are pilot
software and digital media for which they have developed their own
technologies. The suite Medialon Display System allows for any type of media
to be mixed – including Internet data – and to be automatically displayed on
any type of screen using a LAN network, an ADSL connection, a modem, a
satellite or CD-Rom. The system can also be adapted to the specific needs of
each business in the processes of design, planning, and transmission.

www.medialon.com

ALEX CARRU

Founder and President of
Medialon

While he was directing marketing and export
for the Group Simda In the 1980s, Alex
Carru deployed his first dynamic signage
system with Apple II and videodisk.
Alex’s Business studies background and his
acute technical knowledge give him all the
necessary elements for understanding client’s
needs in the audiovisual sector.

Cleverdis: How is Medialon positioned on the dynamic signage market ?
Alex Carru: Medialon is involved in the market at two levels. As a
software publisher, we own a professional solution that is unique since it
can be adapted to sector-specific client needs. It uses its own programming
language and its user interface can be modified along with the
management setup. This capability to adapt to any sector is an important
condition for us, and it also attracts large integrators such as IMB and
Tibco who use the Medialon Display System because they are aware of the
importance of customising applications.
In addition, as a service provider for small and medium sized installations,
we propose ready-made solutions. These are often used for larger
installation pilots. At this level, our experience as solution publishers allows
us to rapidly deploy a small network. Our clients benefit from our secured
servers and from the competence of our technical teams, where necessary
subcontracting to our integrators.
Cl.: How do you manage to adapt to each client’s issues?
© Photo: Lge
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A.C.: We consider that the crux of the matter is the client’s problem and
not the technical solution. Our solution for example can allow multiple
controllers to manage points of broadcast. This solution is not necessarily
offered however to all of our clients.
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We always work in project mode. Furthermore, when we deploy sites, we
assemble all of the information relative to the project and make it available
to our client using a private web site. The client’s project manager therefore
knows at all times what sites are equipped or are about to be, etc..
Cl.: In your opinion and from a global perspective, what factors make
your available solutions (software, networks, architecture) different from
others?
A.C.: Reliability and the capacity to play any present or future media. The
possibility to play back information in real-time (streaming and URL) is also
a function that is more and more demanded. Finally, the capacity to adapt
and evolve with the central management platform. We are dealing with
installations that resemble corporate information systems: deployments
must be thought out like those used in finance–platforms and must be
evolving and not static.
Moreover, I would be tempted to say that the technical side has its relative
importance: all systems are valuable from the moment they satisfy the
client. Dynamic signage is no longer a technical affair. The success of an
installation depends on one major factor: the client’s need to communicate,
and therefore the contents to be communicated. There is no miracle
solution: it is not enough to put screens in points of sales to communicate
messages. Screens are only necessary if they allow the message to in fact
be more efficiently communicated than with other traditional mediums.
Cl.: In your opinion, what are the major issues for the development of
dynamic display in France?
A.C.: Clients must answer the question “what is my communication
problem?” and should not hesitate to call on a specialist in point of sale
communications to find the answer.
This specialist should in turn only recommend dynamic display if indeed it
is the best solution to the client’s problem. Too many systems were set up
without going through this analysis. Their lack of success discredits the
image of the solution today.

© Photo: Medialon
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We first do a functional analysis of the client’s needs. Then, based on the
results of that analysis, we either suggest an ultra-simple system using a
web interface or a more complex system with multiple controllers and
responsibilities shared among different job functions. It is essential for us
that the tool be used by the people who will control it: as for any computer
deployment, it is crucial to get the end user involved from the start.
Cl.: Can you provide some examples of solutions you have
implemented?
A.C.: For their stores, the toy manufacturer Lego needed 6 different
players for each site in various countries and in various languages, as well
as a complex management system that allowed for each site to promote
certain products according to their own stock. We quickly noticed that the
client already possessed most of the information necessary to manage
broadcast playlists in a proprietary database. We offered to interface their
database in SQL and we then adapted the user interface accordingly.
On the other hand, for an independent communications agency that
wanted to broadcast the same news and ad spots in various points of sales
of the pharmaceutical industry all over France, we deployed a simple
interface. After several months use and since they are satisfied with the
interface, we will most likely transfer it to a web platform.
www.cleverdis.com

Finally, we will make big progress when communications agencies will
finally be able to quantify in detail (and publish) the ROI of dynamic
display systems.
Cl.: What advice would you give a project manager?
A.C.: Forget the technical aspects – professionals are out there to help you
with that. Concentrate on the communications issues that are critical to
your business. An Administrative and Financial Director must first establish
his or her accounting management problems before trying to pinpoint the
correct technical choice in terms of accounting software. All software has
value to someone, it’s just a matter of how parameters are defined.
Cl.: To conclude, what is your added-value?
A.C.: Our references speak for themselves. Television channels or large
theme parks for whom there is no margin of error, use our solutions every
day! Our experience is based on 12 years of service to the demanding
clients of the audiovisual world.
We are also very proud of our approach to a software solution as being
“customisable,” thereby allowing us to adapt technical aspects to needs
and not the contrary.
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Created in 1997, Mirane is today an international leader in point of sale
marketing with clients in more than 20 countries spread out over 3 continents.
Mirane offers their clients readymade solutions for communicating and
stimulating sales accompanied by their marketing and creative know-how and
technology and web expertise. In addition to consulting and integration
activities, Mirane markets mpact, software that allows to program, manage and
broadcast multimedia information developed in-house. Mirane works with Dior
Parfums, Quiksilver, Crédit Agricole, Crédit Lyonnais, Europcar, McDonald’s,
Socoda.

www.mirane.com

CYRIL MICHEL
CEO

Cyril Michel graduated as a Civil Engineer
from the Ecole des Mines in France. After
working for a major industrial group (Saint
Gobain), he learned the service trade by
working for a subsidiary of Vivendi where he
was quickly entrusted with responsibilities.
Among his achievements, he set up a
significant project for the renovation of
customer reception and user information, based on a technology still little known
at the time: Internet. In 1997, he created with three associates the group
Novaccess which he develops successfully. Since 2000, he is also president
of Mirane S.A.

Cleverdis: What is specific about your solution?
Cyril Michel: In 1999, Mirane was the first to develop a 100% ASP
solution to pilot systems at a distance. This possibility enables any of our
clients to pilot all of their multimedia displays on their screens, without any
specific computer installation on their side, or on their network. Quite
original at the time, more than 5 years ago, this approach is now
becoming a reference, because of the extraordinary flexibility it offers,
because of its reduced implementation costs and because of its optimised
running and maintenance costs. Moreover, our solution offers increased
security guarantees. That's why our customers have adopted it, in all kinds
of branches: banking, retail, catering or services.
Cl.: How do you develop services?
C.M.: You can't improvise when it comes to communicating at a point of
sales, reducing waiting time, giving extra dynamism to a brand... In the

© Photo : Mirane
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past, some projects generated frustrations because people thought the
simple fact of introducing a screen on a sales desk in a store would change
the way people shop, by its sole presence. Successful and efficient
communication at a point of sales can have an extraordinary impact. At
Mirane, we always try to find the most adequate and the finest solution to

our clients' issues, be it directly or via our network of specialised
consultants and partners. However this requires considerable flexibility
throughout the tools we implement.
Cl.: How do you measure impact?
C.M.: When working with our clients, we always make sure we cover
impact return. The last campaign we did, for Quiksilver's corporate
television, shows that a message diffused on all the network's screens
generated 34% more sales than with the equivalent traditional advertising
campaign, with similar data. It's the same for the baker, catering, beauty
salon networks that we recently equipped: we always work in such a way
as to constantly optimise return on investment. For a brand, guaranteeing
a successful campaign is the best of motivations!
Cl.: You achieve your objectives thanks to one of your company secrets:
"media convergence ". Can you give us more details?
C.M.: Media convergence is based on the following principle: don't
consider screen communication like an isolated media, but see it like a tool
among other media, like internet, mobile telephony or paper-based
medias. At Quiksilver for example, the concept was developed with instant
success, and we are still perfecting it. A point of sales communication
channel called Boardriders' TV was developed and marketed, that diffuses
– thanks to Mirane technology – a whole information schedule, with brand
adverts and also with practical consumer information. It includes elaborate
information, live real-time flash information and optimised audio
management. The channel also broadcasts game campaigns, on the
screens, among which some are accessible by mobile phone. However
information can be different from one point of sales to the other and the
channel can be relayed 24 hours a day on a web site. Success depends
on whether the communication is adapted to the consumer, and the
flexibility of Mirane's media convergence technology makes all this
possible, for a surprisingly low cost.
Cl.: Mirane is very well implanted in France, and you have also
undertaken projects in several other countries. Tell us what your
international approach is…

© Photo : Mirane

C.M.: Mirane has been extremely successful in France, and thanks to the
simplicity of our solutions, we have become leaders. But we have already
installed systems in more than 20 other countries. We are implanted in
North Africa and in Canada, and we are currently developing our
European market presence, thanks to a network of qualified partners that
we select with specific and demanding methods. Our partners pass on the
same message about what makes Mirane's force: quality, adaptation to
needs, simple use and implementation… and media convergence!

© Photo : Mirane
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Founded in 1987, Scala pioneered the cable TV industry with software and
services to allow users to create localised channels inexpensively. Today, with
offices in Europe, US and Japan, Scala has grown to lead the corporate
communications, retail dynamic signage, and interactive kiosk industries. With
a software portfolio that handles authoring, networking, monitoring, and logged
playback, Scala has been the choice of tens of thousands of customers
worldwide in many different markets and applications such as Tesco, Asda,
BurgerKing, BestBuy, T-Mobile, Rabobank, Nedb.
Euregioparck 16C
6467 JE Kerkrade (NL)
Tel.: + 31 45 54 666 90

www.scala.com

OSCAR ELIZAGA

Director of New Business
Development
Oscar Elizaga joined Scala early during
2005 as Director of New Business
Development with responsibility for Spain,
Italy, Portugal and France, and has been a
major contributor to Scala’s growth and
expansion in the European market. He has a
Masters Degree in Electronics Engineering
from the University of Mendoza in Argentina, and has had a twenty five year
career in leading technology companies, such as IBM, Kulicke and Soffa,
InterDigital Communications Corporation and Bentley Systems, and Expand
International Corporation, his own company before joining Scala. Oscar
Elizaga defines himself as an international business builder, with extensive
experience in developing international technology businesses from the grounds
up to profitable and repeatable performance...

Cleverdis: Tell us about some of the most exciting things happening in
the digital signage arena these days…
Oscar Elizaga: Communicating key product information to the
consumer is still an exciting challenge. As messages become diluted by all
the “noise” on signage, we will all begin to “tune out.” For a marketing
executive, this is a real challenge. But being able to influence a shopper at
the point-of-decision with the right content in the right format and at the
right moment is simple with Scala digital signage and content
management software.
One of the most interesting trends is that there is less talk about technology
now, and more about the business models that can actually make Digital
Signage implementations viable to retailers. This may sound strange
coming from a technology company, but it is vital to find creative ways of
making such technology available in practical forms to companies that
stand to benefit from Digital Signage.

to keep the content fresh and up-to-date. Once you have decided on the
content you can begin to select the display and network technologies.
One key issue is the overabundance of screens doing little more than being
used as expensive slide or video projectors. Such implementations should
not be called Digital Signage since those lack the ability to create,
distribute, manage and update content dynamically.
Another key issue is the adoption of rate cards that follow those of
traditional mass media such as TV. Let’s not forget that there is a substantial
infrastructure investment associated with Digital Signage applications that
does not exist with traditional mass media advertising, so rate card
moderation is a key factor to devising business models that work from day
one and that ensure steady return on investment.
Cl.: What's new about Scala in 2006?
O.E.: Scala continues to work in solidifying its technology leadership
position through continuous improvement of its products and services.
2006 should be a year with plenty of exciting news in this respect. In
2005, we reinforced our sales and business development organisations,
as well as our partner channel. We finished the year with very positive
financial results and positive growth. Given last year's mediocre context
and flat market growth, we are proud of our own accomplishments.
Cl.: What are Scala’s vision and business goals?
O.E.: Scala’s vision is very simple: we will continue growing in developing
markets to be the world leader in digital signage software applications
and services, by adding new partners and value-added resellers. We
know that technology doesn’t stand still, that's why we acquired
Streambase to add video-streaming facilities to the IC software family.
Scala continues to consolidate its position as a technology leader through
the continuous improvement of its products and services.
Cl.: How does Scala work with the end users in their projects and how far
do you get involved?
O.E.: Scala is a software company that works across the world with
partners and resellers. With our global network of VAR’s we can bring
together content and creation, systems integrators and communications
providers. Because software is one key element of a digital signage
solution, resellers will have a direct relationship with their end-user or
customer. With our global experience of different networks, applications
and business models, Scala can advise the reseller and ultimately the enduser, while maintaining confidentiality and integrity.

Cl.: So what are the key issues?
Cl.: So who do you partner with?
O.E.: There are many. It is essential to focus on the content right from the
start. Forget the technology. A digital signage network is a living,
breathing entity with a voracious appetite for content! So you need to plan,
38
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countries are Hughes Network Systems, IBM, Panasonic, NEC, Christie
Digital, Fujitsu Siemens, Alpha Video, EDR and ICT ag.

now just because it seems more economical, only to have to start
everything over again in a year from now.

Besides traditional system integrators, such as IBM and Hughes Network
Systems, we are rapidly developing our partnerships with total solution
providers, capable of delivering Digital Signage applications to
companies around the world as a service, and with leading marketing and
media companies, who know how to sell and justify traditional advertising
to make Digital Signage applications viable to retailers around the globe.

Lastly, our recommendation is always to look for components to a Digital
Signage implementation that cover the lifecycle of the entire project,
including dynamic content creation, content distribution, network
management, content updating and overall system operation. This may
sound trivial on the surface, but many a project fails because buying the
cheapest screen and the cheapest software was the main issue: the real
cost is in content production, updating, distribution and management…

Cl.: What are Scala’s key solutions for digital signage applications at the
moment?
O.E.: Built on reliable and flexible network architecture, Scala’s
InfoChannel® software platform supports any existing IP-based network
infrastructure from dial-up to LAN to Wi-Fi to Internet or any terrestrial and
satellite-based multicast networks. InfoChannel®’s powerful and efficient
store-and-forward design allows the control of unique content to
thousands of passive or interactive remote displays or kiosks, all controlled
from a central location.
Cl.: Which pieces of advice would you give a company looking to invest
in digital signage?
O.E.: Look for a company with experience in digital signage, who has
expertise in meeting many different requirements, network configurations
or topologies, and of course, content!
If you are a retailer, work with third-parties that you can project-manage
or find a total-solution provider who can supply, install everything and
then provide a content and network management service that can grow as
your network grows.
Avoid the temptation of adopting a Digital Signage solution based on
black boxes with proprietary technology tied to one screen brand or
another. Embrace a software technology capable of being hardware
independent and one proven to work from a one-screen implementation to
thousands. Another point is to look beyond initial implementation. It is not
a sound business decision to accept the possibility of buying something

Cl.: How important is content planning and management as part of the
overall solution, and what are the main challenges to this process?
O.E.: Once again: CONTENT is KING! Begin by determining what the
basis and funding of your network is and how you plan to recuperate the
initial investment. There are many different business models, like the
advertising revenue model that generates revenue from showing different
ads at different locations. Alternatively the network can be based on
product sales uplift, in which case you need to be sure how this is
measured and monitored.
Once this step is done, determine who the viewer or customer is. Different
content or the re-purposing of content must be considered. Digital signage
networks are NOT television – television is watched from your couch – not
standing in an airport or with your children in a supermarket. Does your
content partner have the necessary skills?
Saying content is king is like saying you need petrol for your car to run.
What is really important is to plan and deploy a Digital Signage network
capable of showing good DYNAMIC content. In other words, if the content
cannot be dynamically updated as often as necessary, then little or nothing
has been accomplished. You can also plan content to be based on
interaction by the customer and through the interfacing with data bases
and external information sources.
Unless all those capabilities are present, or at least possible, then the result
will be very rigid, and ultimately prone to failure...

© Photo: Scala
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solution, but Airbus was very demanding in terms of quality, security and
flexibility of the solutions used. After different studies, Airbus chose our
solutions because they answered all those issues: compatibility with almost
all standards (video, Flash, PowerPoint...), with a wide range of display
devices, as well as reliability to automatically broadcast this information,
without rewriting the information. Just for information: the first flight of the
new Airbus A380 was re-transmitted in streaming mode in the whole
Group thanks to the systems we had sold them!
Tedisys is part of the PulseVision Group, French leader in the Digital Signage
and Television field. The Group's digital signage solutions are used today in
more than 1 000 companies in France of all sizes: big industrial firms like Airbus
or Areva, or retailers, banks and hospitals. The PulseVision Group creates and
develops extremely open technological solutions, that can be easily integrated
by partners. The Group is supported by the French Association for Innovation
(ANVAR), and registered several patents recently.

www.tedisys.com

MICHEL MEYER
President of Tedisys
PulseVision group
Michel Meyer, 33, co-founded and was the President
of MultiMania SA – francophone leader of web site
providers. He directed the development of the
provider and its introduction on the Paris stock
exchange in March 2000, then its transfer to Lycos
Europe. President and CEO of Lycos France up until 2002, where he was in
charge of 4 subsidiaries of the Group that employed 280 people, he then
co-founded the company that he is now the head of, PulseVision, who recently
acquired Tedisys, of which he is now President.

Cleverdis: Tell us about your presence on the market?

Cl.: What differentiates you from your competitors?
M.M.: That's a very good question. In the current "jungle" of
broadcasting solutions, it is sometimes difficult to find your way... First of
all, our solution is far more powerful than most of our competitors'
solutions. Ours is a true screen network operating system, that is very
flexible and therefore enables our customers to adapt the content they are
diffusing, and the network's architecture in absolutely any way they wish
to.
We also supply very powerful programme grid editing tools, to deal with
all the cases they may find on location. Our solution is validated by a very
clean diffusion quality: smooth streaming, picture chaining without black
phases, multi-zone broadcast capabilities on one or several screens. We
use our other profession, in television, where standards are strict, to have
top of the range solutions. Finally, we also propose tools for infographic
page creation, or video/Flash creation, that are capable of acting as
interfaces with existing information systems, like for example reservation
systems or intranets. For one of our clients – the Thales Group – our
solution is connected to the intranet of the Group. As soon as information
is integrated into the intranet, it also appears on all of the screens. A great
time and money saving factor...
Cl.: What is your policy in terms of partnerships?
M.M.: We are very open to new partners. We are specialists in diffusion
and creation software platforms. We integrate our software inside readyto-broadcast equipment, but we can also install our software in machines
that are already on-site, or in our partners' equipment.
We are actively looking out for new distributors, installers and consulting
/ content agencies, with whom we want to develop long-lasting profitable
relations, to encourage the digital signage market's development.

Michel Meyer: Tedisys proposes complete software solutions, that
enable programming and diffusion of all kinds of media (video, Flash,
PowerPoint, web pages...), in TV quality, on networks of screens of all
sizes. They also enable simplified creation of contents, either manually or
from existent systems (Intranet, product databases...).
We also sell ready-to-install equipment on site, that is specially adapted to
broadcasting constraints on location (dust, movement...). Since the
beginning of 2006, our offer also includes site providing on our diffusion
servers, to enable our clients to deploy their solutions even faster, and to
have a 24 hour a day monitoring service. In short, it has never been as
easy to implement a screen display solution that is complete, reliable and
flexible, and that will be able to adapt to evolving client needs and to open
to other content sources.
Cl.: Can you describe your approach with a few examples of
applications?

www.cleverdis.com

© Photo: Tedisys

M.M.: The Airbus Group wanted to organise an in-house information
media across all of its industrial sites, in order to communicate towards
very diversified staff, who didn't all have access to the Group intranet. The
solution that consisted in a network of screens rapidly became the obvious
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Cleverdis: Tell us about the roll-out.

Indoor Media TV is a privately owned company that has been set up to meet
the market needs of communicating promotional and advertising messages to
consumers in the ‘Out of Home’ environment using the technology field of
Dynamic Signage (or Narrowcasting or Captive Audience TV to which it is
sometimes referred). The company – founded by professionals in the
communications market – delivers Dynamic Signage solutions to companies from
literally all industries. What is more, IMTV develops networks that distribute
integrated video, voice, images and text information through a broadband
network to large-scale Plasma, projectors, LCD displays, and/or TV monitors
located at multiple remote sites.

www.imtv.ru

TONY YAMMINE

Chairman

Tony Yammine is the chairman of the board
of IMTV Europe, which is the driving force
behind Form Trust Holdings, headquartered
in Cyprus, including Russian operating
companies New Form International and
IMTV within its group. Mr Yammine is
Lebanese born, French educated and has
worked in Russia for the last 13 years.

T.Y.: We have begun with a massive roll-out, implementing the first stage
of an IMTV project with Ramstore in Russia, but we are in negotiation with
a number of other shopping chains. We chose to introduce the project with
Ramstore because we believe in their retail policy, their quality and their
aggressive expansion programme.
Cl.: How is IMTV different?
T.Y.: We have brought together a group of leading technology companies
as our technical partners, including Scala, the world leader in broadcast
multi-media; Device, the world leader in information networks; Magenta
Research, a company in the forefront of communication technology; ISM
for world class engineering support… and we source our plasma displays
from Panasonic.
All screen content is sourced from our central headquarters in Moscow.
Our engineers feed varied content to different screens according to their
location. Content is distributed to the stores via satellite, supported by
internet communications. The satellite system works on a two-way, IPbased broadband link. The return satellite channel makes it possible to
manage the content. The design of our system means that within one hour
of receipt of content from an advertiser, their message can be transmitted
throughout Russia.
Cl.: What about screen monitoring and maintenance?
T.Y.: Our software engineers have developed an interactive reporting
system meaning that 100 hours before any fault manifests itself in any of

In-store advertising systems such as those seen in ASDA and Tesco UK,
and Costco in the USA have brought about average sales increases of at
least 10%... and for some product lines up to 45%. In Russia, IMTV is now
the largest retail media network for customer information and adding
value to the shopping experience… becoming one of the biggest of its kind
world-wide. Tony Yammine of IMTV explains…

© Photo: IMTV

© Photo: IMTV

Tony Yammine: IMTV is a new kind of large scale Point of Purchase
communications company, displaying images and promotional messages
together with other content such as weather reports and cartoons delivered
through a network of high quality plasma screens. It is neither outdoor, nor TV,
nor is it Internet. It combines elements of all of these, in the Point of Sale sector.
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our screens, our head office engineers receive a message notifying them
of the screen ID number, its physical location and details of the impending
problem. This enables us to replace the screen that night and return it to
base for repair and maintenance during the store’s downtime when restocking of shelves usually takes place ensuring no interruption to the
public display and no disruption to the store’s customer traffic. We also
supply completely accurate monitoring and reporting to directly measure
the impact on cash register activity to the products promoted on the instore screens. Sophisticated tests done in the UK retail chain ASDA
revealed over a 10% week-on-week increase in both number of units and
value of sales on products featured on the screen advertising. In some
product categories, such as baby products the increase in average weekly
sales was over 25%.
Cl.: What kind of content is delivered?
T.Y.: It is important to attract viewers’ attention by displaying interesting
quality content such as news, weather, video clips, sports, public
announcements and even community information. Content must be
tailored and relevant to the local context in order to support the
advertising.
Cl.: Who benefits from IMTV?

www.cleverdis.com
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T.Y.: It’s a four-pointed win situation… Everyone benefits. Retailers benefit
from new revenue streams – we lease the sites from them. Through the
infotainment system and local information, the retailer builds customer
loyalty in his store; the advertising and promotional content generates
additional sales and the system enables detailed monitoring allowing the
creation of models optimising sales benefits from message exposure.
Brand owners benefit from increased brand awareness; increased take-up
of promotional offers; improved brand loyalty and increased sales while
locking out rival brands. The customer gets more entertainment out of the
shopping experience and receives valuable information about new
products and special offers while they’re at the point of sale, right next to
the shelves where the products are stocked.
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Cl.: Can you tell us about the role of Futuramedia, as a media planning
company, in dynamic display solutions?

Futuramedia is a new media planning company that is expanding rapidly. Using
a concept that is both different and innovative, this young dynamic company has
developed highly efficient marketing and promotional tools. Already
implemented at 300 chemists', and aiming 2000 before the end of 2006,
Futuramedia creates, manages, and broadcasts promotional, corporate,
thematic, and other types of information to deliver a complete message using
dynamic display solutions. This highly efficient solution is developed and
implemented by Futuramedia and adapts to all types of similar networks such as
travel agencies, perfume shops, optical stores, medical analysis laboratories,
restaurants, etc – all of which the company has started or plans to work with.

G.T.: Through its partnerships Futuramedia offers a global solution for the
digital display project. Our added value lies mainly in the sale of display
space, the creation of loops and programmes, the follow-up with our
clients and points of sales that are equipped to assess at all times the
validity and the impact of the proposed programmes.
Cl.: What measurement tools do you use to assess the impact of your
campaigns?
G.T.: Our concept was verified by a number of panels and surveys that
were done over several months by IPSOS media, exclusively for

www.futuramedia.com

GUY TAIEB

CEO

After heading Gyl Bagages S.A. for fifteen
years and Delsey for another 5 years, Guy
Taieb has acquired extensive experience in
the sector of international distribution. His
knowledge and expertise triggered the
creation of Futuramedia in 2003.

Cleverdis: What led you to create Futuramedia?
Guy Taieb: Several very simple ideas: product’ life cycles are becoming
shorter and shorter; overproduction in a consumer world does not always
go with point of sales' limited space; industry players need to communicate
and promote their products on media that are increasingly reactive; the
world of Internet is revolutionising the speed and efficiency of information;
flat screens do not take up as much space in stores as paper point of sale
communications; and the memorisation rate for a dynamic image solution
is 48% compared to 11% for a static image...
In this perspective, I created Futuramedia to offer a dynamic display
concept to clients whose expectations in this field are very high. It is a new
business model that we can call "indoor dynamic display": a network that
has a new method of displaying advertising inside stores as opposed to
outside, such as in shopping centres.
We consider digital dynamic display to be the new media that is readable
and available at the point of purchase (otherwise impractical with paper
supports). Very flexible, it can evolve according to targets and other time
factors (time, day of the week, event, location etc). It is especially a very
reactive media since only a couple of days are necessary to launch a
promotional campaign on an international level. The impact on the sale of
products that are promoted on screens is very high – sales show an
increase of 20 to 50%.
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© Photo: Futuramedia

Futuramedia. Results in equipped chemist stores are therefore very
satisfactory, as much in terms of image as in terms of turnover.
Cl.: How was the implementation of your dynamic display network
organised?
G.T.: We started with various bids for tenders from all players of the
market. We were finally able to unite the competencies of 5 partners: a
host operator, equipment partners (17” or 30” LCD monitors, plasma
screens, and PCs), a partner for broadcast software (“player”) in points of
sales, national partners for the technical video installation, customer
service and its Hotline, and a partner in the creation and management of
content.

G.T.: The technical aspects are not the most complex part of the project.
Various tools are available on the mature market. The contents are what
the consumer actually sees and what must therefore attract attention. In
my opinion, it is also important to privilege partners with acquired
experience and proved durability. One must be careful in such profitable
markets, where players sometimes start off with little experience or
professionalism. And finally, suppliers must be expected to have a clear
and simple approach that is based on true added-value in the
management of the project.

We then moved on to a pilot phase to validate the solution as a whole.
Stakes and issues to be managed needed evaluating with precision. More
than one year of research, tests and validating, allowed us to define the
efficient and unique tool. Futuramedia then appealed to partners that
showed skills and competencies in their domain. The trial phase also
allowed us to refine our offer and therefore launch it with our clients faster.
We are always on the look-out for new and more efficient solutions in
terms of systems and devices. That is why we pay great attention to
technological surveillance, in order to remain the leaders in our field.
In terms of implementing our product at the largest chemists in France, we
do equip one to two of them every day. Today, we are up to 300. Our goal
is to reach 2000 and make the project pay off within two years.
Cl.: What were the main steps of your project?
G.T.: We started by defining the concept and the business plan. We then
focussed on the creation of content that had to be broadcasted – its form,
its rhythm, the quality of the message narration – as well as its adequacy
for targets. In terms of how to broadcast content and keeping in mind sales
promotions, ADSL seemed to be the only realistic option for content that
does not exceed 1 Go. Then, the display supports needed to be flat screens
because of their “high tech” image in professional solutions. For
installation and customer service, special attention was given to the
tracking of installations and the creation of a Hotline.

© Photo: Futuramedia
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Cl.: Finally, tell us what kind of obstacles can be encountered in this type
of project..
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Digital Signage SMARTreport • February / March 2006

/

45

Chap3

18/01/06

12:42

Page 46

SMARTreport

CHAPTER 3 • KEY DIGITAL SIGNAGE ACTORS

Cleverdis: Where does MarketForward fit into a digital signage project?

MarketForward is a system integrator exclusively dedicated to marketing and
Communication. MarketForward is specialised in New Digital Media services
(digital signage and content), optimising processes and brand management
tools (Digital asset management). A team of marketing and technology experts
bring ever better solutions and cost optimisation for both deployment and
operations, while building long term client relationships.
Founded in 1997, MarketForward is a subsidiary of the Publicis Group present
in North America, Europe and Oceania.

www.marketforward.com

LUC LABADIE

Managing Director

After having learnt all about advertising
between 1986 and 1995, with FCA!,
Select and Publicis Conseil, Luc Labadie
joined Yves Rocher, to take charge of
advertising and the creation of their first web
sites. In 2000, he participated in the creation
of Mobiquid, a start-up company that
specialised in music services for the mobile
phone industry. He came back to the Publicis Group at the beginning of 2004,
and became General Manager of the European Hub of MarketForward.

Luc Labadie: We work upstream of digital signage network projects, in
order to define the marketing and technological needs, to study the
business model that will enable the quickest return on investment, and to
propose the most adapted engineering solutions. Once the networks are
active, we ensure content production, distribution, programming and
broadcasting, thanks to Siren™, our software package.
Cl.: How does your range of products and services adapt to each client's
issues?
L.L.: Our Solution is based on the ASP mode. Our 10 years experience in
the field of digital point of sales communications have proven clearly that
the more you take into account the variable client behaviours, the greater
the impact will be on the turnover and on the actual perception of the point
of sales.
Cl.: Can you give us examples of solutions that you have previously
deployed?
L.L.: In 2001, we deployed the first digital display network in France, for
the Metrobus, Parisian tube. More recent projects are for example the
implementation of digital point of sales communication programmes for
Asda (Wal-Mart Group) in the United Kingdom and for France Telecom,
in France.
Cl.: What do you feel are the main challenges for the development of this
market?
L.L.: The business model! The models that seem to be developing the
fastest depend on the support of suppliers and advertisers. To enable a
virtuous cycle, the experiment must be profitable for the supplier, who sees
in digital point of sales communications a way of increasing his market
share, and a way of helping the growth of the actual network, by financing
a part of it.

© Photo: Marketforward
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Cl.: What kind of solutions have you deployed?

Magenta Research is an undisputed leader in the adaptive distribution of
audio/visual/serial signals over Cat5 cable. Over eight years, Magenta has
developed the highest-performance, most flexible video-over-Cat5 product line,
the MultiView Series. The company utilises proprietary RepliSync™ and
complex, state-variable signal EQ technologies to enable UXGA video
distribution at 1,500 feet (457m) and QXGA video at 1,000 ft. (305m).
MultiView Series transmitters, receivers, switchers and distributive systems have
been installed in a large variety of A/V applications, especially dynamic
signage. Magenta has also introduced the Mondo Matrix, the first multimedia
Cat5 matrix switcher that can be scaled from 16x16 to 256x256. Magenta
utilises a network of international distributors, representatives and resellers to
market its enabling technology worldwide.

www.magenta-research.com

KEITH MORTENSEN
Magenta Research
President and CEO.

In 1998, Keith Mortensen transformed a
division of CSK Software North America into
a new privately held corporation, naming it
Magenta Research. Prior to the advent of
Magenta, Mortensen was Vice President and
General Manager of the Hardware Systems
Division at CSK, where he was instrumental
in developing multiple technology patents.
Earlier in his career, Mortensen gained wideranging experience at corporations including
Olympus and Perkin-Elmer. He has held management positions in Research and
Development, Marketing, Sales, Service and Applications Engineering.

Cleverdis: What role do you play in a digital signage project...
Keith Mortensen: Magenta manufactures proprietary hardware for
distributing high-resolution video, audio and serial control signals over
cost-effective Cat5 / UTP cable. Signal distribution over Cat5, unshielded
twisted pair cable using the MultiView Series is a proven, cost-effective
technique for a variety of dynamic signage applications. Magenta
encourages designers, integrators and end users to consider this approach
for local area signal distribution. We assist with designs, technical
considerations, equipment selection and demonstrations with the help of
our distributors in Europe.
Cl.: How does your range of products/services adapt to each client's
specific issues?
K.M.: Signal distribution over Cat5 is Magenta’s sole focus. The
MultiView Series is a broad product line that includes multiple-output
transmitters, chainable receivers, distribution amplifiers, full-matrix
switchers, and the ability to “cascade” transmitters and distribution units.
This results in the ability to send signals over Cat5, from virtually any
number of sources to any number of displays, in a circular, linear or other
pattern. MultiView receivers are all high-performance / high-resolution,
but come in four distance levels, from 76m to 457m, so the receiver can
fit the distance required for each application.
www.cleverdis.com

K.M.:
• In retail and department stores: Our objective is to have the video
sources in a protected environment in the back of the store, making it
more convenient to make content changes, hardware fixes or upgrades.
The signals are distributed throughout the store to the displays, using a
combination of multiple-output Cat5 MultiView transmitters and daisychain receivers. All displays are in perfect sync with each, since the
video is left in its original format.
• In airports: The computer source of flight information, baggage claim
information or kiosks, wants to be located in a secure communications
closet. Then the video information needs to be transmitted along the
airport concourse or baggage claim area. This can be done throughout
a 914m diameter around the source(s) using our MultiView transmitters
and receivers.
• In museums: There is a trend toward more interactive exhibits in
museums. Often these use touch screens, requiring the combination of
high-resolution video and duplex, or bi-directional, serial signals. The
MultiView Series delivers this combination, plus stereo audio if required,
to the kiosks from the control room. The signals are sent over a single
Cat5, unshielded twisted pair cable, and the return serial signal is sent
back to the computer source along the same cable. Our equipment
therefore eliminates the need for separate serial and/or audio cabling.
Cl.: What are the main challenges for the development of this European
market, compared to the American market?
K.M.: The main challenge for the development of the European market is
setting up effective distributors in each of the countries that make up the
market. The distributors tend to specialise in one country, necessitating
many distributors and much effort to maintain the distributor channel
across the region. Differences between the European and American
markets vary, depending on the individual European country and the
related distributor partner.
Cl.: What advice would you give somebody who's preparing a digital
signage project?
K.M.: In the area of signal transmission over Cat5, the user needs to be
careful with regard to the hardware vendor. There are several
manufacturers of video-over-Cat5 equipment, but the performance varies
widely. Check the specifications closely, and we encourage side-by-side
comparison tests under actual conditions. Also, do not confuse video over
Cat5 with video-over-IP or streaming video – they are different things. The
MultiView Series approach is achieved totally independent of IT networks,
so there is no concern over network conflicts.
Cl.: What are Magenta's strong points?
K.M.: The MultiView Series is known as having the best resolution-overdistance performance, reliability and breadth of product line. That is why
it has been selected for many high-profile installations throughout the
world. No other manufacturer has the ability to transmit 1600 x 1200
resolution computer video, 457 metres over Cat5. Magenta uses
proprietary technology to
achieve a large advantage
in video quality, especially at
distances over 100 metres,
and
enables
each
application to be achieved
with great performance and
cost-effectiveness
(the
customer only pays for the
distance that is needed).
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Cl.: What is the main element that differentiates your company from others?

Cayin Technology was established by a group of professionals specialised in
development, research and engineering. Cayin devotes itself to providing
complete solutions in multimedia, network and embedded computing fields,
integrating computers and audiovisual appliances in various commercial
applications, such as dynamic digital signage and video-on-demand (VOD)
systems in retail, transport, education, and hospitality. In addition to standard
products, Cayin also provides tailored software and hardware services to meet
customers’ requirements for almost limitless applications.
Cayin sees IT technology as an advanced tool that helps to create an efficient,
convenient, and yet cheerful world.

www.cayintech.com

RAVEL CHI
Sales Director

R.C.: First, I cannot stress enough how important it is to keep closest contact
with customers. We think ahead and develop products in close cooperation
with our customers and partners. We provide the most cost-effective
products for our customers, so that they only need to focus on their core
business models and leave all the technical issues to us.
Instead of traditional PC-based solutions, we provide compact, dedicated
appliances which integrate software and hardware and are designed
especially for digital signage. It has lower power consumption and shorter
boot/reboot time than a PC. Fanless models are also available to eliminate
the fan noise. In addition to standard products, we also provide
customisation services that integrate other applications for customers’
specific requirements.
Cl.: Can you tell us your plans for future growth and what your position
is in Europe?
R.C.: Right now we are looking for business partners in Europe who are
interested in introducing our products into their sales channels. Our products
provide a powerful platform above which system integrators can extend their
offer to various application services. With our strong platform knowledge
and technical support, we believe we can help VARs to easily create
successful applications with their particular domain know-how and benefit
from the most added value.

Ravel Chi began his career as a mechanical
engineer in the semiconductor (Motorola)
and computer (FIC) sectors. Later, he started
his international business career in Germany
(UMAX) and took charge of the panEuropean market, the Asian supply chain,
and the sales and RMA logistics. In 2004,
he co-founded Cayin Technology and set up
the International Sales Division to introduce
Cayin’s products to the worldwide market.

Cleverdis: Tell us about your background…
Ravel Chi: Cayin started in digital signage with tailored projects in
education and the retail industry. After actively gathering customers’
feedback and conducting intensive market and product research, we
developed a series of standard products for digital signage networks' most
common applications. We have since then realised that digital signage
can be applied in a wide variety of occasions, so we also provide a
customisation service for customers who have specific requirements.
Cl.: What’s being released at ISE?
R.C.: At the ISE show, Cayin is officially introducing a new product to the
market: the SMP-WEB – a web-based dedicated digital signage display
engine. All multimedia contents are displayed on full-screen web pages,
so designers can use their own familiar web-editing tools and unleash their
creativity without being constrained to traditional rigid split screens. SMPWEB supports most popular web languages and tools and most popular
video/audio codec and image file formats. It can also support High
Definition video.

© Photo: Cayin Technology
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In addition, SMP-WEB can easily extend to provide interactive services
incorporated with external devices such as a touch screen, keyboard,
keypad or mouse. Apart from SMP-WEB, we are also demonstrating
another product, the SMP-PRO, which is a powerful but easy-to-use
display engine for digital signage networks.
www.cleverdis.com
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Cl.: What kinds of companies are using digital signage?

Sony manufactures audio, video, communications and information technology
products for the global consumer and professional markets. With its music,
pictures, game and online businesses, Sony is uniquely positioned to become a
leading personal broadband entertainment company in the 21st century. 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.

E.S.: In the early days, we saw the greatest take-up among large
department stores. More recently, in May 2005, the UK supermarket chain
Sainsbury’s launched their Fresh TV trial 2005, with more than 100
screens planned per store at the end of the trial period, to give their
customers fresh, relevant and interesting content. But we are now seeing
smaller stores, especially in the fashion, sportswear and telecom sectors,
using digital signage as the smartest way of attracting, retaining and
influencing customers. They have recognised that their customers are more
open to this form of communication and shopping experience. A further
growth area is the use of digital signage in public spaces such as train
stations, airports and venues.
Cl.: What advice would you give retailers who are planning to install a system?

www.sonybiz.net/retail

ERIC SIEREVELD

Director, Retail, Transport &
Venues, Sony Professional
Solutions Europe
Eric Siereveld heads the Pan-European Retail
team at Sony Europe which delivers creative
audio visual solutions across 15 Western
European countries. These solutions include
new types of advertising and novel ways of
delivering messages, attracting and
entertaining audiences and bringing
increased revenues to retailers. Previously he
worked in the plasma/projector business
team for Sony following his post in charge of
the marketing activities of the Sony
videoconferencing group for Europe. Before
joining Sony in 1997, he worked for 9 years in Compaq Computer heading
various Product Marketing groups like notebooks, desktops and servers. Eric
has a degree in Marketing & Marketing Research and Business Logistics at
LUW University in Wageningen, The Netherlands.

E.S.: Firstly: don’t take a hasty decision. Those who buy cheap modules
and try to integrate them generally fail. So my advice is to always select
one good company to design, control, test and perhaps even run the
implementation. Secondly: make sure you get good pre-sales and aftersales service. It is critical that your system is working at all times. Downtime
means fewer sales – and the one thing worse than a blank screen is a silent
till. And thirdly: content is king. You can have the best system in the world,
but if the content you provide is wrong, you have wasted your investment.
Cl.: How flexible should a system be?
E.S.: The flexibility needs to be in the software and in the delivery of
content. The hardware provides the infrastructure. That needs to be
reliable. But the smart bit lies in the software used to create, edit and
distribute the content. Here is where the real competitive advantage lies for
retailers. Thanks to our heritage in broadcast technology, we have
developed systems that make it possible to respond very quickly to
feedback on customer behaviour, product performance and other
consumer intelligence. In that respect, not only does Sony deliver top of the
range screens, but we also deliver turn-key solutions for our customers,
with the possibility to outsource the whole management of digital signage
systems to Sony as well, with our Ziris Managed Services.

Cleverdis: How do you define the digital signage?
Cl.: What does the future hold for new digital signage technology?
Eric Siereveld: In the retail environment, digital signage is an electronic
form of point-of-sale information presented on flat screens – to replace
posters, leaflets and other traditional marketing materials. The content may
inform customers, entertain them or guide them to certain purchasing
decisions. Over and above this, it must enhance the quality of their
shopping experience.

E.S.: It’s just the beginning. The early adopters are seeing the benefits in
terms of differentiation and sales. They also see the opportunity of siphoning
off advertising revenues from more traditional media such as billboards,
print media and TV. As more retailers install systems, they will need to
develop new skills in delivering real-time, targeted in-store messaging, to
make their store just that bit more compelling than the competition.

Cl.: What are the benefits for retailers?
E.S.: First of all, consider this. For every additional 10 minutes spent in a
store, people will spend an average of €5 more. Add to this the fact that
80% of purchases are unplanned and you have the perfect environment
for digital signage. It allows retailers to build brand loyalty, improve the
shopping experience and manage their messaging in a highly flexible and
cost-effective way. They could even create new revenue streams by selling
advertising space on the system.
Cl.: Why is the use of digital signage growing?
E.S.: There are two key drivers. Firstly, digital signage technology is
increasingly affordable – and retailers are seeing the competitive edge of
those who are deploying it. And secondly, we have witnessed a cultural
shift, driven by greater diversity within society, a more critical and
informed consumer base and a reduction in time spent watching TV. Those
who understand the aspirations and desires of the people visiting their
stores have a prime captive audience, who is in the mood for buying.
50
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PRODUCT BUNDLE SOLUTIONS
Cl.: Tell us how your range of products and services adapts to each client's
specific issues?

With a highly skilled and motivated team of engineers and marketing
professionals, Winmate is driving to be a digital signage solution leader with a
highly skilled and motivated team of engineers and marketing professionals.
Founded in 1992, Winmate Communication Inc. is a leading display solution
provider worldwide. With an excellence in the field of display technology,
Winmate offers a full range of LCD applications in order to meet all major
industry requirements. Its customers consist of commercial accounts, original
equipment manufacturers, equipment maintenance companies, value-added
resellers, gaming, and numerous transportation facilities. Its products are used
within control rooms or stations and are ideal for operating in extreme
environments, or in mission critical applications.

www.winmate.com

KEN LU

General Manager

Ken Lu, General Manager of Winmate,
graduated from the National Taiwan
University with a Business Administration
degree. Following this he received the
Melbourne Business School’s Master of
Marketing degree. In 1997, he joined the
Winmate team and at that time worked with
Atmel on delivering the world first USB
WLAN card (802.11b). His experience is focussed on system integration
involving AP, Firmware, U/I design. In 2004, he successfully led Winmate to
an IPO listing in Taiwan. In 2005, Winmate was ranked as one of “50 fast
Taiwan high tech companies” by Deloitte.

Cleverdis: Can you please explain what role you play in digital signage
projects?
Ken Lu: We provide a seamless hardware and software integration
platform. Through this simple but powerful platform, our clients can have
a much better communication process with their target audience.

K.L.: Existing digital signage solutions require a great deal of resources
and investment that only big buyers can afford. For Hardware, these
systems need expensive PCs and large size LCD or Plasma Displays.
Clients also need to pay for the development of additional dedicated
software as well as requiring a third party to keep the content updated and
real time information delivery as well as a service maintenance provider…
Our enthusiasm comes from providing an innovative, integrated,
affordable and easy-to-use solution for smaller businesses so that they can
enjoy the great benefits of digital signage. For Hardware, we use the
platform of the Embedded SOC solution with various sizes of integrated
LCDs. When it comes to the AP end-user interface, we make it user-friendly
and easy-to-use. With these solutions, content management infrastructures
and the service maintenance become easier than ever.
Cl.: Can you give us an example of a solution deployed by Winmate?
K.L.: Take the lift (or elevator) industry. Clients are often in trouble with the
traditional PC solution: high costs for PCs, heavy power consumption,
limited display space, poor and difficult content maintenance. We visited
customers on site numerous times to understand how an elevator is actually
made and how it works. Through these visits, we were able to confirm that
multiple screen-splits and real-time messages were also what clients need.
In addition, we found that their RS-485 signals were already there and
could be integrated into our devices…
Solutions deployed include, hardware-wise, SoC, integrated with an LCD
screen, Network content update, Video, Graphics, and scrollable texts for
instant messages and a signal via RS232 to show at which floor the lift is
stopping. The contents are much easier to maintain and update via the
network and in addition, more revenue is generated from the ads
consigned by store owners…
Cl.: What are the principal challenges for the development of this market?
K.L.: Digital Signage is a brand new tool for most advertising agencies.
But they are not aware of - or not familiar with - this application. There is
no urgent demand to push them to shift from traditional TV Ads or posters
to new digital signage. Due to the lack of aggressive participation by ad
agencies, the contents shown on digital signage displays still lack
professionalism or attractiveness for the audience. As a result, most people
are not willing to try digital signage and pay for it, hesitating about the
reward and return on investment concerning this solution.
Cl.: What is the main element that differentiates your company from
others?
K.L.: I think the capabilities we have are solution-oriented thinking,
flexible design-in skill, and customised production expertise. The solutions
we provide have great features: a full line of LCD Displays seamlessly
integrated with a SoC platform. They have a friendly and easy-to-use user
interface. This innovative solution has a competitive cost structure that can
reduce our clients’ total cost of ownership.
Cl.: How would you describe your philosophy or vision of the future?
K.L.: Our vision is to provide people with an affordable solution, both
economically and technologically, should they be individual owners or big
businesses, for them to enjoy the great benefits of digital signage.

© Photo: Winmate

We believe the next step of digital signage is for everyone, even an
individual, to be able to use any mobile network device to send their own
media and to manage their digital signage. These mobile devices would
include mobile phones, PDAs, or automobile GPS devices, with network
protocols like GPRS, 3G, WiMax and other new technologies…
www.cleverdis.com
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DISPLAY TECHNOLOGIES
INTERVIEW

deliberately constructed with an open architecture and plug-and-play
design to ensure compatibility with your existing or planned network and
other peripherals.
Cl.: So one might say Epson are “Retail Imaging Experts”?

Epson Europe is part of the Seiko Epson corporation, a global leader in highquality technology products that meet customer demands for increased
functionality, compactness and energy efficiency with sales in fiscal 2004 of
2428 million Euros and a workforce of 2,700 employees in Europe.
With 11.1% market share[1], Epson is the number one projector manufacturer
in Europe and has been for the last 4 years.

[1] Source: DTC Aug 2005

B.O.: Exactly… Epson has a history of leadership in delivering innovative
digital imaging technologies. As mentioned, from imaging on paper and
on screen to imaging on glass, Epson is a pioneer in the field of precision
imaging products. Today, we’ve paired our digital imaging expertise with
our in-depth knowledge of the retail industry to provide you with best-inclass digital marketing solutions proven to get results. Whether people
need digital signage or a complete dynamic marketing solution for all their
stores, Epson will help them implement a cost-effective, innovative and
customised solution. We partner with leading content providers and
software integrators to deliver a complete best-of-breed approach that
meets retailers (and institutional buyers) specifications and budgets.
Cl.: Tell us about some of the dynamic uses of EMP series projectors…

www.epson-europe.com

BERNHARD OHLING

Senior Business Manager
Visual Instruments

B.O.: Retailers can use projectors to “Paint” hanging signs and change
them dynamically, project the latest fashions on models and other uniquely
shaped objects, project colourful full-motion video on glass and window
displays, run home improvement videos featuring selected products,
promote specials on slow-moving merchandise to minimize markdowns,
make announcements and train employees on corporate initiatives.
Cl.: There are many projector vendors out there in the market today.
Where is Epson?

Bernhard Ohling is based in Paris as Senior
Business Manager for Visual Instruments, a
business unit of Epson´s European Marketing
Department, and is responsible for the
business and marketing of 3LCD Projectors
in EMEA market. He joined Epson Europe in
2002, being in charge of business printers
before taking over this current role.

B.O.: From a global point of view, Epson is the leader in the projector
market.
We have been the market leader for the last 4 years. Looking at the EMEA
region, Epson is also dominating; in Q3 2005 our market share was more
than 11%. This shows that Epson projectors are the preferred projector
brand. Half of our line up is in the fastest growing segment, which is
between 2 and 3 kg. Approximately 50% of future growth will come from
this area.

Cleverdis: What are Epson´s main strengths?

Cl.: What sets Epson projectors apart?

Bernhard Ohling: Epson´s strategy is centred on the three imaging
domains where we have significant technological strengths. We call these
domains the 3i's. i1 is imaging on paper – our printer business. i2 is
imaging on screen, represented by our projectors. And i3 is imaging on
glass, or small-to medium sized displays for mobile phones. We aim to
target the convergence of these three imaging domains. This convergence
is already taking place - with mobile phones incorporating digital cameras
- televisions incorporating printing devices, and so on. Epson's core
technologies are incorporated in all 3 of our major strategic product lines.
Thanks to our ability to develop core components in-house, we
continuously improve the quality of our core products. These are electronic
devices such as semiconductors and LCD panels, which form the core of
the 3i strategy. Projectors of course play a key role in Epson’s growth
strategy.

B.O.: Their sheer flexibility in terms of meeting new application needs.
Many users greatly appreciate our Easy MP technology allowing one to
work wirelessly or without PC, or administer projectors via a network… or
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© Photo: Epson

Epson’s EMP family of projectors delivers a high-resolution display under
any lighting conditions. Built for commercial display applications, the EMP
7900 and 9300 series are exceptional. They are designed with innovative
Epson LCD technology for vivid images and superior colour saturation.
With Epson’s projection technology, retailers gain a true image delivery
system capable of showing a variety of images, with and without screens,
on virtually any surface within a store. Our digital solutions are
www.cleverdis.com
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our innovations like our new E-Torl lamps which come with higher
brightness efficiency, leading to lower power consumption, and lower
noise levels for the projectors. Further setting us apart is our wide product
range; including entry models like the top seller EMP-S3, special models
for the education market, light mobile projectors, desktop, and installation
models for auditoriums. But also for home cinema users we have a wide
choice from entry projectors below 1,000?, featuring true 16:9 aspect
ratio to projectors for the true cinema enthusiast being HD ready. We are
also getting a fantastic feedback on our new concept the EMP-TWD1
which includes projector, DVD player and high quality speakers. But the
strongest advantage of our projectors is the 3LCD technology.
Cl.: Why is that?
B.O.: Let me give you an example from the education sector. 3LCD
technology uses images that are already “colour finished” when they are
projected. In other words, all colours are projected at the same time. The
picture is thus easier on the eyes and images are more stable with respect
of real colours. When users are young, it is even more important that
projected images are “easy on the eyes”, meaning they will be less prone
to tiredness and subsequent loss of attention.
Another example is the mobile sales force. The main advantage of 3LCD
is that it projects natural and bright images. These bright images respect
true colours. In business, logos will benefit from real colour at the right
brightness. Brightness and respect for colours cannot be compromised.
You can have both at the same time!

Epson underlines 3LCD advantages:
IMAGE QUALITY

3LCD technology breaks white light into the three primary colours red, green and blue - then passes each through its own LCD panel.
They are then recombined through a prism to give you unmatched
precise and vivid images.
NATURAL IMAGES

Primary colours are faithfully reproduced and brought into focus by
3LCD's wide colour production area, while smooth natural colour
changes are assured by the fine, controlled movement of the
microscopic liquid crystals.
EASY ON THE EYE

Using 3LCD technology your images will not flicker or experience the
break-up 'rainbow effect' you get with a single panel system.
VIDEO PLAYBACK

Even during the most fast-action video scenes, 3LCD technology gives
you perfect, smooth images. And unlike single panel systems, your
pictures will never be blurred around the edges.
BRIGHT IMAGES

No matter how light or dark your room is, 3LCD technology gives you
clear and vivid images. What's more, Epson's exclusive E-TORL lamps
let you enjoy superb results and save energy at the same time
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Epson Europe is part of the Seiko Epson corporation, a global leader in highquality technology products that meet customer demands for increased
functionality, compactness and energy efficiency with sales in fiscal 2004 of
2428 million Euros and a workforce of 2,700 employees in Europe.
With 11.1% market share[1], Epson is the number one projector manufacturer
in Europe and has been for the last 4 years.

[1] Source: DTC Aug 2005

the key strengths of Epson projectors is the true breadth of our range. Our
carefully managed portfolio has been designed with the utmost care to
deliver customer solutions, without cutting corners or skimping on
important specifications. Whether it concerns higher security features to
prevent theft, or the latest security protocols for wireless use in large
corporations, Epson can truly claim to respond to every customer need.
Epson dedicates significant time and resources to the development of new
features in projection systems to better fit customer needs and emerging
trends. A perfect example of this is our PC-Less presentation feature (part
of our EasyMP technology) whereby a full presentation can be run from
a simple USB key – no more carrying around heavy lap-top computers!
We have also thought carefully about our installation & network solutions.
Again, our EasyMP technology comes to the fore; we have the ability to
fully control a large number of projectors over a network – check status,
send content, and change settings – ideal for site managers. Epson's EMP
family of projectors provides a high-resolution display under multiple
lighting conditions. Built for commercial display applications, Epson
projectors include an embedded Windows XP or Linux based operating
system to support high-bandwidth applications and a variety of file types
including full-motion video, Flash, jpegs and mpegs. The application
offers an open architecture and plug-and-play design.

www.epson-europe.com

PHILIP OLDHAM

European Product Manager for
Business Video Projectors

After studying International Management in the UK, Philip Oldham relocated to
France to join 3M Europe running product management for Video Projectors
and Digital Wall Display. Philip joined Epson’s European Marketing Centre in
2005 as European Product Manager for Epson’s extensive range of Business
Video Projectors.

Cleverdis: You are responsible for defining the video-projector range for
the European B to B market... which market segments does this cover?
Philip Oldham: We work on 5 key market segments: education, public
display, portable (applications for “road warriors”), corporate network
(inventories of networked video-projectors in business or learning
environments), and finally the more standard applications for companies
of all sizes. One of
on
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Cl.: How important is public display within your activity?
P.O.: Whilst public display is still a relatively small part of the
projection market, it is clearly one of the fastest growing segments. As
world-wide leader in the projection market, Epson of course have
products that are ideally adapted for public display. We frequently see
our projectors successfully installed in hotel lobbies, shop windows, and
on trade fair stands. A recent example is a chain of banks that
purchased Epson projectors for each branch to project a dynamic
image in their windows.
Cl.: How do you define your "public display" range?
P.O.: We started with the concept that there is a
broad variety of installation situations, and we
adapted each product of our range to these
conditions. When space is at a premium, two
compact video-projectors are particularly adapted
for projecting images from 30 to 60 inches, and this
with a throw of only of 2 metres: the EMP 755 with
2000 Lumens and the EMP 765 with 2500 Lumens.
Weighing just 1.8 kg these two products can be very
easily installed. For department stores or shows, very
high luminosity is necessary, and in this case there's the EMP
7950 with 4000 Lumens, or the EMP-8300 with 5200 Lumens that
are perfectly adapted.

www.cleverdis.com
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Cl.: What other things have Epson done to develop solutions destined for
Digital Signage?
P.O.: One of the key focus areas for Epson in the Public Display and
Digital Signage segment is the ability to use the projector without excessive
cabling. Often when people think about using digital signage, it is for use
in a place that can't be conveniently reached with long video, or PC
cables. Take a hotel lobby for example; most hotel owners won't want to
consider installing a projector on the ceiling with metres of cable linked to
a source. That's why Epson have come up with 2 different solutions. Firstly
one can transmit data wirelessly. With our fantastic EasyMP technology,
content (data, video, pictures etc.) can be transmitted wirelessly from a PC
to the projector without the need for any cables. Alternatively, why not just
put your presentation, or MPEG video, on a USB key and have the
projector loop your content completely autonomously? No more need to tie
up valuable computer or video resources!

CONNECT UP TO FOUR PROJECTORS WIRELESSLY

of colour is vital. In such an environment one also needs high brightness
projectors, because ambient light in public areas is usually very high.
Thus, as high brightness and excellent colour reproduction are essential in
PoS, 3LCD projectors are very well adapted to these kinds of situations.
Cl.: Compared to other technologies (display monitors) what are the
advantages of projection systems?
P.O.: 3LCD projection systems provide a cost-effective way of showing
large, colourful and dynamic images. One of the key benefits of Epson's
3LCD projection systems is their flexibility – in screen size, application, and
configuration – giving this type of technology a clear advantage over
display monitor systems.
Cl.: Your proprietary software packages such as Epson Network Manager
for Monitoring and Epson Network Screen for the management of image
transfer -- sending the content by wi-fi or cable network add huge value to
your offering. But the question one might ask is whether these software
solutions are compatible with the other digital signage software on the
market?
P.O.: Absolutely. We supply our client software for Windows or MAC
OS, and Linux on request, and we place our protocols at the disposal of
specialised software publishers for the digital signage market, in order to
seamlessly integrate our solutions in their applications.
Cl.: In addition to the software publishers, who are your principal
partners in this market?

Source: Epson

P.O.: In each country we have one or several expert installation partners in
their field. For this kind of work, a very high level of dedicated expertise is
necessary. Epson is committed to ensuring the highest quality of installation
whatever the size or type, which is why we work hand-in-hand with our
local partners to make sure this happens.

Source: Epson
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Cl.: Where does 3LCD come in regarding your Digital Signage products?
P.O.: 3LCD is the building block for all Epson projectors, and is the
technology of choice of the European projector market. The benefits of
3LCD technology are clear for digital signage products. Firstly, with the
independent red, green and blue liquid crystal panels we can mix the light
to achieve beautiful, bright, and more natural images. Consequently these
are much gentler on the eyes. Furthermore, the lack of any moving
components in the optical block ensures good reliability – the last thing
anyone wants is a public display breaking down!
Cl.: What is the advantage of Epson’s “3LCD” technology in retail
situations?
P.O.: When one produces a poster or other publicity material for shops
or shopping centres, all the colours must be respected, and this measure
of respect is calculated and called “Delta E”. This is the measurement of
the variation of colours on a printed document compared to the original
document. If the Delta E is too high, in general, the customers will reject
the printed document and have it done again. In other words, the respect

www.cleverdis.com
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Cl.: What trends do you see developing in this market, and what is LGE's
philosophy with regard to its future?
Digital signage is a sophisticated new media solution to help brand
marketers deliver the right message to a specific target audience. Digital
signage essentially takes advantage of rapidly developing technologies for
networking, scheduling, content management, and electronic displays.
These technologies can work in conjunction to deliver advertising that is
sold in "day parts," such as radio and television, or improve/replace
traditional signs in stores, buildings, along highways, and other public
venues.

LG Electronics, Inc. (Korea Stock Exchange: 06657.KS) is a global force in
electronics, information and communications products with 2004 annual sales
of US $38 billion (consolidated). With more than 66,000 employees working
in 73 subsidiaries in 39 countries around the world, LG Electronics is comprised
of four main business companies including Digital Display, Digital Media, Digital
Appliance, and Mobile Communications.

www.lge.com

Cleverdis: Can you tell us about the different kinds of solutions you have
for the digital signage market?
As a hardware display manufacturer, we're focussed on providing
solutions to make displays fit the digital signage market. To satisfy the
demands of many system integrators and operators, we are now
developing some key features for smooth installation and blending with
existing systems. Examples include Modular Design (2 x D-sub/DVI+
AV+TV), Zoom/ Video Wall function, RS232C IN & OUT, HDCP, Heat
Sensor.

For an ultra-thin single panel application, LCD has been and will probably
continue to be the most chosen display. You see them at check-out counters
and as shelf displays in supermarkets and convenience stores. However,
until very recently, larger sizes (over 20”diagonal) had been costprohibitive and unavailable. This is rapidly changing, and the larger-size
direct view screens have a promising future as the preferred media for
single display digital signage solutions in retail environments. Eventually
we will see them overtaking the popular plasma displays because of their
more robust technology and the significantly longer life span.
LGE's philosophy with regard to this future is to manufacture the optimum
display products for today’s display users in the digital signage market by
focussing on the core voices in the market.
With all this in mind, LGE has prepared a product line-up to meet the
requirements of this vertical market, and will lead the market with all the
high technologies required to meet the market needs. Our proven, highquality displays are and will be used in hundreds of locations worldwide
to help companies operate and communicate more effectively every
moment of every day.
Cl.: What are the main vertical markets where we can see LG monitors
used in digital signage?

© Photo: LG Electronics

Currently LG monitors can be found in many areas of the digital signage
market. Examples of recent installations are transportation sites such as
airports, and train stations, as well as department stores, restaurants,
shopping malls, etc.
Cl.: When choosing LCD monitors, it's important that they not only have
excellent contrast and brightness, but also viewing angle, in order to be as
visible as possible from all aspects. How do LG monitors help here?
We have adopted LG.Philips LCD’s S-IPS technology, LG so our FLATRON
LCD shows rich picture performance with the world’s widest viewing angle
and fast response time, which are the most important factors in digital
signage. It is a proven fact in the industry that S-IPS are superior in overall
viewing angle performance, resulting in enhanced viewing performances.
Together with this wide viewing technology, LGE plans to include ambient
bright sensing technology, which controls the brightness in response to the
surroundings. This is a key point of differentiation from our competitors’
models.
www.cleverdis.com
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and 46" LCD monitors – the NEC MultiSync® LCD3210, NEC MultiSync®
LCD4010 and NEC MultiSync® LCD4610. According to the most recent
Meko Ltd research, we are in number 1 position in each of those three
segments.
Cl.: What differentiates NEC Display Solutions in the market?
NEC Display Solutions Europe GmbH with its headquarters in Munich,
Germany, is a 100 percent subsidiary of the NEC Corporation, Tokyo. The
company, established on 1st April 2005, is a product of the joint venture
between NEC Corp. and Mitsubishi Electric – NEC-Mitsubishi Electronics
Display-Europe GmbH – in the monitor sector. In Europe, NEC Display Solutions
Europe GmbH has subsidiaries in Germany for Central, East and South-East
Europe, in France and Great Britain as well as sales offices in Italy, the
Netherlands, Russia, Spain, Sweden and Poland. The business benefits from the
technological know-how and the technologies of the NEC Corporation and,
with its own Research and Development, is one of the world's leading
manufacturers of desktop-monitors, also for colour-critical applications, largeformat LCDs – so-called Public Displays – and special displays for the medical
field. CEO of NEC Display Solutions, Ltd, Japan, is Hirotoshi Matsuda.

www.nec-display-solutions.com

PETER KROYER

General Manager and Director
Sales & Marketing Europe

Peter Kroyer joined NEC Display Solutions
Europe GmbH (at that time NEC-Mitsubishi
Electronics Display-Europe GmbH) in January
2003. In his position as Director Sales &
Marketing Europe and General Manager of
the Business Development Division he has the
profit responsibility for all sales and marketing
activities all over Europe. Peter Kroyer is responsible for Product Management
and Product Marketing as well as Corporate Communications. This includes a
target group oriented product-management and marketing-strategy for all
products and business segments of the monitor-manufacturer, that fulfils the
European demand as well as the demand of the different local markets of
Europe.

Cleverdis: NEC Display Solutions Europe GmbH was established very
recently. Tell us about the background to the company...
Peter Kroyer: NEC Display Solutions Europe was established in April
2005. World-wide NEC Display Solutions has more than 1400
employees, including R&D and manufacturing. The fact that the company
runs its own R&D is a key success factor to our product innovation and
quality. As a successor of the former joint-venture of NEC-Mitsubishi
Electronics Display, the new company purely focuses on LCD display
solutions. We are adding substantial value with respect to the specific
application environments that our products are used in. Visual applications
such as CAD, document imaging and archiving or trading desks require
dedicated features that our displays provide. It's all about making the
person in front of the display more productive and more creative. Finally,
our public displays have let us embark upon new market segments such as
digital signage, airports and other public transportation, conference
rooms and receptions. We were the first company to bring LCD displays
with more than 30” to market already in 2003!
Cl.: What is your current position on the public display market in
Europe ?
P.K.: As a rule, I can say the higher the inch size, the higher our market
share. Indeed, our highest market share is with Public Displays. We are
focussing on the Business-to-Business segments with our Public Displays.
Our Public Display family today includes product categories of 32", 40"
58
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P.K.: In fact, we do offer the most comprehensive product portfolio in the
display industry. Our products are the lifeblood of our business and
differentiation through value-adding key features is important to our
customers. However, it is not the only differentiator. Our Channel Partners
play a key role in successfully differentiating our display solutions in our
target markets and ultimately providing our display solutions in a timely
and reliable manner Europe-wide. That includes Distribution Partners,
Resellers, VAR's and Integration Partners, as well as Service Partners.
Cl.: The biggest concern for most people when embarking upon a digital
signage project is how they obtain return on investment (ROI). How do you
help people understand and calculate this?
P.K.: The return on investment, and even the relevant ROI parameters,
very much depend upon the size and type of digital signage projects.
For example: outdoor or indoor applications, number of displays involved,
networking requirements and, certainly, the content management part.
First of all, we do have Public Display Integration Partners and so called
Public Display Technology Centres that are very experienced and capable
not only in selling, installing and servicing those public displays, but also
in consulting our customers in all aspects. In addition, through many large
projects and successful installations across Europe, we have developed a
great knowledge base and thorough understanding of those project
requirements and results. Our customers benefit from this experience for
their own solution.
Cl.: What are the main benefits of your display's solutions in the digital
signage field?
P.K.: Our public displays are especially developed for the needs of our
business customers and therefore include numerous features. The number
of features and benefits we offer are unique in our industry. Our Public
Displays CableComp™ function is extremely practical where data sources
are a long way apart, for example in stores with large sales floors. Thanks
to the integrated brightness control, the monitors display their content
uniformly and with a pin-sharp picture quality, even in dark environments.
With the infrared interface, which can be deactivated to protect it from
being misused, every NEC Public Display can also be remotely controlled.
The standard timer function (Scheduler function) ensures that the monitors
can be switched on and off automatically. This means that in environments
where the screens are not in constant use in the evening or at night, in
shopping malls for example, this actually saves energy. Thanks to the
TileMatrix™ technology developed by us, the public displays are perfect
for multi-screen applications, with the enormous advantage that a
powerful graphics card is not needed for these applications. In addition to
this, the models are equipped with a loop-through function, which means
that the content can be shown simultaneously on several monitors, without
the need for an additional splitter. These are only some of our features and
benefits, which our Public Displays offer.
Cl.: How do you work with buyers and integrators? Who do they talk to
and what kinds of specialised services do you offer?
P.K.: Our partner & channel programme, the NEC Display Solutions Plus
Programme is the backbone of our channel communications and
cooperation Europe-wide, as well as country specific. Our channel
partners do leverage our channel programme resources and services via
a dedicated extranet portal. Depending on the partner category they can
access specific information and services, such as demo units, specific
project support and trainings, only to mention some services. In addition,
we are leveraging a number of company and industry events to maintain
and extend our customer and partner relationships on all levels.
www.cleverdis.com
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Cl.: Please elaborate Panasonic’s vision and Business Goals...

Matsushita Electric was founded in 1918, when 23 years old Konosuke
Matsushita started a small workshop with only two employees (his wife and his
brother-in-law) to make and market an improved attachment plug which he
designed. In 1932, Konosuke Matsushita came to recognize the true mission of
a business enterprise, and set forth the basic business philosophy in the form of
the basic management objective, which reads: “Through the manufacture of
high-quality, high-performance products that meet the needs of our customers, we
will devote ourselves to the progress and development of society and the wellbeing of people, thereby enhancing the quality of life throughout the world”. The
Matsushita Group of Companies is a most comprehensive worldwide electric
and electronic product manufacturer whose products range from electronic
components to consumer electronic products, home appliances, factory
automation equipment, information and communications equipment, and
housing-related products. The year 2005 marks the 88th anniversary of the
company.

www.panasonic-europe.com

YUICHIRO KASAHARA
Product Manager

Yuichiro Kasahara is Product Manager in
charge of System Plasma Displays for
Europe. He joined Panasonic in 1992 and
has consistently been involved in the business
of solutions since then. In 2005 he was
assigned to Europe to manage plasma
display systems.

Cleverdis: What are some of the most exciting possibilities you can see
happening in the digital signage arena?
Yuichiro Kasahara: Digital signage is a display device which is used
as an in-store sign to present constantly changing, computer generated
and full motion video, photo-realistic graphics, text, and animation. It is a
dynamic medium as opposed to static billboards and posters. The features
and benefits of digital signage are:
1. Cost and Time Saving: Because you eliminate the need to print and
distribute static signs every time you change your message or
campaign, you save on printing costs and processing time. The end
result is instant digital programming with informative and entertaining
content.

Y.K.: Panasonic’s business goal is to retain our No.1 position in the flat
display industry, especially concentrating our resources into plasma
displays. Our target global share is over 40% including device business in
2006. To achieve this target we invested last year approximately 1 billion
dollars for the construction of a new plasma display plant in Japan.
Cl.: In the digital signage sector, how does Panasonic work with the
projects by the various end users?
Y.K.: Nowadays, the demand for large displays for the various industries
like shopping centres, retail, leisure, finance, hospitality, transportation,
universities, public information, etc. is expanding rapidly. We believe that
digital signage is one of the most effective key solutions for them.
Panasonic is trying to focus on some specific industries and make
proposals to them using digital signage. Also Panasonic has a large sales
network across the world, and we believe Panasonic’s partners can find
the perfect solution for each individual need.
Cl.: What are Panasonic’s key solutions for digital signage applications at
the moment?
Y.K.: Panasonic has developed a prototype of a 103-inch plasma display
with Full-HD resolution. The prototype is the world’s largest plasma display
and can deliver more than two million pixels (1,920 x 1,080) of
performance. In flat panel displays, plasma has technical advantages over
other technologies, including LCD, when it comes to making larger size
panels. Nevertheless, there are numerous technical challenges in making
plasma panels that are larger than 100 inches measured diagonally while
maintaining stable discharge and high picture quality across the entire
surface of the panel. We believe it will create strong demand as a
multipurpose display for business applications.
Then Panasonic has introduced a new line-up of plasma displays,
highlighted by a 65” HD model (TH-65PHD8) that features the optimal
screen size for displaying information at building entrances, event venues,
airports, train stations and other large public spaces. The line-up also
includes 50” and 42” HD models (TH-50PHD8 and TH-42PHD8) and 42”
SD and 37” SD models (TH-42PWD8 and TH-37PWD8).

2. Make Money for a Change: You can turn your Digital Signage Network
into a profit centre by selling advertising time to your suppliers. Best of
all, this service can be offered to more advertisers than were ever
possible with static advertising and with less clutter and waste!
3. Eye Catching: A digital sign has the power to grab your customers'
attention. Once you have commanded their attention, you have the
opportunity to influence their buying decisions.
© Photo: Cleverdis
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4. Quick, Easy Content Updates: Thanks to its networking, a Digital
Signage System allows you to change content at multiple locations from
one remote authoring station. Change your advertising message quickly
on displays in one venue or on any screen anywhere in the world via
the Internet.
www.cleverdis.com
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Cleverdis: What is driving the Digital Signage market?

Royal Philips Electronics of the Netherlands (NYSE: PHG, AEX: PHI) is one of the
world's biggest electronics companies and largest in Europe, with sales of 29
billion euros in 2003. With activities in the three interlocking domains of
healthcare, lifestyle and technology and 166,800 employees in more than 60
countries, it has market leadership positions in medical diagnostic imaging and
patient monitoring, colour television sets, electric shavers, lighting and silicon
system solutions. Philips is a leading provider of B2B displays solutions. With a
leading position in the consumer, Hotel TV as well as in the B2B professional
monitor market, customers can rely on an optimised product range that is offered
in a coherent system specially designed to fulfill customer needs in a wide variety
of applications.

www.philips.com

MARK POLDERVAART
General Manager for Business
Solutions
Mark Poldervaart (41) joined Philips in 1990
and has been responsible for a variety of
activities. He started as Marketing and Sales
manager for professional video products in
the Netherlands. He was later responsible for
the introduction of digital VCRs as a Program
manager in Philips’ VCR activity in Vienna. In
1999, Mark became responsible for the
worldwide introduction of the Philips
DVD+RW recorder and went on to become
Managing Director for Philips DVD activities in North America. In 2004, Mark
was appointed General Manager for Business Solutions within Philips
Consumer Electronics. This group is responsible for the development,
manufacturing and marketing of the Philips digital signage solutions.

Mark Poldervaart: In today’s world, consumers have become far more
individualistic and are less sensitive to TV advertising. For a wide variety
of products and services, TV advertising has become like shooting with
hail: you hope to hit something but you are not focussing on a specific
target. More and more purchase decisions are made while standing in
front of the shelf with competitive offerings presented at close reach.
Companies now realise that advertising in “the last three feet” can really
make a difference.
Cl.: Please elaborate Philips’ vision and business goals.
M.P.: By introducing the Adtraxion system, Philips has developed a
perfect tool to support this upcoming demand for point of sale advertising.
The system consists of a wide range of displays, hardware to facilitate the
delivery of video, audio, text and data and professional software to
manage the content and the system from a remote location.
The concept is as simple as it is productive. From a central location,
marketers can define what type of content can be shown at what screen
anywhere in a retail environment around the world… the same
information on all installed screens or different content on any number of
screens at their convenience. This way brands can really control the
message and look and feel of the point of sales advertising.
Cl.: How does Philips work with the various end users in projects?
M.P.: In going to market, Philips works together with a selected base of
high-end Value Added Resellers (VARs). These VARs are our daily
interface to the end customer and provide marketing, installation and after
sales service offerings.
On the other hand Philips is teaming up with the best in the content
creation industry – media partners who can create a marketing concept to
be presented to the end customer, as well as maintain the system as a
marketing tool for years to come. By working together every company
focuses on what they are good at: media partners create the commercial
content, VARs provide installation and technical support and Philips can
use its expertise in displays and related hard- and software products.
Cl.: What's different about Philips in this field?
M.P.: By providing the building blocks, end users can rely on a Philips
system in which the individual elements have been designed, tested and
released to work together. This way Philips combines Ease of Use with a
unique low level of Total Cost of Ownership that benefit both VARs as well
as end customers.

© Photo: Philips
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• Reduced initial cost.
• Reduced maintenance.
• Easy to use software.

Samsung Electronics Co., Ltd. is a global leader in semiconductor,
telecommunications, flat panel display and digital convergence technology.
Samsung Electronics employs approximately 75,000 people in 89 offices across
47 countries. The company is the world’s largest producer of memory chips, TFTLCDs, CDMA mobile phones, monitors and VCRs. Samsung Electronics consists
of four main business units: Digital Media Network, Device Solution Network,
Telecommunications Network and Digital Appliance Network Businesses.

www.samsung.com/uk

ALAN HEMSON
Corporate Sales Manager

Alan Hemson joined Samsung in June 2004
to manage and recruit a team to sell
Samsung products to the Corporate and
Public Sector markets. Before joining
Samsung he spent 9 years at Sony with
various Corporate and Channel sales
management roles.

Cleverdis: How are Samsung differentiating themselves within the Digital
Signage Market?
Alan Hemson: We are working in partnership with many companies to
enable us to offer the customer a complete end-to-end solution. We can
select from our various partners to match skills, capabilities and
experience to customers needs. Partners include content providers, screen
bracket and stand manufacturers, installation companies and local storage
solution providers.
What’s more, we develop and manufacture
technologies available today, including LCD
direct links to our state-of-the-art factories,
screens and features to suit the specific needs

the full spectrum of screen
and plasma screens. With
we can quickly customise
of our customers.

This system has proved very popular with Universities in the UK who
require a low cost, simple to install and use Digital Signage Network.
Screen sizes available immediately are 40 and 46 inch LCD, however we
do plan to increase the range to include smaller and larger screen sizes in
2006.
Cl.: Tell us about applications where your screens have been used...
A.H.: Screen FX are one of our larger and more innovative clients. They
use our 63” and 42” Plasma screens as part of a shopping centre
information, entertainment and advertising solution. The attractively
designed, free standing, integrated info-pod features a large screen
showing news and up-to-date shopping centre information, as well as
advertising. The integrated Touch Screens supply shopping centre
information on demand, while there is a large shopping centre map
integrated into the base.
Screen FX are able to amend or update content within minutes and can run
different information on each screen within the network. David Neale
Managing Director of Screen FX says "ScreenFX exists to inform and
engage consumers in busy retail destinations. In order to provide a service
which will reach them, and work for potential advertisers, our overall
product has to stand out from the crowd - Samsung's 63" screen provided
the sheer size, clarity and impact necessary to enhance the unique ‘infopod’ we have developed for our strategic partner Shopping Malls."
ScreenFX have installations in 15 Malls in the UK covering an annualized
audience of up to 280 million consumers.
Cl.: Which other markets are delivering results for Samsung?
A.H.: We have also supplied Plasma screens to Match Day Media for use
within Soccer stadiums. These screens are designed to entertain, showing
highlights from previous matches, and provide information with the latest
team news, Safety information etc.
We are having success within Airports too. Within the UK we have
supplied screens to Luton, Liverpool and Newcastle airports. We have also
recently been appointed screen supplier to Schipol airport in Amsterdam.
Interestingly, all of our airport customers are specifying LCD screens over
Plasma. This is mostly due to the “screen burn” issues with Plasma and the
increased life expectancy of LCD displays.

Cl.: What about your products? Why do customers buy Samsung?
A.H.: Samsung have probably the widest range of Plasma and LCD
Displays available from any manufacturer. We have also developed
specific products for use within a display network. The product range is
named MagicNet. These LCD screens are supplied with an RJ45 (IP
Network) port as standard and Samsung’s MagicNet software. The user
can then schedule content from his network and deliver it directly to the
designated display. You are able to address any screen on the network, at
any time of day up to 30 days in advance and schedule different content
to each screen. Within a meeting room environment the screens can be
used to pull information from the network using either the remote control
or a USB Keyboard and Mouse attached to the screen.
© Photo: Samsung
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The benefits for the customer are:
• Eliminates the need for a storage device (typically a mini PC) attached
to each screen.
www.cleverdis.com
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MOUNTING SOLUTIONS
INTERVIEW

In addition to the residential custom installation market, Chief supports a
wide range of commercial audio/visual applications including corporate
boardrooms, training facilities, educational institutions, digital signage,
tradeshow exhibits and office furniture systems. Chief prides itself on
offering quality custom and universal mounting solutions that are simple to
purchase, simple to install and simple to use.

Chief Manufacturing, an industry leader in technology mounting solutions, offers
a complete line of mounts, lifts and accessories for flat panel TVs and projectors.
With more than 27 years of proven product and service excellence, Chief is
committed to responding to industry needs in the professional, residential and
office markets.

www.chiefmfg.com

Cl.: How important would you say mounting solutions are and what must
project managers look out for?
P.F.: There is no doubt that project managers need mounting solutions that
are going to hold up in high traffic environments and Chief mounts offer
the strength and durability they need. Choice is a key factor in order to
offer a wide variety of application and installation requirements. That's
why with Chief, resellers find a company that is committed to the core
values of providing faster installation, superior support, proven quality and
end-user focussed products. That's essential when choosing a mounting
solution...
Cl.: What are Chief’s strong points and added value?

PAUL FEENSTRA
Vice President

P.F.: At Chief we understand what our customers' needs are. We offer
unmatched customer service and mounting solutions that are fast, flexible
and built to last. We also believe in continuous innovation. Our dedicated
engineering team develops cutting-edge mounting solutions with exclusive
features to improve customers’ home entertainment mounting experience.
Cl.: What recent evolutions have Chief mounting products undergone?

Paul Feenstra is the Netherlands–based Vice
President of CSAV Europe B.V. Chief
Manufacturing Europe and has overall
responsibility for Europe, Middle East and
African Territory. He has a strong general
management background and experience in
building pan-European business.

P.F.: In 2005, Chief launched more than 20 new products, including an
entire line of swing arm mounts and mounts for mid-size plasma and LCD
TVs. Chief also brought iC Mounting Solutions to market during 2005, a
complete retail line with 8 SKUs for plasmas, LCD TVs and projectors.
Cl.: So what are the main challenges for the development of this market?
P.F.: I think our main challenge is to explain to the digital signage market
the full capabilities and availability of Chief products. We also have to
define a clear distribution strategy that is able to help Chief grow in the
European market.

Cleverdis: Could you explain Chief's role in digital signage?

© Photo: Chief

Paul Feenstra: For more than 27 years, Chief Manufacturing has been
the leader in mounting solutions for plasmas, LCD TVs and projectors. Our
digital signage solutions market is steadily growing because large flat
panel TVs are being installed in retail, financial, large venue and
government locations where frequent foot traffic occurs. Customers
typically install digital signage for advertising or information displays and
Chief offers many different products to meet these needs such as ceiling
pole mounts, truss mounts, stands and carts.
Cl.: How does your range of products adapt to each client’s specific
issues?
P.F.: We have flat panel solutions (fixed, tilt, articulating and ceiling
mounts), as well as projector mounting solutions. We concentrate all
initiatives on product quality, faster installation, superior service and the
needs of our end users. Chief’s commitment to delivering solutions for
changing industry needs is evident through a complete line of custom and
universal mounts, lifts and accessories for projectors and plasma/LCD flat
panel TVs. Each mounting solution is carefully designed to meet the needs
of the installer and end-user alike.
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Lumin Visual Technologies is one of Europe’s most innovative manufacturers of
high-end projection screens. Due to a unique Polymer Technology, Lumin is able
to produce projection displays for all applications imaginable – Point of Sales
Displays, conference room applications or big screen projections. Lumin rear
and front projection screens combine important features such as luminosity,
contrast, viewing angle and resolution in a perfect way to guarantee a brilliant
image reproduction. They ensure fabrication and production “Made in
Germany” as well as short lead times. The range of products includes a wide
variety of projection displays for all different kinds of applications in the digital
signage market: rear projection, front projection, transparent projections, 360°
Screens and big screen projections. Lumin offers its products over a worldwide
Lumin Professional Partner network and works according to modern quality
management criteria.

www.lumin.de

WOLFGANG
HERFURTNER
CEO & Co-founder
Wolfgang Herfurtner, 34, is CEO and cofounder of Lumin Visual Technologies AG. He
graduated with a degree in law from the
University in Munich and started his career as
an entrepreneur in the US. He is responsible
for manufacturing and sales in Germany and
Asia. He directs the overall strategies of the
company and is head of the research and
development division. Wolfgang also
initiated the development of new optical
polymers with special properties used in projection displays.

Cleverdis: Tell us how Lumin works on a digital signage project…
Wolfgang Herfurtner: As a manufacturer of polymer-based
projection screens with a light transmission of up to 91%, we offer display
solutions for high ambient light solutions – even in daylight. The high
flexibility and easy operation of our screen materials provide additional
advantages. Thus the projector does not have to be installed in a certain
projection angle or distance, which undoubtedly eases the setup. The
surface of the Lumin Light Screen is also homogenous, non-structured and
anti-reflective and guarantees the depiction of high-resolution content with
incomparable quality.

W.H.: Lumin was asked to install four big screens at the Siemens
Customer Information Centre in Munich. We integrated four of our Lumin
BIGScreens into the walls of the showroom. Each screen is 2.75 metres x
7.1 metres, and is illuminated with a special edge that blends technology
from Panasonic projectors with 2 Panasonic projectors, 6,500 ANSI
Lumen. The advantage of the brilliant picture quality at the edge blending
area compared to standard fabric screens was quite obvious and made all
the difference.
Cl.: What kinds of challenges do you expect to see on the projection
screen market?
W.H.: In my opinion, the main challenges we are facing concern the
development of new high contrast screen materials with extra high light
transmission in order to get even brighter and more natural images. The
Lumin Contrast Screen enhances rich colours and is particularly good on
black levels, because of the integration of contrast particles into the
material structure of the screen. And for Lumin, in the future, it is also
going to be important to support our Lumin Professional Partner network
of certified dealers, to guarantee the best service possible for every
project.
Cl.: When preparing a digital signage project, what must one look
out for?
W.H.: It is important to look at the application and the needs of the
customer, and only then the decision between front and rear projection
must be made. The whole projection system has to be considered, starting
from the right projector/lens, to the right screen type and size. It is also
necessary to take a look at the ambient light situation and the adequate
mounting parts.
Cl.: What is the main element that differentiates your company from
others?
W.H.: As well as offering a large variety of high end projection displays,
we deliver quality customer orientated services and support our
distribution partners in many ways. It is our goal to make our projection
solutions flexible and innovative.
The best example of our currents efforts is the new front projection screen
displays with enhanced optical properties that we launched in 2005. The
Lumin Silver Screen is suitable for professional applications as well as
home cinema systems. In terms of picture quality and material
characteristics it is quite unique in its field. It is a hard screen technology
available in a contrast and a light version.

Cl.: How does your range of screens adapt to each client's specific issues?
W.H.: Due to flexible Lumin technology, our screens can adapt to all kinds
of situations. The following optical properties can be adjusted with every
screen type, according to the different application needs and contexts:
gain, contrast, resolution, light transmission, light dispersion and ambient
light rejection. Lumin Visual Technologies' array of products ranges from
1mm thin projection foils, to rigid projection screens, transparent screens
and even big screen projection displays in seamless sizes up to 3 x 8 m.
The impressive Lumin 360° degree screen shows the projected image on
both sides of the screen with identical quality…

© Photo: Lumin
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Cl.: Can you give an example of a solution that you deployed recently?
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Carlipa Systems
www.carlipa.com

Legal form: S.A. - Capital: 618 336 € - Year of creation: 2001
Turnover Worldwide: 5,5 M € - Number of staff Wordwide: 25
Number of offices Wordwide: 6
Know-how: Software editor
Main competence: Turnkey solutions delivery
Main partners: Brandcorp, Fininfo, Soft Ads, SCC, display manufacturers

Cayin Technology
Co., Ltd.
www.cayintech.com

Capital: USD 350,000 - Year of creation: 2004
Number of staff Worldwide: 15 - Number of offices Worldwide: 1
Know-how: Our expertise is in development, research, engineering, and
marketing in the fields of multimedia, network, and embedded system for
out-of-home applications.
Main partners: Philips, Diversified Media Group (USA), Arqiva (UK)

Digital Signage Contacts:
Elodie Cyrus,
Marketing and Communications Manager
E-Mail: ecyrus@carlipa.com
Phone: +33 (0) 1 30 80 15 30

Digital Signage Contacts:
Ravel Chi, Sales Director
E-Mail: ravel@cayintech.com
Phone: +886-2-25951005 ext 206

Main products:
Software: NMG®: NMG Centre, Profiling, Flasher, Superviser, MixCom, NMG
Site… CarliBox

Main products:
• Digital Signage Solution: SMP series (Signage Media Player)
CMS (Content Management Server)
• Video-on-Demand Solution: VOD client and server

Specific added value
Automation of programming according to marketing mix - Integration of the
specifities of the diffusion site: Profiling - Very complete supervising tools Efficient customer support
Services: Project Management, Deployment, Maintenance.
References in the digital signage field:
Louis Vuitton, Selectour, La Criée, Sciences Po, BNP Paribas, AGF, Sephora.
Please contact us for additional references.

Centro Software
Development
www.centro-software.com

Belonging to group: Centro Holding
Year of creation: 2000
Number of offices in Europe: 2, one in Holland and one in France
Know-how: digital signage
Main partners: over 20 distributors worldwide, Philips, deliver OEM to Philips
Main competence: Software
Digital Signage Contacts:
D. Tuinebreijer,
CEO
E-Mail: d.tuinebreijer@centro.nl
Phone: +31 10 20 854 923
Main products:
SiteScheduler
Specific added value
Extensive experience in digital signage networks from small to large.
Services: Software licensing and special procuct development
References in the digital signage field:
Please see Centro website for references.

Mobile: +886-(0)955776348

Specific added value
• Our experienced R&D team can provide time-to-market products and flexible
quality services offered through our passionate sales team
• Integrated platform including hardware and software
• We offer professional consultancy for helping the implementation of
customers’ projects.
Services:
Cayin devotes itself to providing complete solutions in various commercial
applications, such as dynamic digital signage or VOD system in transportation,
education, retail, and hospitality. Cayin also offers streaming solutions for
professional multicast applications. In addition to standard products, we also
provide tailored services to meet customers’ specific requirements.
References in the digital signage field:
National KUMU Art Museum (Museum, Estonia), Chinese Culture University
(School, Taiwan), Novotel (Hotel, France), NightOwl (Convenience Store,
Australia), RATP (Subway Station, France)

Clarity Visual
Systems, Inc

www.clarityvisual.com or www.coolsign.com
Legal form: Privately held Corporation - Year of creation: 1995
Number of staff France: 85 - Number of staff Worldwide: 205
Number of offices in Europe: multiple - Number of offices Worldwide: multiple
Know-how: 10 years in the digital signage business
Main partners: Premier IBM Business partner
Main competence: Providing enterprise level digital signage software and
professional services and designing digital signage systems for retail, banking,
transportation and public venue advertising.
Digital Signage Contacts:
Lisa Duckett, Director Worldwide Marketing & Communications
E-Mail: lduckett@clarityvisual.com
Main products: CoolSign Software for digital signage
Specific added value
100% scalable software solution for digital signage networks; capable of
managing from 10 to 10,000 nodes in widespread geographic locations.
Services: Enterprise level software for digital signage applications, support for
integration partners in this market, content services for digital signage through
Clarity’s CoolSign client services.
References in the digital signage field:
Smithsonian, Macy’s, Westfield Mmalls, United Airlines, Reuters.
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C-nario
Ltd.
www.c-nario.com
Belonging to group: Disk-In Group (est. 1990)
Capital: Private company, undisclosed information - Year of creation: 2002
Number of staff Europe: over 20 distributors Europe wide,
as well as 2 shared offices in France and Turkey.
Number of offices Worldwide: C-nario offices in New York and Australia.
Know-how: Audio Video Playback engines, communications, monitoring &
Control, interface to other applications.
Main competence: Comprehensive software suit for Dynamic Digital Signage
Main partners:
Philips, Diversified Media Group (USA), Arqiva (UK)
Digital Signage Contacts:
Tal Gur-Arie, MarCom
E-Mail: tal@c-nario.com
Phone: +972.3.5373555

Mobile: +972.522.649609

Main products:
C-nario Entertainer™: for Leisure & Entertainment Shows
C-nario Messenger™: for Public & Corporate Displays
C-nario Advertiser™: for Dynamic Digital Advertising
Specific added value
End to end software and services solutions, based on vast experience towards
an emerging market.
Services:
Software licensing and operational and content creation services.

CSAV Europe BV
(Chief Manufacturing)

www.sanus.com & www.chiefmfg.com
Belonging to group: CSAV Incorporated
Legal form: BV - Year of creation: 2005
Number of staff Europe: 6
Number of staff Worldwide: 200
Number of offices in Europe: 1
Know-how: 27 years of business cooperation and relationships
Main competence: CSAV is committed to the core values of providing faster
installation, superior service, proven quality and end user focussed products.
Digital Signage Contacts:
Mike Silva,
Inside Sales & Customer Service
E-Mail: Mike.silva@csavinc.com
Phone: 0031- (0)20 - 570 89 23
Main products:
Mounting solutions for projectors, plasmas, LCD TVs and AV furnitures.
Specific added value
Quality custom and universal mounting solutions that are simple to purchase,
simple to install and simple to use.
Services:
Products backed by an expertly trained customer service staff dedicated to
responding to customer needs.
References in the digital signage field:
Many mounting solutions available upon request to solve any installation need.

Epson Europe B.V

Futuramedia

Belonging to group: Seiko Epson corporation - Year of creation: 1990
Turnover: 2 428 million euros - Number of staff in Europe: 2,700 employees
Legal form: Publicly quoted company - Number of staff in Europe: European
headquarter in Amsterdam – 28 sales & services subsidiaries in Europe.

Year of creation: 2004
Number of staff France: 15 - Number of staff Wordwide: 5
Legal form: SAS

www.epson-europe.com

www.futuramedia.fr

Know-how: Establishment of screen networks for dynamic communication
Know-how: We develop & constantly improve the technologies built into our
projectors such as the 3LCD, EasyMP, E-Torl lamp technologies, to always offer
the best possible image quality and projection solutions for our customers.
Main competence: Providing a wide range of business & home cinema
projectors tailored to the needs of all business segments.
Main partners: AV distributors and broadline distributors, AV and IT dealers,
software editors
Digital Signage Contacts:
Bernard OHLING, EMEA Senior Business Manager for visual instruments
Philip OLDHAM, Product Manager Business Video Projectors
Main products: Business projectors including desktop, mobile, and installation
models. Key products for digital signage are the easy MP range.
Specific added value
Network, wireless & PC less projection solutions

Main competence: Media Planning, content creation
Main partners: Advertising agencies, equipment partners, broadcast software
partner
Digital Signage Contacts:
Guy TAIEB, CEO - E-Mail: Guy.taieb@futuramedia.fr
Phone: +33 1.49.96.20.00 - Mobile: +33 6.07.84.78.77
Specific added value
Numeric Dynamic Display Network
Services: Sales and management of advertising space, creation of animated
sequences, movies…
References in the digital signage field: A network of 1 700 screens, established
in the most important French chemists

Services: Epson subsidiaries and trusted channel partners deliver all the services
you can expect from simple maintenance services to more complex remote
management of your projectors, PC less, wireless and security solutions.

www.cleverdis.com
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Headline.TV
ApS
www.headline.tv
Belonging to group: Skanlog A/S - Capital: 125.000 DKR
Legal form: “ApS” equivalent to “Limited” - Year of creation: 2005
Certification: Registered Microsoft partner, IBM business partner
Number of staff in base country: 3 - Number of staff Europe: 9
Number of offices in Europe: 2
Know-how: Complex projects from A to Z, interfacing to other software
packages, developing software, satisfying our customers, working together
with our partners
Main competence: Software know-how, service, consulting, education, software
development, field expertise, technology
Main partners:
In Denmark: our sister company ComTech A/S for integration and hardware
Elsewhere: national, European and global partners in the areas of hardware,
content creation, integration and service.
Digital Signage Contacts:
Olivier Plas, CEO
E-Mail: Olivier.Plas@headline.tv - Phone: +45 70 13 10 50
Main products: Headline.TV: A hosted, own developed system and service line
of software, one of the best on the market, simply organised and priced and
some extra modules (live news, live weather, reporting, alarms…). Our motto:
the devil is in the detail!
Specific added value
Involvement, Know-how, Costs consciousness, Up to date Technologies
Services: Hosting our service, application service provider, project management,
consulting, development, expertise
References in the digital signage field: Retail chains in Denmark, Norway,
Germany and Switzerland, ferries in Norway, school network in Austria, petrol
retail chains in Austria and Denmark, shopping centre in Denmark, cable
television networks in Norway and Germany, bank retail chain in Switzerland,
taxis companies in Denmark and Austria (taxi screens), Danish Defence Media
Centre, Auction house in Denmark.

Lumin Visual
Technologies AG
www.lumin.de

Legal form: Private limited company - Year of creation: 2000
Number of staff Worldwide: 12
Number of offices in Europe: 1 - Number of offices Worldwide: 1

Magenta Research Ltd.
www.magenta-research.com

Legal form: Corporation - Year of creation: 1998
Number of offices in Europe: 8 - Number of offices Worldwide: 16
Know-how: Dynamic signage signal distribution hardware
Main competence: Distribution of video, audio & serial signals over Cat5

Know-how:
Manufacturer of Projection Screens
Main competence:
Optical polymers, rear projection screens

Digital Signage Contacts:
Randall M. Young, Director, Marketing & Business Development
E-Mail: ryoung@magenta-research.com
Phone: +1 860-210-0546 x105 - Mobile: +1 203-788-5147

Main partners:
Sanyo, JVC, Sharp, NEC, ISCO Optik

Main products:
MultiView Series transmitters, receivers, distribution amplifiers, and full-matrix
switchers, including the Mondo Matrix, scaleable from 16x16 to 256x256.

Digital Signage Contacts:
Wolfgang Herfurtner,
CEO
E-Mail: w.herfurtner@lumin.de
Phone: +49 (0)8106 24 66 66
Mobile: +49 (0)160 98931374

Specific added value
Proprietary signal management technology provides a clear advantage in
resolution-over-distance. Breadth of product line results in exceptional
adaptability. Focus on product reliability and performance. Proven track record
in high-profile, sometimes harsh environments.

Main products:
Rear and front projection screens

Services:
Free assistance with application layouts and selecting the most cost-effective
hardware approach, pre-sale.

Specific added value
High quality and ideal optical properties

References in the digital signage field: See a partial client list and installation
examples on the Magenta Research website.

Services: Product sales and support
References in the digital signage field:
Railway station Zug (Switzerland), Airport Berlin, T-mobile, Siemens, BMW,
Mercedes Benz, IBM
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Medialon

Belonging to group: Publicis - Year of creation: 1997
Turnover Worldwide: US $ 9 M - Number of staff Wordwide: 70
Number of offices in Europe: 1 - Number of offices Wordwide: 3

Legal form: SA - Year of creation: 1992
Capital: 357 000 €
Turnover Worldwide: 2 200 000 € - Number of staff Wordwide: 15
Number of offices in Europe: 1 - Number of offices Wordwide: 2

www.marketforward.com

Know-how: MarketForward is the first IT company entirely dedicated to
Marketing and Communication & is specialized in following activity fields:
• Digital signage: electronic display and digital content
• Optimisation of tools and processes for brand assets management: creative
content management
Main competence: Design and administration of Digital media networks ( instore and outdoor)
Main partners: Publicis Group
Digital Signage Contacts:
Luc Labadie, General Manager - E-Mail: llabadie@marketforward.com
Phone: 33(0)147 38 5182 - Mobile: 33 (0)6 63 12 74 16

ww.medialon.com

Know-how: Software for show & media control
Main competence: Software and media
Main partners: Barco, Pioneer, LG, IBM, Fujitsu
Digital Signage Contacts:
Antoine Delivet,
Digital Signage business development
E-Mail: Antoine.delivet@medialon.com
Main products:
Medialon Manager, Medialon Display System, Medialon MIP

Main products: ASP Technology software, Siren software solutions™,
SirenMotionStudio, Branguard Software Suite™

Services:
Software development, consulting,

Specific added value
MarketForward combines marketing expertise and technical mastery of digital
communications products and technologies. It offers long term network development strategy and services to better meet clients expectations while promoting
effective communication, with turn key solutions and cost reduction.

References in the digital signage field: Lego shops, PTI network ad agency),
IBM conference centre Barcelone congress centre, Copenhague metro signage
network, National Welsh Assembly signage system, Beaubourg centre signage
network e…

Services: Network Conception & Network Management
References in the digital signage field: Groupe France Telecom: Orange
Centers, France Telecom outlets, Groupe Walmart (UK): ASDA, Metrobus Siren™
management ( French Underground), SNCF Voyages, Jean Paul Gauthier
Perfumes, Orange, France Telecom, Asda, Metrobus, Mediavista, Publicis, etc...

Mirane

www.mirane.com

NEC Display Solutions
Europe GmbH
www.nec-display-solutions.com

Legal form: S.A.S. - Year of creation: 1997
Capital: 440 605,76
Number of staff Wordwide: 30 - Number of offices in Europe: 4
Know-how: Digital Signage. Corporate TV. Media Convergence.
Main competence: Software editor, Project Management, Content Creation
Main partners: Getronics, IEC-ASV, Screen Com, All display manufacturers
Digital Signage Contacts:
Laurent Bolzon, Sales Manager
E-Mail: lbolzon@mirane.com
Phone: +33 (0) 5 57 77 12 15 - Mobile: +33 (0) 6 86 55 24 05
Main products: mpact (network solution) and mpulsion (single-site solution)
Specific added value
Software accessible in ASP mode (via Internet) - Easy to use: We propose a
whole line-up of interfaces adapted to all kinds of user skills: from the novice to
the expert - Expertise in Media Convergence: Digital Signage, web, mobile
phones, multimedia games.
Services:
Mirane offer our partners across the world the whole sphere of competencies
necessary for the success of a PoS-project: consulting, accompaniment, measure
of ROI, installation, maintenance, software and hardware solutions.
References in the digital signage field:
Quicksilver, Dior perfumes, France Telecom… Numerous references covering all
possible activity sectors (restaurants, services, distribution, industry) make Mirane
a true leader in Europe, with projects realised in more than 15 countries.

www.cleverdis.com

Belonging to group: NEC Corporation
Legal form: Limited company - Year of creation: 2005
Turnover Worldwide: 1,330 Mio US$ in FY 2004
Number of staff Wordwide: 1400 - Number of staff Europe: 140
Number of officies Wordwide: 3 - Number of officies in Europe: 8
Know-how: NEC Display Solutions (wholly-owned subsidiary of NEC Corp.) is
one of the world’s leading manufacturers of LCD displays and display solutions.
Having their own research and development, as well as access to the know-how
and technologies of NEC Corporation.
Main competence: NEC Display Solutions offers the widest LCD display productportfolio in the market and our ambition is to provide the perfect solution for all
types of customers.
Main partners: Distributors, Solutions partners, System Integrators, AV Dealers
Digital Signage Contacts:
Thorsten Prsybyl, Product Line Manager Public Displays
E-Mail: Thorsten.Prsybyl@nec-displays.com - Phone: +49.89.99699-0
Main products: Commercial (desktop) LCD displays, speciality LCD displays for
the colour management market and medical market, and large format LCD
Public Displays for public information in transportation, retail signage, architecture/design, conferencing, etc.
Specific added value: The company focus lies on innovative display solutions for
a wide range of vertical markets and applications, increased productivity, lower
TCO and excellent service and support.
Services: NEC Display Solutions Europe provides a three year guarantee, which
also covers backlighting.
References in the digital signage field: Spar, Fraport (Frankfurt Airport), VW
Autostadt, Unique (Zurich Airport), Saartoto Kœlnmesse, more references on request
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Panasonic Marketing
Europe GmbH
www.panasonic-europe.com

Belonging to group: Matsushita Electric Industrial Co., Ltd. - Year of creation:1918
Capital: $ 3,498 million
Turnover Worldwide: $ 81,436 million - Number of staff Wordwide: 334,752
Number of offices in Europe: 43 - Number of offices Wordwide: 230
Digital Signage Contacts:
Panasonic Marketing Europe GmbH
Yuichiro Kasahara, Pan European Marketing for Business Plasma Display
E-Mail: Yuichiro.kasahara@eu.panasonic.com
Phone: +49-611-235-249
Other contacts:
Panasonic UK Ltd. - Tim Grimshaw
E-Mail: Tim.Grimshaw@eu.panasonic.com
Tel: +44-1344-853014
Panasonic Deutschland - Detlef Kirstand
E-Mail: Detlef.Kirstan@eu.panasonic.com
Tel: +49-40-8549-2824
Panasonic France S.A - John de Cet
E-Mail: John.deCet@eu.panasonic.com
Tel: +33-1-55-93-66-22
Panasonic Espana, S.A. - Enrique Robledo
enrique.robledo@eu.panasonic.com
Tel: +34-93-425-93-00
Panasonic Italy S.p.A - Fabrizio Colomb
fofabrizio.colombo@panasonic.it
+39-26788-522

Philips Business
Display Solutions
www.philips.com/professional

Belonging to group: Royal Philips Electronics Year of creation: 1891, Eindhoven
Turnover Worldwide: 2005: Q1 6,635 million Number of staff Wordwide: 161.100
Number of offices in Europe: Philips is represented in all major European countries
Number of offices Worldwide: Sales office in around 150 countries
Legal form: N.V. Capital: 2004: Net Operating Capital of 7,2 billions of Euros
Certification: Most relavant ISO certifications – CE, E2000 EMC, FCC-B, UL,
CSA, Enrgy Star, SEMKO, TCO'03, TUV/GS, TUV-Ergo,ISO13406-2, etc.
Know-how: Display technologies
Main competence: For displays: to be an overall display supplier, providing
displays for applications "on the wall, on your desk or in your hands". Solutions:
One-stop shop for all major hard and software building blocks for digital signage
Digital Signage Contacts:
Erwin Bouwense, Business Manager Business Solutions EuropeE-Mail:
Erwin.Bouwense@philips.com
Phone: +31 20 5977160 - Mobile: +31 622570148
Main products: Full range of LCD monitors, LCD & PDP Large Displays and
range of Vidiwall solutions. Content management and distribution software,
play-out devices
Specific value added for displays: Favourable Total Cost of Ownership, wide
screen displays, environmental (lead-free) & supply efficiencies
Your specific value added for Digital Signage: One-stop shop for all major
building blocks
Services: Full range of LCD and Plasma displays, Complete Digital Signage
Solutions for small to large-scale operations. Integration consultancy
References in the digital signage field: Top 3 bank in France, Carrefour Poland,
Heineken Netherlands, Schiphol Airport, Pharmacy chain Finland, Road Chef
UK, Tarkett Europe

Samsung Electronics

Sony Europe, Retail
Transport & Venues

Belonging to group: Samsung Corporation
Turnover UK: £1,000,000 - Turnover Worldwide: $57 Billion
Number of staff UK: 1000 - Number of staff Wordwide: 75,000
Number of offices in Europe: Samsung have offices within most major European cities
Number of offices Worldwide: 89

www.sonybiz.net/retail

Samsung.com/uk/business

Know-how: Samsung have extensive knowledge of the digital signage business.
We have supplied screens to many of the larger installations within the UK and
across Europe. We are committed to ensuring that the customer specifies the
right product and his experience in using opur products is a positive one.
Main competence: Supplier of high quality large format Plasma and LCD displays.
Samsung have probably the widest range of products of any screen supplier. We are
able to supply complete digital signage solutions through our network of partners.
Digital Signage Contacts: Alan Hemson, Corporate Sales Manager
E-Mail: Alan.hemson@samsung.com
Phone: 01932 455322 - Mobile: 07774 142854
Main products: LCD Displays. Plasma displays.
Specific value added
Samsungs, Corporate Sales Team are able to work closely with the end customer
throughout the life of any project. This includes specifying and supplying screens
during the technical evaluation process through to managing the installations and
after sales service. The relationship continues from there with regular review
meetings and sharing of product plans and the development of new technologies.
Services: All Samsung products are shipped with a comprehensive service
package that meets the requirements of the majority of our customers. Where an
enhanced service is required we are able to offer this through our extensive
partner network. We also work closely with Content, Software and Network
companies to offer a complete and reliable solution to our customers.

Legal form: Corporation - Year of creation: 1946
Turnover Worldwide: $62 billion
Number of staff Wordwide: 120.000
Number of offices in Europe: 30+
Know-how: Audio Visual products and solutions
Main competence: AVIT
Digital Signage Contacts:
Eric Siereveld,
Director, Retail Transport & Venus
E-Mail: Eric.siereveld@eu.sony.com
Phone: +31 20 6585600
Main products:
Screens, playout devices, software, home electronics, services, business
communication solutions
Specific value added
Complete turn-key solutions
Services:
Installation, maintance, outsourcing
References in the digital signage field:
Sainsbury’s, 7-Eleven, Diesel, Lacoste, Adidas, Edeka, Phonehouse

References in the digital signage field: Screen FX, Liverpool Airport,
Newcastle Airport, Luton Airport, Numerous UK Universities, Silverscreen,
Specsavers, Toni and Guy...
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Tedisys
www.tedisys.com
Belonging to group: PulseVision
Year of creation: 1994 (but existing since 1985 under the name Getris Images)
Legal form: S.A.S. - Capital: 394 000 Euros - Number of staff Wordwide: 25
Know-how: Consulting, Realisation of complete stand-alone audiovisual
solutions for efficient communication to or information of a specific public,
employees, clients or users.
Main competence: Design and development of solutions for dynamic digital
signage and television.
Digital Signage Contacts:
Michel Meyer, President - E-Mail: michel@pulsevision.net
Phone: +33 (0) 4 76 04 12 00
Jean-Paul Rizzi, Technical Engineer - E-Mail: jprizzi@tedisys.fr
Phone: +33 (0) 4 76 04 12 00
Main products: Software : TV INFOS – TV INFOS NET – RESA@NET - TV BUILDER…
Specific added value
Powerful, reliable solutions; more than 10 years of experience on the market
with more than 1000 clients. Easy to use solutions; Quality diffusion of different
media types (Videos, Flash, Powerpoint, etc.)
Services: Software solutions for editing and diffusion. Accomodation of diffusion
platforms. Turn-key ready-to-install hardware. Integration into existing
information systems
References in the digital signage field: AirBus, Air France, Banque NSMD, BNP,
Casinos and Hotels of Barrière and Partouche Group, Citroën, Dassault, DGAC
(The french Civil Aviation Authority), Dupont de Nemours, EDF, Eurest, France
Télécom, Natexis BP, Nestlè, Nexans, Congress Centers (Bordeaux, Le Mans,
Lille, Lyon, Strasbourg…), law courts (Grenoble, Troyes…), Philip Morris, RATP,
Renault Trucks, Sodhexo, Thales, UPU (Universal Postal Union), UEFA (European
Football Union), UNESCO, Vetrotex St Gobain… + more than 100 television
channels.

Trident

www.trident-uk.co.uk
Belonging to group: Part of the Abacus Group plc and a member of POPAI
Legal form: Part of Abacus Group plc. - Year of creation: 1983
Number of staff UK: 80 - Number of staff Wordwide: 110
Number of offices in Europe: 6 - Number of offices Wordwide: 7
Know-how: The company has established a solid reputation in the supply of
high specification LCD display technologies for a wide range of markets
including retail, transportation, public information and hospitality.
Main competence: Trident is one of Europe’s leading technical franchised
distributors of displays, interface kits, single board computers, panel PCs,
printers and card readers as well as designing and developing custom built
embedded computing technologies.
Main partners: NEC, Sharp, Samsung, Pioneer
Digital Signage Contacts: Julian Arnold, Product Manager
E-Mail: sales@trident-uk.co.uk - Phone: +44 (1737) 780 790
Main products: Displays, interface kits, single board computers, panel PCs,
printers and card readers
Specific added value
Differentiated by its unrivalled expertise across a very broad portfolio of display
technologies and associated products, customers are able to consult Trident
specialists on the most appropriate solution to meet their particular needs.
Services: In addition to product specification and supply, Trident are also able to
engineer solutions to meet customer’s specific requirements including developing
bespoke housing solutions, integrating unique driver requirements and modifying
displays to operate in exception environmental conditions.
References in the digital signage field: National Express, Prestwick Airport,
Marconi Communications, BAA, BBC, Sky TV, Co-operative Retail Services...

Winmate
Communication INC
www.winmate.com.tw

Belonging to group: Winmate Group
Legal form: Information technlogy - Year of creation: 1993
Turnover France 2004: 25 million USD - Turnover France 2005: 40 million USD
Capital: 600 Million USD - Certification ISO9001
Number of staff Wordwide: 160 - Number of staff Europe: xx
Know-how:
LCD based technology + embedded system
Main competence:
LCD application/digital signage solutions
Main partners: GE, ELO, TTX, CTX, Premelco, Trident, AGI...
Digital Signage Contacts:
Allan Lin/ARNE Chang, PM
E-Mail: Alin@winmate.com.tw/arne_chang@winmate.com.tw
Phone: 886- 2- 85110288 ext :318 - Mobile: 0958067557
Main products:
Embedded system and full range lcd application solutions
Specific added value
Embedded platford and LCD originatelly.
Services:
Customerize lcd solution/embedded system deveopment

www.cleverdis.com

© Photo: Cayin

References in the digital signage field:
Supermarket and Lift industry
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“Not to be missed”

Trade Shows for
Professionals and
Consumers
March 9-15 2006
Hanover, Germany

www.cebit.de

June 7-9 2006
Orange Country Convention Center
Orlando, Florida,

USA

www.infocomm.org

September 1-6 2006
Berlin, Germany

www.ifa-berlin.com

January 8-11 2007
Las Vegas Convention Center
Las Vegas, Nevada USA

www.cesweb.org

January 23-25 2007
Amsterdam RAI
Amsterdam, Netherlands

www.iseurope.org
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SMARTreport
The Ultimate Sourcebook for Digital Signage Projects

DYNAMIC DIGITAL SIGNAGE

Dynamic Point-of-Sale Audio-Visual, "Narrowcasting", Custom TV Solutions, ...

DIGITAL SIGNAGE
• WHAT’S IT FOR?
• KEY ELEMENTS
• SETTING-UP YOUR OWN PROJECT

KEY MARKET FIGURES AND PROJECTIONS
• DETAILED RESEARCH DATA

CASE STUDIES
• TOP PROJECTS AROUND EUROPE

KEY DIGITAL SIGNAGE PLAYERS
• WHO DOES WHAT?
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