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Since their creation in 1997, the Cleverdis guides have been considered by corporate buyers
as essential reference guides when it comes to building Requests for Quotation or simply
gathering information for making the best choices with regards
to digital equipment.

Gérard Lefebvre
Director of Publications

Destined to a wide variety of companies and administrations,
these Guides could not provide the detail of solutions designed
for specific applications. Our offer was therefore missing an
additional dimension – a dimension that would allow us to
explore all of the digital issues of one specific business sector.
You now hold in your hands the second edition of our new
collection of “decision support tools:” SMARTReport digital
signage.

EDITORIAL

I would like to take the opportunity to thank those who have
devoted time to sharing their knowledge with us in a common effort to produce this new
SMARTReport. Due to high demand, it was not possible to publish everyone’s interviews,
and we apologize for this.

PREFACE

DIGITAL SIGNAGE

Communication, marketing, and information professionals now have at their disposal efficient
tools to attract, welcome, orient, inform, distract, sell, and make loyal their customers or
colla-borators. In effect, the convergence of audiovisual services, new information technologies
and networks allow the updating and animation of all kinds of messages – via many display
solutions – with amazing quality and ease… and without the usual cost of paper and manual
updating efforts. Using these communications tools appropriately is another story.
The goal of this publication is to present the real impact of
dynamic digital display solutions so that market players can
benefit from synthetic and neutral information to frame their
projects. This will allow them to save valuable time, avoid
certain obstacles and pinpoint the necessary key elements to
justify their investment.
This guide strives to lift barriers on subjects such as defining an
initial business plan and its objectives, the marketing and
communications concept that is adapted to these new
solutions, the creation and updating of contents, the choice of
material and software, the deployment of a network, maintenance, financing, etc.

Raphaël PINOT,
Project Manager SMARTReport
and Vertical Markets
Tel.: 33 (0) 4 42 77 46 15
raphael.pinot@cleverdis.com
http://www.cleverdis.com

This publication is a bi-annual reference tool designed as a
real communications platform between buyers and all of the participants in a dynamic
display project: users, investors, design and communications agencies, research groups,
content providers, software publishers for content management and diffusion, technology
manufacturers and installers.
We would be pleased to exchange ideas on this exciting subject with everyone. In light of
this, we would like to extend an invitation to our conferences and workshops organized
during the Visual Communication tradeshow in September 2005. Cleverdis and Reed
Exposition will be joining efforts here to host a “forum” on dynamic display solutions.
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What is Digital signage?
A large part of the

Public Display Market
According to DisplaySearch — Public Displays are Displays intended to be used in Out-of-Home
(but not Outdoors), Public environments and viewed by more than one individual simultaneously to
convey information, advertising or other forms of “messaging” Additional subsets can include
“single viewing” displays viewed for an extremely limited period of time in a queue (eg. supermarket
checkout displays)”.

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

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

POS (Point of Sale) Advertising

Corporate Conference Rooms/Board Rooms
• Presentations
• Data Display

• Video Conferencing

Public Transportation
Most Common : Flight Information Displays (FIDs) includes:

© Photo : Cleverdis

© Photo : Carlipa

• Check-in / Baggage Collection
• Gate Assignments / Gate Check-in
- Railway/Bus Terminal Displays
- Bus Terminal Displays

Electronic/Dynamic Digital Displays
• Shopping Mall advertising
• Movie Theatre 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 : IEC-ASV

© Photo : GMie

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

Tradeshow

As you will read in the interviews, there are a myriad of terms
used to describe Digital Signage with each definition incorporating
a particular approach to the market. For example, it is given that
reception areas and internal communications networks are
“traditional” Digital Signage applications, but presentations and
video-conferences should not be considered within this bracket.
There is increasing tendence to think of Digital Signage by way
of the applications it caters for and the possibilities it represents
such as the fact that it is not limited to indoor use: large screens
6
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adorn football stadia, they assist at large outdoor cultural events
and digital display is now making its presence felt in some town
centres. A Digital Signage Solution can be an entire digital
network, thus in-keeping with the term ‘narrowcasting’, or it can
be stand alone. It is inevitable as the technology progresses and
opens up new windows of digital communication; the vendor’s
definitions will evolve to attempt to capture the digital phenomena
in new definitions relevant to the usage, and the solutions the
vendor himself provides.
www.cleverdis.com

© Photo : Carlipa

Dynamic Digital signage
a new market
that’s growing

The Future of Retail and Public Messaging
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?). Here, the use of plasma screens began in
earnest a few years ago, and more recently we have begun to
see some big LCD screens being used (up to about 40 inches).
In recent times, the dynamic digital signage market has moved
quietly into the mainstream, becoming a credible tool for brand
marketing and communications.

Proof in the pudding
Wary of being the first to jump in the deep end, many companies
have until now had a “wait and see” attitude.
Dynamic digital signage, as a brand new market, has seen a
number of heterogeneous solutions come to light in no logical
order. First experiences 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 first important to ask oneself the fundamental question :
“what is my communications issue ?” Then, “is dynamic display
the best tool for responding to this issue?” Too many systems were
www.cleverdis.com

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
testimonials presented in the first chapter of this guide are
evidence of its results.

Realism, the key to today’s projects
The main concerns for those looking to implement such systems
are return on investment, cost of acquisition, use and maintenance,
electricity consumption, use of screens, profitability, depreciation
of equipment, etc. They are above all interested in the added
value brought on by these systems.
It is only by taking these elements into consideration that the tool
can be implemented and put to optimal use, especially when it
comes to using all the necessary resources to adapt and update
information. Today, the technical solutions and professionals
capable of advising on them are many.

Running cost and return on investment
the principal elements of development
in this market
The cost of owning a global solution of this kind, and more
particularly its cost of acquisition, has been remaining the main
obstacle to wide-spread use of this media. The market is still
dependant on the reduction of the cost of equipment and cost of
content creation, made predictable by ongoing production, but it
is also dependant on the real impact of proposed solutions for
SMARTreport • Digital Signage /
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sales and structures. 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.

Dynamic communication versus traditional display
One of the stakes of dynamic display, as its name implies, would
be the replacement of traditional display and paper supports.
Such reasoning only reflects part of the reality.

Past and recent history of other medias, however, demonstrate
that electronic supports truly complement traditional ones, in the
least simply in terms of target. As proof, the guide that you are
holding in your hands did not suffer (and on 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: Christie

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.

Further to this, the word “dynamic” is important as part of the
recipe. It means eye-catching colourful moving images may be
used as part of the message, vastly enhancing the impact of what
is displayed.
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)

8
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Content is

KING

Before getting heavily into the technical mumbo-jumbo, it’s even
more important to consider what you’re going to be displaying
on your screens, and how the content is going to be managed.
A dead screen or a screen with an old our outdated message (or
“Windows Error No. XXX”) is not only the equivalent of throwing
cash out the window in terms of technical investment: worse than
that, it can have a real negative effect. It is important to understand factors such as audience attention span in transitory
situations (shopping malls etc.) as opposed to more static
situations (waiting in line at the bank, etc.).
In any case, using 30 or 60 second TV ads will not work. In a
situation where you have to grab the attention of the passer-by,
the message should be no more than just a few seconds.
In situations where people are waiting in line, different kinds of
presentations should be devised, and variety will be essential in
order not to bore the pants off the viewer.
Other important factors will include linking your content supply
system through some sort of interface to your point-of-sale
system, inventory management system and on-line retailing.
You may even be able to advertise the same products or services
in different outlets for different prices in order to maximise your
profits. It is generally understood that in a retail situation, the
most effective signage has a “call to action” encouraging viewers
to buy directly at a certain price. Failing this, the signage may not
be effective. Linking the system to inventory systems is another
way of optimising sales. Imagine that dynamic digital signage in
a number of stores runs a promotion for X brand jeans.
The first couple of days, sales are great, but following this, there’s
a big problem. No more jeans. A “clever” system will allow for
www.cleverdis.com

the promotion to continue in the stores where they still have
inventory, and will swap the promotion to another item in the
stores where the stocks have been depleted. Can your integrator
or content provider ensure this? Good question. Can the changes
be made without having to go to major expense? Another good
one to keep in mind. Try interspacing advertising or promotional
messages with video or TV programmes in order to make the
whole thing palatable. News, weather and sport in short doses
will grab people’s attention.

Technology and content
In some cases, a technology is chosen to diffuse a message
because it is intimately linked to that message. If a communications concept is based on a new visual identity or a new product,
the use of a high-tech media is evident since the support will in
fact reinforce the content.
As a general rule, however, technology is just a tool (or a
toolbox) at the disposition of the message. It is the novelty or the
pertinence of the content that will make the difference since the
technology allows it to be updated (in real time, for example) or
more efficient (by making it adaptable depending on location,
time, customer type, etc).
Herein lies the importance of advice, of the added value or of the
expertise of partners who are capable of creating adapted
content, updating it, and broadcasting it through a system that
works.
None of the many elements of a project can be neglected.
SMARTreport • Digital Signage /
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TECHNOLOGIES…
One of the first questions being asked is of course “what technology should we go for, and what will it cost?” It is important here
to underline the fact that here we should be looking for displays
that are used as signs, not televisions per se. Early generation
plasma models created a slight backlash in the DDS market due
to their inherent flaws such as burn-in and lifetime issues. LCD
was then seen as the knight in shining armour, and many thought
LCD would totally dominate the business. The technological
advances made by plasma manufacturers have changed much of
this, prolonging the life of the plasma screen and reducing the
burn-in issue. As a rule of thumb, we are tending to see 26” to
40” LCD as being by far the preferable solution in that size
range, while over 40”, plasma remains the best value for money.
In the following pages, we will give you a much more detailed
explanation of how to compare the two technologies. Other
technologies are also important to consider nowadays as digital
signage solutions. These are rear-projection screens and front
projection solutions. The technological advances in the microdisplay sector mean that DLP, LCD and even LCoS rear projection
screens are not only far more aesthetically attractive than before;
the image can now also be striking. Front projectors used to be a
poor choice for digital signage due to their running costs and
high purchase cost, taking into account the fact that very bright
projectors are needed in digital signage situations. Today, costs
are dropping to the point where one can seriously consider these
solutions and technologies are improving in terms or reliability
(added to the fact that network controlling means you can keep
tabs remotely on your whole inventory and ensure all projectors
are running as they should). Other exciting new possibilities
come to mind, such as the use of holographic rear projection
screens in shop windows. Another technology which is rapidly

taking hold is that of LED (Light Emitting Diodes), which, in
addition to being used for outdoor video displays, are now
starting to catch on indoors, differentiating through their brightness.

Distribution
Whereas before, many presentations were played directly from a
DVD player or computer, a plethora of networking solutions is
opening up. There are numerous kinds of digital storage available,
whether they be hard drive, DVD, Blu-Ray or HD-DVD, or
integrated storage on chips actually inside the plasma screen or
projector, and new formats such as Div-X, Windows Media,
MPEG-4, etc. When choosing the kind of application you’ll be
using, careful consideration is required as to the type of images
you wish to display and how “rich” the content will be. Then you
must decide from where you will be running the network, who will
supply and manage the content, and how often you plan to
update it.

How to choose
As the Digital Signage market is still relatively new, there are still
a number of pitfalls facing the inexperienced. It is therefore
vitally important to the outcome of your project that you put some
time into choosing the right integrators and designers.
The first thing to look at is the past experience of the integrator.
Look at some of the projects they have already undertaken… not
just how pretty they are, but more importantly how viable they
are. We recently saw the case of an integrator being highlighted
in a monthly industry magazine for a spectacular project they
had undertaken, only to find out that just a couple of months
following this, the entire project went
under. When you look at case studies,
take the time to call the people cited
therein and talk to them about the ROI of
their project and how the integrator
impacted this. Does the integrator bring
innovative and/or money-saving ideas
that allow for good ROI? In addition to this,
look at the field the particular integrator is
coming from. Are they more comfortable
working on retail jobs, exhibitions, networking, etc.?

Location
This sounds obvious, but unless the screens
are placed strategically, you’ll be losing
money on your investment, because
people just won’t be looking at them.

© Photo : Carlipa

Put some time into studying where people
will have the best chance of being able to
see and/or watch your screens unhindered. Correct placement of your screens may
well mean the difference between success
and failure.

10
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A Baffling

Numerous types of screens: plasma, holographic, floor, fog, offer
a wide variety of technical features including the
possibility to network content thanks to a centralised content
manager. Building on the power of images, screens provide
updated product information, lively multimedia presentations
stimulating the shopper’s interest therefore increasing the time
spent in store. They also contribute building your brand. As an
integral part of the in-store concept, screens create awareness to
the Point of purchase in order to attract customers to the shop.
Digital media can "customise" the store to the target groups
according to different hours during the day. Zonal speakers may
be added to be triggered when someone walks next to (or over)
the screen to deliver directional information: news reports,
football results, cookery tips…
Given that 70% of purchase decisions are made at the point of
purchase, moving images are the most powerful and cost effective
way of promoting brands, optimising the marketing medium that
is the Store. The latest innovation is the fog screen developed in
Finland. It is made of a non-turbulent airflow in which thin fog is
injected. The screen may be translucent or fully opaque and it
enables shoppers to walk through since images are “floating” in
thin air.
Directional sound devices and whispering windows have the
ability to direct or focus sound into a tight beam or to create
targeted sound atmosphere consistent with the lighting. They
provide targeted advertising directly at the display, they capture
passers-by attention in a non-intrusive way and increase the
traffic flow. Point of purchase aromas create a new sensory
experience and build the brand emotional capital.
They encourage consumers to approach, touch and interact with
a brand, creating a coherent context for (impulse) purchase
decision. Society as well as the shopper is rapidly changing:
shops become lifestyle zones and means of social identity expression. The Point of Purchase atmosphere is the emotional part of
the brand identity closest to the shopper that must meet the
shopper’s needs and expectations. In this context, digital communications allow retailers and brands to quickly react according to
new trends and to provide new and exciting shopping
experiences.

Enhancing the Communication Experience
Communication is increasingly multi-sensorial. Visual stimulation,
while primarily important, is not enough anymore, and more
often systems for “smell environments” or localised sound
diffusion (whispering windows, hypersonic sound) are coming
into play. Integrated messages that affect different senses can
produce an outstanding strengthening of the shopper attention
level. Price Decreasing prices in the digital sector have enabled
the spreading of integrated systems for POP information
management: large screens, rear projection displays, “Flasma
screen” (floor+plasma), displays for products information, aroma
www.cleverdis.com
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Choice…

dispensers and audio-video programming systems… These are
just some examples of technologies available nowadays for POP.
The real critical point of in-store communication today is planning
the messages which must be not intrusive or troublesome, but
helpful and interesting in order to meet the actual customer
needs. Consumer studies within the retail environment should also
benefit from digital technologies: they offer the possibility to
understand the consumer behaviour, needs and expectations
allowing store management to receive feedback in real time.
Purchase management
The traditional process of product choice (purchase decision) can
be revolutionised if new technologies such as RFID (Radio
Frequency IDentification) are integrated within the Point of
purchase. As METRO Future-Store has brightly showed, it is
possible to achieve a complete integration between logistic and
commercial aspects. From the customer’s point of view, the
possibility to manage the shopping event with a “smart kart”,
able to provide information about products and to help in the
decision process, is certainly an interesting opportunity.

Loyalty
Digital technology is able to provide several means for loyalty
strategies, whether by “physical” tools ( e.g. “smart card”) or
integrating Internet network use with new wireless connection
solutions (Wi-Fi, third generation mobile phones, etc.). Imagine
an information system that’s able to recognise users when they
enter the POP, and the possible returns from a marketing point of
view. The main obstacle to customer-relationship-management
systems is not technological but ethical and consequently related
to legal issues. In any case, this does not prevent the development
of a real one-to-one relationship with customers, on the grounds
of transparent rules. The subject of digital technologies for retail
is wide and can lead to great innovations in the understanding of
selling goods. Any new step should be done keeping in mind that
the customer, first of all, is an individual. The objective of retail
marketing should be to discover this individual’s needs and
expectations. Only the customer’s understanding will allow the
retail industry to grow.
Our thanks to POPAI and all the interviewees for the information supplied in this article.

SMARTreport • Digital Signage /

11

SMARTreport
CHAPTER 1 • Digital Signage Overview

RETAIL DIGITAL SIGNAGE

PLATT RETAIL INSTITUTE
www.plattretailinstitute.org
The Platt Retail Institute’s mission is to initiate and secure the funding of
studies by its Research Fellows on specific retail business issues.
PRI functions as a conduit, bringing together retail executives with leading
researchers. In addition to general research in the area of Retail Digital
Signage, PRI renders the following services to retailers:
1. Deployment Management: Working with and representing the retailer to
ensure the most cost effective solution is deployed;
2. Testing and Measurement: throughout a project’s lifecycle, recommending
testing methodologies and audit results; And 3. Data Analysis and
Interpretation: Assisting the retailer in understanding message impact and
success.

Steven Keith
Platt
Director

Steven received his Bachelor of Science
Degree in Finance and Marketing from
the Boston University School of
Management.
He also has a Law
Degree and a LL.M. in Taxation from
Boston University. Steven has led courses
for
the
American
Management
Association is a frequent speaker and has
published many professional articles in
retail industry reference journals. He is a
member of the Executive Advisory Board
at the University of Florida Center for
Retailing Education and Research and an
Associate Member of the American
Collegiate Retailing Association and the
National Retail Federation.

PLATT RETAIL INSTITUTE P.O. Box 158 Hinsdale - IL 60522 United States • Tel 00 1 630-920-1844

INTERVIEW
with Mr Steven Keith Platt
Director

Cleverdis: How is Digital Signage being used in the retail
sector?
Steven Keith Platt: Retail Digital Signage is visual content
displayed in a retail environment digitally through a centrally
managed and controlled network. This network called a “Digital
Media Network” is the basis for delivering highly flexible and
impactful data or images that can be tailored to specific stores
and their customers in an efficient and valuable way. Digital
signage in retail allows companies to reach out to their customers as well as recruit new customers by communicating
directly with them.
The DMN allows any combination of video, animation, text,
audio and visuals to be sent directly to dynamic point-of-sale
displays such as plasma or LCD screens. Messaging can be
adapted to speak to the specific customers of a store and rapidly transform purchasing decisions into sales. In essence,
Digital signage enhances a retail environment. It gives instantaneous access to customers in multiple locations to the same
announcements, advertisements, promotions, news, educational material and information.
The key word here is stimulate. Digital signage in retail stimulates customers to purchase. In addition, such customized content increases a retailer’s reactivity on the market. Product marketers are given immediately available and virtually unlimited
“shelf space.”
12
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Cl.: What are the main advantages of retail digital signage?
S.K.P.: Digital signage can create a number of competitive
advantages for retailers such as increased awareness, message
flexibility and an enhanced store environment. Its interest is to
not only make spaces more dynamic, perhaps even
entertaining, but to inform customers and accompany them
closely in the purchasing process. Traditional static signage not
only limits the number and types of messages communicated
but if used in excess, it can create clutter. Digital signage allows
retailers to communicate merchandise prices and promotions;
to present product, store or other information; to entertain
customers; to enhance store décor; and finally to deliver brand
marketing messages – all in a way that can be specifically
tailored to each store without losing the consistency of
messages as they emanate from one central network.
Cl.: What drawbacks should be avoided?
S.K.P.: Digital signage in retail implies a complex and solid
support system. An investment in DS must include the
participation and budget of multiple departments – from the
look and feel of the digital sign as supported by the IT
department for example to the coordination of the marketing
mix components as supported by marketing and communication. The cost and lack of proved ROI for DS as of yet make the
investment a heavier decision than other point-of-sale displays.
Cl.: What are the key components of retail digital signage
systems?
S.K.P.: First, the content. The production and management of
creative content, advertisements and brand management is
crucial. On-site media for content presentation is equally
important such as in the case of media capturing, playback and
www.cleverdis.com

display technologies and interactive kiosks. Efficient management of local servers becomes a determining factor. Other key
components are the network technologies (Internet and communication) and asset and media management to implement the
technology for remote monitoring, access, and to ensure
compliance.

SPAR 2004 TRAIL TEST RESULTS
• A uk base 2,780 store convenience store chain.
The chain does 12 million transactions per week.
• Trails were conducted in 2004 in six stores.
• They found that:
• On-screen commercials for generic brand messages
achieved an average increase in sales of 10 percent
• On-sreen price promotions secured an average sales
increase of 24 percent.
• Spar brand price promotions secured an average sales
increase of 25 percent
Copyright (c) PLATT RETAIL INSTITUTE 2005. All rights reserved.

strategy requires fine-tuning the choice of technology for
optimal performance. Business, media, and content strategies
all form the framework for applying DS systems to retail.
Cl.: How can effectiveness be measured?
S.K.P.: Any investment evaluation starts with confirmed and
clear objectives. After establishing the appropriate measures to
assess results, the process of data compilation starts. Using this
quantitative and qualitative data, the retailer then proceeds to
a first evaluation of offer and demand comparing the data to a
base case. Here, an initial decision on what type of display is
made – digital signage or static? DS enabled or non-enabled?
A retailer who opts for digital signage will most likely obtain
more obvious results on the second or third year of its use.
While meaningful measurement of the effectiveness of digital
signage in retail takes shape, a retailer should also consider
how intangibles impact consumer behavior and perceptions.
Important qualitative factors such as consumer longevity,
average annual customer expenditures, product or service
margins, and acquisition costs all affect the value
of an investment in digital signage.
Cl.: What is the future of retail digital signage?

Cl.: How should the framework for digital signage systems be
established?
S.K.P.: Several questions should lead a retailer to determine
the need for a digital signage system. A first look at competition and the efficiency of the store’s communications compared
to others in the same chosen product-market. Media resources
are also an important element of the framework – can the
retailer use the available media resources to support the business strategy or must new ones be developed? A media
strategy is elaborated that must be supported by appropriate
messaging content and delivery approach. Finally, the content

S.K.P.: With time, retailers should come to see the benefits of
this emerging technology on a long-term basis. In the future,
digital signage will allow dynamic pricing and be interfaced
with POS data to even further develop the rapid execution of
price changes.
This will also allow retailers to maximize their inventory
management. In addition, interfacing with customer data bases
will allow retailers to project personalized messages on their
DS screens. As customers get used to this, demand will increase
and marketing strategies will adapt accordingly.

Organizational
Goals of RDS

Measures

Establish Testing Methods
Consistent with Goals

Effect Sales

•Sales Lift
•Basket/Ticket Size
•Customer Conversion
•Customer Traffic

•Sales Audits
•Sales Audits
•Sales Audits and Shopper Interviews
•Traffic Counts

Enhance Customer Experience

•Customer Impressions of Store Attributes
(such as service levels,
checkout wait time perceptions)
•Store and Product Education
•Brand Perception

•Discussion Groups
•In-Store Observational Research
•Shopper Interviews

Impact Customer Loyalty

•Enhance Store/Brand Promise
•Enhance Product Perceptions
•Customer Lifetime Value

•Discussion Groups
•Shopper Interviews
•Shopper Surveys
•Loyalty Card Use
•Customer Revenue Capture

Copyright (c) PLATT RETAIL INSTITUTE 2005. All rights reserved.
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Do it yourself

Digital Media
By Adpoint

Proprietary digital media :
context and general principals
• Digital broadcasting technologies have attained a level of maturity today that makes the creation of private digital TV media
accessible from a financial standpoint
• This media is adapted to companies:
• Who are in direct contact with their clients
• Who have substantial needs in terms of communications or who
have historical “gaps” in their communications
• In strategic point of sale spots, the concept combines the
advantages of a qualitative and innovative communication
support system with those of an efficient sales promotion tool.
Advertising sales also contribute to the financing and even the
profitability of the system.
• Digital medias must nonetheless be adjusted according to the
goals and constraints of each organization. This requires
comprehensive prior research in order to determine the optimal
solution.

Digital medias as a source
for creating value
By definition, proprietary digital media must create value for all
parties involved.
The winning concepts are those that provide a value that is
multiform in that they answer the needs of the client, the brand,
and the ad sponsors or partners.

“Proprietary Digital Media”

Several success factors to guarantee the durability
of a proprietary TV channel
Define expectations
• Increase in sales
• Increase customer loyalty
• Increase customer comfort
• Revenue from advertising
• Internal use : training, internal communications
Plan the necessary content accordingly
• Editorial line : what themes, what communications objectives
(brand image, price, offer…)
• Programming grid (duration, local/national articulation,
personalization according to targets, locations, and times)
• Formats (films, interactivity…)
• Process and update schedules
Choose the optimal technical solution
• Cost, quality (size and type of screen, sound, cabling,
type of mount, softwares….)

For clients: perceived waiting time reduced, increased comfort
and information or advice, relaxed atmosphere

Validate the business model
• Estimate potential revenues
• Optimization of financial model

For the brand: A modern communications medium, better
promotion of products and services, impact on sales, a centralized
communications tool that is efficient and profitable

Manage the change with employees
• Favor their adoption of the new media

For ad sponsors: a new media often available on a national level,
a targeted audience, a more flexible communications medium, the
benefits of the system’s brand image
The value that is generated here can be directly and quantitatively
measured by the impact on sales and the creation of a new
source of revenue with the possibility of selling ad spots.
14

The impact is also indirect and qualitative. Efficient digital media
must have a positive impact on the comfort and services provided
to the client. It contributes to increasing customer loyalty while at
the same time reinforcing the brand image of the display.
This type of medium aims to increase the effectiveness of communications in point of sale by allowing a centralization of communications as well as improved efficiency of (by using less) traditional point of sale advertising and communications.

/
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The concept must also be adapted to the
“consumption” model of the media
Client behavior must be characterized :
• Frequency (periods, profiles, number of people)
• Time and place of waiting
• Relevance of audio-visual media (information, distraction…)
www.cleverdis.com

By determining client behavior, a consumer model for the media
can be established and therefore the right choices made for:
• Ergonomic and technical solutions: size and type of screen
(plasma, LCD), softwares, broadcast, location
• The type of content, format (video, flash…), duration,
production process, updating schedule

The choice of technical solution is key to
guaranteeing the long life of a proprietary
digital media
• Today the market offers a number of different technical
solutions and providers capable of implementing digital
media.
• Defining the optimal solution requires choosing the right
technologies and offers whose advantages and disadvantages
are not always visible on the market.
We distinguish 4 main areas that each involve different players:

Broadcast

Software

Support

Infrastructure

www.cleverdis.com

•
•
•
•

ADSL
Satellite
Internal network
…

• Choose a pro-software solution
according to characteristics of
editors on the market : ease of
use, functionalities, cost of license
• In house development

• LCD, Plasma technology 3D
technology …
• Size, screen wall, back-to-back…
• Location of sign
(wall, ceiling, pivot…)

• One or more PCs, PC characteristics
• Type of cabling : strong current,
cat 5, Wi-Fi, …
• Types of material : converters,
switches…

Adpoint is involved in all or part of the
process of elaborating and implementing
the media; as necessary, they can even
manage and support on a daily basis
Project scope
• Communication and marketing strategy
• Organization of project
Media expertise
• Planning of broadcast formats (multi-zone, multi-format,
multi-window)
• Creation of programs ; advice on the choice of supplier
(production company)
• Optimization of impact (audience, memorization, purchase …)
Technical expertise
• Definition of the technical solution that is best adapted to
needs and budget.
• Advice in the choice of suppliers: experience in the different
solutions available on the market (screen, broadcasting,
software) and independence on the market for total objectivity.
Economic analysis
• Financial and business plan
• Optimization of ad revenues
• Optimization of financial setup
Project delivery
• Implementation: Creation of internal groups (work groups,
project teams); centralized reporting
• Coordination of work; deployment and support of operational
processes
Post-deployment operational management
• Operational management of the media in collaboration with
the client’s teams: editorial management, coordination of
content production, support and handling of the media and
reporting.
Thibaud Peyrot
75, rue Notre Dame de Nazareth,
75003 Paris • France • Tel.: + 33 1 42 71 69 57

Adpoint offers consulting and management services to design,
deploy and support proprietary digital media.
Adpoint’s consultants are trained in the world of strategy and
management consulting and are established experts in the areas
of Media, Distribution and Technology.
Adpoint also assists companies in the following areas:
• Strategy and organization
• Definition and optimization of marketing and commercial
strategies
• Optimization of point of sale
• Definition and optimization of sales tools

SMARTreport • Digital Signage /
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DESIGN MANAGEMENT

GMie
On the design management market, GMie channels its expertise into
three distinct and complimentary poles: marketing, graphic design and
environmental design. GMie works on national and international projects
and is associated with a whole network of partners such as marketing
and development research firms, research and regulatory companies and
industrials who act on local levels with versatile teams of experts. In these
sectors, GMie assists big brands who want to develop and qualify their
image by repositioning themselves solidly on their respective markets.
GMie has worked with such public companies as SNCF, Aéroports de
Paris, la RATP, la Poste as well as private companies such as the Group
Auchan, Kodak, Rossignol or Carré Blanc.

Gerard Moratille began his career in 1974 at
OCP where he designed street furniture for JC
Décaux. He then worked in the “Environmental
Design” departments of several groups (Lonsdale,
Hands Design, Design Strategy) for over 15
years. As President of the Group GBMB that he
created with the agency Architral, he developed
a new strategy based on “design management.”
Since the creation of GMie (Gestion
Management d’Image et d’Espace or
Management of Image and Space) in 2003, he
continues to partner with various international
groups. Gérard graduated from the Ecole
Marketing & Design Supérieure des Métiers d’Arts and of the Institut
Supérieur de Marketing in Paris.
Consultant

Gérard
Moratille

GMie • 30 rue Louis Besquel - 94300 Vincennes • France • Tel.: +33 (0) 1 41 93 05 21

INTERVIEW
with Mr Gérard Moratille
Marketing & Design Consultant

Cleverdis: What initial conclusions can we make regarding
the development of the dynamic display market ?
Gérard Moratille: As a brand new market, dynamic display
is seeing lots of dispersed and heterogeneous solutions. Flat
panels of all shapes and forms are mounted in places where
there is highest visibility, including in the most unexpected
places. It’s as though we were reliving the arrival of live news
panels as they started decorating storefronts all around.
As a result, we are aggressed by dynamic images that have
made it all the way to our supermarket cash registers and

butcher shop shelves. Of course, when we ask the ones who are
responsible for setting up these “magic media” signs, there are
usually a number of disappointments included in their list.
Cl.: But isn’t the market maturing ?
G.M.: After a “follow the leader” phase, we are in effect
seeing today a turning point in the market. Certain brands are
now further reflecting on the implications and consequences of
their decisions before investing. The goal is to replace paper
formats of all types (posters, documents, brochures, signage)
with pixelised images that can be delivered to much narrower
targets than the edition of massive and centralized paper
formats.
A common mistake is the broadcasting of content that is too
long, too heavy and too complex for mass market universes that
are already saturated with signs. This simply adds to the
clamor. The message is therefore absorbed by the product
environment.

© Photo : GMie

Cl.: In your opinion, how can these distortions be avoided ?
G.M.: It is important to redefine a work charter and to design
a communications tool that is adapted to the requirements of
the “geo marketing” environment. The goals of the media
should be clear: pertinence to the demand (potential customers),
coherence with the offer (contents), and efficiency with regards
to visibility, readability, and attribution.
Cl.: What measures should the director of a company that is
planning on implementing a dynamic display solution take ?
G.M.: He or she should answer 4 fundamental questions as
honestly as possible: For whom? Why? Where? And How ?

16
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The first question – for whom ? – helps determine whether it is
appropriate to use this media vis a vis the actual product or
service offered. The type of customer and “geo marketing”
context are established here along with the appropriate
messages and memorizable codes that will draw the interest of
this target customer. These key factors will influence the formulation, graphic codes, programming and broadcasting time.
The second question – why ? – requires a reflection on the
pursued goals: are we sensitizing the target, seducing it,
informing it, etc.
The third question – where ? – looks at the actual physical
placement of the supports as a function of the customer target’s
level of institutional, consumer and promotional communication,
the time of purchase, and the contents to be delivered.

choose material that is perfectly adapted to contents, to the
target, and to the environment, or define the type of material, its
form, any special dispositions, ergonomics, …
Cl.: Can you summarize GMie’s value-added proposition ?
G.M.: Our expertise lies in our capacity to understand
companies, to listen to customer “consum’actors” and to render
complex problems simple. We know how to place the right
products in the right places at the right times and how to design
signs that allow brands to be seen and recognized.
We know how to standardize and duplicate the systems that
are commonly called “concepts.” In short, we design toolboxes
for both companies and users, and we provide the technical
notice that goes with it!
Cl.: Who are you reaching out to above all?

And finally, the fourth question – how ? – has to do with the
project’s organization of and the necessary arbitrations:
sourcing to be used, media planning and content programming,
integration of variable factors, downloading remotely or from a
website, maintenance backup.

With our Interactive Design Management set up, we can offer
clear and concise direction to those decision-makers who are
looking for answers, who are making strategic decisions and
who want to validate their brand identity and reinforce their
image.

© Photo : GMie

The advantage of this basic but practical method is that it
formalizes action plans and it allows to verify and integrate all
of the inevitable key points necessary for obtaining a tool that
responds perfectly to the demand. For only then is it possible to

G.M.: We reach out to those brands that want to develop
using networks and that want to optimize their sales tools :
banks, insurance companies, distributors, service companies…

www.cleverdis.com
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MULTIMEDIA CONSULTING & CREATION

LEXIS NUMÉRIQUE
www.lexis-numerique.fr
Founded in 1990 by Jose Sanchis, Eric and Marie Viennot, Lexis
Numérique is recognized today as one of the best multimedia creation
studios in Europe. Their activity stretches to two sectors: interactive communication and the production of interactive games for the mass market.
Since over 10 years, Lexis Numérique has gained expertise in interactive communication using all of today’s medias (online, offline, mobile
telephony, digital TV) and in various types of sectors (La Grande Récré,
Le Cidil, Total, Gallimard, Laboratoires Bayer, Société Générale,
Futuramédia…). With over one million video games sold in 20 countries
and more than 20 international awards, Lexis Numérique is today one
of the three top independent video game studios in France.

José Sanchis
General Manager

José Sanchis is General Manager of Lexis
Numerique which he founded after creating and directing several important computer engineering companies. His experience in management and his taste for
innovation bring an organization and
strategic vision to the company that are
acclaimed by the sector’s clients and professionals alike. Not only does he manage operations in the agency and in the
studio but he also directs various strategy
consulting missions with large accounts,
particularly involving the use of digital
medias. José Sanchis has a degree in
computer engineering as well as an MBA
from an HEC school.

LEXIS NUMERIQUE • Espace Descartes - 7 rue Albert Einstein - 77420 Champs-sur-Marne • Tel: 01 64 68 58 30

INTERVIEW
with Mr José Sanchis
General Manager

We bring special attention to the client’s target: their expectations, time needed to read messages, place and context in
which they will be broadcasted. Dynamic display is like a
window to a company, a brand, or a name. Just like for Internet
sites, dynamic display is a means to attain objectives and not
an objective in and of itself!
Cl.: How does one keep content alive over time?

Cleverdis: How do you define the activity of Lexis Numérique?
José Sanchis: We create communications tools that use all of
the current digital medias : web sites or Intranets, CD-ROMs
and DVDs, movies and documentaries, 2D and 3D animation
films, interactive games that are offline, online and on mobile
phones. Dynamic display is at the crux of all of these medias
and therefore requires multiple expertise in strategic and
technological consulting, creation, production, programming,
and broadcasting.
Cl.: How do you accompany your clients?
J.S.: Our strategy begins with a period of consulting focused
on the given problems: for whom, why, when, how, at what
speed? The answers to these questions allow us to define the
form of the messages and content. Our goal is to deliver a
product that is coherent on all levels: visual identity, duration of
messages, types of visuals (existing or not), rhythm of the narration, length of the loop, type of audience, and other specifications such as the time of day…
Cl.: In a dynamic display project, what types of content strategies
exist?
J.S.: Depending on whether the goal is to inform, to create
traffic or to call to purchase, the content varies greatly.
18
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J.S.: Updating cycles are always linked to set goals. In the case
of promoting sales, product-related updates automatically
follow set cycles. In addition, certain content updates can be
generated by the client using a content management system that
is integrated into the display solution. We think this functionality
is critical to the client’s experience.
The pertinence of a message and its impact on sales can only
be tracked by associating real sales with the duration of each
message. We first establish the success indicators with the client
and then we control them regularly to improve the message as
necessary.
Cl.: Can you give us some examples of projects that you participated in as well as your role in each?
J.S.: For La Grande Récré (more than 100 equipped stores in
France), we have managed the entire channel since more than
3 years: editorial, programming, creation, production, and
broadcasting. The initiative started when La Grande Récré
asked us to propose a global solution that corresponded to the
high level of quality and the continuity of services that they
provided.
We piloted a bid for tenders and finally retained Scala’s
technical solution through their French representative LCS.
This solution answered our needs for critical elements such as
www.cleverdis.com

Cl.: What are the specifications of dynamic display as compared
to other communication mediums?
J.S.: This medium is different because it is capable of targeting
prospects in a very narrow way (type of message, date, time,
place…). Using specific knowledge on the typology of target
consumers as well as their affluence cycles and their behaviour,
it is possible to greatly improve the impact of broadcasted messages. This data complicates the management of the solution
and requires the participation of experienced and durable
players. The diversity of “broadcastable” medias – videos, flash
“modules,” photos, sound, etc also requires irreproachable
technical knowledge.

© Photo : Futuramédia

Cl.: In your opinion, what are the main lines for the future of
dynamic display in France ?

the product’s robustness, reactivity, distributor involvement and
capacity to adapt the product.

J.S.: The growth of the flat panel market allows for prices to
reduce which in turn significantly impacts the costs of display
solutions. The technical architecture will also gradually become
less important than content creation and presentation just as
with Internet sites. At another level, the creation of an association of dynamic display professionals would allow clients to
better identify players on the market.

For Futuramédia, a major player in implementing display in the
pharmaceutical industry, our contribution was quite different.
We elaborated a flexible and qualitative solution that
corresponded with Futuramédia’s positioning in media
planning and that constitutes a real link between laboratories
and pharmacies. This technical solution also relies on Scala
with content broadcasted via ADSL.
Lexis Numérique – in collaboration with our client – participates
in every step of the game, from content conception and creation to broadcasting. This is how we came to create a software
that allows pharmacies to create simple but specific content
pages (such as in promotions for example). As for ROI, on top
of an increase in products sold at that point of sale (demonstrated by English research), substantial revenues can be
obtained from the sale of advertising.
Cl.: What value-added do you offer to your clients’ projects?

www.cleverdis.com
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J.S.: Our added value resides primarily in the complete
mastering of the channel: consulting, creation, production,
programming, and broadcasting. We use this capacity in our
current strategic large projects that are recognized on the
market. Today, our qualitative approach as experts in content
creation (animation, film, etc) is for our clients an additional
skill that bolsters their distinction and uniqueness. In this young
and highly technical market, success in large projects is the best
gauge of our performance.
Our mission is to remain pragmatic and prove that we can
initiate a project of this kind in a simple and flexible way to end
up with true branded media. Our clients – whom I would like to
take the opportunity to thank here – are not technological
precursors. They are looking for real added value for their
customers. They therefore contribute to our effort to making
dynamic display a new media rich in content.
SMARTreport • Hotel and Restaurant Trade /
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DISPLAY NETWORKS IN SHOPPING MALLS

UTRAM
www.utram.com
Leader in digital video, Utram and its subsidiary
Mediapix implemented the largest digital display
network in Europe: 1,000 plasma screens installed
in 70 shopping centers throughout France. Set up in
just one year, this network uses the latest technologies
for video transmission and broadcasting. Utram and
Mediapixel participate throughout the whole
process, from integration research to deployment and
support.

Christian
Amoretti
CEO

After completing engineering and development
studies at the technological institute of Cachan,
Christian Amoretti patented his video synthesizers
and computer interfaces. He founded Utram in
1987 to market these new products. Christian
Amoretti is one of the pioneers of the marketing
of video projectors and plasma screens in
France. Utram has since remained in this first
profession – the universe of image broadcasting
– and it has become one of the major players in
the Display market in France. The group Utram
(Utram, Mediapixel, Proximages) employs 180
people and has a turnover of 30 million euros.

UTRAM • 10, rue Raymond David - 92247 Malakoff Cedex • France • Tel.: +33 (0) 1 40 92 50 00

INTERVIEW
with Mr Chistian Amoretti
CEO

Cl.: What makes this solution different from traditional communication mediums?

Cleverdis: Can you tell us about how your project started?

C.A.: We distinguish ourselves from traditional channels
mainly by the size of our electronic display network. Although
it is very capital-consuming in the beginning, the investment
becomes very profitable once it’s up and running. In the space
of one hour, we can broadcast an advertising message on
1,000 screens spread out throughout the country. Moreover, in
order to reinforce the impact of advertising messages, we can
provide complete and diversified contents to shopping center
customers. Thanks to our partnerships with l’Equipe TV, Télé Z,
Public magazine, Météo France as well as to our agreements
with show producers, we offer real-time information that is
updated every three minutes on subjects that are of interest to
customers: weather forecasts, traffic news, show announcements, TV program guides, etc.

Chistian Amoretti: First we had to find a way tofinance the
plasma screen network project with advertising. The impact of
advertising messages had to be great enough for the revenues
to cover the initial investment which led us to expand the project
to a national level. Moreover, in order to reinforce its effectiveness,
we chose to set up this network in shopping centers with their
high density of consumers. We installed 1,000 plasma screens
in 70 shopping centers of the Klépierre chain, one of the most
important in Europe.
To manage this project, we created an independent structure,
Mediapixel. The participation of a capital investor allowed us to
finance the purchase of plasma screens, integration research,
the logistics of deployment and network management.
Cl.: Tell us more about the market studies done to prepare for this
project.
C.A.: We began by selecting 5 pilot centers, each one
corresponding to a different type of customer. Once the screens
were installed and running, we had a survey (assisted and
non-assisted) done by the institute IPSOS to question shopping
center customers over a period of 15 days. The results were very
good. On one hand, the memorization rate for advertising
messages was sufficient to justify the “business model” and on
22

the other hand, the satisfaction rate was excellent. Visitors found
the media pleasant and considered this form of communication
in a qualitative way as conveying a very positive “high tech”
image.
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Cl.: Today, after more than one year’s experience, can you give
us a few indications as to your return to investment?
C.A.: We will not have precise numbers on this before 2005.
However, our turnover in 2004 exceeded expectations which is
very promising. We are in perfect harmony with our business
plan, which is itself based on a model of 8 years of partnership
with Klépierre. As for ratio calculations, these depend on installation costs, and therefore on the chosen material. It is obvious
that a network of 15” LCD screens cannot be compared to a
network of large-sized screens, plasma or LCD, or even LED
walls. Our ratio is satisfactory.
www.cleverdis.com
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Cl.: How was the network set up?
C.A.: First, we gathered funds and set up a solid team that
would carry the project to success. The team is composed of an
installer (of a solid caliber), a screen supplier (Sony in our
case), a media planning agency (Publicis), a financial partner
(the Group Natexis) and finally a real estate partner (a division
of Klépierre, a subsidiary of BNP Paribas). Utram then performed research on screen implantation, the selection of mounts
and the development of communication cards (necessary for the
network’s maintenance). Our control center, located in Paris, is
in effect informed of the network’s state thanks to a tele-surveillance system through Internet developed by Utram.

realistic. The futuristic side of this type of installation that
previously drove projects to term has given way to more pragmatism. As of now, those who wish to setup such architectures
are more concerned with notions like return on investment,
acquisition, use and maintenance costs, electric consumption,
screen use, profitability, depreciation… They are also now
interested in the “business value” of such projects, especially in
terms of communication, advertising and image.
This market is “growing up” and becoming more pragmatic.
It should continue to develop although perhaps not in the same
way we imagined it would 4 or 5 years ago.

Operational management of the media’s broadcasting in real
time is done thanks to Alpeg Manager. This system, developed
by Utram since 1999 and functioning with Linux, is made up of
MPEG-2 players and pilot software.
Cl.: : Compared to other software, what are Alpeg Manager’s
specificities?
C.A.: First of all, this system works perfectly for the broadcasting
of MPEG-2 and Flash files. It is also connected to a broadcast
center that manages the automatic updating of information.
Many companies are interested in using our emission platform
for their networks. They then have to choose between limited
involvement (programming and tele-surveillance of their network)
and a complete configuration that allows them to be autonomous
and to program their media broadcasting themselves.

© Photo : Utram

Cl.: To conclude, what is your analysis of the dynamic display
market?
C.A.: It is a market in the process of developing. Until recently,
it was characterized by a high number of projects of which only
a few followed through. Today the tendency is to be more
www.cleverdis.com
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ADVERTISING IN PHARMACY DISPLAY NETWORKS

FUTURAMEDIA

After
heading
Gyl
Bagages S.A. for fifteen
years Delsey for another 5
years, Guy Taieb has
acquired extensive experience in the sector of international distribution.

www.futuramedia.fr
Futuramedia is a new media planning company that is expanding rapidly. Using a concept that is different and innovative, this young dynamic company has developed highly efficient marketing and promotional
tools. Already implemented in a hundred pharmacies, and aiming for
1000 before the end of 2005, Futuramedia creates, manages, and
broadcasts promotional, corporate, thematic, and other types of information to deliver a complete message using a dynamic display solution.
This high efficiency solution is developed and implemented by
Futuramedia and adapts to all types of similar networks such as in travel
agencies, perfume shops, optical stores, medical analysis laboratories,
restaurants, etc – all of which the company plans to work with.

Guy Taieb
CEO

His knowledge and
expertise triggered the
creation of Futuramedia in
2003.

FUTURAMEDIA • 3, rue Portefoin, 75003 Paris • France • Tel.: + 33 (0) 149 96 20 00 • Fax: +33 (0) 1 42 74 15 68

INTERVIEW
with Mr Guy Taieb

The impact on the sale of products that are promoted on screens is
very high – sales show an increase of 50%
Cl.: Can you tell us about the role of Futuramedia, media planning company, in dynamic display solutions?

CEO

Cleverdis: What led you to create Futuramedia?
Guy Taieb: Several very simple ideas: products’ life cycles are
becoming shorter and shorter; overproduction in a consumer world
does not always work well with point of sale; industry players need
to communicate and promote their products on media that is
increasingly reactive; the world of Internet is revolutionizing 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 memorization rate for a dynamic image is 48% compared to
11% for a static image.

We consider digital dynamic display to be a new media that is
readable and available at the place of purchase (otherwise
impractical with paper supports), and that can evolve according to
targets and other time elements (time, day of the week, event, 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.
24
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In light of all of this, I created Futuramedia to offer a dynamic display concept to clients whose expectations in this domain are very
high. It is a new business model that we can call “indoor dynamic
display,” i.e., a network with a new method of displaying advertising inside stores as opposed to outside, such as in shopping malls.

www.cleverdis.com

G.T.: Futuramedia offers through its partnerships a global
solution for the digital display project. Our value added lies
mainly in the sale of display space, the creation of loops and
programs, follow-up with our clients and points of sale that are
equipped to assess at all times the validity and the impact of the
proposed programs.

refine our offer and therefore launch it with our clients faster.
In terms of implementing our product in the largest pharmacies
in France, our rhythm is to equip one to two pharmacies every
day. Today, we are up to 100. Our goal is to get to 1000 and
therefore make the project pay off within two years.
Cl.: What were the main steps of your project?

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 for us over several months by IPSOS
media, exclusively for Futuramedia. Results in equipped
pharmacies 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 organized?
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 PC’s), a partner for
broadcast software (“player”) in points of sale (Scala),
regional partners for the technical installation of video,
customer service and its Hotline, and a partner in the creation
and management of content (Lexis Numérique).
We then moved on to a pilot phase to validate the solution in its
entirety. Stakes and issues to be managed needed to be
evaluated with precision. More than one year of research, tests
and validating, allowed us to define the efficient and unique
tool.
We entrusted Lexis Numérique for managing the trial phase as
their creativity, organization and global approach appealed to
us. Our partnership was built around the Scala solution,
distributed in France by LCS. The trial phase also allowed us to

G.T.: We started by defining the concept and the business
plan. We then focused on the creation of content to be
broadcasted – its form, its rhythm, the quality of the narration
of messages – as well as its adequacy for targets. In terms of
how to broadcast content and keeping in mind sales
promotions, ADSL seemed to us 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.
Cl.: What kind of obstacles can be encountered in this type of
project ?
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 whose 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 value-added in the
management of the project.

Extract of the IPSOS Media Study realised for Futuramedia in pharmacies
Surveyed pharmacy customers were mostly women, young, and belonging to a high socio-professional category.
73% of survey participants preferred
advertising on screens to paper display.
Higher scores were noted for other
dynamic medias.

Commercial screens fit well in
pharmacies: 72% of customers were
convinced of this.

72%
73%

www.cleverdis.com

28%

27%

55% said they would be willing to
purchase products or brands after
seeing them advertised.

55%

62% of survey participants thought
the broadcasted information on the
screens was useful and therefore
positive.

45%

Just over half of the survey participants think
that video screens incite customers to ask
advice or information on products.

53%

47%

62%

38%

Agree
Not Agree

Source : IPSOS Média 2004 for Futuramédia
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PROMOTING NEW PRODUCTS

© Photo : Panasonic

> Interview with the project manager of a large chain of stores

INTERVIEW
Cleverdis: Overall, how do you define your role?

> My goal is to promote novelties in the store.
Cl.: Can you give us an example of the application at work?

message or promotion that they may have heard about in the
past to come alive again.
For 10 customers asked, 2/3 notice the display because they
heard the sound and 1/3 notice the display because they saw
the screen. Furthermore, 86% of customers who notice the
display see it as positive. Half of them made no comments and
the other half criticized the audio volume of the display. As for
everything, it is therefore a matter of finding balance. We are
currently researching “sound tunnel” solutions with which the
sound only comes on when someone passes in front of a predetermined area.

> Our suppliers give us TV ad spots for new products that we
sell. We re-broadcast the ads in the store and present the
actual products underneath the screen.

Cl.: What sort of content do you broadcast ?

> We take ads that were made for television and adapt them
Cl.: In your opinion, what are the success factors of this system?

> In a distribution environment, as in, a public place offering
a plethora of visual stimuli such as posters, product packaging,
aisle signs, etc, I think that soundless dynamic display is
inefficient.
Sound is what arouses interest and wakens the consumer’s
unconscious as he passes in front of the display. It allows for a
26
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or leave them as they are, depending on the situation. When an
ad passes on television, it activates an unconscious interest in
the product.
When the ad is re-broadcasted in our store aisles, it is mostly
the sound that enables an association between the message
received at home and the display in-store. Our tool therefore
plays the role of a sound box, simply echoing a television campaign that already exists.
www.cleverdis.com

I must insist on the fact that the most important element is not
the support itself but the contents that are broadcasted. Content
is what justifies the whole system.
The concept that we have developed relies on the following:
even though we hear a lot today about price image, the notion
of “novelty” with new and modern products is still of great
value. Our stores offer a large assortment of products and we
have decided to dedicate this tool to new products only.
We therefore set up a permanent spot in the store dedicated to
these new products. Without this defined space, it is difficult to
notice new products in the store.
Cl.: How was your project organized

> We have a supplier for the technical side who ensures the
management and broadcast of content and the installation and
maintenance of equipment. A furniture manufacturer supplies
the furniture on which we display the screens and products.

© Photo : Samsung

The obstacle in this project is that the product must be immediately available underneath the screen. On top of content and
equipment logistics, we therefore also had to add product
logistics.
Cl.: What were the different steps of the project?

> First we bid for tenders for a computer and audiovisual
provider as well as a furniture supplier. We then selected the
stores that would run pilot tests. We had to be able to measure
benefits for customers, stores and suppliers in implementing this
system.
We surveyed customers to evaluate the benefits in terms of
memorizing brands and their overall vision of the system.
The results were positive enough for us to create strong sales
arguments in favor of the tool for industry players: our marketing sales tool increases brand memorization and allows for a
significant and on-demand increase in sales.
Benefits for stores lied in the resulting increase in sales. This was
a determining element since we were asking them to provide us
with the area of the store that had the highest visiting rate.
For suppliers, benefits were evaluated on two levels. First from
a commercial standpoint – by measuring the upgrade (as in the
increase in sales) since products were placed directly underneath
the screens; and second – by evaluating the brand memorization rate of customers.
Cl.: What sort of problems did you encounter during project
implementation?

> When broadcasting in “occupied territory,” computer
technologies are clearly the most important part of the project.
www.cleverdis.com

Information fluxes that travel through the internal networks of
purchase points are already substantial, and multimedia
transmission generally comes after the store’s heavy data
treatments. The critical factor is the size of the file that is being
sent. A server must also be installed in the store to serve as a
buffer, and this is rather costly.
Cl.: To conclude, what is the “golden rule” for accomplishing this
type of project ?

> It is important to adapt the type of screen to the type of
(promotional or corporate) message to be communicated. For
example, promoting product discounts on a plasma screen
seems contradictory to me.
If you promote a product that is on sale on a plasma screen,
consumers (who are more and more knowledgeable on the
matter) naturally go through the process of thinking that the
store has invested a great deal in this type of display and that
prices must not really be discounted after all since they need to
recover that investment.
Cl.: What is one of the main issues in dynamic display ?

> On the long term, to replace paper display for which the
main disadvantage is mobilizing employees to keep them
updated.
SMARTreport • Digital Signage /
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CASE STUDY

7-Eleven

DIGITAL SIGNAGE & POINT OF SALES

Evaluating ROI

The convenience chain 7-Eleven has set the benchmark for evaluating the sales impact of digital signage in its 46 stores in
Denmark. Having installed Sony 42” plasma screens showing
adverts for the stores’ products, as well as a Sony Network
Player that plays out the content on the screens, 7-Eleven has
measured the sales increase on advertised goods.

real time and is thus able to customize its messages for maximum impact.

The result: an average increase of 30% in turnover. For example, coffee sales rose by 30%, whilst corresponding advertising
for an energy drink increased sales by 32%, a new soft drink
by 109% and packs of Danish pastries by 59%. Most impressive though was a jump of 319% in the sales of a new phone
card.

CASE STUDY

© Photo : Sony

In each store, the screen is positioned over the most important
checkout, ensuring that 90% of customers see it. For 7-Eleven in
Denmark, this corresponds to 55,000 people per day.
As 80% of buying decisions are made while shopping, the
content delivered through the screens is critical to commercial
success. 7-Eleven can track sales performance per product in

DIGITAL SIGNAGE & POINT OF SALES

Galeria INNO

When First Impressions Count
Brussels’ premier department store, Galleria INNO, recently
reopened its doors after a major renovation. It has emerged
with a new image, a wider choice of prestigious brands – and
strategy of advertising its core offerings though Sony 50” plasma
displays located in its principal window displays.
As a visitor’s first impression of the store is the impact of its
window display, the focus of Galleria INNO was to set the tone
with the best in colour, design and technology. The impact is
immediate.

As one of the largest department stores in Europe, this is
essential for shoppers who might otherwise be daunted by the
size of Galleria INNO.
28
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The store is located in one of the busiest and most popular
shopping streets in Brussels. Customers are attracted by the
high quality displays, noted not only for the brilliance and
clarity of their delivery, but also for the way in which they
profile the many world-class brands available in the store.

www.cleverdis.com

CASE STUDY

DIGITAL SIGNAGE & POINT OF SALES

T-Mobile

© Photo : T-Mobile

Digital signage in Croatia

As a company continuously introducing new technologies,
T-Mobile recognizes all the advantages of digital signage for
it's Croatian subsidiaries in Zagreb, Split, Rijeka and Osijek.

Simple, quick and effective communications through digital
signage and easy-to-use dynamic communication through
interactive terminals are the two main goals of this project.
Interactive communication is available 24/7 to anyone seeking
information on new products/services or on T-Mobile.
In collaboration with their advertising and POS Marketing
agency, Scala's Croatian reseller, T-Mobile creates content that
includes every brand of mobile phones offered by T-Mobile
(Nokia (news - web sites), Siemens, Samsung, etc).
InfoChannel ® Designer3 is used to create content by
combining text, graphics, video and sound which is then
published into the Scala InfoChannel® Network that redistriwww.cleverdis.com

© Photo : T-Mobile

T-Mobile seeks to improve communications with their present
and future customers by giving them complete information
about new products/services at the right time and at the right
place.

butes the content to 12 InfoChannel® Players in T-Mobile
subsidiaries. Content is transmitted through ADSL and viewed
on 22” – 42” Fujitsu Plasma Screens installed in 6 T-Mobile
subsidiaries throughout Croatia.
The InfoChannel® Players installed in subsidiaries display
special offers on mobile phones or new T-Mobile services.
In addition to digital signage, 6 subsidiaries in the network
provide interactive communication with strategically placed
terminals used to communicate with customers 24/7.
SMARTreport • Digital Signage /
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CASE STUDY

DIGITAL SIGNAGE & POINT OF SALES

Dialect (Sweden)
“Narrowcasting”
perfected…
STOCKHOLM, SWEDEN - Nowhere more than in Sweden,
home of Ericsson, does the industry of mobile phones and
telecommunications change faster. Traditional in-store signage
simply could not keep up with new technologies.

Not only does the InfoChannel network allow for nationwide
distribution of scheduled content thereby increasing the entire
chain's efficiency, but it also provides a conduit for each local
store to make its own unique updates. Individual store managers

© Photo : Dialect with courtesy of Scala

Initial rollout has already begun in 50 out of the 120 stores
nationwide, each sporting a new 43" plasma display and Scala
InfoChannel Player software. All of them connect via Internet to
Scala's InfoChannel Network Manager (Enterprise Edition) that
is hosted and maintained by the integrator, Impact Europe.
This solution allows them to manage multiple clients from their
offices in Stockholm, Gothenburg and Malmö... or even around
the world thanks to Scala's web-based administration and
distribution tools.
love the ability to participate in a solution that has the double
benefit of corporate branding while retaining some creative
freedom as so desired.
Dialect stores signed a three-year Scala Service Plan, ensuring
that the InfoChannel deployment never becomes outdated and
that it receives the latest features as soon as they are released.
In fact, one of the updates they installed soon after their
purchase allowed them to upgrade all 50 of their InfoChannel
Players directly from Impact Europe's offices without even
having to go on-site. This single feature has already saved
countless hours of billable time, travel and after-hours logistics
for both the retailer and integrator.
Another important aspect of the software is network monitoring
so that every plasma screen is “under surveillance” from an
administrative point-of-view. The integrator is notified via email
of any potential problems, which they may diagnose to be
something as simple as someone unplugging the system by
accident. The software also provides a real-time view of
network activity.

© Photo : Dialect with courtesy of Scala

Besides staying on the cutting edge and attracting customers,
Dialect is really seeing the network pay off when it comes to
updating content.
Using Scala's InfoChannel Designer authoring package, Impact
Europe also serves as their customer's content developer.
Displays are updated on a weekly basis and can therefore
actually meet the demand of a retail environment. Trying to
duplicate the effort by mailing DVDs or producing constant
streaming video would be cost-ineffective at best... to say
nothing of losing the possibility of adding local specials.
The new digital signage solution has been so effective that
another 10 to 20 Dialect stores will join the network this year.
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DIGITAL SIGNAGE & POINT OF SALES

“La Grande Récré” TV
“La Grande Récré” – one of the four names of the Group
Ludendo (alongside Jouetland, Starjouet, and Bébéland) – was
aware of the fact that television was the first media for children
and decided to create an internal TV channel broadcasted in its
stores.
The fundamental idea was to make stores a privileged place for
children, parents, and brands. Brands can develop strong
relationships with children through store events (such as in
product launches) in which digital technologies compliment
human resources. The union of virtual and real elements reinforces the relationship with the child which is facilitated by the
use of communication codes and the child’s participation in
programs.

The use of this media is innovative on the
toy market, according to Jean-Michel
Grunberg, General Manager of the
Ludendo Group: “Thanks to its flexibility,
digital animation allows a level of
creativity that benefit “La Grande Récré’s”
clients and allows them to prolong the
relationship above and beyond the
actual store by broadcasting shows on
our Internet site.” For this project, we
asked Lexis Numérique and the software
publisher Scala to provide us with a
global solution adapted to our needs.

CASE STUDY

© Photos
: La Grande
Récré

After searching for the leading experts in this domain, the
executives at Ludendo met Lexis Numérique who immediately
bought the idea.
Together, they assembled a “La Grande Récré” project team of
specialists in digital technologies, TV production, and broadcasting, all of whom were specialized in the world of children
and showed creativity in terms of digital animation as well as
project budgeting.

DIGITAL SIGNAGE & TRANSPORTATION

Eurolines

Specialists in bus transportation with more than 1500 destination cities in Europe, the company Eurolines wanted to set up a
dynamic display communications tools in its agencies.
`

Real time
Communication...

© Photos: SVD

This project was to answer two objectives. First, the presentation
of ongoing promotions, ideas for travel, hotels, etc. destined to
customers present in their agencies. They also wanted to be
able to provide operational information such as bus schedules
and traffic reports to customers traveling when the agencies are
closed. This would allow customers to be reassured at all times.
The chosen provider, SVD, installed in all of the Eurolines agencies
in France (31 sites) “counter terminal” screens (Dell 17” LCD
screens and NEC 20” and 30” LCDs) that are moved every
evening into the window of the agency.
During the day, SVD broadcasts all of the promotional news
from agencies (national programs and programs that are specific
to each agency). At night, the display broadcasts not only
destination cities but also eventual delays in traffic.
Updates are managed in real-time by the Eurolines Traffic
Control center.
www.cleverdis.com
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STATIC DISPLAY & DYNAMIC SIGNAGE

CCI Nice-Riviera Airport
www.nice.aeroport.fr
The goal of the Nice-Cote d’Azur airport which is managed by the
Chamber of Commerce and Industry (CCI) of Nice-Cote d’Azur is
to accompany the economic and tourist growth of the Cote d’Azur
region (the French Riviera) while it positions itself as a major gateway to Southern Europe. Airport display informs passengers and
customers of air traffic (arrival and departure times, delays, cancellations, etc) in real time. This information is provided using a
video network spread out over all terminals. In the entire airport,
600 plasma and TFT screens between 42” and 50” ensure the
broadcast of information.

Michel Cattero
IT Director

Michel Cattaro has worked in the
Nice airport since 1979 and he
now heads the IT division. Among
other things, he is responsible for
the broadcast of information
throughout the airport. Nice is the
first airport to implement a video
processor on a screen and has
already sold its system to more than
50 airports while continuing to
develop their airport engineering.

CCI Nice-Riviera Airport • IT Division - 06281 Nice Cedex 3 • France • Tel.: +33 (0) 4 93 21 30 38

INTERVIEW
with Mr Michel Cattero
IT Director

Michel Cattero: Our display is destined to airport passengers and customers. While the needs of each are different, the
requirements are the same for both: reliable and professional
equipment.
In 1997, we started using plasma because it was the only technology at the time that offered large formats. We needed the
largest screens available and searched for a support that could
transmit text and ad logos with, naturally, controlled costs and
a low price. We needed machines that could function 18 hours
a day every day.
Today, we are currently abandoning a large display format to
make way for a greater number of information terminals. Our
passengers are very mobile so we therefore privilege plasma or
TFT set up in strategic locations.
Our network broadcasts a great deal of information for passengers, but this is only what the public actually sees… we also
broadcast information for the airlines, for customs, police, etc.
We mostly use small CRT screens but we are gradually changing them to flat screens.
Cl.: What are your expectations today ?
M.C.: I am looking for what plasma was not able to offer us :
durability. Technically, CRT’s disadvantage was that it “left
32
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Cleverdis: What were the critical elements of your decision to
use dynamic display?

marks.” Plasma also wound up leaving marks. We can’t forget
that our screens work almost around the clock and that a flight
can sometimes be shown on the screen for hours.
We installed TFT screens 18 months ago. Until now, we have
been very satisfied with them, but their durability has yet to be
tested. We are also looking for a solution to light reflection
issues since the sunrays reflect on our marble floor and hinder
visibility. Eventually, we may also consider bigger screens (50”
or 60”) that would allow us to display vertically.
www.cleverdis.com
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DIGITAL SIGNAGE & TRANSPORT

DUBAI AIRPORT

© Photo : DR

New dynamic solutions
for passengers

DUBAI, UAE - Gone are the days when television was just an
entertainment gadget in airports; it is now enhancing service to
passengers in the Dubai International Airport.
This kind of thinking triggered the idea of using the existing
Master Antenna Television Network (MATV) to convey useful
information to passengers who spend time in boarding lounges
prior to boarding. Further research and development of this
idea by engineers gave birth to “The Airport Channel.”
The MATV System was originally installed in Sheikh Rashid
Terminal as part of ongoing expansion projects.
The Engineering Services Division (AV & Security team) with
their ingenious design has extended this to cover the large area
of Terminal 1. As a result, the network has in-depth coverage in
Terminal 1, Sheikh Rashid Terminal and the Tunnel.
The initial phase of this project which is now completed,
focused on boarding lounges, as this is where passengers stay
for a while without much to do (waiting to board). The 32
boarding lounges in Sheikh Rashid Terminal are grouped into
16 broadcasting segments each comprising of 2 lounges.
Contents are piped into various broadcasting segments
(lounges). Information provided can be about the destination’s
tourist spots, hotels, restaurants that cater to special diets, etc.
Or it could be a number of TV programs that are carefully
tailored (scheduled) to mix news, entertainment, sports, climate,
www.cleverdis.com

and more in chosen languages and depending on the
destination and availability of contents.
Revenue generation through advertisements is one of the most
attractive elements of this system. The advantage is that the
advertisements can be targeted to a group who are heading to
a common destination and audience is guaranteed, with a high
degree of penetration.
These advertisements are expected to emanate from tour
operators, international hotel groups, international tourism
departments, manufacturers marketing their consumer
commodities, etc.
Instant personalized messages and information for passengers
can also be pasted on top of a running program or as a scrolling
subtitle. Tips on on-board safety, weather at destination, a
familiarization of the airport at destination, etc. can also be
displayed.
A team of engineers led by Mr. Omar Jassim Binadai, General
Manager Airport Systems, who always encourages the sensible
use of state of the art technologies to enhance service to
passengers, conceived and developed this idea into a massive
project of a new airport channel powered by Scala software.
The wholehearted support from the Director of Engineering
Services and Director of Engineering and Projects has turned
this project into a reality.
SMARTreport • Digital Signage /
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INTERNAL COMMUNICATION

MESSIER-BUGATTI
www.messier-bugatti.com
As a subsidiary of the Group SNECMA, Messier-Bugatti is a
world player in the area of aeronautical brakes. As a forerunner
of carbon brakes in the 1980s, Messier-Bugatti now supplies
approximately one third of the global market for commercial
planes of +100 seat capacities. In about 75 years experience,
Messier-Bugatti has acquired real expertise in braking and
braking components and is positioned today as a systems integrator.

Céline Pelletier
Assistant Internal
Communication

Having studied International Business
and Marketing, Celine Pelletier started in
Communications with Waters, a company specialized in liquid chromatography.
In 2001, Celine Pelletier began working
in Internal Communications for MessierBugatti, where she manages corporate
information on a daily basis. After four
years of experience, she is today
gaining responsibility in External Communication with Messier-Bugatti.

MESSIER-BUGATTI • Zone Aéronautique Louis Breguet - 78141 Vélizy-Villacoublay • France

INTERVIEW
with Ms Céline Pelletier
Assistant Internal Communication

Cleverdis: What were the initial issues and objectives that led
you to set up this display solution?
Céline Pelletier: We were searching for a way to improve
the internal communications network in our different sites in
France. We decided to set up dynamic display screens in six of
our sites that would be placed strategically and would come to
replace other communications mediums like paper tracts.
We needed to be able to communicate homogeneous information in real-time and allow each site to broadcast their own
local information parallel to corporate information from the
group.

Cl.: What were the results ?
C.P.: The IISI solution was launched at the same time as a
shareholding operation. In the equipped sites, Messier-Bugatti
noticed strong mobilization for the operation that resulted in an
above average subscription rate. Today, the system functions to
provide information that is complimentary to our Intranet system whose content is also updated on a daily basis.
Cl.: What advice would you give based on this project?
C.P. : It is necessary to involve future users from the very beginning in this kind of project. This also helps in alleviating apprehension towards the technological dimension.

Cl.: Tell us about your project. How was it organized?

As for our provider, we had the choice between a simple “video
player” or a multimedia broadcast management solution.
Without hesitating, we chose IISI since their offer would let us
broadcast dynamic, interactive, and attractive content. Other
requisites were the ability to broadcast content live, to generate
messages rapidly and pilot all of the screens from our headquarters in Vélizy, as well as to create protected solutions for
our workshops.
34
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C.P.: The goal was to eliminate traditional display and replace
it with another communications tool. We concentrated on new
technologies for the choice of a communications tool, and the
idea of integrating a company TV network in all of the MessierBugatti sites seemed to answer all of our needs.

www.cleverdis.com
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NEW DYNAMIC APPLICATIONS

BOBST

Rest Spot Info
Internal communications was previously done using the traditional bulletin boards, internal newsletters edited four times a
year, meetings, and Intranet system. In certain production
areas, “rest spots” were set up for personnel to break, have a
coffee and consult the Intranet through an interactive terminal.
The company SVD from Valence started specializing in dynamic
display 20 years ago when one of Bobst’s associates launched
an experiment in his department to provide continuous
information on a screen using PowerPoint. In 2003, SVD
reached out to Bobst S.A. once again and as a pioneer in many
domains, Bobst was indeed attracted to the idea of offering
another more dynamic source of information on screens.
A 6-month trial run was then set up to test the quality of SVD’s
service.
Currently, SVD has installed 9 30” NEC and LG LCD screens in
the restaurants and “rest spots” of each of the two sites. Every
day, Bobst communicates to SVD the information that is to be
broadcasted the same day or the following days (depending on
its urgency), and validates through Internet the following day’s
edition that is published every day at 5 PM. An average of
2000 news pieces are treated by SVD every year. System
management as designed by SVD allows Bobst S.A. to
broadcast common information to all of the sites but also allows

CASE STUDY

them to broadcast only certain information in one or two sites
or even on one given screen.
A possible evolution of this system is the implementing of
Visionews’PC, on demand news broadcasts via PC screens.

BOBST
The Swiss company Bobst S.A. was created in 1890 and specializes in
the design and manufacturing of machines dedicated to the printing,
die-cutting, folding and gluing of solid and corrugated board.
Headquarters are located in Prilly, near Lausanne. Several kilometers
away, a second production site was built in the 1970s in Mex.
Together, the sites employ a total of 2400 people of diverse profiles
(manufacturing, engineering, administrative…). Their technicians also
travel regularly to customer sites located all over the world to install
machines.

NEW DYNAMIC APPLICATIONS

SANOFI-AVENTIS

Internal communications
all around
According to this large pharmaceutical group that is now #1 in
Europe and #3 in the world, internal communications establish
strong links among team players. This idea lead Sanofi-Aventis
to invest in dynamic display and the realization of an internal
multimedia newsletter. The project was given to TMM
Communication.
As a supplier for the two companies before they recently
merged, TMM installed the latest version of Scala Infochannel
IC3 giving them access to the newest indispensable functionalities
for updating and ensuring the value of internal information.
These functionalities include the broadcast of location-specific
information, automatic display of share prices, quick management
of messages in the welcoming area, the broadcast of audiovisual events on an IP network, etc.
www.cleverdis.com

Since the first installation realized in 1992 by TMM for the
Laboratory Théraplix (subsidiary of Rhone Poulenc), the
dynamic display solution has not ceased to evolve and today is
present on large flat screens installed near elevators, in cafeterias,
high-visitation areas, and in company welcoming areas.
Return on investment includes savings on paper, time saved to
broadcast a message in a given location, the creation of a
private news channel that is updated internally (without
additional external costs).
To kick off this new media, TMM Studio produced a
personalized and evolvable graphic charter adapted to the
16/9 screen format. Thanks to the modularity and reliability of
Scala’s products, Sanofi-Aventis can rely on an internal
communications solution at the height of its expectations.
SMARTreport • Digital Signage /
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PUBLIC INFORMATION & ENTERTAINMENT

Digital signage
An artistic approach

operating systems to worry about and no single point of failure.
With easy connection and minimal wiring, the South Bank
Centre realised massive cost savings.

© Photo : SouthBank

The Centre was considering alternative display systems when
installers Trimedia suggested that Pioneer’s Expansion Solution
would enable the Centre to build the network it desired while
using one of the industry’s leading screens – a Pioneer – thanks
to the capital that Expansion Solutions would save on
infrastructure. Trimedia recommended the Edje-PDP decoder
card developed by Adtec Digital. The decoder slots into the
back of the screen and provides network connections through
Ethernet. Each card includes a 20Gb hard drive that enables
up to five hours of broadcast quality MPEG-2 video and
graphics files to be either streamed or stored and forwarded.
There is no need to hang a computer off of each display; there’s
no power up, power down routine; no unreliable or proprietary

© Photo : SouthBank

The South Bank Centre is London’s leading venue for the
contemporary and performing arts. The centre which houses
dance, literature, poetry music and visual arts events, wanted to
create a digital signage system that would provide exciting,
engaging multimedia content to engage visitors and increase
ticket sales for future shows. When assessing the systems
suggested by installers, head of marketing development at the
Centre Oven Valentine Pringle immediately ran into a typical
installation issue. He comments, “When we spoke to integrators
it was clear that all of our technical objectives could be met.
However, the flexibility we needed to refresh content, publish
exciting multimedia information easily and tailor communication depending on the display’s location came at a price.
For example, each display needed its own PC. Although I
presumed our project was quite easy, it soon became apparent
that it appeared more complex and expensive than we
thought.”

Pringle concludes, “As soon as we heard about
Pioneer’s Expansion Solution and Adtec’s expansion card it sounded like the system we needed.
Any type of content can be converted into MPEG2
files for playback so we could use standard file
creation packages like Macromedia Flash. But more
importantly, we did not need to build a major
installation for each plasma display to house its
controlling PC.
In fact, we created a custom animation system
managed through a single PC by a content
manager who updates schedules from his desk.
This is exactly what we envisaged when we started
the project.”
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CASINOS & DISPLAY, A WINNING BET

Micro Clever Consulting

MCC

www.mclever.com

Since 1996, Micro Clever Consulting is the leading
international company specialized in IT management
systems in casinos throughout Europe, the Meditteranean,
the Middle East, and the Caribbean. They benefit from
extensive experience in the areas of casinos and
technology. Today, MCC is anticipating the sector’s
evolutions so as to develop even more efficient and
innovating solutions.

David Mahieu
Production
Coordinator

A self-taught IT expert, David Mahieu began his
career in the world of casinos with MCC’s direct
competitor who at the time was alone on the
European market. After four years, he joined the
MCC team in 1999 as a developer and two years
later he took responsibility of the Development
department overseeing the work of 6 people.
Increasing demand led to an increase in the
number of employees and a restructuring of the
company. Mahieu became Production Coordinator
(departments of Development, Quality Control, and
Hotline) with the goal of improving communication
and reactivity to market issues.

Micro Clever Consulting - MCC • 37, avenue Jean Médecin - 06000 Nice • France • Tel.: +33 (0) 4 97 03 85 20

INTERVIEW

ditions and environment of casinos (they function 24/7 and
365 days a year).
Cl.: What were the results ?

with Mr David Mahieu
Production Coordinator

Cleverdis: You provide dynamic display solutions to casinos.
What sort of need triggered this offer?
David Mahieu: In an effort to combat new communication
strategies challenges, our objectives were to define information
systems evolutions and prepare for them. In light of this, we
wanted to offer our clients innovative and attractive solutions
that would enable them to make their communications dynamic
using images. We had begun developing our own tool to open
the door to these markets but we stopped when we became
partners with IISI.

D.M.: The machines that are connected to the plasma screens
(that broadcast results) attract more players and casinos also
use them to inform their clients of other services (restaurants,
hotel, tournaments, shows, etc).
Cl.: What advice would you give based on this project?
D.M.: It is important to avoid the “all tech” solution. A good
solution is a simple solution. One must take into consideration
industry issues and strategies from the start in order to optimise
content broadcasting and especially avoid the cannibalisation
of existing systems.

Cl.: Tell us about your project. How was it organized?

www.cleverdis.com

© Photo : MCC

D.M.: In 1999, one of our oldest clients discovered plasma
screens in Las Vegas during the international casino tradeshow.
At the time, we did not have an appropriate solution so we
turned to a plasma screen manufacturer who referred us to IISI.
With the client and IISI we created a pilot team in which MCC’s
role was to orchestrate the project between the casino technicians and administration, the IISI project team, and the screen
and slot machine manufacturers. It was only once the project
was complete that we transferred competencies thanks to the
training the casino teams had undergone.
The content’s specificity is that it is instantaneous and interactive. It adapts itself to the casino’s rhythm and is piloted automatically using integrated play lists. Our multimedia solution is
customized and adapts itself to existing infrastructures in casinos. In addition, the screens were chosen to adapt to the conSMARTreport • Digital Signage /
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LEISURE & RESORTS

WARNER BROS.

Digital Signage
allows customers
to better organize their visits

© Photo : Warner Bros. with the courtesy of Scala

To answer Warner Bros. Movieworld’s desire to provide quality
information to its visitors, six 42” plasma touch screens encased
in custom designed protection stands and strategically placed in
every themed zone of the park were commissioned from and
installed by Scala specialist ASVideo.
At any time, and with a touch of a finger, a visitor can instantly
access information about rides, queue times, restaurant
availability, event timetables, shopping items and interactive
advertising, as well as directions to any and every area of the
park.
Thanks to this new Digital Signage network, visitor flux
in the Theme Park is now much better regulated, allowing
customers to better organize their visits. This means less queues
for rides and therefore a higher satisfaction rate for visitors and
higher profits for the park operator.
A typical visit in the park would go something like this... You've
just finished your ride in the Wild Wild West Coaster and want
to know where to go next. One simple touch on the “Old West
Terminal” and you have all the info you need: only 5 minutes
queue in Acme Tours compared to 25 minutes queue in The
Riddler's Revenge. So let's head to the Cartoon Village and
we'll check after to see if there is less queue in the SuperHeroes
World. By the way, turn left. Once we are nearby, we'll ask the
“Cartoon Village Terminal” for more directions.

Then you’re hungry (after a mile’s walk!). Let's see. We'd like a
hamburger... Porky Pig's Diner is half-empty and right in front
of us. Besides, we can check out The Lethal Weapon Show
timetable at the same time so we won’t miss it. The screens provide
detailed directions to any of the 5 theme worlds (Hollywood
Boulevard, Cartoon Village, Old West, SuperHeroes World,
38
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Movieworld Studios) located in the park. In an average day,
there are more than 1,000 touches on each plasma screen
sustained over a daily 12-hour continuous operation schedule.
This demonstrates the robustness of the platform which also
allows for the complete automation of scheduled daily power
switching of the whole system.

© Photo : Warner Bros. with the courtesy of Scala

Warner Bros. Movieworld, the worldwide-known Theme Park
chain adopts the power of interactive digital signage to deliver
a first of its kind In-Location Interactive Channel in Madrid.

As far as billing is concern, the simple but efficient logging
functionality offered by Scala makes it possible to efficiently
control with playback proof what information was shown and
when it was accessed. Ads are inserted throughout the system
and shown while a customer is using any of the various services
provided in the plasma display. They therefore capture
attention and produce powerful impact, reinforcing the
message of advertisements otherwise shown during the idle
loop. The content itself was developed entirely by ASVideo
using the Scala Infochannel tool, proving again to be the only
capable and versatile tool to deliver the very high quality standards required for this system. But that’s not all. ASVideo also
designed, built and customized the stand for each display to
adapt to the external appearance of each zone while ensuring
they would resist changing weather conditions and visitor
stampedes.
Thanks to the data integration capabilities of Infochannel by
Scala, a custom data input program was developed to enable
park staff to enter locally relevant information that is instantly
displayed on all the players.
ASVideo monitors, operates and controls the Infochannel
network from its offices in Madrid. Editing and designing is
done on demand and delivered smoothly thanks to the smart
and efficient Infochannel Network architecture. Thanks to the
remote administration capabilities of InfoChannel®, for the
Movieworld people and their customers, the necessary
transparency is made possible.
www.cleverdis.com
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PUBLIC INFORMATION & ENTERTAINMENT

Westgate Resorts
guests

stay updated

Westgate Resorts, one of the pioneers of luxury timeshare
development in the world, has its own
activity channel featuring resort information including pool
hours, restaurant menus, upcoming shows and weather forecasts. Recently, Westgate Resorts employed Musitech, a systems
integration company, to utilize Adtec Digital and MagicBox
products as a solution for the resort’s family activities channel.

© Photo : Westgate Resorts with courtesy of Adtec

The channel is a direct information source for guests since it is
broadcasted on every television on resort property. “Before the
Adtec and MagicBox solution, our guests were not informed in
as timely a fashion of the resort’s offerings and special events
as they are today with the new resort information channel. We
can keep them informed of daily, weekly and even monthly
offerings since many of our guests are in fact owners who are
with us anywhere from one to four weeks at a time,” said Dario
Guzman, Westgate’s Video Production Technician.
Faced with the problem of using company time to drive around
to each individual hotel in order to load original video content
onto each hotel system, Adtec’s edje-DVD and MagicBox’s

Aavelin were the appropriate solutions for Westgate since they
allowed for original content to be loaded from one central location in Orlando to any/all remote sites. Prior to installing
Adtec’s and MagicBox’s products, contents would only be
changed every couple of months since it had become such an
ordeal.
Today, there is even an option to schedule content for future
playback dates. “I no longer have to leave my office to load or
change content for the activities channel,” said Guzman.

© Photo : Westgate Resorts

Adtec’s edje-DVD, a hard drive based digital video player,
and MagicBox’s Aavelin RT, a digital signage and video
message system, are connected to a TCP/IP network allowing
the playback of MPEG clips, advertisements and video
presentations.

www.cleverdis.com

“We felt as though the Adtec and MagicBox solution was the
smart choice, not only because Westgate can make changes via
a network instantly and as often as they wish, but also because
the property channel now includes MPEG video and graphic
content,” said Eve Hinds, Musitech’s Account Manager.
SMARTreport • Digital Signage /
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DYNAMIC SIGNAGE AND OTHER AUDIO-VISUAL SERVICES

IEC-ASV
www.iec-asv.com
IEC-ASV is a leader in design, equipment integration, and the supply of audiovisual services for meeting rooms, conference rooms, point of sale, museums, theaters, as well as
other services related to event organization for congress centers, seminars, conventions,
TV studios, etc. Founded in 1989 with more than 300 collaborators spread out in 14
agencies in France and 3 agencies in Spain, the group IEC-ASV generates a volume of
activity of 72 million euros and its clients are institutions, TV channels, and big names
in industry and distribution. In dynamic display activities, their references are
McDonald’s, Virgin Megastore, Adidas, Moviesport, Marionnaud, Newman, MGEN,
Hyppopotamus, Jean-Louis David, Quick, Autobachs, Nexans, Generali, Okaidi, …

Alain Cotte
CEO

Alain Cotte has been
Chief
Executive
Officer of the group
IEC-ASV for the past
two years following 5
years in management
consulting. He manages and develops
companies within the
holding
company
Qualis. Mr. Cotte
holds a degree in
engineering.

IEC-ASV • 27/41 Boulevard Louise Michel - 92635 Gennevilliers Cedex • France • Tel.: + 33 (0) 1 46 88 28 28

INTERVIEW
with Mr Alain Cotte

For each need, IEC-ASV’s mission is to recommend and implement specific solutions that guarantee above all reliability and
ease of use for the client.

CEO

NEWMAN

Alain Cotte: IEC-ASV is a company specialized in engineering
and audiovisual services. Our mission is to offer our clients the
audiovisual solution that is the best adapted to their project.
We work with all areas of communication (meeting rooms,
conference rooms, amphitheaters, stores, museums, showrooms, auditoriums, public spaces, etc), and we design and produce a large range of readymade solutions destined to
optimize each client’s communications.
Dynamic display is a communications tool that has been developing for some time now and is today recognized for its exceptional efficiency. As designer and integrator for this type of solution, we have offered this type of solution to our clients since its
inception on the market.
Today, there are essentially 3 needs that dynamic display can
provide a solution for: corporate or institutional communications
in informational or internal use ; the evolution of a commercial
space from the standpoint of promoting or efficiently calling to
purchase ; informational or helpful communications in public
areas.
42
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© Photo : IEC-ASV

Cleverdis: Please elaborate IEC-ASV’s business and activities
in the area of dynamic display.

Dynamic display was implemented here in
an effort to increase store visitation.
The solution was therefore designed to attract
potential customers with a new communications tool using the newest technologies.
After one year, visitation had increased and
two other stores were then equipped with
dynamic display.

Mr Christian Roche, Director of IT
“Dynamic display allowed us to increase store visitation.”

Cl.: Can you explain what each of your areas of competency
are? What are the main factors you suggest should be taken
into consideration when dealing with dynamic display?
A.C.: Our value-added lies in the fact that we offer our clients
solutions that are readymade and simple… even in this universe
of complex communications!
For IEC-ASV, a dynamic display solution is made up of various
elements:
• The nature of the desired communication and how this communication will be managed (centralized or not) which simply
translates into choosing a specific content solution. In response
to this, we are proud of the reliability of our software solutions
www.cleverdis.com

Proper coordination of these 5 essential points are the key to
success in a dynamic display project.
Cl.: What makes your company different from the others?
What is your value-added, your strong points?
A.C.: Today, IEC-ASV is the only audiovisual service provider
that offers dynamic display solutions for client problems from a
global perspective.

© Photo : IEC-ASV

MCDONALD’S
Actires, in collaboration with IEC-ASV,
designed a solution to be integrated in the
complex display environment of restaurants.
The objective was to increase display
space, promote different products according to the time of day and give a modern
and dynamic image to the restaurant.

• Management of projects on a national level for deployment
and one single principal for each client.
• A network of 14 agencies throughout France that allows nearby service for all clients during installation and on site maintenance during the entire period of use.
Cl.: What are, in your opinion, the major issues in the
development of dynamic display?

OKAIDI

© Photo : IEC-ASV

and their ease of use for those who are ultimately responsible
for this information.
• The technical infrastructure of deployment. This essential
factor involves exploring the technical support network for this
information: architecture client/ server or dedicated server,
transmission of data by ADSL/ IP network/ Intranet/ satellites.
• The condition in which information is made available through
dynamic display taking into consideration readability issues,
positioning and size of screens, sound volume.
• The physical infrastructure and speed of deployment of the
communications tool that requires prior site inspection,
analysis of network access conditions as well as mounts and
the integration of supports, security of installations, and
limiting perturbation during use.
• Guaranteed maintenance with packaged solutions that are
easy to support, the offer to manage transmission servers,
and a maintenance support team nearby who can come on
site and repair equipment as necessary.

Okaidi has used dynamic display since its
beginnings. After an initial installation that
aimed to broadcast content for a rest area for
children, IEC-ASV installed a new wave of
equipment using the Intellicast solution in 250
stores to enhance reactivity in brand promotion
and dynamic management of sales according
to the typology of customers at any given
moment.

Mr Jean-Christophe Petit, Multimedia Project Manager
“Tomorrow’s point of sale marketing will be pluri-media…”

A.C.: Dynamic display will continue to undergo much
evolution. The importance of interactivity will increase with time.
In the area of distribution, for example, screens will gradually
become a linear part of the act of purchase: contents will be
interfaced with customer typologies in real-time as well as to
inventories, pricing, product launches, etc.
Image transmission is more and more present in our daily lives.
Rendering the information that is transmitted pertinent is in fact
the goal of dynamic display… the solution therefore has bright
days ahead!

Mr Jean-Jacques Bacque, franchised restaurant McDonald’s
Vélizy (78):
“Dynamic display allows for constructive organization and to plan product promoting
as a function of the time of day.”

NEXANS

• A research group that capitalizes on its expertise with a large
number of cases studies in dynamic display applications
across various sectors of activity,
• A technical development lab that recommends the most
reliable and appropriate software for each client,
• Equipment manufacturing partners (LCD, plasma,…) that
allow all types of broadcast configurations,
• Technical expertise in networks,
www.cleverdis.com

© Photo : IEC-ASV

Throughout 15 years of experience in audiovisual communications solutions, IEC-ASV has developed methods to ensure the
success of dynamic display projects:

The project focused on internal and external
communications for this establishment in Lyon.
The need was to communicate corporate
information to employees and broadcast internal
news, as well as to promote the value of the
company’s expertise, realizations, and successes
to both employees and visitors. Locations and
specific supports for broadcast were defined in
order to answer these two communications needs.

Mr Marc Dauchot, DRH Nexans Lyon
“We find that this tool that promotes our company know-how reinforces motivation with our teams.”

SMARTreport • Digital Signage /
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DEVELOPING DYNAMIC DAILY CONTENT & CONCEPT

SVD
www.svd-info.fr
SVD has become a renowned reference on the market of dynamic display
after 20 years of groundbreaking development in communication on
screens. SVD first turned its attention to passive customers, developing
daily content and concepts for buses, welcoming areas in companies or
institutions, or for corporate internal communications. Then, four years
ago, this activity naturally evolved into one that SVD could apply to dynamic point of sale communications. The main advantage of their offer is its
completeness – SVD provides both the technical and content management support necessary for a dynamic display solution. SVD’s impressive
client portfolio in France includes Renault, Sanofi, Aventis, St Gobain,
Arcelor, Elco Brandt, CAF, and ASSEDIC.

Joël Tatier
CEO

Joël Tatier has a finance and accounting degree and was previously
active in the CJD (Association of
Young Entrepreneurs). He created
SVD in 1985 and still owns today
90% of the company’s shares. He
launched his activity with Visiobus,
broadcasting information on screens
in buses, before moving on to terrestrial applications. His secrets of
success are reliable products, a reactive team with diverse and specialized competencies (40 employees),
the will to adapt to each client’s specific needs, rigorous management and
a true desire to continuously improve.
In 2000, the company was awarded
with an ISO 9001 certification.

SVD • 497 avenue Victor Hugo - 26 000 Valence • France • Tel.: +33 (0) 4 75 81 35 00

INTERVIEW
with M. Joël Tatier
CEO

Cleverdis: Can you sum up SVD’s activity in just a few words?
Joël Tatier: We provide the service of using screens to
communicate and broadcast daily news and information.
Multimedia is used to design and create the messages that are
tailored to each client’s needs.

Cl.: How do you adapt your offer to each client’s specific problems?
J.T.: We listen carefully to client’s needs – to their goals, their
target, how many and how big the screens they plan to install
are, how frequently do they need to update the news and what
quality are they aiming for.
We then propose one of our packaged solutions and take
charge of the installation and daily maintenance of the
equipment. We also manage content. The client gives us the
message to broadcast and we edit, illustrate and animate it,
and then program it into time and location slots. The client is
therefore free of the burden of managing the news broadcast –
from both a technical and graphical point of view.

Cl.: What are your areas of activity?

For public communicating, our Visiobus® solution broadcasts
news on transportation, traffic, city life and associations as well
as communicating the next bus stop and providing dynamic bus
line maps and video surveillance cameras. Visionews accueil® is
another solution that broadcasts information on the activity and
news of a company or organization on screens located in
welcoming areas. Finally, Visiomag broadcasts information on
products and promotions on monitors located in points of sale.
In addition, we offer internal communication supports for
communicating with personnel. Visionews © broadcasts to
employees internal news that is updated on a daily or real-time
basis on monitors installed in strategic spots of a company.
These news can also be shown as Screen Savers on company
PCs.
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Cl.: Can you give us an example of a solution that you have implemented?

J.T.: The director of a fast food chain had 4 specific goals in
mind. First, he wanted to increase average money spent per
customer while at the same time “guiding” purchases according
to his stocks. He also wanted to assist customers in their choices

© Photos : SVD

J.T.: We work with all dynamic display applications using
packaged readymade solutions.

www.cleverdis.com

Cl.: In your opinion, what elements will condition the
development of dynamic display in France?
J.T.: Most importantly, the contents of the
broadcast, not only in terms of the topic and
form, but also the frequency of messages. The
offer must be motivating and the animation must
draw attention to the main element of the message. Customers must discover new information and
promotions every time they visit.
Cl.: What advice would you give a project
manager?
J.T.: To start, it is important to analyse the
durability of the company that they choose to
work with. Just like on any emerging market,
many small and medium-sized companies or
start-ups dive in with irrelevant offers at any costs
with often obscure technical arguments and new
but unreal ideas. The number of bankruptcies
registered since the beginning of 2004 are proof
of this. It is therefore imperative to choose a
provider with solid references and experience in
the domain.

© Photo : SVD

The provider also needs to be independent in
relation to the choice of materials to be installed.
At SVD, we advise on the necessary material for
an application without any moral or contractual
engagement with any manufacturers. We select
our materials based on technical and qualitative
criteria and free of any external criteria.
Cl.: What makes your company different from the
others; what are your strong points?
before they reached the cash register in an effort to accelerate
their orders. And finally, he wanted to take advantage of
non-rush periods to inform his customers.
We suggested he install flat screens above the cash registers
with common programming for all of his restaurants as well as
customized messages according to the customer profile of each
restaurant as well as stock.

J.T.: For starters, we represent one single contact for our clients
who will install the equipment, provide maintenance, produce
content and update news on a daily basis. We are at their
service – they simply give us the information and we handle all
the rest including permanent surveillance of the news
broadcasts. Then, each trimester, we give them a statistical
breakdown of broadcasted information and each year, an
overall analysis of the news broadcasts.

Two programs were hence elaborated. The first one for “rush”
periods was broadcasted at high density times of day and
presented new products, ongoing promotions, and suggestions
for complimentary purchases (desserts, coffees, etc).

Our 20 year experience in the treatment of information on
screens – 8000 news pieces treated each month, 3500 screens
installed, 300 news broadcasts managed on a daily basis —
this is the gauge of our reliability.

In addition, programming was enhanced with weather
forecasts and almanac-type information. The second program
for “non rush” periods was broadcasted during the day and
presented products for consumption in the afternoon (snack
suggestions) and corporate messages as well as offers from the
restaurant’s partners.

We have perfect control over the management of news in space
and time. From a spatial perspective, we can broadcast not
only national messages but also regional and local messages.
We can even go so far as broadcast messages that are
specific to one single point of sale screen.

www.cleverdis.com
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CONSULTING, DESIGN AND IMPLEMENTATION

TMM Communication
www.tmmcom.fr
TMM Communication is a pioneer of Dynamic Display in France. With more
than 1200 realisations to its name, TMM offers a global approach with
qualified technical solutions, renowned installation and maintenance
services, as well as the offer of customized content in association with high
value-added partners. For this, TMM has an internal research department, an
integration and specialized technical maintenance department, and an experienced infographic and editorial studio. TMM is proud of their large and
prestigious client portfolio: the French Ministry of Finance, AXA, MSA,
Société Générale, Sanofi-Aventis, Carrefour, FNAC, Air France, Snecma,
RATP, Technip, Century 21, Lycée Raspail, Volvo, TNS-SOFRES, …

Michel
Baronnier
CEO

When Michel Baronnier (45) founded
TMM Communication S.A. in
1992, his objective was to develop
a company specialised in Dynamic
Display in France. His career started
with the founders of Infogrames as
Head of their Telematics department, before moving on to the
Telematics department of an international group that owns Tel-e-Tex, a
company in joint-venture with US
West. A graduate of Arts et Metiers,
Baronnier obtained an MBA from
the Ecole de Management in Lyon
with a major in the management of
innovation.

TMM Communication • 4, rue des Frères Lumière - Z.I des Ébisoires 78370 PLaisir • France • Tel.: + 33(0) 1 30 55 79 25

INTERVIEW
with Mr Michel Baronnier
CEO

Cleverdis: Tell us briefly about TMM’s business and area of
activity.
Michel Baronnier: Since it was founded in 1992, TMM
Communication has specialized in research, consulting, and the
elaboration and implementation of dynamic display solutions
on screens as well as interactive terminals. We work mostly with
large accounts in the public and private sectors.
Cl.: TMM offers integrated solutions based on sector of activity.
What are the advantages of this positioning?
M.B.: Needs differ depending on whether for example we are
implementing multimedia equipment for a real estate agency’s
window display or setting up an internal multimedia newsletter
for a big company. This is why, over time and with experience,
we have created packaged solutions that include all of the
material and content adapted to each sector of activity.
This guarantees fast results at a competitive cost.
Cl.: Can you tell us more about the diversity of your offer?
M.B.: Our offer responds to three main demands: improving
internal communications using a multimedia newsletter that is
broadcasted on a TV network; facilitating the experience of
clients or visitors using dynamic signage on flat screens; and
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enhancing messages to increase sales. For internal communications we produce real multimedia newsletters to be broadcasted
on TV networks. For signage, we implement dynamic signage
on flat panels.
And finally, our solutions for point of sale communications can
be implemented on screens or using video projection. Each
display can then be efficiently enhanced with interactive and
secured terminals.
Cl.: How does your offer adapt to each client’s problem ?
M.B.: Our flexibility relies above all on the trustful and
productive dialogue with our clients which allows us to generate
a detailed and realistic project scope. After validation of this
essential project scope, our versatile teams provide the client
with the necessary expertise in multimedia communication
systems to choose the solution that is best adapted to the
environment and to the budget. Meanwhile, our multimedia
team accomplishes or accompanies the launch of content,
acting as solid pillars to the overall proposal.
Cl.: Can you provide some examples of solutions that you have set
up?
M.B.: TMM’s first internal communications project was implemented in 1992. The goal was to research and assemble a new
information system for the agents of the French Ministry of
Finance and Economy. After 12 years of evolution, this TV
journal is now viewed by more than 15,000 people, and in
2004 it broadcasted over 5000 messages generated internally
by a two-person team.
More recently, TMM set up complete innovative display
solutions using flat panels and video projection in 3 commercial
agencies as a test-run for the bank Société Générale.
www.cleverdis.com

Cl.: What advice would you give a project manager?
M.B.: It is important to view the project from an overall
perspective and from the correct angle. First, one must define
communication objectives, target, operational budget and the
planned technical scope. This is followed by the proper
organization of content development, the selection of good
material, good software and good networks. We accompany
them all through the process, from the materials to their
maintenance with personalized assistance and experienced
advice.
Cl.: Is that precisely what a project manager should expect of
TMM?

© Photo : TMM Communication

M.B.: We chose to be the dynamic display specialists in
France without publishing software but taking action in the
overall picture. To succeed, we must be irreproachable in our
choices and services. The satisfaction of our clients forces us to
innovate while at the same time continue to implement reliable
and efficient solutions as well as good-quality content. With the
TMM team, each project manager purchases true peace of
mind.

For these three agencies, content is updated by TMM Studio
and promotional messages are broadcasted with selected AFP
releases in real-time.
Cl.: The market for software dedicated to dynamic display seems
vast. What differentiates one software from another?
M.B.: There is indeed a great number of presentation
softwares and sophisticated audiovisual production tools
available on the market. Once, however, we have tested
program reliability, evolution, and the durability of the developing team and the community’s users, only a few options
remain. TMM chose to select and follow the best tools that
correspond to clients’ needs. Clients therefore have a major
advantage since they benefit from an effective and non
restrained solution.
Cl.: How do you explain the development of dynamic display in
France and in Europe?

© Photo : TMM Communication

M.B.: Dynamic display is a new market that is revolutionizing
traditional display. Large flat panels that are brighter and
thinner inevitably replace traditional display.
The use of new information technologies and networks allows
the updating and animating of any kind of message with almost
disconcerting ease. It is a new way to communicate more efficiently and to increase sales.
www.cleverdis.com
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BOOSTING SALES WITH DIGITAL SIGNAGE

SONY
www.sonybiz.net/retail
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.

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 up 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.

SONY EUROPE • Schipholweg 275 - 1171 PK Badhoevedorp • The Netherlands • Tel.: +31 (0)20 6585610
Digital signage has emerged as a significant trend among large retailers as an elegant, impactful and cost-effective solution for communicating with customers. Retailers are increasingly using this technology to not only enhance sales, improve the shopping experience and share important information with customers, but also as a means of generating advertising revenues from suppliers. Sony
is at the forefront of this trend, supplying both the technology and the project management skills to deliver tailor-made solutions for
forward-thinking stores. We hear from two representatives of Sony about how their customers are benefiting from this trend.

INTERVIEW
with Mr Eric Siereveld
Director, Retail, Transport & Venues, Sony Professional Solutions Europe

Cleverdis: What is digital signage?
Eric Siereveld: In the retail environment digital signage is an
electronic form of point-of-sale information presented on
flatscreens – 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.

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.
Case study: De Bijenkorf - The Netherlands

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 costeffective way. They could even create new revenue streams by
selling advertising space on the system.
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Cleverdis: What are the benefits for retailers?

www.cleverdis.com
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In-Store Media Systems

A total solutions approach
Sony is able to provide complete and integrated In-Store Media Systems to your retail
environment, tailored specifically to your requirements. Promotional messaging and entertainment may be centrally created, managed and then transferred to each of your retail
sites using your network infrastructure.

Create attention-grabbing messages for your promotions, combining video,
audio, text and graphics, powered by Sony VAIO computers and high resolution
displays. Software from Sony allows reduction of the amount of data needed
to be sent over the network, cutting operational costs. The bottom line is that
you can revise your messaging on a daily or weekly basis - simply and inexpensively.

Transfer dynamic promotional messaging, using existing networks, to single or
multiple displays through the NSP-1 Network Player. This is equipped to handle
many layers of high quality graphics, text, audio and video.

NSP-1 Network Player

Manage several promotional messages at the same time with the Sony content
management software. This distributes material and playlists to your network
players or computers in the various outlets with easy-to-use drag-and-drop
functionality. In addition, this software reports the information being displayed,
so that you have proof of what has been shown, when and where.
Play-Out your messages with a choice of Sony network players or computers on
an extensive range of Sony displays available from 32" to 50" screens.

FWD-50PX1N
Eye-catching 50" plasma display.

PFM-42V1N
Affordable 42" plasma display.

FWD-42LX1
42" LCD display.

PFM-32LX1
Stylish 32" LCD display.

Excellent finance deals

Watch your sales go up and up

Continuing the Sony tradition of quality and responsiveness, Sony Financial
Services offers you innovative and flexible financing options. Our professional advisors can offer you a full range of world-class commercial financial programmes,
helping you to maintain your competitive advantage.

To receive more information about the
Sony In-Store Media Systems, visit:
www.sony-europe.com/digitalsignage
© 2005 Sony Corporation. Sony and the Sony logo are trademarks of Sony Corporation. All other trademarks are the property of their respective owners. Features and specifications are subject to change without notice.
Some products may not be available for all countries. Sony Corporation is not responsible for any errors which may appear in this document. © Sony Information Technology Europe, January 2005.
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Increase in-store traffic
and sales
It takes a lot to capture the attention of today’s
busy consumer and sometimes static, paperbased in-store marketing doesn’t have the cutthrough you need. With Sony flat displays in
your shop window, your latest promotion will
jump out, drawing customers in. Couple this
with the In-Store Media System from Sony and
you have an excellent way to get your message
across - whatever you want to say.

Increase efficiency

Your complete retail
display solution

Entertain and persuade your
customers with tailor-made promotions
working independently in different
areas of the shop.

Have complete control of your promotional
messaging with the NSP-1 network player from
Sony - giving you the capacity to show multiple
messages at the same time using the innovative
Sony content management software. You can
even create new messages on demand,
so you can react quickly to the everchanging retail environment. In addition,
you can control your messaging in
all the outlets from one central
remote location.

In today’s fast moving retail environment you
sometimes need to change what you have to
say – and do it quickly. That’s where the Sony
Network Player can ‘pull’ multimedia content
from the local, central or regional networks at
any time. This removes the hassle of waiting for
paper-based in-store marketing to be printed,
wasting you weeks of vitally relevant communication and sales opportunities.
It also allows you to present several different
messages on the same screen or at different
points throughout your store.

Differentiate your brand
There are times when you need to focus on a
couple of key brands, whether it’s your own or
best sellers. That’s where flat displays can
come in to its own, allowing you to deliver a
stronger overall message in an incredibly stylish
way. And because the Sony In-Store Media
System is truly digital, you can use a mixture of
computer applications, video, music, text and
live action to bring the most to your promotion.

Grab their attention in a
busy shopping environment with
a Sony display in the window,
showing off your promotions in a
fresh and innovative way.

When a customer walks around your shop floor,
it’s good to make sure you’re talking to them
every step of the way. This can only be done if
you have a complete communication solution something the Sony In-Store Media System is
specifically designed to do, wherever your retail
outlets or marketing headquarters are located.
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© 2005 Sony Corporation. Sony and the Sony logo are trademarks of Sony Corporation. All other trademarks are the property of their respective owners. Features and specifications are subject to change without notice.
Some products may not be available for all countries. Sony Corporation is not responsible for any errors which may appear in this document. © Sony Information Technology Europe, January 2005.

Cl.: What kinds of companies are using digital signage?

Case study: Inno Galeria - Belgium

E.S.: . In the early days, we saw the greatest take-up among
large department stores such as Selfridges in the UK, De
Bijenkorf in the Netherlands and INNO in Belgium, who had
high customer throughput and complex store layouts. We are
now seeing smaller stores, especially in the fashion, sportswear
and telecoms sectors, using digital signage as the smartest way
of attracting, retaining and influencing customers. They have
recognized 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.

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 after-sales 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?

that make it possible to respond very quickly to feedback on
customer behaviour, product performance and other consumer
intelligence.
Cl.: What does the future hold for new digital signage
technology?
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.

© Photo : Sony

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

© Photo : Sony

Cl.: What advice would you give retailers who are planning to
install a system?

www.cleverdis.com

SMARTreport • Digital Signage /

49

CHAPTER 4

Display Technologies

52 > The Flat Panel Market: 25” and above
54 > Public Display: beyond the desktop
56 > LCD & Plasma Screen: Sony
58 > LCD Monitors: LG Electronics
60 > Televisions: The Big Picture by LG Electronics
62 > LCD & Plasma Screen: Samsung
66 > Plasma Screen: Panasonic
70 > Plasma Screen: Pioneer
71 > LCD & Plasma Screen: Philips
72 > Integration Equipment: Eurex
74 > Mounting Solutions: Ergotron
76 > Mounting Solutions: Chief
77 > Optical Screen Technology: Dnp
79 > Delivery MPEG Solutions: Adtec

SMARTreport
CHAPTER 4 • Display Technologies

The Flat Panel Market

25”
Above
© Photo : Cleverdis

and

Background
The 25 inch and above Flat Panel market in 2004 was
2,017,885 — almost 4 times larger than 2003. It came in 13%
above DTC’s forecast made in 2003 Q4, and much of this
increase came in Qtr 4 where the retail volumes were higher
than expected, the Qtr 4 market ending up higher than forecast
at 1,016,287 units. Tiny Computers and Medion performed
well in Q4, most other brands grew in line with the market
doubling or trebling their Qtr 3 volumes. The Qtr 4 Growth
came from strong sales in the LCD 25” to 29” category.

Flat Panel - Quarterly In Sight
4Q04 > EMEA Annual Country Volume Forecast - PDP
2003 to 2005 / Current Qtr = 2004 Q4

DTC long term forecasts for 2008 show that market volume
growth is expected to continue with the market reaching 15
million units.
However, market value is expected to slow down from 2006 to
2008 due to rapid price erosion in competition from
Microdisplays and new low end competitors, specifically on 42”
HD and 50” plasma models, affecting the market heavily

Country Forecasts
The UK market retained its dominating position as 2004 #1
European market with development in both the business and
consumer markets, but its share of the European market is falling
each quarter.
52
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Mid-Long Term Forecasts

The German market continues to perform well below the
expected level relative to the size of the economy in both
commercial and consumer markets
The French market had a poor performance in the Commercial
markets but had a strong Qtr 4 in the consumer market as
retailers supported the product
The Spanish market witnessed significant growth in Qtr 4 in both
commercial and consumer markets
www.cleverdis.com

Average Selling Price Forecasts
The key price of €999 has already been achieved for the
26/27” LCD TV in France and this pricing point is expected to
stimulate demand. Panasonic especially have aggressively
dropped pricing on both their business and consumer models in
Qtr 3.

© with courtsy of DTC

© Photo : DR

Flat Panel - Quarterly In Sight
4Q04 > EMEA Annual $ ASP Forecast by Screen Size
2003 to 2008 / Current Qtr = 2004 Q4

In 2005, the delta between 42” VGA and XGA plasma pricing
is expected to reduce as manufacturers drive the delta to approx
US$1000.The delta between B2B and B2C models is now
decreasing to such a level that monitors are being substituted for
TVs in many B2B applications. This issue is causing difficulty for
many B2B focused channels.

Corporate Market Forecast
Meeting rooms & Reception areas
The Corporate market ( meeting room & receptions area ) has
remained slow, but the interesting development has been the
increasing use of TVs instead of Monitors in this market. This
trend is hurting many of the traditional business channels
however as they often do not have access to TV’s.
The meeting room installation market is expected to witness
recovery in 2005 as large corporates gradually receive larger
budgets and look to re-equip their meeting rooms, but
availability of low priced product will keep the value growth
down. Flat panels are increasingly being used as secondary
displays applications for showing video.
DTC Corporate End User research also indicates that an
increasing number of corporates are looking at equipping
reception areas with flat panels in the next 12 months as they
seek a ‘high impact’ entrance to their buildings.

Corporate Market Specification Splits
VGA screens continue to perform well in the corporate market
as most displays are being used as secondary displays showing
video, thereby the advantages of XGA panels are not so
important. The current price delta between VGA and XGA
panels also ensures that VGA panels will maintain influence,
www.cleverdis.com

however the introduction of lower priced large LCD’s will also
hasten the development of XGA resolution from 2005. Demand
for a wider variety of screen sizes is expected in 2004 as
customers seek to install screens in reception areas and
individual offices.

Public Display Market Forecast
The Public Display market has also shown a shift in demand to
TVs as opposed to Monitors as the main demand generators are
Pubs/Clubs and Hotel rooms. The delta in pricing between
monitors and TV’s means that TV’s are increasingly becoming an
option for B2B applications.

DTC offers a comprehensive package of research and
consulting services focused on emerging technology markets
worldwide. The foundation of their reports is research-based
consulting with both ad-hoc and continuous collection of
information from manufacturers, resellers and end-users. DTC
regularly operates research programs covering all types of
methodology from telephone and web-based interviewing to
face-to-face interviews and focus groups.

www.dtc-worldwide.com

Contact: Mike Fisher
DTC Senior Consultant
for the worldwide Flat Panel Market

Decision Tree Consulting Ltd
Stevendale House, Primett Road, Stevenage Hertfordshire,
SG1 3EE • United Kingdom • Tel: +44 (0) 1438 316240
SMARTreport • Digital Signage /
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Public Display

Beyond the Desktop

Interview with Mr Ross Young, President & CEO - Display Search

Cl.: Why DisplaySearch?

Cleverdis: Why should industry professions use market
research?

RY: I started DisplaySearch because the only available reports
lacked sufficient depth and analysis due to the analysts' lack of

Ross Young: Market research can provide their organization
with a thorough understanding of its market, customers and
competitors, and can help their company establish a dominant
position in its industry. It can increase their market share,
boosting revenues by millions and market valuations by billions.
It can also reduce their costs and time to market. In the flat panel
display (FPD) industry, it is particularly critical due to the rapidly
increasing number of markets adopting FPDs and the continued
emergence of new display technologies. As a result, market
intelligence and technical assessment are critical in order to
validate, quantify and assess the opportunity of new markets
and benefits of new technologies. However, many companies
limit market research expenditures despite the fact that its insight
can quickly help you gain a competitive advantage.

Regional Breakdown
of Reported Public Display Sales

Q3 04 Revised Public Display Forecast by Technology

•Forecast Revised UP from previously Presented Forecasts mainly due
to PDP

Japan
America

North

EMEA
China

Greater
America

Latin
Pacific

Asia

7%

47%

36%

1%

0%

9%

•PDP is expected to remain the dominant Public Display technology
until 2007

industry experience, global perspective and food chain
approach. I therefore put together an elite team of analysts with
extensive industry and market research experience, providing
extensive
contacts
and
innovative
methodologies.
DisplaySearch's analysts have held key display-related positions
at Apple Computer, Brooks Automation, Casio, Chi Mei
Optoelectronics, Circuit City, Compaq Computer, Ericsson,
HannStar Display, Hitachi, IDC, InQuest, In-Stat, LSI Logic,
Mosel Vitelic, Motorola, NEC Technologies, Nikkei Market
Access, OWL Displays, Panasonic, Photon Dynamics, SAMCO
International, Techno Systems Research, Tokyo Electron, USDC,
VLSI Technology, and others. All of DisplaySearch's analysts
have at least five years of display industry experience.

DisplaySearch is the worlwilde leader in Flat panel Display market research and consulting. Founded in 1996, the company has a
customer base of more than 500 companies in 20 countries. Because Display Search surveys the whole display Food Chain –
Component suppliers, Equipment Manufacturers, FPD producers, OEMs, Brands, Distributors and retailers, it has a unique and highly
sought-after viewpoint attracting a growing number of customers. Staff includes twelve analysts worlwide with five in Asia. Analysts
have extensive industry experience from display-related firms such as Apple Computer, Brooks, Automation, Casio, Chi Mei,
Compaq, DELL Computer, Hannstar, Motorola, Panasonic and Texas instruments as well as market research firms IDC, Nikkei Market
Acess and TSR. Display search has offices in the United States, Japan and Taiwan, with partnerships in Canada, Europe and Korea.
Contact: Ross Young President & CEO

www.displaysearch.com

United States Headquarters 1301 S. Capital of Texas Highway Ste. B125 Austin, Texas 78746, USA + 1 512 459 31 26
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They have strong language skills that allow them to survey and
meet with manufacturers in their native language and generate
more useful information. DisplaySearch analysts speak
Japanese, Korean, Mandarin and Taiwanese.

produces reports that cover all layers of the display food chain,
including equipment/component shipments to panel shipments
to OEM shipments to brand shipments to sell-through.
Cl.: What fields do you cover?

Cl.: How do they obtain their data?
RY: We have contacts at all layers of the FPD food chain,
including component manufacturers, equipment suppliers, FPD
manufacturers, OEMs, brands, distributors and retailers.
Because DisplaySearch employees come from all layers of the
FPD food chain, the company is better positioned to contact all
layers of that chain, due to years of experience and contacts. As
a result, DisplaySearch is able to verify survey results, ensuring
more reliable and accurate data and analysis. DisplaySearch

RY: DisplaySearch's first products were related to capturing LCD
supply. Our product offering has expanded to include capturing
shipments of displays, display applications, display
manufacturing equipment, display materials, related integrated
circuits, technology assessment, display and system pricing,
display and component supply/demand, cost models and retail
channel reports. DisplaySearch will continue to expand its
product coverage, following flat panels and related products
into new applications.

Market and Marketing Research
Interconnection Consulting Group is one of the leading market
research companies in Europe. Detailed know how about
specific industries is provided by our research analysts and
marketing consultants who are in charge of more than 30
industry sectors and service more than 400 customers in Europe
and all over the world.

LCD Techn ologie Break-Trought in 2006
Large Displays in EMEA by Technology - B2B: 2002-2008f
Market Develoment

Specific industry know how makes it possible for our industry
experts to identify rapidly pushing market forces and the relevant
key factors for success. Requesting company are supported with
objective market data, substantial background information and
industry trends including valid forecasts as well as interpretation
of the results.
Consulting & Training
Interconnection Consulting Group is an international company
operating in the field of consulting, training, and coaching and
offering multiple services in the following fields:
Business and management development, sales and marketing
development, marketing research, human resources development
and executive training, coaching for business, management and
personality, quality management, change management and
corporate growth as well as internationalisation.

Business Sales to Increase 8 Times Between 2004 and 2008
Large Displays in EMEA by Segments
Total: 2002-2008f Market Development

Interconnection Consulting Group is your professional partner for
business excellence, efficiency and success. Industry experts with
professional know how of different sectors of industry as well as
long-term experience in the business are ready to assist you in
the solution of your questions.

Faulmangasse 8* A-1040 Wien • Austria
Tel.: + 43 1 585 486 230

www.interconnectionconsulting.com
www.cleverdis.com
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LCD & PLASMA SCREENS

SONY
www.sony.com
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.

Hans
Mastenbroek
Director,
Communications
Displays Sony Europe

Hans Mastenbroek is in charge of Sony’s
communications display businesses (nonconsumer TV) in Europe. These include
3-LCD front projectors for business, home
or educational use, computer displays as
well as large screen (LCD and plasma)
Public Displays- used increasingly for
electronic POS and digital signage. The
division has its European base in Brussels,
Belgium. Hans has held international sales
and marketing positions in various
electronics companies before joining
Sony. Hans has been an international
executive for more than 20 years. After a
few years in the Netherlands, he spent
5 years in Japan, and subsequently
worked for 10 years in the UK. Hans
holds masters degrees in Econometrics as
well as Economics from the University of
Amsterdam in The Netherlands.

SONY EUROPE • The Corporate Village Da Vincilaan 7 - PO BOX D1 - B - 1935 - Zaventem - Belgium • Tel: +32/ 2-706 43 11

INTERVIEW
with Mr Hans Mastenbroek

quality images. That theme continues today with the continuous
improvements we bring to our range of LCD and plasma displays.
For example, our plasma displays have a 60,000-hour lifetime and
are fitted with premium electronics and our LCD range integrates a
WEGA engine for superb quality.

Director, Communications Displays Sony Europe

Cleverdis: How is Sony positioned in the displays industry?
Hans Mastenbroek: Sony has a rich heritage in displays and
digital signage, stretching back to the days of the cathode ray tube
and the Trinitron through to today’s flatscreens and WEGA engine.
Sony has established itself as the specialist in the delivery of high

Looking forward, we are committed to building on our leadership
in the flat panel display business. For example, our joint venture
with Samsung in the $2 billion S-LCD factory, which opens in the
summer of 2005, will further increase our competitiveness in 7th
generation panel production.
Cl: Why go for both LCD and plasma screens, when others
specialise in one or the other?
H.M.: We recognise that both types of
screen have particular benefits, depending
on the type of application or result the
customer wants to see.

© Photo : Sony

We want them to have a choice and to know
that whatever they choose they get the
highest quality result, excellent customer
support and the most effective response to
their needs. In terms of application, LCD
screens are the best solution for static
images, while plasma screens are the most
cost-effective solution for moving images.
We believe that by showing leadership in
both types of screen, we get the best results
for our customers.
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Cl: Quality always comes at a cost. How can retailers afford
your devices?

© Photo : Sony

H.M.: When considering installing any digital signage solution, a
retailer should look at the total cost of ownership, not just the price
of the screens. The critical factors to consider are product
reliability, the extent of the warranties, the life expectancy of the
product, the power consumption and the estimated return on
investment. For example, Sony flatscreens have extensive warranty
programmes, are designed to consume less power and have the
latest technology to avoid burn-in – a common problem with
residual images remaining on screen after the sustained projection
of a still image. The Sony screens are guaranteed to last the
equivalent of 12 years, assuming 14-hours-a-day use. Over and
above this, retailers should consider the time and money they save
in no longer having to print and distribute point-of-sale materials.
Cl: What gives Sony screens the edge?
Cl: So why Sony?
H.M.: Sony has a proven track record in project management for
businesses, especially in the retail sector. We also have the
expertise to deliver the best technical solution, which is a result of
our heritage in the broadcast industry. We have combined this with
our understanding of the retail sector to deliver solutions that
reinforce the business objectives of our customers. We work with
trusted partners and, in all cases, will run the project professionally
to ensure that deadlines are kept, budgets are respected and the
resulting installation is always up and running. Our track record of
installations throughout the world speaks for itself!

© Photo : Sony

H.M.: Our focus is on two areas: the quality of the viewer’s
experience and the integration of a screen into a total solution that
perfectly meets our customers’ needs. On the technical side, our
screens are equipped with a high quality scan converter that
ensures clear, crisp images. The WEGA engine gives higher
resolution, sharpness, contrast and more natural colours than other
brands. The design of the screens is not only stylish, but also robust
– strong enough to withstand the challenges of being installed in
public locations. The overall result is the highest possible picture
quality to make our customers’ content as attractive and effective
as possible.

www.cleverdis.com
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LCD MONITORS

LGE
www.lge.com
Headquartered in Seoul, South Korea and founded in 1958, LG Electronics
Inc. (Korea Stock Exchange: 06657.KS) has grown into a global force in
electronics, information and communications products with annual total
revenues of US $29.9 billion (consolidated). With more than 64,000
employees working in 73 subsidiaries and marketing units around the world,
LG Electronics is comprised of four main companies: Digital Display, Digital
Media, Digital Appliance, and Mobile Communications.
The LG Digital Display Company provides core technologies for cutting-edge
digital products and is a world leader in digital display products including
Plasma TVs, LCD TVs and MONITORS, and HDTV.

Stan Oh
Vice President

Stan Oh join ed LG Electronics in
1984. After progressing through
various management positions
and in particular, in recognition of
the brilliant success of LGE’s OEM
business when Oh worked in
LGE’s U.S. operations, he was
named as Vice President of LG
Electronics in 2000. Oh has been
in charge of LGE’s brand and
OEM display business since
2001. Oh is recognised as an
internationally leading strategist
and a visionary business leader in
the OEM and corporate markets.

LG Twin Towers • 20, Yeouido-dong, Yeongdeungpo-gu, 150-720, Seoul • Korea • Tel.: +82 2 3777 1114

INTERVIEW
with Mr Stan Oh

We have signed a contract with CNN and are now in the process
of installing our large sized LCD monitors L4200A to broadcast
CNN news in major airports in the United States and we have
made a number of agreements to provide large size LCDs to worldclass fast food chains and shopping malls.

Vice President

Stan Oh: As a hardware display manufacturer, we're focused 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), 3RGB output, Zoom/Video Wall
function, RS232C in and out, Thermal Protection, Ambient
Brightness Sensor, Long Cable Compensation, and narrow Bezel
structure.
Cl: What are your “star” products in 2005?
S.O.: For large-sized monitors applicable to the digital signage
market, we now produce a variety of sizes with special functions
such as ambient brightness sensing, thermal protection and
monitors that incorporate a PC internally, employing an easy-touse interface to sequence and schedule, distributed from a remote
server. A variety of models such as M3200C, M3700C, M4200C,
M4600C and M5500C will bring the best functionality to any type
of digital signage. Of all of them, M5500C, currently the largest
LCD monitor in the world, will be LGE's star product in 2005.
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Cl: What are the main vertical markets where we can see LG
monitors used in digital signage?
S.O.: Currently LG monitors can be found in many areas of the
digital signage market.

© Photo : LGe - Screen Incrust Photo: Cleverdis

Cleverdis: Can you tell us about the different solutions you
have for the Digital Signage market?

Beginning in early 2005, LGE is to provide many of its large LCD
displays of 23”, 32” , 37” and 42” sizes to the major retail shops
in many countries. As a result of these current projects that LGE is
promoting particularly in European countries, many places such as
airports, car dealer shops, and chain retail outlets will be using LG
LCD monitors for their display and signage needs.

LCD Monitor
L3200T

www.cleverdis.com
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LCD Monitor L4600T

Examples of recent installations are in transportation sites such as
airports, train stations and department stores, restaurants,
shopping malls, etc.
Cl: When choosing an LCD monitor, it is important that it not
only have excellent contrast and brightness, but also viewing
angle, in order to be as visible as possible from all angles.
How do LG monitors help here?
S.O.: We have adopted LG.Philips LCD S-IPS technology 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 an 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.
Cl: What trends are you seeing in this market, and what is
LGE's philosophy with regard to its future?
S.O.: 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.
For an ultra-thin single panel application, LCD has been and will
probably continue to be the
display of choice. You see them at check-out counters and as shelf
displays in supermarkets and convenience stores. However, until
www.cleverdis.com

very recently, larger sizes (over 20”diagonal) had been costprohibitive and unavailable. This is rapidly changing, and the
larger-size direct view screens promise to be the preferred media
for single display digital signage solutions in retail environments.
Eventually we can 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 the future of this market is to
manufacture optimum display products for today’s display users in the
digital signage market by focusing 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, high-quality 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: How are your products sold/distributed to this sector?
Can buyers contact LG directly for information? Is there a
separate dedicated sales group for this?
S.O.: Due to the characteristics of market, where installation of the
display needs to be combined with the software and hardware
solution provided by system integrators, we don’t distribute the
products in the retail channel on a regular basis. Consumers can
still however purchase LG Flatron large sized displays by
contacting local dealers or the LG sales office anytime.
Special information or requests for LG large sized monitors in
digital signage market can be directed to our LG monitor
commercial team dedicated to the marketing of these products.
This team is comprised of specialized sales groups who focus on
developed markets, but there are plans to expand this team to
cover the whole world market through its specialized activities,
meeting the market demands and trends in a confident way. For
more thorough information, you can contact either your local LG
Sales subsidiary worldwide or myself.
SMARTreport • Digital Signage /
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LGE
www.lge.com
Headquartered in Seoul, South Korea and founded in 1958, LG Electronics
Inc. (Korea Stock Exchange: 06657.KS) has grown into a global force in
electronics, information and communications products with annual total
revenues of US $29.9 billion (consolidated). With more than 64,000
employees working in 73 subsidiaries and marketing units around the world,
LG Electronics is comprised of four main companies: Digital Display, Digital
Media, Digital Appliance, and Mobile Communications.
The LG Digital Display Company provides core technologies for cutting-edge
digital products and is a world leader in digital display products including
Plasma TVs, LCD TVs and monitors, and HDTV.

Ki-Il Kwon
Vice President
of DTV Europe Team

Ki-Il Kwon was named Vice President
of the DTV Europe Team in 2003 for
his vast experience and progressive
marketing strategies. Twelve years
of DTV marketing in the Europe
region and an additional 8 years of
experience in strategy planning
have made him a marketing
strategy specialist in the European
DTV market. Currently, he is focused
on expanding new opportunities in
the DTV market and improving the
brand value of LGE in the European
market.

LG Twin Towers 20, Yeouido-dong, Yeongdeungpo-gu 150-721, Seoul - Korea +82 2 3777 1114

INTERVIEW
with Mr Ki-Il Kwon

The 23” Widescreen LCD HDTV Monitor with Built-in DVD Player
(model 23LX1RV) provides a space-saving display/DVD player
combo. Driven by LG’s exclusive XD™ Engine, this 23” LCD
displays vivid images. Super IPS technology allows users to view
the LCD from different angles without loss of colour or image.

Vice President of DTV Europe Team

Ki-Il Kwon: The 60” Plasma HDTV with Built-in DVR (model
60PY2DR) has a built-in digital video recorder for recording HD
programming. Thanks to LG’s XD™ Engine, this 60” PDP provides
consumers with better overall picture quality and viewing
experience. Built-in CableCARD capabilities allow the 60PY2DR to
display bright HDTV images without the need for a separate cable
box. The unit offers not only four solutions to combat and correct
burn-in, but also two features that help to prevent it from occurring
at all.
The 55” LCD HDTV (model 55LP1D) boasts a unique 1920x1080p
ultra-HD resolution. LG’s exclusive XD™ Engine provides crisp
images, and our proprietary Super In-Plane-Switching (Super IPS)
provides the widest viewing angle in the market (176-degrees).
Super IPS also increases response time in order to reduce blurred
fast images such as those often seen on LCDs during sporting
events.
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Cl: What other key products are big sellers in Europe at the
moment?
K.K.: In the European market, we focus on Plasma display and
LCD TV and expanding its market in countries such as UK, Spain,
Italy, Germany and France. One of our models, RZ-42PX11
features unique sales points such as a contrast ratio of 5,000:1 and
brightness of 1,500 cd/m2.

© Photo : LGe - Screen Incrust Photo: Cleverdis

Cleverdis: LG Electronics is developing numerous innovative
and creative products for use not only in domestic applications, but also in commercial situations. With the release at
CES of your stunning new 55” LCD HD screen, a 23” wide
screen LCD with a built-in DVD player and a 60” plasma with
built-in digital video recorder, LG sets itself apart in terms of
broad application possibilities. Tell us more about each of
these products.

www.cleverdis.com

© Photo : LGe

The stylish LCD TV LZ50 series is another affordable model.
Ranging from 17” to 32” with a truly flat 16:9 wide view,
brightness of 500 cd/m2 and a contrast ratio of 600:1, the series
offers the most vivid and realistic viewing experience. All these
high-definition models feature LG’s XD™ Engine and Super InPlane-Switching (Super IPS) technology.

include sports and cultural activities, where they reflect the values
of target consumers and the brand.

Cl: As for LG Electronics digital TV, the new image
enhancement chip XD™ Engine is known to be the most
powerful tool to improve picture quality. Tell us more about
XD™ Engine.

K.K.: LG Electronics continues to bolster its R&D capabilities to
cultivate new products and markets for the future. Around 13,000
engineers make up the LG Electronics research organization,
headed by the Chief Technology Officer. The global network
consists of twelve R&D centers and one design center. As a high
priority for the company, LG Electronics’ 2004 R&D budget has
been set at USD 1.2 billion, up 47% from 2003. One of the
company’s most exciting R&D initiatives is the continued
development of its intelligent networking for digital products – a
focus ultimately aimed at improving the quality of life of its
consumers.

© Photo : LGe - Screen Incrust Photo: Cleverdis

K.K.: In March 2004, LGE released new digital TVs with the XD™
Engine, a chip developed to enhance picture quality and that is
today the company’s premier global technology brand.
The XD™ Engine is an improved version of the XDRpro chip that
the company previously developed to enhance picture quality
through digital image signal treatment.
The XD™ Engine can treat digital signals to resolve problems
caused by the varying signal strengths created in the process of
transmission, LGE will apply the XD™ Engine to all its future digital
TVs.

Cl: In the digital industry, technology and design is becoming
more crucial. How are you investing efforts in the research &
development sector to make LG Electronics more competitive?

Cl: LG Electronics is now enjoying a surging market presence.
Please elaborate LG Electronics’ vision and business goals.
K.K.: LG Electronics Vice Chairman & CEO S.S. Kim’s stated goal
and commitment is to make LG Electronics one of the world’s top
three electronics companies by 2010. Strategic investments in PDP,
mobile handsets, and the DTV business continue to leverage LG
Electronics’ core capabilities and fuel its key growth engines.
Cl: Tell us about LG Electronics brand strategy.
K.K.: LG Electronics focuses on building a reputation as a “First
Class” brand in its key export markets: DTV, mobile terminals,
premium appliances and others. In advanced markets such as
Europe and North America, LG Electronics’ focus is on reinforcing
the product portfolio and the prestige of its premium products such
as DTVs, PDPs and mobile phones. In this region marketing efforts
www.cleverdis.com
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SAMSUNG ELECTRONICS UK
www.samsung.com
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, TFT-LCDs, 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.

Alan Hemson

Alan 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.

Corporate Sales
Manager

SAMSUNG HOUSE • 1000 Hillswood Drive Chertsey - Surrey KT160 PS • Tel;: +44(0) 1932 455 322

INTERVIEW
with Mr Alan Hemson
Corporate Sales Manager

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-toend 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 the full spectrum of
screen technologies available today, including LCD and plasma
screens. With direct links to our state-of-the-art factories, we can
quickly customise screens and features to suit the specific needs of
our customers. We are also very excited about the launch of our
cutting-edge 7th Generation LCD plant next month, which will
ensure access to a wide range of large screen sizes.

Martin Kingdon, Director General of POPAI says, “We are
delighted to be working with Samsung to define this market. To
date the information we have had has been incomplete. The topline results of the Samsung Screen Survey are dramatic and
confirm our view that the UK is leading this market by a long way.
POPAI will be working with our research company RMS to analyse
the raw data produced by Realisation for publication to its
members.”
Samsung have appointed Realisation to carry out the survey and
the results of the first survey show that 57,000 screens are installed
within the 11,000 stores included within the survey. The first survey
was a straight count of the screens displaying specific advertising
messages in store. We have just started phase 2 which will also
look at the use of sound in-store and the type of screen (CRT, LCD,
Plasma). Results should be available in March 2005.
Cl.: When selecting a Plasma or LCD Screen supplier what
are the key things to consider?
Samsung Screens in Retail Market

A.H.: Samsung recently completed our first UK Survey of the Retail
TV Market to establish the number of screens installed within UK
retailers. The survey was carried out in collaboration with POPAI
and has become the industry standard measure of the growth of
screens within the UK Retail market.
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Cl.: Tell me about the “Samsung Screen Survey.”

www.cleverdis.com

A.H.: The initial decision to be made is whether LCD or Plasma
technology is the most appropriate for the particular application.
The majority of our customers are aware of the issues with Plasma
such as “Screen Burn in.” This occurs when a static image is
displayed on the screen for long periods of time and can then be
seen when a new image is displayed. This issue is clearly visible on
many older Plasma screens used at airports for flight information
(it can be overcome through regular refreshing of the screen
content). LCD screens are not affected by screen burn and they also
have a longer useable life than Plasma. However the cost of LCD
screens is much higher today, but the differential is closing as
demand for large LCD panels increases.
The increase in sales of large format LCD screens is being driven
by the Airports. As early adopters of Plasma technology, airports
are familiar with the limitations of Plasma and are now switching
to LCD.

Plasma screens are most suitable within applications where content
is largely video and cost is a major consideration. They are
available up to 63” screen size today, and we plan to offer an 80”
screen later this year. Samsung also recently launched the world’s
largest 102” Plasma screen, but it will take some time before we
commercialise this size.
Cl.: Tell us about some applications where your screens have
been used.
A.H.: Screen FX are one of our larger and more innovative clients.
They are using our 63” and 42” Plasma screens as part of a
Shopping Mall information, entertainment and advertising
solution. The attractively designed, free standing, integrated infopod features a large screen showing news and up-to-date
shopping centre information, as well as advertising. The integrated
Touch Screens supply Shopping Mall information on demand,
while there is a large Shopping Mall map integrated into the base.
The content, network and hardware are managed entirely by
Screen FX. They are able to amend or update content within
minutes and can run different information on each screen within
the network.
Billy Howard, Sales 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 ‘info-pod’ we have developed for
our strategic partner Shopping Malls." ScreenFX have installations
in 9 Malls in the UK now covering 6.5 million consumer visits every
fortnight and will double the network and available audience in
Summer 2005.
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.

© Photo : Samsung

They also feature advertising from a growing number of major
brands. The screens are situated within the main concourse and
hospitality areas of many of the major UK football stadiums. These
include Manchester City’s City of Manchester Stadium and
Arsenal, Newcastle and West Ham. Match Day Media are
planning to increase the network to cover all of the major Soccer
clubs within the UK.

www.cleverdis.com

Screen FX Info-Pod using Samsung
PDP Screens

We have also recently supplied a number of screens to Newcastle
Airport in the UK. As I mentioned previously, Plasma screens have
been used within UK airports for some years. However, due to the
screen burn issues and the increased life of an LCD display most
are now specifying LCD over Plasma. We installed 60 screens
which are being used for Flight Information as well as advertising.
SMARTreport • Digital Signage /
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SAMSUNG ELECTRONICS FRANCE
www.samsung.fr
Founded in 1988, Samsung Electronics France occupies a leading
position in the market and realized a turnover of 1.1 billion euros in
2004. 162 people contribute to its development every day. Samsung’s
mass market and professional activities include a very large product
portfolio including AV, video, image and Hi-Fi.
As the number one manufacturer of monitors in the world, Samsung is
present in France with a large range of CRT (tube) and TFT (flat panel)
computer screens, ultra-portable Note-books and high-efficiency
peripherals (laser printers, Facsimiles, DECT telephone, DVD-Rom
players, hard drives, CD-Rom burners, etc).

Pierre Trouvé
Director of Vertical
Markets

Pierre Trouvé created the IT
division of Samsung France in
1993, after holding highresponsibility positions with
Boreland – Director of Export for
the programming software
publisher of Pascal, C++ or
with Lotus. Today, he is
Samsung’s Director of Vertical
Markets for finished goods
destined to professional clients.

SAMSUNG ELECTRONICS FRANCE • 56 Quai de Dion Bouton - 92806 Puteaux Cedex • Tel.: 01 55 68 40 00

with Mr Pierre Trouvé
Director of Vertical Markets

Cleverdis: How is Samsung involved in display projects ?
Pierre Trouvé: We work with the client directly whether it be to
simply discuss opportunities in dynamic display or to respond to an
identified need using a complete solution developed with our
different partners.
We distinguish three types of client scenarios. The first involves
replacing traditional display with dynamic display. This is typically
the case of signage for which the need is rather easy to identify.
We usually start with the existing solution and transform everything
that is static using dynamic signage. In the second scenario, other
existing systems simply need to be reinforced. This is the case with
points of sale for which the goal is to increase sales by
implementing these additional applications. Finally, in the third
scenario, dynamic display is recommended because it provides a
complementary service. This is especially true for restaurant or
hotel chains. Thanks to the creation of a network with access to
Internet, games, films, or information, the overall service is
homogeneous. The return on investment therefore lies in
developing customer loyalty.
Cl.: What is the role of the screen in display solutions?
P.T.: Important elements are the screen, contents, quality of data
transmission, and the screen installation with no disturbing internal
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or external light. For images to be transmitted without loss of
quality, contents should be created in the same resolution as those
of the screens. The result on the screen is therefore optimized. This
is not always as easy as it sounds. Many clients call on the help of
internal departments or outside agencies that have their own
creation tools. The contents must therefore be managed before
being transferred. Many companies today also use various screens
of different sizes to display the same content. We recommend here
to always work in the resolution of the largest format screen so that
the image will not lose its quality when its size is reduced.
Cl.: How does Samsung select the software that it
recommends?
P.T.: We choose the partner who has software that is best adapted
to each specific application. Certain market players have
developed customized software solutions for financial applications,
hotels, or even for point of sale.

© Photo : Samsung

INTERVIEW
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Consider the case of cruise ships. Security here is mandatory.
Content management software exists that can take control of all of
the screens at once and broadcast a visual or audio alert message,
even if the screens are turned off. A message shows up on the
screen followed by an evacuation map with accessible exits
indicated.
Another interesting example is that of a chain store. Some software
can stack 6 or 7 levels in one piece of content, while others are
chosen precisely for their simplicity. In the latter case, it is possible
to train a new user to be in charge of keeping information up to
date in just a few minutes. This is very practical as is the large
number of providers on a local level, given the large number of
aisles concerned or considerable personnel turnover.
Cl.: Back to screens… what is your offer in this area?
P.T.: Samsung has a wide range of standard products. They can
be adapted according to needs, by intermediary integrators or by
us directly. For example, almost of our LCD and plasma screens
from 30” to 80” can be connected to networks using an IP address.
If a client requires a resistant screen (for public spaces, external use
or in a factory for example), we offer more industrial type screens
that include integrated protection of the monitors. This is included
in our range of PPM plasmas (available in 42”, 50” and 63”) and
our LCDs in 32”, 40”, and 46”.
For certain stores in which esthetic considerations are more
important than the risk of theft or vandalism, our range of PS
plasma (42”, 50”, 63”) and LCDs (30”, 40”, or 46”) with their
lighter aesthetics, are better adapted.

Cl.: In terms of applications, what is the difference between
LCD and plasma technologies ?
P.T.: We recommend LCD for signage. For videos or animated
sequences in general, either technology is appropriate. An LCD is
certainly more expensive than plasma, but the price difference is
justified by longer durability and a risk of marking that is almost null.
Cl.: What is your vision of the dynamic display market in
France ?
P.T.: The market is expanding rapidly. You can see it in the
evolution of our sales of larges screens destined to point of sale
and airports: 500 units in 2003, 1500 in 2004, and a goal of
4000 to 5000 units for this year. Big projects are underway in
2005. They will most definitely trigger an “avalanche” effect by
which competitors will have to implement dynamic display
solutions in order to stay up to date on the market.
Cl.: To conclude, what is the “golden rule” to follow when
studying a dynamic display project?
P.T.: In my opinion, the most important rule is to avoid dissociating
purchases. As opposed to purchasing screens from one provider
and then purchasing software and contents from others, it is
important to privilege centralization. The best solution consists of
selecting one single provider to manage, coordinate, and not only
be responsible for the project, but also be the client’s single
principal. This “master of ceremonies” will assure the homogeneity
and the efficiency of the solution.

© Photo : Samsung

Screen FX Info-Pod using Samsung
PDP Screens
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Panasonic
www.panasonic-europe.com
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. The year 2005 marks the 88th anniversary
of the company. 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 well-being 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.

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.

PANASONIC MARKETING EUROPE GmbH • Hagenauer 43, 65203 Wiesbaden, Gernamy • Tel: +49-611-235-249

INTERVIEW
with Yuichiro Kasahara
Product Manager

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:

2. Make Money for a Change: You can turn your Digital
Signage Network into a profit center 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.
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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.

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: Please elaborate Panasonic’s vision and Business
Goals?
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 have decided to invest approximately 1 billion dollars for
the construction of a new plasma display plant in Japan.
Cleverdis: In the digital signage sector, how does Panasonic
work with the projects by the various end users? How much is
Panasonic involved in this process? Who do you partner with?
Y.K.: Nowadays, the demand for large displays for the various industries like shopping malls, retails, leisure, financial,
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.
Cleverdis: What are Panasonic’s key solutions for digital signage applications at the moment? What are the characteristics of
your products that answer the special requirements of different
digital signage applications?
Y.K.: Panasonic has introduced a new line-up of plasma displays, highlighted by a 65” HD model (TH-65PHD7) 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-50PHD7 and TH-42PHD7) and 42” SD and
37” SD models (TH-42PWD7 and TH-37PWD7).
Each model features Panasonic's original New Real Black Drive
System and New Super Real Gamma System. These technologies help deliver superb image quality, achieving the industry's
highest levels of tonal expressively (with the equivalent of
1,536 shades in darker scenes), colour expressively (3.62 billion colours), and contrast (4,000:1*). Other advanced image
technologies team up to ensure faithful image reproduction with
beautifully rendered details.
Each model features a host of functions that includes Dual
Picture, 4x Digital Zoom and 4 x 4 Multi-Screen. Each one also
inherits the multi-function slots that were so popular in previous
models, and goes a step further by adding SDI/HD-SDI and
HDMI terminal boards. This expandability gives the new models the flexibility to answer a wide range of professional applications.

© Photo : Panasonic

Combining enhanced performance with outstanding functions,
Panasonic's new plasma models represent advanced solutions
to any application calling for large-screen information displays.
*SD models. 3,000:1 for HD models.

www.cleverdis.com
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one twisted pair cable (Cat5e or Cat6). They also have the
function of long distance transmission of stereo sound and
RS232C serial data.
Twist-pair cable receiver board enables cost reductions for both
equipment and installation.
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Panasonic is also able to offer special peripherals for digital
signage.

Twist-Pair Cable Receiver Board

The Streaming Box is a next generation multimedia receiverplayer for the broadband era. When coupled with Streaming
Box Manager in a network environment, users can build a system for providing all sorts of information including video and
still pictures. Using the Scheduler of the Streaming Box
Manager, the streaming box can be operated with specific
objectives in mind such as to store and play back information
on the internal HDD or to command playback directly using the
remote controller. With its slot-in configuration the streaming
box can be neatly housed in the function slot of a Panasonic
plasma display, so it not only saves on space and forgoes the
hassles of tedious wiring, but it also reproduces high quality
images by delivering the image output over a digital signal connection.

© Photo : Panasonic

The Twist-Pair Cable Receiver Board is a transmitter and receiver
for long distance transmission of a wide band signal such as a
PC, HDTV or composite signal through

Streaming Box
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Slot-in PDP Controller

Cleverdis: What is different about Panasonic in this field?
Y.K.: Panasonic is the global market leader in Plasma Displays
and as such is able to offer the best product lineup coupled with
unrivalled expertise in generating customized solutions for
each application.
Further more, Panasonic celebrates its 88th birthday this year,
a testament to the trust generations of users have put into our
products.

© Photo : Panasonic

The Slot-in PDP controller marks the next step in the evolution
of video display by offering a centralized control and multimedia content delivery system through a standard copper, fiber or
wireless Ethernet network. By integrating Panasonic plasma
displays with IP LAN / WAN networks, the slot-in PDP controller can distribute both real-time and stored information to
multiple locations allowing observers at different sites to enjoy
brilliant images or vivid streaming movies. The compact slot-in
PDP controller is installed a slot of Panasonic plasma displays
and receives its multimedia input via a 100 Mbps Ethernet port
and delivers the content to plasma displays.

www.cleverdis.com
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PLASMA SCREENS

PIONEER
www.pioneer-plasma.com
Pioneer Corporation is a global leader in electronics
and audio/video products for the home, car, commerce
and industry, particularly in the core multimedia
technologies DVD, Plasma Display Panels (PDP), Car
Navigation and In-Car A/V Systems.

Darren Gaffey

Darren Gaffey has worked at Pioneer
Europe multimedia division for industrial
plasma in the UK for around 3 years, and
he is currently Product Manager for
Industrial Plasma Display in Europe.
Previously he worked at Sharp Electronics
UK for almost 15 years, working mainly in
the technical division in both consumer and
business electronics. Darren specialised for
most of this time in LCD products, including
television, PC monitor, projector and later
Plasma display.

Product Manager
PIONEER HOUSE • Hollybush Hill, Stoke Poges, Slough, SL2 4QP • United Kingdom • Tel.: +44 (0)1753 789789

INTERVIEW
with Mr Darren Gaffey

Cleverdis: Can you tell us about Pioneer PDP XGA options in
the Point of Sale Market?
Darren Gaffey: Pioneer’s 43” and 50” XGA displays support
over a billion colours and provide true-XGA resolution to create
stunning image reproduction whatever the ambient light
environment - ideal for promoting high quality products or brands
that benefit from being associated with superior quality displays.
In an effort to enhance the commercial benefits of digital signage
applications, our XGA screens can improve return on investment by
offering industry-leading power consumption, exceptional life cycles
and an innovation that dramatically reduces the cost of installing a
network of plasma displays – we call this “Expansion Solutions”.
Cl.: Can you please explain what Pioneer Expansion Solutions
are?
D.G.: Expansion Solutions provides user configurable inputs that
enable the screens to dynamically display any image, from high
quality text to full motion video. The system comprises two open
architecture Expansion Slots in addition to the standard 15 Pin
D-sub DVI-D connector.
Based on an open architecture, the slots function with
interchangeable cards designed by third party developers. As well
70
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Product Manager

as designing their own cards, integrators can access a wide array
of applications using solutions designed by third-party developers.
The need to hang a PC off of each display and effec-tively create
a LAN to manage screen net-works is an expensive requirement
and many customers seek cheaper solutions. Expansion Solutions
solves this problem by creating a simple, versatile platform to
extend installation options while radically reducing investment in
infrastructure.
Cl.: How has the market reacted to the Expansion Solutions
concept?
D.G.: Pioneer’s Expansion Solution is changing the way digital
signage installations are designed. It is creating elegant
applications that do not just reduce, but radically cut, the
infrastucture costs of plasma and will ensure that crystal clear
plasma displays will be seen by more venues with more
applications.
www.cleverdis.com

LCD & PLASMA SCREENS

ROYAL PHILIPS ELECTRONICS
www.philips.com
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, color 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 optimized product range that is offered
in a coherent system specially designed to fulfill customer needs in a wide variety
of applications.

Mark Poldervaart (40) joined at 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
General Manager for Solutions within Philips Consumer Electronics.
This group is responsible for the deveBusiness Solutions
lopment, manufacturing and marketing of the
Philips Adtraxion digital signage solution.

Mark
Poldervaart

Building SFH-632 - Glaslaan 2 - 5616 LW Eindhoven - P.O.Box 80002 - 5600 JB Eindhoven • The Netherlands • Tel. : +31 (0)40 27 36302

INTERVIEW
with Mr Mark Poldervaart
General Manager for Business Solutions

Cleverdis: What is driving the upcoming Digital Signage
market?
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
focusing 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 realize that
advertising in “the last three feet” can really make a difference.
Cl.: Please elaborate Philips’ vision and business goals.

© Photo : Philips

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.
www.cleverdis.com

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 it’s expertise in displays
and hard- and software products.
Cl.: What's different about Philips in this field?
M.P.: By providing the entire hard- and software building blocks,
end users can rely on a Philips system in which the individual
elements have been designed, tested and released to work
together.
Philips is the only single branded end-to-end digital signage
solution both in hardware and software.
SMARTreport • Digital Signage /
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INTEGRATION EQUIPMENT

EUREX
www.eurex.fr
Leader of audio-visual integration equipment on the French commercial
market, Eurex’s vocation is to produce complete packaged solutions
for its integrator clients and for all types of integration setups. Created
over 45 years ago, the company joined the group Erard, European
leader of home audio-visual equipment. Eurex has thus developed a
whole series of catalogue equipment and provides customized
solutions. Eurex employs 25 people based in the region of Lyon and
generated a turnover of 4 million euros in 2004.

Gilles
Assollant

Gilles Assollant began his
career as an engineer in the
sectors of large automobiles
(Bendix) and electronic appliances (Thomson). He then held
executive positions in organization consulting companies
(Gemini Consulting). President
of Eurex since 2004, he is also
co-director for the group Erard.

President

EUREX • ZI de Chavanoz - 4 route de la plaine - 38231 Pont de Cheruy cedex • France • Tel : 33 (0) 4 72 46 16 26

INTERVIEW
with Mr Gilles Assollant
President

Cleverdis: What does Dynamic Display represent for Eurex?
Gilles Assollant: The Eurex “Dynamic Display” offer is
essentially made up of integration solutions for flat screens, as
much for industrial environments as for households. There is
less demand for video projector integration. Eurex has
produced numerous Dynamic Display systems of which the most
recent are: information consoles (for EM2C Lyon with Soft),
plasma cases (for Peugeot with IEC) and dynamic terminals (for
Relay H with Utram).

G.A.: Industrials’ productivity goals require that production
data be permanently posted in workshops. For example, for
Peugeot in Nancy, and in partnership with IEC, we designed
and fabricated technical cases for very big flat screens that
work 24/7, 365 days a year.
The hurdles were its robustness, the ventilation, electric and
thermal protection and the facility for dismounting the screen
for maintenance… and all of this regardless of the workshop’s
configuration. In the same way, we equipped a traffic coordination center in which the video projector mounts had to be
perfectly integrated and mounted with the necessary sturdiness
and cabling, while at the same time conserving the quality of
the projection, the regulating precision of each independent
screen, etc.
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Cl.: What are the goals of these solutions for industrial use?

www.cleverdis.com
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Cl.: What are the criteria for public areas?
G.A.: : The criteria of aesthetics, anti-theft and anti-vandalism
protection join all of the reliability and performance criteria,
which explains Eurex’s offer to work with aluminum, wood,
glass, metal and composite materials. These apply to the implementation of interactive terminals as well as to all other solutions
required by the end user’s designer-integrator team.
Cl.: Large distribution companies seem to now be adopting new
information technologies. What are the Eurex solutions?
G.A.: Collaborating with integrators, we have elaborated
projects of furnished or functional ensembles that are very easy
to install such as are required to answer television IP network
installation initiatives that require multiple integration (screen –
router – modem – PC – connectics). You may recall that Wal-Mart
(number one distribution group in the world) set up a network
of 150,000 screens in the USA. Eurex’s goal is to be able to
answer this type of demand.
Cl.: : In conclusion, how do you see the future of Dynamic Display
for Eurex?

www.cleverdis.com

© Photo : Eurex

© Photo : Eurex

G.A.: This really depends on the competitiveness of the global
solutions that stay on the market and especially on how fast the
price of materials will decrease since cost is a significant factor
in the realization of the many large projects that are on the
market today.
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MOUNTING SOLUTIONS

ERGOTRON

Pete Segar
Senior Vice President of Engineering and Chief
Technical Officer

www.ergotron.com
Ergotron, Inc., is a Minnesota-based corporation founded in 1982
by Harry C. Sweere. The name Ergotron is derived from the words
Ergonomics and Electronics. As the name suggests, Ergotron’s mission
is to improve the human interface with computers. Innovative, highquality products are the hallmark of Ergotron. These products are
designed to position computers and screens where they’re needed,
provide ergonomic adjustability, and save space. Headquartered in
the United States, Ergotron has five subsidiaries in Europe, one
subsidiary in Canada, and is represented in 55 countries worldwide.
Ergotron is an Equal Opportunity Employment / Affirmative Action
Employer.

Dr. Pete Segar joined the Ergotron team in September
2004. Pete serves as senior technical advisor on all
innovation and core product technology initiatives.
He also manages and directs the overall strategies and
initiatives of the Company to achieve its primary
engineering, technology and product objectives. Before
joining Ergotron, Pete was Vice President of R&D at
Seagate Technology. He has held several engineering
and scientific positions at Seagate and IBM over his
15 year career in the disc drive industry.

ERGOTRON • Hogehilweg 8 - 1101 CC Amsterdam ZO • The Netherlands • Tel.:: 31 20 312 29 39 - Fax: 31 20 312 29 40

with Pete Segar
Senior Vice President of Engineering and Chief Technical Officer

Cleverdis: What are some of the most exciting things you see
happening in the digital signage arena? ?
Pete Segar: The most exciting thing about digital signage is
that all the enabling components (network connectivity, replay
devices, display monitors and mounting equipment) are affordable
for just about any business that wants to deploy a digital
signage solution. It is also now becoming a standard “infrastructure” in buildings. We’re seeing merchandizing digital
signage implementations in local and regional retail, as well as
in the larger nation-wide chains. Public space environments are
rapidly deploying informational and entertainment digital signage.
This wide variety of digital signage applications requires a
complete portfolio of mounting solutions to place flat panel
monitors anywhere and everywhere. Displays need to be
mounted from ceilings, poles, walls, and floors. Today, it is
common to see industrial-looking rigid black poles and brackets, or homemade custom solutions selling from $200-500 USD.
We believe there is an excellent opportunity for solutions that
provide attractive design, theft-deterrence, and improved
structural integrity at a low cost with very easy adjustability.
Cl.: Please elaborate Ergotron’s vision and business goals.
P.S.: Ergotron has been the digital display mounting leader in
healthcare and other markets for the past 20 years. Digital
Signage is one important growth application such as in
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training and education. Classrooms and manufacturing floors
are all using digital displays for providing clear, concise yet
consistent work instructions that drive improved productivity
and reduce costs (less set up, less scrap, etc.).
Large flat panel displays are prevalent in the business and
home environments from meeting rooms or hospitals to our living rooms. We have the right products to meet these diverse
needs and we are aggressively growing our channel partner
and OEM relationships.
Cl.: How important are good mounting solutions in digital signage projects?
P.S.: The mounting solution is crucial because the right solution
provides significant flexibility in where and how to mount the
display. The ability to easily tilt or raise and lower the display
for optimal signage viewing is key to getting the message out
and displayed to the end customer or end user.
Cl.: What are the characteristics of your products that answer
the specific requirements of digital signage applications?
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INTERVIEW
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P.S.: There are many. To start
with, weight and height adjustability allow for one model to
cover an entire range of displays and for a model’s height
to be adjusted according to any
number of parameters such as
the time of day or day of the
week, etc. Many of our wall
mount products allow for user
ease in height adjustability
previously unattainable.
Our Constant ForceTM Pivot
Technology (patent pending)
enables easy tilt adjustment as well. As an example, to adjust
the tilt on a ceiling mounted configuration, a simple push on the
top or bottom of the monitor is sufficient. There is no need to
climb a ladder to adjust a screw on the mount to adjust tilt.
The industrial design of our mounts is also attractive which is
important since most mounts are visible. Our safety margin is
calculated so that is equals four times the maximum rated
weight – this eliminates any possibility of the mount failing due
to disturbances from building vibration, earthquakes, or more
commonly rough handling from the public.

www.cleverdis.com

We also use a universal mounting configuration to ensure that
the mount can fit the display. This is a challenge since the
VESA MIS-F standard is not widely applied today for flat panel
displays above 25 kg. The impact of having a mount that
cannot fit the display can be added cost and/or project delays.
Our mount designs are leveraged across broad product lines.
This allows a uniform look where multiple mounting configurations are used.
Installation must be made easy since signage is often applied
in settings that are frequently reconfigured. In terms of theftdeterrence, a low cost solution is a must. A low price is indeed
important since the cost of a mount can be a significant factor
in a large signage project.
Cleverdis: How does Ergotron work with the end users in their
projects?
P.S.: Through our channel partners and distribution, Ergotron
supplies products to the systems integrators and resellers.
We’re paying significant attention to this market segment with
our channel partners – we identify opportunities in the field,
and push these back to our partners. We’re an integral part of
the process from that point on, available for consultation,
demonstration, and set-up help if needed.
SMARTreport • Digital Signage /
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MOUNTING SOLUTIONS

CHIEF
www.chiefmfg.com
Chief Manufacturing, an industry leader in
technology mounting solutions for over 25 years,
offers a complete line of mounts, lifts and
accessories for flat panel displays and projectors.
Committed to responding to industry needs in the
ProAV, Residential and Office markets, Chief
provides unique mount features, and is recognized
for delivering not only quality products, but
knowledgeable, helpful customer service.

Jan Mergen
Responsible for
Chief’s International
business

Jan Mergen is responsible for Chief’s International
business and has over 10 years of international sales
experience. Mergen is originally from The Netherlands
where he held European Business Development, Sales
and Sales Management positions for Digi International,
a leading provider of data communications hardware
and software for server based applications. He was
responsible for Digi’s complete sales cycle and the
technical aspects of large custom projects in multiple
countries and he successfully launched many products
and solutions into new market segments thereby
gaining broad product knowledge, technical
background and sales experience.

CHIEF • Zekeringstraat 17 -1014 BM Amsterdam • The Netherlands • Tel.: +31 (0)20 5708923

INTERVIEW
with Mr Jan Mergen
Responsible for Chief’s International business

Cleverdis: Please elaborate Chief’s vision and business goals.
Jan Mergen: Chief is a leading manufacturer of mounts, lifts and
accessories for Plasma and LCD flat panels as well as projectors,
and provides the ideal mounting solution for applications like
digital signage. Our quality solutions position dynamic signage in
the absolute best location, and our customer service is
knowledgeable and helpful.

J.M.: Chief’s engineering team works closely with our
partners, installers and their end users to create the best
solutions that meet and exceed customers’ expectations. Chief is
involved in the process from beginning to end to ensure that all
customer needs are met.
Cl.: What advice would you give a company looking to invest in
digital signage?
J.M.: Ensure that your screen is protected by the best mounting
solution possible for safety and ensuring the security of your
investment.

Cl.: How important are good mounting solutions to digital
signage projects and what are Chief’s key solutions for digital
signage applications at the moment?
J.M.: The safety of customers around the screen, security (theft
is a definite concern), installation ease and functionality are key
to effective DS projects. Chief offers a complete line of Custom
(screen specific) and Universal Mounting Solutions.

Cl.: How does Chief work with the end users in their projects?
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We design all mounts with very high standards to ensure the
safety of our product. Our patented Q-Latch™ Mounting
System ensures a safe connection to the mount and has features
to secure and to prevent theft.

www.cleverdis.com

OPTICAL SCREEN TECHNOLOGY

dnp
www.en.dnp.dk
dnp denmark was established in1989 as the worldwide screen
production centre of Dai Nippon Printing Co. Ltd - one of the world's
largest printing and media companies. Today, dnp denmark is one of a
global leader in supplying optical screen technology. Their acclaimed
solutions for the digital signage market include flying holographic
screens and information displays. dnp works with 3 very different
strategic segments: conference rooms, control rooms and point of sale.
Over the last decade, such important inventions as New Wide Angle
technology, the unique dnp Ultra Contrast Screen and the 200" dnp
Giant Wide Angle all came from their laboratories.

Matthias
Mikkelsen
Area Sales
Manager

Matthias Mikkelsen is of German
origin, but has lived in Denmark for
10 years. He graduated with a
degree in Marketing and Export
from Germany/US. Matthias
worked for dnp for 2_ year as Area
Sales Manager. Today, he is
responsible for sales in the
conference room, control room and
point of sale sectors in UK,
Germany,
Poland,
Ireland,
Switzerland, Austria and Brazil.

dpn • skraegangen 2DK - 2690 Karlslunde • Denmark • Tel.: +33 45 4616 5100

INTERVIEW
with Mr Matthias Mikkelsen
Area Sales Manager

Cleverdis: What are some of the most exciting things you see
happening in the digital signage arena?
Matthias Mikkelsen: In addition to an increasing demand
from point of information customers who use information
displays in airports, train stations, ski resorts, etc., we are
seeing more interest for point of sale applications. New
companies are now selling advertising to the POS and brand
manufacturers who like to use big displays for in-store branding
of their products.
Cl.: dnp only produces optical rear projection screens. What are
the main advantages of this solution compared to flat panel display?

Cl.: How does it work ?
M.M.: The basic installation consists of a projector and a screen.
The projector can shoot off- or on-axis to the back of the screen, as
determined by the desired viewing angles and requirements on
location. The power of the projector and the gain factor of the
screen determine the brightness of the image. You can project any
kind of data: DVD, video, PC, TV and more.
Cl.: What are the special characteristics of your products that
answer the requirements of digital signage applications?
M.M.: Holo Screen and dnp Attention Screen are especially
designed so as not to be affected by ambient light (there is typically
a lot of ambient light in POS applications). This is achieved by
installing the screens in a way that they only transmit light coming
from a 35 degree angle. The screen interests many retailers who
see a new way to create attention in their shops, either in-store or
as window displays. Since the projector is hidden either on the
ceiling or on the floor, the display creates a stop-effect with its
transparent floating image that seems to come out of nowhere.

M.M.: Optical rear projection can be adapted to specific
applications and it provides the best possible image quality.
Our solutions have a brightness of up to 5000 candela, while
flat panel is usually limited to about 1000 – this and the right
equipment choices make for displays that work well in bright
sunlight.

www.cleverdis.com
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Controlling light and viewing angles is only possible when
using optical rear projection screens. They also allow us to
create holographic screens and more importantly to display up
to 200” (3x4m), which is considerably more than flat panels.
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DELIVERING MPEG SOLUTIONS

ADTEC DIGITAL INC.
www.adtecinc.com
Adtec Digital celebrates 20 years of business in 2005 as one
of the world’s leading manufacturers of digital distribution
solutions, digital commercial insertion solutions and video
servers. Adtec Digital manufactures television related
hardware and specializes in the production of automated
control and video playback devices. Adtec manufactures a
product called the Edje Digital Video Player and Network
Appliance. It is a stand-alone digital video player, capable of
video playback following a predetermined schedule. It can
also be used in interactive kiosk applications.

Kevin Ancelin
President

As President of Adtec, Kevin Ancelin
maintains the company’s commitment to
innovative technology and accelerated
growth. He spearheads product development and oversees manufacturing
operations. Development and manufacturing
staff include an operations manager, two
operations assistants, three engineering
technicians and five manufacturing
technicians. Kevin Ancelin is a 1986
graduate of the University of Central Florida
at Orlando with a Bachelor of Science in
Engineering Technology. He lives with his
wife and three children in Jacksonville,
Florida.

ADTEC DIGITAL INC. • 2231-3 Corporate Square Blvd. - Jacksonville, FL 32216 • United States • Tel.: + 1 904-394-0389

INTERVIEW
with Mr Kevin Ancelin

Cleverdis: What are the advantages
of The Edje Digital Video Player?

© Photo : Adtec

President

Kevin Ancelin: The Edje is less expensive and more reliable than
a PC, and it is more durable than a DVD device. Most importantly,
it allows content to be updated remotely via a network interface.
Both terrestrial (Internet) and satellite networks are supported.
In addition, the Edje can verify the receipt and playback of video
content (assuming remote sites have some sort of back channel
connection to a central distribution site). It supports encryption
technology for enhanced security and full digital bit-stream splicing
which enables the Edje to decode video like a set-top box, and a
commercial to be inserted at a specific time. It is primarily a video
engine that offers graphics and interactive capabilities.

Adtec works intensely with end users, VARs, and other
equipment manufacturers. We partner with companies like
AMX, Crestron, various systems integrators and dealers.
Cl.: What are one of the issues in digital signage that you
would like to focus on ?

Cl.: What's different about Adtec in this field?
K.A.: Adtec makes the only product on the market geared
toward true commercial insertion applications and built around
an embedded operating system. Our product is an appliance
and not a PC that was built to playback video and designed
with an open Application Program Interface (API) that allows it
to be interfaced with external control devices such as lighting
systems, audio systems, monitors, etc.
www.cleverdis.com

K.A.: Patents, copyrights, and Digital Rights Management. Many
people are using digital signage products without paying much
attention to who owns and controls the intellectual property that is
being shown. In addition, many people do not offer to protect the
distribution of intellectual property program material. Such issues
must be addressed. Otherwise, legislation, such as the Digital
Millennium Copyright Act, may be used to curtail the growth of
competition and technology in the area of digital signage.
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SCALA
www.scala.com
Founded in 1987, Scala pioneered the cable TV industry
with software and services to allow users to create localized
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, Nedbank,
Santiago Airport and Pepsi. Scala has over 200 valueadded resellers, systems integrators and network operators
worldwide, and shipped product to over 40 countries in
2004.

Mike Fabian
Vice President,
EMEA

Mike Fabian re-joined Scala in May of
2002 to serve as the VP of EMEA
operations. He was previously Head of
Technology Sales with John Ryan
International and then formed ScreenRed a
new Digital Media service company. Mike
is also an active member of the POPAI
Digital Working Group and he is one of
the industry's leading figures in the rapidly
developing screen-based marketing applications across many different areas.
Prior to this Mike formed his own software
company specialising in financial applications and worked 13 years in the oil
exploration business with Exxon in a
number of IT related roles.

SCALA • Euregiopark 16C - 6467 JE Kerkrade • The Netherlands • Tel.: +31 45 546 6690

INTERVIEW
with Mr Mike Fabian
Vice President, EMEA

Cleverdis: What are some of the most exciting things you see
happening in the digital signage arena?
Mike Fabian: Communicating key product information to the
consumer will continue to be an exciting challenge. As messages
become diluted by the all the “noise” on signage, we will all begin
to “tune out.”
To a marketing executive this is a real challenge, and digital
signage becomes a true tool in his communications box. 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.

M.F.: There are many. It is essential to focus on the content
right from the start. Forget the technology, don’t let the IT
departments control the proposition focus on who the customers
are and how they behave. A digital signage network is a living,
breathing entity with a voracious appetite for content.
So you need to plan 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.
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Cl.: What are the key issues?

www.cleverdis.com

Cl.: Please elaborate Scala’s vision and business goals.
M.F.: 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. With the acquisition of Streambase last year to add videostreaming facilities to the IC software family, we will continue to
focus on next-generation applications with new developments in the
areas of 3D graphics, displays, operating systems and telecoms.
Cl.: How does Scala work with the end users in their projects?
M.F.: 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 the content and creative, systems
integrator and communications provider. Because software is
one key element of a digital signage solution the resellers will
have the direct relationship with their end-user or customer.
Cl.: How much is Scala involved in this process?

The last thing you need is blank screens or the inability to show
what ad played on which screen.
Cl.: How important is content planning and management as
part of the overall solution, and what are the main challenges
to this process?
M.F.: It cannot be said enough – CONTENT is KING ! Begin by
determining what the basis and funding of your network is and
how you plan to recuperate the initial investment. In our experience there are many different business models like the
advertising revenue model that generates revenue from showing
different ads at different locations or zones. Alternatively the
network can be purely 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 a airport or with
your children in a supermarket – so think about how that
digital asset is re-purposed. Does your content partner have the
necessary skills?

M.F.: With our global experience of many different networks,
applications and business models Scala can advise the reseller
and ultimately the end-user. However it is very important to
maintain our confidentiality and integrity as in some cases two
or more resellers could be tendering for the same project.
Cl.: Who do you partner with?
M.F.: Scala has over 200 value-added resellers, systems
integrators and network operators worldwide. Our key partners
in different markets and countries are Hughes Network Systems;
IBM; Panasonic; NEC; Christie Digital; Fujitsu Siemens; Alpha
Video; EDR; ICT ag.
Cl.: What are Scala’s key solutions for digital signage applications at the moment?
M.F.: 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 advice would you give to company looking to invest
in digital signage?

www.cleverdis.com
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M.F.: Look for a company with experience in digital signage
and that has expertise in meeting many different requirements
and network configurations or topologies. And of course,
content! It is crucial to keep the content fresh, timely and
accurate for the customer you are targeting.
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.
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MEDIALON
www.medialon.com
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.

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.

MEDIALON SA • 101 rue Pierre Sémard - F 92324 Chatillon Cedex • France • Tel.: + 33 (0)1 46 55 60 70

INTERVIEW
with Mr Alex Carru
Founder and President of Medialon

Cleverdis: How is Medialon positioned on the dynamic
signage market ?

This solution is not necessarily offered however to all of our clients.
We first do a functional analysis of the client’s needs. Then,
based on the results of that analysis, we either suggest an ultrasimple 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.

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 customizing applications.
In addition, as a service provider for small and medium sized
installations, we propose readymade solutions. These are often
used for larger installation pilots. At this level, our experience
as solution publishers allows us to rapidly deploy (where
necessary subcontracting to our integrators) a small network.
Our clients benefit from our secured servers and from the
competence of our technical teams.

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.
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Cl.: How do you manage your adaptability to each client’s
problem?

www.cleverdis.com

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 play lists 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 sale 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.
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 about to be, etc..

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 value-added?
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 “customizable,” thereby allowing us to adapt technical
aspects to needs and not the contrary.

Cl.: In your opinion and from a global perspective, what factors
make the available solutions (software, networks, architecture)
different from another ?
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 functionality 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
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 sale 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 ?

www.cleverdis.com
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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.
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IISI
www.iisi.fr
Created in 1997, IISI specializes in the sectors of New Information
Technologies, Communication, and Knowledge. For more than three
years now, IISI has implemented display solutions in the industrial,
bank, and service sectors. Knowledge accumulated since 2000 has
allowed them to develop a range of products dedicated to Dynamic
Display. IISI capitalizes on its team of experts divided into three key
areas R&D, Design and Consulting, and guarantees results and client
satisfaction. With overseas offices, IISI maintains privileged relationships with its European and international partners. Today, IISI is a leader in Europe in terms of the realization of deployments in many
European countries, in North Africa and in the Middle East.

Pascal
Nicolas
Director of Business
Development

Trained in systems and network engineering, Pascal Nicolas has led projects to build hosting and network
infrastructures for companies such as
Cisco and Sun Microsystem throughout his career. In 1999, upon returning from Canada, he rejoined IISI as
Associate Director in charge of
Business Development. His goal is to
turn IISI into the European leader of
Digital Signage, a still-unconfirmed
technology in the French market. To
meet this challenge, he redefines
company strategy, methods, and
technological orientations, and builds
partnerships.

IISI • 25 route de Jouy - 91570 Bièvres • France • Tel.: + 33 (0) 1 69 35 59 80 • Fax : + 33 (0) 1 69 35 59 90

INTERVIEW
with M. Pascal Nicolas
Director of Business Development

Pascal Nicolas: IISI is positioned on the Dynamic Display
and Digital Point of Sale Advertising market with its offer of
complete display and multimedia broadcast solutions using
innovating and exclusive products. IISI participates in the
process of project realization from start to end all the while
accompanying the client in their strategy development process.
IISI is the privileged partner of any manager seeking to implement a long-lasting and evolvable display solution. The IISI
offer does not stop however with simply the elaboration and
implementation of a chosen solution; it also includes rigorous
follow-up and ROI analysis.
Cl.: What products have you launched on the market ? How do
they adapt to each problem and client application?
P.N.: IISI learned how to create innovating products that are
adapted to the market thanks to many years of R&D, the mastering of technology, and personalized attention to clients’
needs. Today we offer the most complete range of products
dedicated to Dynamic Display.
The IISIBox has become a standard for broadcast modules on
flat screens and video projectors. The IISIWall is the ideal solution
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Cleverdis: Tell us briefly about IISI’s business and area of activity.

to set up an image wall. IISIEditor is a solution that integrates
content creation. Finally, the latest range of products, IISIFlash,
allows anyone to take their first steps in the area of digital point
of sale advertising even with a limited budget.
Cl.: What are your strong points in the face of competition ? What
makes you different from the others? What is your value added?
P.N.: First of all, we make our own products. This allows is to
be reactive and better anticipate changes on the market.
We also offer complete solutions that include material and software, allowing us to adapt any client’s needs. From a technical
standpoint, we chose architectures that use Linux which make
our solutions extremely stable and secure. Creating our own
specialized products reinforces the quality, performance and
durability of IISI systems. In other words, we do not install
anything on our clients’ PCs and we do not use the Windows
operating system, the target of most Internet viral attacks.
www.cleverdis.com

© Photo : IISI

Above all, IISI is the only company on the Dynamic Display
market today that is capable of offering the qualitative measurement of deployed solutions.
Cl. : Who are your partners ?
P.N. : We believe it is essential to maintain strong commercial
and technological partnerships with manufacturers (VIA and
MATROX), screen and video projector manufacturers (NEC,
SHARP, LG,…), content creators (DAGOBERT, TAGARO, RVB
PRODUCTION,…), integrators (AXIANS, CACV,…) or systems
maintenance companies like TIBCO. In all of our projects we
involve a maximum of our partners to provide clients with the
best service.
Cl. : How do you handle your distribution and maintenance services ?
P.N. : Our principal channel of distribution is integrators and
value-added resellers (VAR). IISI has become a privileged supplier for integrators on the Dynamic Display market. In addition, when necessary, we can work directly with large accounts.
As for installation, after-sales service and maintenance, we rely
on our VAR who are specialized in this type of service and trained on our products by our technical teams. Spread out all over
Europe, these VAR respond to clients’ demand with a very high
level of reactivity. We also of course have a dedicated and
multi-lingual (English, German, and Spanish) technical platform
available for our clients.
www.cleverdis.com

Cl. : Can you give us about some example of solutions you implemented ?
P.N. : Among all of our references and looking only at the
French market, we can mention John Galliano who wanted to
broadcast his fashion shows on a large scale in his main store
on the Rue Saint Honoré in Paris. We therefore proposed to
install a IISIWall and three 61” plasma screens placed vertically
to present the portraits without deforming them. Continuing
along the line with dynamic display, we equipped various
remote sites of MESSIER-BUGATTI (subsidiary of the Group
SNECMA) with a complete solution for internal communications.
As for digital point of sale advertising, we are currently
deploying solutions based on touch screens in LAPEYRE stores
and we have also implemented similar solutions for HONDA
and SUZIKI on a European level. We also often work with
industry tradeshows and other punctual one-time events.
Cl. : How do you see the market evolving in 2005 ?
P.N. : The Digital Signage market presents all of the characteristics of an emerging market, especially in France where we
are somewhat behind our European neighbors in this domain.
Demand is not yet formalized and the offer is still disparate.
Nonetheless, the year 2005 should bring out several major
players like IISI and also establish the standards of the market
so as to allow clients to understand it.
IISI’s challenge for the future is the continuous offer of highquality services as well as the research and development of new
technology.
SMARTreport • Digital Signage /
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CARLIPA
www.carlipa.com
European leader in the field of in-store multi-media communication
solutions, Carlipa Systems designed NMG® (Next Marketing Generation).
This software suite enables the organization of communication and the
multi-media marketing mix in a distinctive way for all sites and according
to the target. Carlipa supplies the technology and takes part in the project
development and follow-up at both strategic and operational levels, and
works in partnership with companies specialized in defining “digital
media” strategy and producing content. It provides a solution management center and real time problem management. Carlipa Systems now
has 4M€ in shareholder equity and forecasts this year’s revenues at 6M€
- 20% of which will be realized outside France.

Robert
Louvignes
President

A pioneer in the field of new technologies and company high tech systems in
France, Robert Louvignes founded
Boreal Communications in 1994 – a
company specializing 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 who enters the public stock
exchange. In January 2002, convinced
of the strategic importance of real time
marketing, he co-founded Carlipa
Systems with Arnaud Lacourt.

Parc d’Affaires du Vivier - 4 rue de la Plaine - 78860 Saint-Nom-la-Bretèche - France • Tel.: +33 (0) 1 30 80 15 30

INTERVIEW
with M. Robert Louvignes
President

Cleverdis: Can you tell us more about the NMG® concept?
Robert Louvignes: As experts in the world of networks, our
mission has been to structure our solution around 3 levels of
intelligence. First, at the management center level: intelligence
in the structure of channel communications, in the marketing
mix and automation. Then, at the content distribution center
level: intelligence in the management of bandwidth to adapt to
any type of project, from 1 to 20000 points. Lastly, at the point
of sale level: timing intelligence in order to reach the right target and react in real time.

Cl.: What do you think are the key factors for the development of
dynamic display?
R.L.: There are several. I would say, in no particular order, lowpriced 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 for cost of using the
dynamic display to be reduced.
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 the continuous broadcast of looping content.
It is therefore important to identify the various issues to be
addressed, to create a dedicated project team and… to choose
the right technology at marketing’s service.

R.L.: Our first customer was Louis Vuitton for whom we
equipped all of their shops (located in 35 countries). Today, our
most successful example of adapting to a specific need is with
the restaurant chain La Criée. Among other things, the key success factors here were the broadcasting of videos and soundtracks in their restaurants which helps to create a “seaside”
atmosphere. We developed for them a remote control that
makes it possible to give instant priority to local messages over
the central broadcasting (such as in the example of a “birthday” sequence). We are happy to work with great brands like
Sephora, Toyota, Okaidi, Cora…
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Cl.: Which solutions have you put in place with this software
suite?

www.cleverdis.com

MIRANE
www.mirane.com
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.

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.

MIRANE Novacess • 16 rue du 8 Mai 1945 - 33150 Cenon • France • Tel: +33 (0) 5 57 77 12 15

INTERVIEW

tation of the Mirane solution; recommendations and content
creation; and finally, evaluation of the solution compared to
initial objectives.

with Mr Cyril Michel
CEO

Cleverdis: What is Mirane’s contribution to the dynamic
display market?
Cyril Michel : The synergies of our consulting and integration
activities on one hand and the marketing of our mpact software
on the other allow our clients to program, manage, create, and
broadcast multimedia information autonomously (products,
corporate information, private TV networks…). We also created
mvantage which allows us to dynamically adapt the use of the
Mirane solution. Mvantage is a continuum of tools and
technologies allowing the qualitative, quantitative (ROI) and
strategic assessment of the impact of our solution. Mvantage is
a new and participative approach focused on our clients’
strategic objectives and marketing efficiency in point of sale.
Cl.: How are you involved in your clients’ marketing?
C.M.: It is important to remember that point of sale marketing
is a strategic tool that should be integrated into the client’s
marketing plan. This is the case of many of our clients like
McDonald’s or Quiksilver.

www.cleverdis.com
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Mirane’s objectives are to attract attention, to communicate,
inform, stimulate sales and bring point of sale to life. To do this,
we examine each project from five wide angles: the formulation
of strategic objectives; the choice of technology; the implemenSMARTreport • Digital Signage /
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Net Display Systems BV
www.NDS-NL.com
Since 1994 Net Display Systems has built an enviable reputation in the dynamic
signage sector globally. From our offices in Eindhoven, we have developed and
marketed PADS (Public Area Display Software) applications to many customers
worldwide. The original market focus of NDS was the airports sector (Flight
Information Display Systems) and to date over 45 installations have been successfully completed. Such well-known airports as Toronto, Newark, Munich, Boston,
Stuttgart, and Singapore all use NDS applications to inform their passengers with
flight information. With the growth in dynamic signage, we also now successfully
supply the retail, leisure, manufacturing, and services sectors. Our applications are
available through a global network of distributors and resellers.

Louis
Van Geldrop
Managing Director

Louis has worked in the IT industry since graduating with a
degree in Chemistry and
Numerical Mathematics from
the Leiden Scientific University.
He has held senior management positions in Philips where
he held responsibility for worldwide IT policy for business professionals. Louis established
NDS in 1994. Born in
Rotterdam in 1946, he is married with three children and
enjoys playing tennis.

NET DISPLAY SYSTEMS BV • Luchthavenweg 59-I, Eindhoven 5657 EA • The Netherlands • Tel.: 00 31 40 2661177

INTERVIEW
with Mr Louis Van Geldrop
Managing Director

works with any hardware or display manufacturer.
We are totally dedicated to dynamic signage and are steadily
growing our distribution around the world. What differentiates
us from many of our competitors is our continuous programme
of product development and our open, practical approach to
business.

Cleverdis: What are NDS key solutions for the dynamic
signage market at present?
Louis Van Geldrop: PADS is a software bundle of applications that covers the spectrum of requirements for a system.
Designing, Scheduling, Distribution, Displaying, and
Monitoring are all encompassed.
Cl.: What advice would give to businesses looking to invest in
digital signage?
L.V.G.: I would advise that they not buy a bundled solution of
hardware and software, as they would therefore not be free to
choose the hardware they will need to scale the solution. It is
important to remember that the most expensive solution is not
always the best.
Cl.: How Does NDS work with end users in their projects?

Cl.: Who do you partner with?
L.V.G.: We have many partners in our network. The great
advantage of our software is that it is an open solution and
90
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L.V.G.: We only work with our distributors and resellers and
they in turn provide the expertise to the end-users. This allows
us to concentrate on product development and marketing.

www.cleverdis.com
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Calendar
March 10-16, 2005

CeBIT 2005
Hannover, Germany
Convergence is the future buzzword. CeBIT has reacted to
the dynamic changes to meet the requirements of
tomorrow's work and play. In 2005 CeBIT will complete its
transformation to the world of digital solutions.
CeBIT 2005 - a uniquely comprehensive array of
products, systems and services: Business Processes (Halls
1, 3-8), Communications (Halls 11-16, 26, Pavillons 3236, Open-air Site), Digital Equipment & Systems (Halls 1,
2, 19-25), Banking & Finance (Hall 17), future parc (Hall
9), Public Sector Parc (Hall 9), Digital Equipment &
Systems, a complete overview of products and trends:
digital photography, digital imaging (Hall 1); storage
(Halls 1, 20); computer — PCs, notebooks, PDAs —,
digital entertainment, games, consumer electronics (Halls
2, 23); peripherals, cases & components (Hall 19);
display technologies, consumer electronics (Hall 21);
motherboards & components (Hall 22); sound & graphic
cards, digital entertainment, games (Hall 23); cases &
cooler (Hall 24); peripherals, e-home equipment,
equipment & accessories (Hall 25).
Forums + Conferences - CeBIT 2005 features a high-class
array of congresses and presentations: SmartEvent, CeBIT
SME, DMS-Forum, The Technology Industry Summit at
CeBIT.
http://www.cebit.de

March 10-16, 2005

SMARTevent Northern & Central Europe
Hannover, Germany
The professional convention for manufacturers & buyers of
Digital products Cleverdis is creating a unique meeting
point for buyers, solution providers and manufacturers at
CeBIT trade showing Hanover. Through industry-specific
workshops and conferences, SMARTevent improves the
level of information and education of professional buyers
of digital technology, e.g. For each decision maker,
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SMARTevent represents a unique occasion to meet the
management of the market's leading brands. The
manufacturers not only present their products, but their
solutions adapted to the requirements of the different
projects of the buyers present. Truly solution-oriented,
SMARTevent proposes industry-specific workshops in
order to talk in detail about the different types of
applications. Each day is dedicated to the project
problematics of a specific industry: Digital Signage
(Airports - Public transport - PoS), Hotels / Congress
Centres, Universities and Education, HDTV (Commercial),
Hospitals and Healthcare sector, Insurance & Finance,
corporate & institutional: new visual & mobility solutions.
http://www.smartevent.com

April 16-21, 2005

NAB 2005
Las Vegas Convention Center, Las Vegas, Nevada, U.S.A.
The world's largest electronic media show!
Comprehensive coverage of all facets of electronic media,
unparalleled networking & education for industry
professionals, 1,400+ exhibitors unveiling cutting-edge
products & services.
http://www.nabshow.com

May 18-19

Digital Retailing Expo
Navy Pier in Chicago, IL, USA
Digital Retailing Expo is an event dedicated to screenbased in-store media networks, digital signage/displays
and digital retailing solutions.
This exciting event has two important elements including a
robust exhibition hall and an comprehensive Executive
Summit. The exhibit hall will include leading companies
showcasing the latest in hardware, software and other
services and solutions in the digital retailing industry.
http://www.digitalretailingexpo.com
www.cleverdis.com

June 4-10, 2005

InfoComm 2005
Las Vegas Convention Center, Las Vegas, Nevada, U.S.A.
InfoComm is the largest, most comprehensive information
communication systems technology marketplace in the
world. The Show is renowned as the serious B-2-B
tradeshow enabling sellers and buyers to conduct their
annual business transactions in three short days.
InfoComm is more than just an exhibition, it also features
over 300 seminars and workshops providing cutting-edge
education to keep attendees knowledgeable about your
products and services. http://www.infocommshow.org

June 1-3, 2005

Showtech
Berlin Exhibition Centre, Berlin, Germany
This international trade show for media and event
engineering is the premier meeting place for event
professionals. It is the leading exhibition of its kind in
Europe. Every two years, Showtech provides a forum
where people from all sectors of the entertainment and
event industries come together to make new contacts,
place orders, and exchange information and ideas.
http://www.reedexpo.com
September 2-7, 2005

IFA Berlin
Berlin, Germany
The world's largest Consumer Electronics trade fair… IFA
is the industry's N°1 place for arders and a trade fair for
both experts and the public, featuring special services for
trade visitors and a varied program with special events for
consumers. http://www.ifa-berlin.de

October 19-23, 2005

SMAU Milan - Fiera Milano, Milan, Italy
http://www.smau.it

November 13-17, 2005

COMDEX
Las Vegas, Nevada, U.S.A.
Comdex is the global marketplace for the IT industry.
Buyers and sellers from around the world converge to
learn how best to use technology to solve their business
challenges and remain competitive. Comdex is where
hardware manufacturers, software vendors and service
providers launch new products, where thought-leaders
discuss industry trends, and where the media reports on
the latest in the IT industry and considers its future.
http://www.comdex.com
November 16-18, 2005

MAPIC
Palais des Festivals / Cannes / France
The benchmark event for the worldÅfs retail real-estate
professionals
• Over 8,000 sqm, showcase of retail real estate projects
for shopping centers, city centers and any other retail
outlets from 55 countries.
• The unique networking event between retailers,
investors and retail property owners.
• A 3-day opportunity for 1,200 retail managers to find
their future outlets.
• Partnerships opportunities.
Insight into the industry and its latest trends.
http://www.mapic.com

February 1–3 2006

September 14-16, 2005

Integrated System Europe

Visual Communication
Paris Expo - Porte de Versailles, Paris,
France

ISE is targeted to professional electronics systems distribution
channel professionals from the commercial and residential
markets. Key channel professionals and commercial end-user
buyers including: architects, builders, consultants, dealers,
designers, distributors, engineers, independent reps,
installers, IT professionals, producers, rental & staging
contractors, specifiers, systems integrators, technicians, and
Value Added Resellers (VARs) are invited to attend the
Exhibition and Conference. www.iseurope.org

Visual Communication France is the event that brings
together the entire French visual communications industry:
sign, signage, digital imaging, die-cutting, engraving,
screen and other print technologies.
http://www.reedexpo.com
www.cleverdis.com
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Directory
3M
Stephen Bullough
Business Operation Manager for Visual
Systems, Blvd de l’Oise
95006 Cergy Pontoise Cedex
France
+33 1 30 31 61 61
www.mmm.com
Adtec Digital
Guillermo Ramirez
International Sales Director
2231-3 Corporate Square Blvd.
Jacksonville, FL 32216
United States
+ 1 904-394-0389 ext. 227
www.adtecink.com
AMX UK Ltd.
Tim Penn
Regional Manager EMEA
Auster Road, Clifton Moor, York
YO30 4GD - UK
+44 1 904 343100
www.amx.com
Analog Way
Parc du Moulin 33 rue du Saule Trapu
BP 218 - 91882 Massy
France
+33/ 1 64 47 14 14
www.analogway.com
AOC International Europe Gmbh
Bernd Maja
Product Manager
Lahnstrasse 86a
12055 Berlin
Germany
+49 241 81 09 83
www.eur.aocmonitor.com
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AU Optronics
Yawen Hsiao
Senior Manager, Corporate Communication
No. 1, Li-Hsin Road 2 - Science-Based
Industrial Park - Hsin-Chu 300 - Taiwan ROC
+886 3 56 32 899
www.auo.com

Christie Digital Systems, Inc.
Brant Eckett
Marketing Manager Europe
ViewPoint 200, Ashville Way
Wokingham RG41 2PL - UK
+44 118 977 80 00
www.christiedigital.com

Barco Media & Entertainment
Koen Bossuyt
Sales & services director EMEA
Noordlaan 5 - B 8520 Kuurne - Belgium
+32 56 368 287
www.barco.com

Clarity Visual Systems, Inc.
Pim Koemans
European Sales Manager
P.O. Box 3196
4800 BB Breda - The Netherlands
+31 76 531 7787
www.clarityvisual.com

BenQ
Conway Lee
Managing Director
Benq Europe B.V.
Ekkersrijt 4130, 5692 DC Son
The Netherlands
+31 499 750 500
www.benq.com
BIENVENIDO GIL
Jordi PAGES
Avda. Madrid 191, Esc.B, Entr. 3a,
08014, Barcelona, Spain
+34 93 3630
www.bienvenidogil.com
Canon Projectors
Takanobu Suzuki
European Product & Marketing Manager
Multimedia Projectors
Bovenkerkerweg 59-61
1185XB Amstelveen - The Netherlands
+31 20 545 8545
www.canon-europe.com

ASVideo
C/ Batalla de Belchite 5, 4º
28045 Madrid, Spain
+ 34915598757
www.asvideo.net

Carlipa
Robert Louvignes, President
Parc d’affaires du Vivier
4, rue de la plaine
78860, Saint Nom la Bretèche
+ 33 1 30 85 15 30
www.carlipa.com

ATI
Jan Puchert
Marketing Manager (German HQ)
Keltering Nr. 13
82041 Oberhaching
Germany
+49 89 665 150
www.ati.com

Chief Manufacturing Europe Inc.
Jan Mergen
Responsible for Chief’s international business
Zekeringstraat 17
1014 BM Amsterdam
The Netherlands
+31 (0)20 5708923
www.chiefmfg.com
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Cleverdis
Gerard Lefebvre
President
513, route de la Seds
13127, Vitrolles, France
+ 33 4 42 77 46 00
www.cleverdis.com
Conrac GmbH
Lindenstrasse 8
Weikersheim
D-97990
Germany
0049 7934 101 0
www.conrac.de
Crestron Electronics, Inc.
Oude Keerbergsebaan 2
B- 2820
Rijmenam
Belgium
+32/ 15 50 99 50
www.crestron.com
CTX Europe
Marlies Smeenk
Marketing Manager Europe
Science Park Eindhoven 5204a
5692 EG Son En Breugel
The Netherlands
+31 4029 09 700
www.ctxeurope.com
Dell
Sean Fitzgerald
Marketing Manager
Technology House - Bracknell
RG12 1FA - Berkshire - UK
+44 1344 860 456
www.euro.dell.com
www.cleverdis.com

Digital Projection
Richard Marples
International Account Manager
Digital Projection limited,
Greenside Way, Middleton
M24 1XX Manchester - UK
+44 161 947 3300
www.digitalprojection.com

Epson Europe
Coll Kretz
Epson European Marketing Dept.
Campus 100, Maylands Avenue
Hemel Hempstead,
Herts. HP2 7TJ - UK
+44 14 42 26 17 80
www.epson-europe.com

DisplaySearch
Ross Young - President & CEO
United States Headquarters
1301 S. Capital of Texas Highway Ste. B125
Austin, Texas 78746, USA
+ 1 512 459 31 26
www.displaysearch.com

Ergotron
John van der Veld
Director of Sales & Marketing
Hogehilweg 8, 1101 CC Amsterdam ZO
The Netherlands
+31 203 122 950
www.ergotron.com

dnp denmark as
Matthias Mikkelsen - Area sales manager
Skruegangen 2
DK - 2690 Karlslunde - Denmark
+ 45 46 16 51 00
www.en.dnp.dk

Extron Electronics Europe
Bert de Groot
Managing Director of European Sales
and Marketing
Beeldschermweg 6c
3821 AH Amersfoort - The Netherlands
+31 33 453 40 40
www.extron.com

Draper Inc.
Mr Mathes Robert
AV/Video Market Manager
411 South Pearl Street
47385 - Spiceland - Indiana USA
+1/ 765- 987 7999
www.draperinc.com

Mediaservice Beddig
Rainer Beddig
Kaiserin-Augusta-Allee 101, Spreelofts,
D – 10553, Berlin, Germany
+49 30 34 70 53
www.mediaservice-beddig.de

DTC Decision Tree Consulting Ltd
Mike Fisher Senior Consultant for the
worldwide Flat Panel Market
Stevendale House, Primett Road, Stevenage
Hertfordshire, SG1 3EE, United Kingdom Tel:
+44 (0) 1438 316240
www.dtc-worldwide.com

EUREX
Gilles Assolant - President
ZI de Chavanoz, 4 rte de la plaine
38231 Pont de Cheruy cedex, France
+ 33 4 72 46 16 26
www.eurex.fr

Eizo Nanao Corp.
Minoru Kontani
Assistant Manager Overseas
153 Shimokashiwano, Matto
Ishikawa 924-8566 - Japan
+82 76 277 6792
www.eizo.com

Fujitsu General
Shinsaku Odajima
European Marketing Manager
Unit 150, Centennial Park, Centennial Avenue
Elstree, Herts WD6 3SG
+44 (0) 208 731 3450
www.fujitsu-general.com

Elo TouchSystems
Karine Piette
Customer Service Manager
Tyco Electronics Raychem NV
Diestsesteenweg 692
3010 Kessel-Lo - Belgium
+32 16 35 21 00
www.elotouch.com

Fujitsu Siemens Computers
Mr Nam DUPUIS
Video & Sound Category Manager EMEA
229, rue de la Belle Etoile
BP 50027 Roissy en France
95946 Roissy Ch-de-Gaulle Cedex - France
+ 33 1 49 897 387
www.fujitsu-siemens.com

www.cleverdis.com

Futuramedia
Guy Taieb
President
3, rue Portefoin, 75003, PARIS
+ 33 1 49 96 20 00
www.futuramedia.fr
GMie
Gérard Moratille
Design & marketing consultant
30, rue Louis Besquel – 94300 Vincennes
+ 33 1 41 93 05 21
LG Goldstar France
Mr Cydrick Petiteaux
Digital signage Sales
Paris Nord II 22, Avenue des Nations-B.P.
50372 Villepinte 95942 Roissy CDG CEDEX France
+33 1 49 89 89 36
Hewlett Packard
Mr Olivier Hamon
European Display Manager
HP Business Desktop Division
Monitors & Accessories,
5 Avenue Raymond Chanas-Eybens,
38053 Grenoble Cedex 9
+33 4 76 14 59 99
www.hp.com
Hitachi Europe Ltd.
Mr Mark Wilkin
Group Executive - Product Marketing Division
Whitebrook Park, Lower Cookham Road,
Maidenhead, Berkshire, SL6 8YA UK
+44 1628 643000
www.hitachi-eu.com
IBM Corporation
Mr Christophe Heurtevent
Director of store on demand EBO EMEA
2, avenue Gambetta
Tour Descartes, La Défense 5
92066 Courbevoie
France
+33 1 41 88 58 03
www.ibm.com
ict AG
Maximilian Görwitz
Sales Director ic vision
Kackertstr. 20
52072 Aachen, Germany
+49 (241) 88949-0
www.ic-vision.de
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IEC-ASV
Alain Cotte - Chief Executive Officer
27 boulevard Louise Michel
92230 Gennevilliers -France
+33 1 46 88 28 28
www.iec-asv.com
Iiyama UK Ltd
Eric Joor - European Director
1 Vincent Court, Fishers Green Road
Stevenage, Herts, SG1 2PT - UK
+44 1438 745 482
www.iiyama.co.uk
Impact Europe Group AB
Mauritz Torstenson
Solna Strandväg 3
171 54 Solna
+46 (0) 8-585 385 00
www.impact-europe.com
InFocus Corporation
Till Gotterbarn
Sr. Product Marketing Manager
Strawinskylaan 585
1077 XX Amsterdam - The Netherlands
+31 (0)20 579 2000
www.infocus.com
IISI
Mr Pascal NICOLAS
Director of Business Development
25 route de Jouy
91570 Bièvres, France
+ 33 1 69 35 59 80
www.iisi.fr
Inloc International
Dominique De Tollenaere
Avenue Lavoisier 18, B-1300 Wavre
Belgium
+ 32 (0) 10 238 500
www.inloc.be
Interconnexion Consulting Group
Faulmangasse 8* A-1040 Wien
Austria
+ 43 1 585 486 230
http://www.interconnectionconsulting.com/
IVC, Bryan Edwards
8 Armoury Road, Lufton Trading Estate,
BA22 8RL, Yeovil,Somerset,
United Kingdom
+44 7970 909 118
www.ivc.uk.com
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JVC Europe Ltd.
Keisuke Yoshikawa
General Manager, Professional Business
JVC House, JVC Business Park, 12 Priestley
Way, London NW2 7BA - UK
+44 20 8450 3282
www.jvc.co.uk
Kodak
Helen Chester
Customer Relations Manager
PO Box66, Station Road
Hemel Hempstead, Herts HP1 1JU - UK
+44 1442 844 718
www.kodak.com
Lexis numérique
José Sanchis
General manager
Espace Descartes, 7 rue Albert Einstein,
77420 Champs-sur-Marne
+33 1 64 68 58 30
www.lexis-numerique.fr

LG Electronics Deutschland GmbH
Maxim Chun
Jokob Kaiser Strasse 12, 47877 Willich
Germany
+49 2154 492 181
www.lge.de
LG Electronics U.K Sales Ltd.
Shaun Kim
LG House 264 Bath Road, Slough Berkshire
SL1 4DT
UK
+441 753 500 486
www.lge.co.uk
LG Electronics Benelux
H.S.Jang
VeluweZoom 15 1327 AE ALMERE
The Netherlands
+31-36-547-8888
www.lge.nl
LG Electronics Espana S.A
S.Y.Jeon
Complejo Europe Empresarial Ctra.
N-VI 28230 Las Rozas Madrid
Spain
+34 91 2112 261
www.lge.es

LG Electronics Italia S.P.A
W.S.Park, or
Giulio Turconi Corporate Development Manager
Centro Direzionale “Il Quadrato”
Via Modigliani 45, 20090 Segrate (MI) Italy
+39 02 2692 8238
www.lge.it
LG Electronics Hellas S.A
S.S.Lee
5, Akti Poseidonos Lokridos
Moschato,183 44,Athens - Greece
+30 210 480 0552
www.lge.com
LG Electronics Nordic AB
Bruce kim
Esbogatan 18 Akalla P.O. Box 83
SE-164 94 Kista - Sweden
+46 8 566 415 00
www.lge.com
LG Electronics Portugal, S.A.
Luis Lameiras - ISP Director
Rua da Garagem nº.1 r/c - Edifício Efacec,
2794-025 Carnaxide - Portugal
+35 1 21 120 2200
www.lge.com
LG Electronics Austria GmbH
Sung Yul Kim
Twin Tower A Wienerbergstrasse
11/16A A-1100 Vienna - Austria
+43 01 99460 6765
www.lge.com
LG Goldstar France
Mr Cydrick PETITEAUX - Digital signage Sales
Paris Nord II 22, Avenue des Nations-B.P.
50372 Villepinte 95942 Roissy CDG CEDEX France
+33 1 49 89 89 36
www.lge.com/fr
LG.Philips LCD
Jakob-Kayser Straße 12
47877 Willich - Germany
+49 2154 929 530
www.lgphilips-lcd.com
Liesegang Optoelectronics GmbH
Manfred Schoemaker
Kaistrasse 5 - 40221 Duesseldorf, Germany
+49 (0)211/ 3901-279
www.liesegang.de
www.cleverdis.com

Lite-On Technology Europe B.V
Chris Wang - Managing Director
Hastleweg, 5652 CM Eindhoven
The Netherlands
+31 40 2957 500
www.liteon.com
Lumileds
Lumileds Lighting, LLC
370 West Trimble Road
San Jose, California,
95131 USA
www.lumileds.com
European Contact:
+31 499 339 439

Mirane Novaccess
Cyril Michel
Chief Executive Officer
16 rue du 8 mai 1945
33150 Cenon
France
+33 5 57 77 12 15
www.novaccess.com
Mitsubishi Electric
Mitsuru Murakami
Director
Travellers Lane
AL108 XB Hatfield - UK
+44 1707 278 100
www.mitsubishielectric.co.uk

www.futureelectronics.com/lumileds
Maxdata Computer GmbH & Co.
Marius Sylla
Product Manager Belinea
Elbestraße 12 - 16
45768 Marl
Germany
+49 2365 952 2423
www.maxdata.com
Mediaservice rainer beddig
Kaiserin-Augusta-Allee 101 / Hansaspeicher
10553 Berlin GERMANY
+49-(0)30-34 70 53 03
www.presentation-technologies.de

Medialon
Alex Carru, CEO
101, rue Pierre Semard
92324 Chatillon cedex, France
+33 1 46 55 60 70
www.medialon.com

MSI / Mystar Computer BV
Angelique Berden
Marketing Manager
Ekkersrijt 6050
NL-5692 GA SON - The Netherlands
+31 40 267 66 00
www.msi.com.tw
MULTITESKST-Vidar Eggen
Eggen VIDAR
Hovinveien 3A, N-0576 Oslo,
Norway
+ 47 22 67 31 39
www.chello.no
NEC Europe
Bernd Eberhardt
Director - Europe
Professional Graphics & Optical Storage/FDD,
Ismaning Office Reichenbachstrasse 1
85737 Ismaning
Germany
+49 89 96 27 40
www.necd.de

Mediaservice Rainer Beddig
Kaiserin-Augusta-Allee 101 / Hansaspeicher
10553 Berlin - Germany
+49-(0)30-34 70 53 03
www.presentation-technologies.de
(www.mediaservice-beddig.de)

NEC Mitsubishi Electronics
Peter Kroyer
General Manager & Marketing Director
Landshuter Allee 12/14
80637 München
Germany
+49 89 99699 641
www.nec-monitors.com

Microsoft EMEA
Uwe Gratze
Senior Marketing Manager Windows
Konrad-Zuse-Strasse 1
85716 Unterschleissheim - Germany
+49 8931 76 5425
www.eu.microsoft.com

NDS Net Display Systems
Luchthavenweg 59-1n Eindhoven,
5637 EA The netherlands
+ 31 40 266 11 77
www.NDS-NL.com

www.cleverdis.com

Nikon Europe
Takami Tsuchida
General Manager
PO Box 222 - 1170 AE Badhoevedorp
The Netherlands
+31 20 44 96 222
www.europe-nikon.com
NVIDIA Europe
Alain Tiquet
Managing Director
2nd Floor, 1310 Arlington Business Park,
Theale, Reading
Berkshire RG 7 4SA
UK
+44 118 903 3000
www.nvidia.com
Olympus Europe GmbH
Hans Thiele
Head of Marketing Communications
Wendenstr. 14 - 18
20097 Hamburg
Germany
+49 40 237730
www.olympus-europe.com
Optoma Europe Ltd.
Paul Gain
Sales Manager
42 Caxton Way, Watford Business Park
Watford WD18 8QZ
UK
+44 1923 691807
www.optomaeurope.com

Panasonic Marketing Europe GmbH
Mr. Yuichiro Kasahara
Hagenauer 43, 65203 Wiesbaden, Gernamy
+ 49-611-235-249
www.panasonic-europe.com
Panasonic UK Ltd - Mr. Tim Grimshaw
Panasonic House, Willoughby Road, Bracknell,
Berks, RG12 8FP, UK
+ 44-1344-853014
Panasonic Deutschland - Mr. Detlef Kirstand
Winsbergring 15, 22525 Hamburg, Germany
+ 49-40-8549-2824
Panasonic France S.A - Mr. Daniel Granier
1 a 3, Avenue Francois Mitterrand 93218
Saint Denis la Plaine cedex, France
+ 33-1-55-93-67-39
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Panasonic Espana, S.A.
Mr. Jose Luis Garcia Aviles
Avda. Josep Tarradellas 20-30-5o 08029
Barcelona, Espana
+34-93-425-93-00
Panasonic Italy S.p.A
Mr. Fabrizio Colombo
Via Lucini 19, 20125 Milano
Italy
+39-26788-522

Samsung Electronics Europe
Nelson Allen
Director
Samsung House
1000 Hillswood Drive
Chertsey, Surrey KT16 0PS
United Kingdom
+44 (0)1932-455-210
www.samsung.com

Philips Consumer Electronics
Business Display Solutions
Mark Poldevaart - General Manager
Building SFH-632 Glaslaan 2

Samsung Electronics Germany
Markus Korn - Head of Corporate Sales
Samsung House
Am Kronberger Hang 6

5616 LW Eindhoven, P.O.Box 80002
5600 JB Eindhoven, The Netherlands
31 (0)40 27 36302
www.philips.com
Pioneer Europe N.V.
Mark Grotefeld
Marketing Communications Manager Europe
Pioneer House - Hollybush Hill Stoke Poges,
SL2 4QP Slough
UK
+44 17 53 789 789
www.pioneer-eur.com

65824 Schwalbach -Germany
+49 (0) 6196-66-1665

Platt Retail Institute
Steven Keith Platt
DIrector
P.O. BOX 158
HINSDALE, IL 60522
USA
PHONE: + 1 630-920-1844
www.plattretailinstitute.org
Projecta B.V.
Piet Philipsen – Marketing and
Communications
P.O Box 191, Franklinstraat 14 6003 DK
Weert,
The Netherlands
+31 (0)495 580 850
www.projectascreens.nl
Ricoh Europe B.V.
EPMMC Division
Andreas Küsters
Sales & Marketing Manager EPMMC Europe
Oberrather Str. 6
D-40472 Düsseldorf
Germany
+49 211 6546 0
www.ricohpmmc.com
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Samsung Electronics UK
Alan Hemson
Head of Corporate Sales
Samsung House
1000 Hillswood Drive
Chertsey, Surrey KT16 0PS
United Kingdom
+44 (0)1932-455-322
Samsung Electronics France
Pierre Trouve - Vertical Markets manager
56, Quai de Dion Bouton
92806 Puteaux Cedex - France
+33-1-55.68.40.70
Samsung Electronics Benelux
Jos Beernink - IT Director
Olof Palmestraat 10
2616 LR Delft - The Netherlands
+31(0)15-219-6149
Samsung Electronics Italy
Carlo Barlocco - Head of Corporate Sales
Via C. Donat Cattin, 5
20063 Cernusco sul Naviglio
Milan, Italy
+39-02-9218-9293
Samsung Electronics Spain
Fausto Checa
IT Director
Parque Empresarial "La Finca"
Paseo del Club Deportivo
1. Bloque 13 - 2a Planta
28223 Pozuelo De Alarcon
Madrid, Spain
+34-91-799-7270

Sanyo Fisher Sales (Europe) GmbH
Jan Markus Jahn - Deputy General Manager
Stahlgruberring 4
81829 München - Germany
+49 89 451 160
www.sanyo-europe.com

Scala
Alain Bodenstedt
Business Development EMEA
Euregiopark 16C
6467 JE Kerkrade - The Netherlands
+31 45 546 6690
www.scala.com
Sharp Electronics (UK) Ltd.
Mark Klein
Product Marketing Manager
Sherbourne House, Croxley Business Park,
Watford WD18 8WT - UK
+44 1923 434647
www.sharp.co.uk

Sony Europe
Hans Mastembroek
Director communications display
The corporate village
Da vincilaan 7 – POBOX D1
B1935 Zaventem – Belgium
+ 32 2 706 43 11
www.sony.com
Sony Europe - Eric Siereveld
Schipholweg 275
1171 PK Badhoevedorp
The Netherlands
Tel. +31 (0)20 6585610
www.sonybiz.net/retail
Sony UK
Sid Stanley
The Heights, Brooklands,
Weybridge, Surrey, KT130XW.
Tel 08705 424 424,
www.sonybiz.net/retail
Sony Deutschland GmbH
Ercan Vural
Hugo-Eckener-Str. 20
D - 50829 Köln
Tel.: 00496192206494
www.sonybiz.net/retail
www.cleverdis.com

Sony France
Arnaud Buannic
Rue Morel, 20-26
92110 Clichy
France
Tel.: +330155904178
www.sonybiz.net/retail

Tatung Ltd.
Shopping Lin
Marketing Manager
Stafford Park 10, Shropshire
TF3 3AB Telford - UK
+44 19 52 28 03 31
www.tatung.com

Toshiba Lighting & Technology Corporation
Derek Western
General Manager
16 Highview, High Street, Bordon
Hampshire GU35 OAX - UK
+44 1420 485 760
www.tlt-uk.co.uk

Sony Italia S.p.A.
Giuseppe Andriano
Via Galileo Galilei, 40
20092 Cinisello Balsamo (MI)
Italy
Tel.: +39 (0)2 61838450
www.sonybiz.net/retail

Teletech Congress Services A/S
Christian DANNEVANG Head of the Sales
Department
Generatorvej 9,DK 2730 HERLEV
Denmark
+ 45 44 92 98 00
www.teletech.dk

UTRAM
Guillaume Lesznewski Sales manager
10 rue Raymond David,
92247 Malakoff cedex
+33 1 40 92 50 00
www.utram.com

Sony España
Nuno Martins
Sabino de Arana, 42-44 - 08028 Barcelona
Tel.: +34 93 4026548
www.sonybiz.net/retail

Texas Instruments
DLP(tm) Business Products
6550 Chase Oaks Blvd. MS 8478
Plano, TX 75023 - USA
+1 972 575 2000
www.ti.com
/ www.dlp.com

Viewsonic Europe Ltd

Sony Nederlands
Mike Storm
Schipholweg 275
1171 PK Badhoevedorp - The Netherlands
Tel.: 00 31 20 658 1911
www.sonybiz.net/retail
Sony Belgium
Erik Deschuyffeleer
St Stevens Woluwe Street, 55
B-1130 Brussels
Tel.: +32 2 724 18 25
www.sonybiz.net/retail
Stewart Filmscreen - European Office
Jensen Holger - European Operations - Sales
Vestre-Gade 6-E
DK- 2605 Broendby - Denmark
+45/ 36- 48 2204
www.stewartfilm.com
SVD
Joël Tatier
Chief Executive Officer
497, avenue Victor Hugo,
26000 Valence, France
+ 33 4 75 81 35 00
www.svd-info.fr
Synelec Telecom Multimedia S.A.
Zone Industrielle
12380 Saint Sernin sur Rance - France
+33 5 65 99 67 44
www.synelec.com
www.cleverdis.com

Thomson
Pascal Vittet
WW Marketing Manager
48 quai Alphonse le Gallo
92648 Boulogne cedex - France
+33 1 41 86 50 00
www.thomson.fr
Tibco Media Net
Hugues Hamelin
201 rue Lecourbe, 75015 Paris
France
+33 1 40 45 71 71
www.tibco.fr
TMM Communication
Michel Baronnier
Chief Executive Officer
4, rue des frères lumières
Z.I des Ebizoires,
78370 Plaisir, France
+ 33 1 30 55 79 25
www.tmmcom.fr

Mel Taylor
Vice President and Director of European
Marketing
ViewSonic House
Fleming Way, Crawley
West Sussex RH10 9GA - UK
+44 12 93 64 39 00
www.viewsonic.com
Vitelsa
Ciudad de la Imagen,
Antonio DUARTE
C/Fernando.Rey,1, 28223,Pozuelo de
ALARCON. MADRID
+34 91 518 85 70
www.vitelsa.es
WYSE Technology
Stephen Yeo
Director of Marketing EMEA & ANZ
1, The Pavilions, Ruscombe Park,
Twyford, RG10 9NN Berkshire - UK
+44 118 934 200
www.wyse.co.uk

Toshiba Europe GmbH
Gerd Holl
Director Marketing & Sales
Professional Visual Products
Hammfelddamm 8
41460 Neuss - Germany
+49 2131 158 416
www.toshiba-europe.com
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CHAPTER 6 • Useful Informations

Glossary
ACTIVE MATRIX DISPLAY: a technology used in flat panel
liquid crystal displays. Active matrix displays provide a
more responsive image at a wider range of viewing
angle than dual scan (passive matrix) displays. Also
known as “thin film transistor” (TFT) display.

COMPRESSION (IMAGE): minimizing the size in bytes of
a graphics file without degrading the quality of the
image to an unacceptable level.
CONTRAST RATIO: The ratio between the darkest and
lightest spot projected onto a screen by a projector or
visible on a screen.

AMLCD: active matrix liquid crystal display

DVI: Digital Visual Interface - A digital connection port
found at the back of digital projectors or monitors for
the input of images from computers. With this interface,
no conversion is required when connecting directly from
a digital source, like a computer, to a digital display
device. With other connectivity, the conversion process
can create artifacts and other image degradation.

CRT: Cathode Ray Tube, used in direct-view TV moniANSI LUMEN: An ANSI Lumen is a standard unit of
brightness as defined by the American National
Standards Institute.

tors, computer desktop monitors and “tri-tube” projection devices.

FED: field emission display
FPD: flat panel display

DAC: Digital-to-Analogue Converters, D/A converters
ANAMORPHIC: The process of compressing wide screen
images that are in wide-screen (16:9) format into the
framework of a standard 4:3 television display. The
images are expanded back to their original format on a
wide-screen display device.

D-ILA: Digital Direct-Drive Image Light Amplifier (DILA®) technology, a proprietary projector light engine
technology developed by JVC – based on LCOS technology (see LCOS).

HDTV: High-Definition Television. True HDTV pictures
are composed of 1080 active lines (1125 total whereas
current standard television pictures are composed of
only 480 active lines (525 total). The fine-grained HD
picture thus contains five times more information than
does the standard TV picture.

DISPLAY: a computer output surface and projecting

HOLOGRAM: a three-dimensional image, created with

mechanism that shows text or graphic images to the
user, using a cathode ray tube (CRT), liquid crystal display (LCD), light-emitting diode (LED), gas plasma, or
other image projection technology.

photographic projection. Unlike 3-D or virtual reality on
a two-dimensional computer display, a hologram is a
truly three-dimensional and free-standing image that
does not simulate spatial depth or require a special
viewing device.

convert a Digital signal to an analogue signal.

ASPECT RATIO: The ratio of image width to image
height.

BNC: Type of interface with only one pin utilized in
professional applications, generally for video signals.
This plug is inserted, then locked in place with a quarter
turn to the right.

CAD/CAM: computer-aided design/computer-aided
manufacturing) - display software that is used to design
products such as electronic circuit boards in computers
and other devices.

DISPLAY MODES: the various display image formats and
resolutions that have evolved. In addition to monochrome, color display modes include CGA, EGA, VGA,
XGA, and SVGA.

HRI: high resolution imaging
IMAGE: a picture that has been created or copied and
stored in electronic form.

DLP: Digital Light Processing (see DMD)
CD-R: Recordable CD (records once)
CD-RW: Re-writable CD (records many times)

IMAGING: the capture, storage, manipulation, and disDMD: Digital Micro Mirror Device, video projection

play of images.

technology developed by Texas Instruments. (See section
in guide on Front Projection)

INTERLACED DISPLAY: a display in which the lines are

CGA: Color Graphics Adapter, a display mode introduced by IBM in 1981 that provided four colors and a
maximum resolution of 320 pixels horizontally by 200
pixels vertically.

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

scanned alternately in two interwoven raster scans.

DOT PITCH: Measures the sharpness of an image on a
display. The dot pitch is measured in millimeters (mm)
and a smaller number means a sharper image. In desktop monitors, common dot pitches are .31mm, .28mm,
.27mm, .26mm, and .25mm. Personal computer users
will usually want a .28mm or finer.

DTS: Digital Theatrical System, used for digital encodCHROMINANCE: The color mask that is superimposed on
the luminance to create a color image.

CINCH: Type of standard one pin plug generally used to
transport both video and audio signals. This interface is
also known as RCA.
CMYK (cyan, magenta, yellow, and black): a scheme for
combining primary pigments. The C stands for cyan
(aqua), M stands for magenta (pink), Y is yellow, and K
stands for black.

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

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

LCD: Liquid crystal display the prevailing technology
used for displays in notebook and other smaller computers. LCD’s allow displays to be much thinner than
cathode ray tube (CRT) technology. LCD’s consume
much less power than LED and gas-display displays
because they work on the principle of blocking light
rather than emitting it. LCD’s use either a passive matrix
or an active matrix display grid. The active matrix LCD
is also known as a thin film transistor (TFT) display.

LCOS: Liquid Crystal on Silicon - LCoS is liquid crystal
on a silicone wafer, with a very high pixel density. The
amount of pixels used are less restricted than LCD or DLP
because the electronics are placed under the pixel
rather than next to it. This high pixel density means
higher resolution. To this end, today's LCoS projectors
start at SXGA resolution.

DTS: Digital Theatre Systems, a digital technology comCOAXIAL

CABLE: A cable in which one conductor is

accurately centered inside another, with both conductors
carrying signal. It is used primarily for the transmission
of high frequency, such as digital signals or television.

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

pany specializing in multi-channel audio for entertainment. DTS digital sound is now featured worldwide in
approximately 19,000 movie theatres.

LED: Light-emitting diode a semiconductor device that

DTV: a broadcast standard, which will ultimately

DVD: Digital Video Disc. DVD has the same physical

LINES OF HORIZONTAL RESOLUTION: often confused with
“scan lines”. Lines of horizontal resolution refers to visually resolvable vertical lines per picture height. They are
measured by counting the number of vertical black and
white lines that can be distinguished an area that is as
wide as the picture is high. Since all video formats have
the same number of scan lines, it's the horizontal resolution that makes the difference in picture quality.

dimensions of a CD, however it can hold much more
information. (see section on Optical Storage)

LUMEN: See ANSI Lumen.

replace analogue television broadcast signals we
receive today. The new picture format offered by DTV
allows for a high-resolution and wide-screen presentation. Digital TV will require new television receivers as
well as new broadcast facilities.

COMPONENT VIDEO: Video transmission that uses three
separate video lines: one for luminance (black & white),
and the remaining two for color. Many DVD and DBS
systems support component video.
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emits visible light when an electric current passes
through it. In most LED’s the light is monochromatic.

www.cleverdis.com

MONITOR: a computer display and related parts packaged in a physical unit that is separate from other parts
of the computer. Notebook computers don't have monitors because all the display and related parts are integrated into the same physical unit with the rest of the
computer. In practice, the terms monitor and display are
used interchangeably.

NTSC: National Television System Committee. NTSC is
commonly used to refer to one type of television signal
that can be recorded on various tape formats such as
VHS, used almost exclusively in North America.

OEM: Original Equipment Manufacturer – OEM products are those manufactured by one company, and
“branded” with another brand name. These products
may either be the same as those sold under the brand
of the manufacturer (i.e.: identical, but with a different
brand), or custom-made by the manufacturer for the
OEM client.

RFP: Request for Proposal/Request for Project.
RFQ: Request For Quotation (Call for Bids in US).
RGB: Video signal in which the chrominance is totally
decoded in three primary colors – Red (R), Green (G)
and Blue (B). In addition, a “luminance” signal is present, transporting synchronization information. The RGB
signal thus utilizes four separate cables with a BNC
interface.

ROI: Return on Investment.
SATURATION: along with brightness and hue, one of the
three aspects of color in the red, green, and blue (RGB)
scheme. All possible colors can be specified according
to hew, saturation, and brightness (also called brilliance), just as colors can be represented in terms of the
R, G, and B components. As saturation increases, colors
appear more "pure." As saturation decreases, colors
appear more "washed-out."

OLED: Organic Light Emitting Diode – Pioneered and
patented by Kodak, OLED (Poly-OLED) enables fullcolor, full motion flat panel displays with a level of
brightness and sharpness not possible with other technologies.

PAL: Phrase Alternation Line – a type of television signal, used in most parts of the World outside the USA.

PIXEL: short for "picture element the basic unit of programmable color on a computer display or in a computer image.

SECAM: Abbreviation of Système Electronique Couleur
Avec Memoire – a TV standard generally used in
France.
SMART DISPLAY: a Display monitor that can be detached
from its yoke or cradle and carried around the office or
home, connected via wireless technology to a PC. The
Display s doted with a Touch Screen and specific
Operating System (see special report, or www.smartdisplay.com for further information).
SVGA: originally Super Video Graphics Array an

PIXELS

PER INCH (PPI): a measure of the sharpness - the
density of illuminated points) on a display screen.

PLASMA DISPLAY PANEL (PDP): a display in which each
pixel on the screen is illuminated by a tiny bit of plasma
or charged gas, somewhat like a tiny neon light. (see
section on Plasma in this guide)
POLYMER LED: a technology based on the use of polymer as the semiconductor material in LED’s.
PROGRESSIVE VIDEO OUTPUT

OR

PROGRESSIVE SCAN:

Video signal in which all the lines making up the image
are displayed one after the other, from top to bottom in
one single sweep. The video signal, where the 480 lines
are shown in a non-interlaced way (progressively) is
called a “480p” signal (p for progressive). The result of
this procedure is an image whose definition is doubled.

informal name for the Video Electronics Standards
Association's standard, the VESA BIOS. Typically, an
SVGA display can support a palette of up to
16,000,000 colors, although the amount of video memory in a particular computer may limit the actual number of displayed colors to something less than that.
Image-resolution specifications vary. In general, the
larger the diagonal screen measure of an SVGA monitor, the more pixels it can display horizontally and vertically. Small SVGA monitors (14-inch diagonal) usually
display 800 pixels horizontally by 600 pixels vertically.
The largest monitors (20 inches or more diagonal measure) can display 1280 x 1024, or even 1600 x 1200,
pixels.

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

RASTER: the region of a cathode ray tube (CRT) or liquid
crystal display (LCD) monitor that is capable of rendering images.

RCA: Type of standard one pin plug generally used by
the general public to transport both video and audio
signals. This interface is also known as Cinch.

TFT: thin film transistor. See “Active Matrix”
THIN CLIENT SOLUTIONS: (see also WBT) – a centralized
server connected to a number of terminals, rather than
a standard “network” where a number of computers are
all connected to a server. It’s like one big central computer with a number of workstations attached

RESOLUTION: the number of pixels contained on a display monitor, expressed in terms of the number of pixels
on the horizontal axis and the number on the vertical
axis.

TOUCH SCREEN: a computer display screen that is sensitive to human touch, allowing a user to interact with
the computer by touching pictures or words on the
screen.

a video adapter capable of a resolution of up to 1600
by 1200 pixels.

VESA: Video Electronics Standards Association
VDT: Video Display Terminal
VDU: Video Display Unit
VGA: Video Graphics Array a display mode introduced by IBM in 1987 that allowed a choice between
16 colors at 640 x 480 pixels or 256 colors at 320 x
200 pixels. All IBM-compatible computers support the
VGA standard.

WBT: Windows Based Terminal – (see also Thin Client
Solutions).

WIDESCREEN: A television with an aspect ratio of 16:9.
XGA: Extended Graphics Array, a display mode introduced by IBM in 1990 as a successor to its 8514/A display. A later version, XGA-2 offers 800 by 600 pixel
resolution in true color (16 million colors) and 1,024 by
768 resolution in 65,536 colors.
Y/C: Term generally used when speaking of a video
standard in which the luminance (Y) and the chrominance (C) are separated.

YUV: Another name for a Component signal.
YPBPR: Another term for Component video.
TWISTED NEMATIC

AND FILM TECHNOLOGY: Twisted
Nematic and Film (TN + film) LCD panels arrange liquid
crystals at a right angle to the filter. The "film" is an
extra layer added to the panel to increase the viewing
angle. TN + film offers the cheapest LCD solution and
has been used in most of the TFT panels on the market
over the last several years. While adding film to the LCD
boosted viewing angles to 150 degrees, it did not
improve contrast levels and response times.

IN-PLANE SWITCHING (IPS): In-Plane Switching (IPS)
technology was developed by Hitachi and NEC with the
intention of correcting TN + film issues. IPS expanded
LCD viewing angles 170 degrees but it did not correct
response time and color contrast deficiencies. In an IPS
system, liquid crystals do not rotate unless voltage is
applied. The second filter is always perpendicular to the
first filter, blocking light so the screen displays a perfect
black that is superior to TN. An IPS system has its drawbacks because it requires significantly more power to
function and longer warm up times than TN screens.
MULTI-DOMAIN VERTICAL ALIGNMENT (MVA): MultiDomain Vertical Alignment (MVA) technology was
developed by Fujitsu. It offers 160-degree horizontal
and vertical viewing angles, half the response time of
IPS and old-generation TN screens, and more accurate
color presentation. MVA features subpixels split up into
several zones and pointed polarizing filters, so crystals
do not align or rotate in the same direction. MVA creates multiple zones so that users only perceive one zone,
regardless of viewing angle.

RFI: Request For Information – An initial request for
information made by a large corporation or institution
in the lead-up to a “Request For Quotation”.

TRI: Total Return on Investment.
UXGA (ULTRA XGA): A Display Standard referring to
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