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From Gérard Lefebvre, Publisher

Since their creation, in 1997, the Cleverdis Guides have been 
considered by corporate purchasers as the essential reference works
whenever it comes to building their Requests for Quotation or simply
to gather all of the information necessary for a judicious choice with
regards to digital equipment.
Destined for all kinds of companies and administrations, these Guides

could not however enter into the detail of specific solutions bound for one profession or 
another. What was missing in our offer was an additional dimension: that which would make
it possible to answer the full range of issues encountered within a single professional sector. 

In parallel, the growing success of SmartEvent, a convention organized by Cleverdis which
brings together major account buyers, top manufacturers and leading integrators for each 
professional sector, spawned within our ranks the idea of supplementing our range of guides
with a regular dedicated publication, targeting specific spheres of activity.

This formula thus gives us the possibility of proposing a communication platform to the main
players of the market:
• Purchasers who can voice their problems, their needs and the ups and downs of their recent

experiences;
• Added value resellers and integrators who reveal their concrete responses to these demands;
• Manufacturers, who have the occasion to present their offers and their technologies 

dedicated precisely to the vertical market concerned.

You are thus holding in your hands the first edition of this new collection of “decision 
assistance tools”: SmartReports.
This edition is devoted to the hotel trade; others will follow-on, covering issues in the sectors of
Health, Point-of-Sale and Digital Signage Solutions, Finance, Education, etc.

The entire profession has massively and qualitatively supported this initiative and we are 
particularly proud to have carried out an almost faultless run on this, the first publication, since
all the significant leaders of this market are present and have financially supported this new
initiative.
To realize this unique work for the hotel trade and convention centers proved to be a 
considerable work which could only be undertaken thanks to the motivation of a brilliant team
that I would like to heartily congratulate at this point.
I would also like to thank all the major players in this industry - purchasers, added-value 
resellers, integrators, and manufacturers - who have devoted their time to sharing their 
know-how with us, so allowing us to complete this synthesis.
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From Raphaël Pinot, Project Manager SmartReport

SMARTReport - Hotel is a publication by Cleverdis Intl.

This European guide is addressed to those hotels that wish to offer the
same “Digital Comfort” to their clients as they already have at home.
This lifestyle change is prompting hotels to supply services such as

interactive television, digital signage and Internet access (Wi-Fi etc.)

Client expectations of the hotel trade have developed in this sense and the level of quality of
these services must be reflective of hotel rates. However, it is no longer acceptable to provide
an approximate video image on room televisions, much in the same way that it is no longer
admissible that business clients do not have access to wireless connections with their Portable
PC’s, Tablet PC’s or Personal Digital Assistants (PDA).

The offers regarding solutions in the fields of digital display and equipment evolve constantly.
This constantly puts the onus on you to “pilot” your projects and to be aware of the solutions
that allow your services to evolve.

In this SMARTReport - Hotel, you will find interviews and articles carefully selected to enable
you to manage your projects in their entirety.

SMARTReport - Hotel was conceived in the same way as a project - and we begin with a 
chapter that will allow you to follow it as such. Included in this first chapter, you will find a 
dossier outlining the key factors to take into account for your project. 
We then interview those decision makers within the hotel trade already offering “Digital
Comfort” to their customers, in order to ascertain how they managed their projects and thus to
give you the means of avoiding certain pitfalls. We bring you up to date with the changing
offers of the various actors within the digital industry such as solution providers and 
manufacturers.

SMARTReport - Hotel, is an annual reference work – and as professional trade shows are an
unavoidable place to meet with the main actors of the market, we devote the final chapter of
this work to these major European events.

SMARTReport - Hotel is a working tool - synthetic, exhaustive and neutral – a synthesis of the
most important information on market trends – in an easy to read format. Welcome to Digital
Comfort!
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HOSTELCO
www.hostelco.com

Hostelco, International Salon of Equipment for Restoration, the hotel business and 
collectives, takes place from the 23rd to the 27 October 2004 in the Montjuic 
showroom, at Barcelona. Hostelco 2004, organised by Fira Barcelona and FELAC
(Spanish Federation of Associations of Manufacturers of Machines for the Hotel Trade,
Professional Bodies and Connected Industries), is the leading exhibition in Spain and has
become a European reference, occupying the second place after Milan.

with Mrs Isabel Piñol  
Manager of Hostelco

Cleverdis: Which sectors will be represented?

Isabel Piñol: In the this latest edition, Hostelco will again be
the shop front showing the latest in machines and equipment for
the hotel business and the indispensable convergence point for
the manufacturers and importers of the sector and the commercial
distribution network. The Expo will bring together more than
2,000 companies from nine sectors: equipment and machines
for the hotel business; furniture and decoration; Expolimp
(equipment and products for laundries; dry cleaning, hygiene
and cleanliness) management, IT and security; vending and
automatic distribution, and communication and services.

Cl.: Tell us about the programme. 

I.P.: Hostelco offers a complete programme of activities, 
including conferences that bring the prestige and know how
necessary to gain new competitive advantages. Specialists and
technicians from the sector will take part in a programme
designed to respond to the specific necessities of the 
professionals present at the event. Innovation in technology,
gastronomy, marketing, management strategies, fashion and
decor, etc., are some of the subjects that, as in each edition, will
adapt their content to the new necessities and the new 
challenges the hotel sector must confront.

Cl.: Could you share some market information on the hotel 
sector in Spain? 

I.P.: The sector has become one of the motors of the Spanish 
economy. In 2003 the sector represented 8.1 % of Spain’s GDP
with a gross turnover of 81.5m Euros due, in large, to the 52m
tourists visiting the country, thus making Spain the world’s second
most popular tourist destination. 

Cl.: How does Spain’s offer meet this demand?  

I.P.: To provide for this demand, there are at this time more than
16,000 hotels, 56,700 restaurants, 240,600 cafés & bars and 900
companies catering to the restaurant trade. For the future, we should
underline that in Spain, according to a study undertaken by ADD
Consulting for Hostelco, there are 600 new hotel projects to be carried
out over next the two years.

Cl.: What are the most popular tourist destinations in Spain? 

I.P.: The majority of establishments and companies concentrate
principally on the following regions: Catalonia, the Balearic
Islands, Andalusia, Valence, Asturias and the Canary Islands,
where we find as many international tourists as domestic visitors.
Hostelco finds itself, therefore, in a very favourable position to
consolidate its position as a point of reference in this sector. 

THE HOTEL MARKET AS SEEN BY 

Isabel Pinol, 38 years old,
has considerable experience
in the sector of service 
provision for the hotel 
business thanks to 10 years
working with Sodexho. 
She now holds the position
of Manager of Hostelco.

Isabel Piñol 
Manager 
of Hostelco

INTERVIEW

FIRA BARCELONA • 23>27 OCTOBER 2004
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FLAT SCREENS

Flat screens replace the traditional CRT television and offer a
larger image for less bulk. Their video rendering capability is an
important criterion to consider, but it is also necessary to ensure
that the general infrastructure of the system can guarantee the
quality of the incoming signal. Indeed, it seems of little sense to
feed an LCD screen with an analogue signal rather than a 
digital. 

8 essential choice criteria:
Choosing a flat screen is not as simple as it first seems. With the
principal concern being the visual impact that is produced, it is 
necessary to choose a screen adapted to the content that will be
diffused, whilst also considering the impact on the exterior 
environment.

1• Image size. This is directly influenced by the place where the
screen is to be installed: a distance of 3 to 5 times greater than
the diagonal size of the screen is necessary for good visual 
comfort. A general rule to observe is that it is better to be further
away than too close to the screen. 

Diagonal in inches Diagonal in cm Minimum distance
(Diagonal image x 3)

24 61 1,83 m

30 76 2,28 m

32 81 2,43 m

40 102 3,06 m

42 107 3,21 m

50 127 3,81 m

61 155 4,65 m

80 203 6,09 m

2• Resolution. Indicated by the number of horizontal and vertical
pixels, the resolution defines the quality of the displayed image, in
the technical sense of the word: the higher the 
resolution, the higher the quantity of dots, thus, higher the 
quantity of information being displayed. In the same way, 
the diffusion of high definition images demands the use of the
appropriate screens. As a reminder, the HDTV format is of the 1920
x 1080 standard, but there exists, nevertheless, another intermedi-
ary HD format -1280 x 720, compatible with a certain number of
currently available screens (by adapting the signal so it corresponds
with the exact format of the screen). Here are the principle 
resolutions currently available on the market:

Résolution Aspect Ratio
Type of screen

HDTV Compatible 
PDP LCD

852 x 480 16/9 X

1024 x 768 4/3 X

1024 x 768* 16/9* X

1280 x 768 16/9 X X X

1366 x 768 16/9 X X

1024 x 1024** 16/9 X X

1600 x 1200 4/3 X X

*standard format 4/3, modifiable to 16/9, available on certain plasma screens.
** proposed by the manufacturer FHP (Fujitsu Hitachi Plasma), the ALIS screens are composed of
pixels formatted to 16/9.

3• Luminosity and contrast

4• Video processing

5• Viewing angle

6• The response time. Theoretically, the response time is con-
veyed by the reactivity of the screen, which means to say, its
capacity to correctly diffuse a dynamic image without producing
negative effects on the viewer such as visual fatigue. 

The response time corresponds to an important choice criterion
when considering video imaging, but the indication of the
response time from black to white to black is not necessarily 
pertinent: a major issue that can only be addressed by perform-
ing a real situation test.

7• Interfacing and the capacity to relay a device fed with sever-
al sources of different formats.

8• Life-expectancy.

VIDEO PROJECTORS

The 10 choice criteria to remember when considering a purchase
of a video-projector are:

• Different categories of video-projectors and their weights

• Luminosity

• Contrast level

• Resolution

• Keystone correction

• Zoom and focal distance

• Sound output

• Compatibility - PCMCIA, USB…

• Wi-Fi 

The purpose of a conference room is to attract, with the passage
of time, all types of people: a device endowed with Wi-Fi and
USB and PCMCIA could prove very useful. Opt for SVGA 
(minimum) or XGA resolution, notably for large rooms. 

A luminosity level of 1500 ANSI lumens is a minimum, especially
if we take into account the impact of the quality of the image on
the faculty of concentration and memorisation of visuals and
audio. 

Here, the weight and size of the projector are of little importance,
because it is not regularly moved around (it is also possible to
have the projector mounted on the ceiling, allowing the 
presenter more flexibility of movement in front of the projector
screen) 

SMARTreport
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Applications 
and choice criteria

Flat screens, internet connections and Wi-Fi, video-projectors are increasingly present in hotels, where they drive an image of modernity,
“high-tech”, and “trendy” that can contribute to brand image and encourage loyalty among an ever more informed and demanding
clientele. However, beyond the fashionable image, these digital technologies offer characteristics particularly well adapted to numerous
types of applications, for they allow hoteliers to develop new personalised services for their clientele. All the more reason to choose
well…

BUYING METHODOLOGIES FOR DIGITAL
DISPLAY SOLUTIONS

Rule n°1: The objective is to respond to the true needs
of the clients and the hotel.

Right from the beginning, it’s a case of optimising future Return
on Investment, via three principal means:

• Adapt services, and notably the type of content, to the clientele
typology of the hotel, to better satisfy the client and establish their
loyalty.

• Optimise spin-off benefits beyond the initial requirement: 
For example the installation of a video display solution inte-
grated into the structure of the hotel’s information systems. The
screens installed in a conference room will not necessarily be in
continuous use. 
It is possible, therefore, to also make use of them to diffuse
another type of information, thus developing their utility
beyond the initial requirement without adding costs, just as 
televisions are not used only for watching films, but also to
provide access to information concerning the hotel, listening to
music, etc. 

• Optimise the efficiency of the project over its lifetime: the
needs of clients are inclined to evolve, as is the structure of the 
general information system, so it is important to take into
account the technological advances in the mid-term. 
Ensure that the adaptability of the project constitutes a
“major” need for the hotel. For example, a hotel wishing to
equip its rooms with screens for the propose of bettering the
quality of its services, will be obliged to consider the future
arrival of HDTV, just as, in the case of the acquisition of a
quantity of video-projectors to equip a seminar room, it is vital
to ensure their Wi-Fi compatibility. 
To ensure that no requirement has been neglected, it is crucial
to consult with clients in all matters concerning their satisfaction.

Consequently, all of the functionalities of the solution considered
make it possible to define functional specifications, upon
which the technical study will be based, followed by the
Request for Quotation.

Rule n°2: The application in question determines the
choice of the product and the technology, not the
reverse. It is not advisable to approach a project on the principle
that the hotel “needs to install flat screens”.  The hardware is only the
means of diffusing the image, not the solution, and should respond
to the general issue of how to generate a real benefit for the clients. 

Rule n°3: In each project it is necessary to identify
constraints, and as such, the precise choice criteria.

• Space constraints and the image size,

• The type of content diffused. Do you have the right to diffuse
the films? Is the system secure? Is it analogue or digital? 
Does it require re-cabling, the installation of PC’s in rooms to
process the information or does it require a completely auto-
mated and centralised solution?

• The place where the equipment is to be installed.

Essential details include ambient light, temperature and the
degree of humidity. Concerning ambient or direct light, the
choice should be made as to the capacity of the screen to 
maintain a level of acceptable contrast so to guarantee the 
readability of the displayed information or the richness of detail.

• The average and total duration of utilisation,

• The importance of the reliability of the equipment and the 
solutions. For example, if one has to dismantle an element of
interior architecture to gain access to the screen, the cost in
terms of man hours will be included in the total cost of 
ownership or the hire of the televisions.
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A WORD FROM THE HOTELIERS

GRAN MELIA FENIX • Madrid
www.solmelia.com

The grand hotel Melia Fenix is situated in the centre of the Spanish capital in the famous
Colón Square, next to the Castellana Avenue and the most exclusive commercial area
of the city. The hotel that belongs to the 5 Star Grand Luxury category has recently had
all installations completely renovated – bedrooms and public areas – to endow them
with the most advanced technology and the highest standards of quality, luxury and 
comfort. There are 215 rooms, of which 16 are suites, and 4 meeting rooms equipped
with the latest electronic and audio-visual technologies.

Graduate Technician of
Companies and Tourist Activities
from the Official School of
Tourism of Madrid, Palencia 
arrived at the company Sol Melia
as Receptionist before managing
the Coordination of Banquets
and Conventions and then taking
up an executive position. She
now holds the positions as
Manager of the Grand Hotel
Melia Fenix Madrid, member of
The Leading Hotels of the World.

Inmaculada
Palencia 
Manager

with Mrs Inmaculada Panlencia  
Coordination Manager

Cleverdis: What technological services do you propose to
clients and in which areas of the hotel?

Inmaculada Palencia: Our clients have access to Internet
in each bedroom and the business centre and also two 
telephone lines per room. As for the technical infrastructure, all
electric installations are controlled by an automation system
and the hotel has voice & data cabling in each room. 
Furthermore, all our conference rooms have a fixed video 
projection installation and sound system, audio & video 
conferencing, as well as the possibility to set-up LAN & WAN
networks.

Cl.: Are these services a real source of income for your hotel?
Which are the most profitable?

I.P.: The Internet service in each room is free because our 
principal objective is the satisfaction of our clients which is
obtained by offering solutions according to their requirements.
The only service which is charged for is that of the hiring of
audio-visual equipment and systems.

Cl.: And what do you offer in terms of audio-visual 
programmes?

I.P.: Our clients have access to 59 television channels, but we
do not yet have an interactive digital TV system. This is a 
project at a group level which is currently at the stage of 
studying the different solutions and the different products 
proposed by the suppliers. We must select an adequate solution
that can be continually updated and one that allows the hotel to
perform and increase its services by using the installed 
infrastructure, without needing to make frequent and costly
changes. Once this system is up and running, it will not 
constitute a source of supplementary income for the hotel, but it
will assure the quality of services that our clients demand.

INTERVIEW
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with Mr Mohamed Kabbani  
Purchasing Manager

Cleverdis: Are you using analogue or digital systems in your
hotels?

Mohamed Kabbani: We are currently using analogue 
systems, but we are studying the possibilities of a change to
digital; at this time we are evaluating the providers of different
solutions that each of them are proposing. 

Cl.: What will your criteria be when choosing a supplier?

M.K.: In reality, the system must offer more than Films On
demand. We believe that we can use the television as a means
of communication thus offering additional services in a more
simple and efficient manner, so rendering the client’s stay more
comfortable. We are convinced that digital systems have a very
high potential and can be adapted to the requirements of our
chain.

Cl.: In terms of contractual advantages, what are the choice
criteria?

M.K.: Without doubt, the system must be 100% digital, and,
aside from the habitual services that it offers – Video on Demand,
Internet, etc., the infrastructure and the communication between 

the server and the television must be the IP standard, and not a
stand-alone solution. This will enable us, in the future, to offer
more services to the client in the bedroom, and avoid the 
necessity to create a new infrastructure to support the system.
The provider must be able to put at our disposal the means of
communication to update films, and, in consequence, be able to
send our own content to the rooms in real time.

Cl.: Are you planning to use the televisions as a way of 
promoting the group’s hotels?  

M.K.: Yes, we also plan to use the digital system to advertise
and promote our hotels to our clients via the televisions.

A WORD FROM THE HOTELIERS

INTERVIEW

SOL MELIA
www.solmelia.com

The Sol Melia, founded in 1956 in Palma, Majorca (Spain), is the biggest hotel chain
in the world as well as indisputable leader of the Spanish market in leisure & tourism.
The group currently boast 350 hotels in 30 countries accross 4 continents, and counts
36,000 employees. The brands under which they trade their products are Melia, Tryp,
Sol, Paradisus and Hard Rock.

Mohamed Kabbina holds a degree in
Telecommunications Engineering
obtained at the Berlin Technical
University. His principal work expe-
rience is in the automobile sector as
Project Manager in R+D as well as
Network Engineering in several 
companies. He is now developing his
role as Purchasing Manager for all
projects that require negotiation of
special installations, IT equipment and
the new technologies for the Sol Melia
hotel chain on a global level.
Mohamed Kabbini’s carrier includes
experience in Germany as well as
Spain.

Mohamed
Kabbani
Purchasing
Manager
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with Mr Viktor Lebbin  
IT Manager

Cleverdis: You recently installed a new cabling system in the
Adlon hotel. Tell us about this…

Viktor Lebbin: The Cat-7 cabling system represents the most
recent technological standard which exists on the market.
Parallel to our administration network, Deutsche Telekom
installed a new network, completely separate, available only for
our customers. During the installation of this new parallel 
network, we replaced all the active components of our internal
network.  Before beginning work, we commissioned an 
independent company to make an inventory of the old system.
We thus learned the weak points of the system, and we knew
exactly what there was to bring up to date…  

Cl.: How many digital and analogue connections do you have
per room and for which applications are they useful?

V.L.: All our rooms are equipped with eight digital and analogue
connections. Independently of the general access to the fax, each
customer can have, at his request, a personal direct line fax. 
The rooms benefit from a cordless phone, two telephones 
connected to ISDN (Integrated services digital network), allowing
to transport, at the same time, voice, images and data, with a
message service and PC connections. If we still have analogue
connections, it is to satisfy our customers who are not yet

equipped with the latest technologies. As for digital connections,
they are destined to the customers who wish to have access to the
Internet via an ISDN line. 

Cl.: Do you offer your customers an interactive television service?

V.L.: We are bringing up to date our old “Grundig ASIS” 
system. The customer had a very limited film selection on 
Pay-TV. Our new Quadriga interactive television system is
largely more intuitive and offers a widened pallet of services.
We have already integrated it in 70 rooms. The customer has,
from now on, the possibility of choosing among 130 films from
a system of VOD (Video on Demand). They have freedom to
stop a film and to start it again, paying only once for the day. 
Using a flat-screen integrated in the wall of their room, the 
customer also has access to an Audio-On-Demand system as
well as an information system which presents the many 
services offered by the hotel. Using this screen, they also have
the possibility of connecting to Internet - a paid service 
moreover not very attractive, because all the rooms have a free
broadband access. It is possible to interface the screen by using
the remote control which integrates functionalities of keyboard
and mouse.

Cl.: You have set up a dynamic signage system?

V.L.: We set up these systems in the hall of the hotel and cer-
tain conference rooms. Two years ago, the company “Komma”
integrated a new system with which we are very satisfied. It is
an interface with the information system developed by
“Fidelio”. A customer who organizes a professional meeting
communicates the text, the graphics or the logos which he 
wishes to post during the reservation. 

This text, as well as the precise date of posting, are then 
recorded in the system by the personnel and are automatically
transferred onto the screen for digital display. Approximately
60 % of our conference rooms already have this new system. 

Viktor Lebbin has, since 1998, been
responsible for IT for the Hotel Adlon
Kempinski of Berlin. Mr Lebbin is in
charge of all projects related to the
information systems of the hotel 
including video systems. He is also
guarantor of all of the data-
processing applications of the
Kempinski group.Viktor Lebbin

IT Manager

INTERVIEW
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ADLON KEMPINSKI • Berlin
www.hotel-adlon.de
The mythical Adlon Hotel in Berlin is a member of the Kempinski Hotels & Resorts,
the oldest and most reputed European hotel group. Burned down shortly after the
2nd World War, the hotel was reconstructed near the Brandenburg gate on its
original site and was inaugurated on the 23 August 1997. Filled with history and
tradition, the Adlon is a harmonious blend of the luxury of the golden age and the
sophistication of modernity and offers to its clientele service and hospitality of an
incomparable level. During the “Villégiature Awards”, the 18th October 2004, 
the Adlon hotel was named “Best European Hotel”

with Mr Jean K. van Daalen  
General Manager

Cleverdis: What are the expectations of your clients in terms
of technological services?

Jean K. van Daalen: Our clientele is very varied. We
receive individual travellers, families with children, businessmen,
and so on. Certain occasional events can influence the type of
guests that we host. To satisfy our business clients, we must 
provide a very high quality technical service. If we do not 
provide for their technological demands, they will go to another
hotel.  This does not mean that every room in the hotel should
be equipped with professional technologies. Out of the hotel’s
400 rooms, about 100 are already equipped with the most
recent technologies, and the entire hotel is equipped with 
wireless solutions.

Cl.: Could you describe your project and the arrangement of
these new rooms.

J.K.V.D.: The novelty resides in the fact that each of these
rooms is equipped with the latest technological innovations:
Philips interactive LCD TV’s integrated in the wall, wireless 
network throughout all the hotel installed by Swisscom, 
supplementary telephone in the bathroom, Stereo system with
CD player, DVD player, video-recorder and radio. In 2002, 
we installed the wireless network when no-one was very 

interested in the technology. Today, the demand is constantly on
the rise. The majority of our clients ask for wireless access in the
hotel’s public spaces (wireless access in their room remains a
privileged solution).

Cl.: For your business clientele, what equipment do you make
available in your conference centre?

J.K.V.D.: Concerning the equipment specific to the needs of
the participants at seminars and conferences, we provide a
business centre complete with telephone, pagers, fax, typewriters,
photocopiers, projectors, stereo equipment, televisions and
video-recorders, video-conference, translation services and
note-taking services.  If we can’t respond to a client’s demand
we call-in an exterior supplier that can propose bespoke 
solutions. The conferences attendees can access a private 
network. They can, if they wish, have a common server at their
disposition and every computer can be linked to the network.

A WORD FROM THE HOTELIERS

Jean K. van Daalen is General Manager
of the Adlon Kempinski Hotel, Berlin,
named by Gault & Millar “Hotelier of the
year 2003”
President of the federation of the hotels
and restaurants of Berlin and its region,
Jean K. van Daalen, has, since 1996,
been general manager of the Adlon
Kempinski Hotel, Berlin. For the past 
4 years, he has assumed the  responsibili-
ties of regional director of the Kempinski
chain for North Germany, and from 2002
he has held the position of regional director
for the Adlon-Palace and Residence 
project, as well as the development of the
Kempinski Hotel at Heiligendamm on the
shores of the Baltic sea.

Jean K. 
van Daalen

General Manager

INTERVIEW

HOTEL ADLON KEMPINSKI • Unter den Linden 77 -10117 Berlin-Mitte - Germany • Tel: +49 30-2261 0

©
 P

ho
to

s 
: K

em
pi

ns
ki

 H
ot

el



SMARTreport • Hotel and Restaurant Trade /   15www.cleverdis.com

Cl.: Due to the fact that there are different potential sources of 
differing formats, such as Play stations, laptops etc., how you deal
with this?

L.M.: The infrastructure and the cabling have to be able to 
support everything you would expect a system to do. When we
started out, we did a lot of testing to insure we knew exactly how
the plasmas would react to different sources and tried to solve all
connectivity problems.

Cl.: Did you test several systems or did you make your choice on
the technical aspects on paper?

L.M.: We saw many systems as opposed to testing them out. 
We spent two years developing a road map of what we thought
our guests would need and like in the way of In-Room Technology
and tried to deploy a product that addressed the wide variety of
guest’s needs. When we issued this specification and held meetings
with suppliers, we realised that none of the major market players
were at the level that we wanted to come into the market at with
our interactive TV, which is why we went into partnership with our
current supplier.

Cl.: What were the main differentiating points between your 
provider’s solutions and the others?

L.M.: The bespoke nature of it! They did not have an installation
prior to coming to the Dorchester and we helped them develop
their product based on what our needs were. We have a good
relationship with them in so much as they create aspects 
specifically for us. It’s really the Dorchester’s system, not theirs! 
In the future we also want to provide greater levels of interactivity
so that the TV can become a menu for guests when they want to
browse our services. Essentially we put our system in place not as
the best solution of its time, but the best solution over time: the 

ability to grow with the needs of our guests, to be flexible and 
continually deliver on those needs. 

Cl.: Can you please describe the typical equipments in your 
business centres and conference & banqueting rooms?

L.M.: Because of our in-room capabilities, we no longer utilise the
business centre. We offer business centre services through our 
E-butlers in the privacy of the room. What we now provide in terms
of banqueting is our high-speed broadband access and any type
of connectivity. 
As for displays in conference and meeting rooms, we are 
increasingly using plasma instead of LCD projectors, especially in
small meeting rooms and we find that the quality of the image is
much better than the LCD projectors.

Cl.: Do you believe it important that the manufacturer, vendor and
channel are all involved in the project?

L.M.: I think that, fundamentally, the hotel industry has been
coerced so that the vendor has most of the control. What ends up
happening is that most times hotels don’t implement something that
they want; they implement something exciting that somebody told
them they should have. And for that reason I think that hotels have
lost a certain amount of control of how they service their guests. 
All too often hotels don’t take enough interest in the technology that
they deploy in general, and it takes two things: First of all, by 
setting your sights on the results and not on what’s available will
allow you to screen and talk to vendors about providing exactly
what it is your looking to do. The other thing that hotels have to be
very cognizant of is to deliver more solutions. I think that technology
professionals as well as business professionals in the industry have
to work together, to make sure the technology, especially in-room,
adds value. 
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DORCHESTER • London
www.dorchesterhotel.com

The Dorchester, London opened in 1931 and is one of the world’s most exclusive and
reputable hotels. There is great comfort and charm in the spacious rooms and suites, and
further to the caring and welcoming staff, the elegance, luxury and glamour. 
The Dorchester provides the very latest in communications technology for the sophisti-
cated traveller, such as a new business/entertainment system supported visually by 
42” plasma screens. Attending the IT needs of all guests, The Dorchester’s E-Butler team,
which was the first department of its kind in any hotel in the world, are on-call daily to
provide assistance. The classic ambience and contemporary provisions ensure that the
hotel remains one of the world’s most desirable places to stay.

with Mr Luke Mellors  
Computer Systems Manager

Cleverdis: If we could start with your In-Room Technology, do
you offer an On- Demand or Scheduled Service and why?

Luke Mellors: We offer On-Demand services meaning flexibility
for the guests: primarily films, music, and streaming radio. 
We believe that an important difference between on-demand and
scheduled services is that we have full DVD functionality, which
means that somebody can have the same control of a feature-film
or even a music track as they would have in the privacy of their
own home. We’re aiming to get our system as closely associated
with what people are used to having in their home-entertainment
systems, because that’s where their comfort-zone is and where the
satisfaction levels are.

Cl.: There are, of course, differences in terms of technologies,
could you tell us about this?

L.M.: On-demand services require more back-end technology to
facilitate them. They have to be digitally streamed and there has to be
a certain level of functionality and control for the people using the 
service. There are two types of on-demand: There is the on-demand
that allows you to choose a movie and watch it at the time of your
choosing, and ‘true’ on-demand, which is what we have at the
Dorchester. This allows the guest to access and have full operational
control of a movie at any time, so there are some issues with making
sure your backing infrastructure can support that level of functionality.

Cl.: How do you manage all the different connections to the TV in-
room?

L.M.: It is true that we have a very complex environment 
considering that we have NEC plasma screens with Bose sound
systems, there’s a PC in every room, a printer that can be hooked
up to the laptop and/or through the TV system, and cat 5 cabling
backed by a complete Cisco BBSM solution, so it is sometimes 
difficult to trouble-shoot. When we approached this, we realised
we would need in-house resources to be able to take up the 
appropriate ownership over the system and insure that it is 
working properly so we came up with the concept of a committed
department, and these are our ‘E-Butlers’ - a committed department
of qualified staff to assist our guests with technology needs.

A WORD FROM THE HOTELIERS

Luke Mellors graduated with a Bachelor of
Commerce specialising in Hospitality and
Tourism Management from Ryerson
University in Toronto, Canada. 
In 1996 Luke worked as Interim Systems
Manager of the Delta Chelsea Inn in
Toronto, which at the time was the largest
hotel in the British Commonwealth. In 1997
he became Regional Manager for
Information Systems for Delta Hotels.
In 2001 Luke took on the post of Computer
Systems Manager at The Dorchester,
London where he has overseen many inno-
vative projects including the Dorchester’s In-
Room Technology project, recognised by
the British Computer Society as one of the
best examples of Service technology for
2004.  He was also instrumental in putting
together the Dorchester’s E-Butler team.

Luke Mellors
Computer Systems
Manager

INTERVIEW

THE DORCHESTER HOTEL • Park Lane - London W1A 2HJ - Great Britain • Tel: +44 (0)20 7629 8888
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the advice of Fracalia, the group assumed the cost of the antennas,
the cables and the broadband connections. To go from analogue
to digital, we have also completed modifying our network, changed
the cables connected to the television….The expenditure, necessary
to permit this evolution, which represented a large up-scaling
project, was put-up by our provider.

Cl.: What are the reasons that guided you in your choice?

R.W.: We chose these solutions for several reasons: the new 
technology, the services offered, the need to respond to the
demands of our clients, the market position of the hotel. 
After we had completed the analysis, we were convinced that the
improvements brought by these solutions were significant and
could not only have economic repercussions but put us ahead in
terms of technological equipment. Today, technology makes up a
part of a range of services we need to offer and to accord a 
maximum of priority. It is for this reason that we need a 24hr 
after-sales service that can rapidly resolve any unforeseen prob-
lems, including over the weekend. We also expect an updated
offer that corresponds to the market.

Cl.: What are for you the pitfalls that should be avoided in a 
project of this type?

R.W.: When installing a new system, you need to ensure that it
functions perfectly from day one. 
If this is not the case, it can have very negative effect on the image
of the hotel and the confidence the clients have in us. This requires
exhaustive efforts and a strong quality control from the hotel and
the technology supplier.

Cl.: Are these services a real source of revenue for the company?

R.W. : There are indirect benefits: many clients choose our hotel
because it is one of the few in Madrid that offers Wi-Fi completely

free of charge. To cite another example, in the business centre, the
Internet connection made available to our clients is included in the
price of computer hire. As for Pay-TV, this does generates income,
but it brings, above all, real value-added in the room.

Cl. : What are the results in terms of feedback?

R.W. : At this time, the feedback in terms of client satisfaction is
very positive. 
What we need to improve with regards to telecoms is the speed of
the connection and we have already, in September 2004, doubled
our frequency to satisfy our American and Japanese clients who
are used to higher speeds.
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HESPERIA • Madrid
www.hesperia-madrid.com

The Hesperia Group comprises 44 hotels (of which 39 are in Spain, 1 in Andorra and
1 in London) and totals 7,000 rooms. Projects for six new establishments are currently
underway in Spain.
Inaugurated in March 2001, the Hesperia hotel – 5 star luxury – is the first contemporary
luxury hotel in Spain. Situated in the Paseo de Castellana, in the centre of the financial
district, the Hesperia hotel, Madrid has 171 rooms at the disposition of a national and
international clientele, composed principally of businesspeople and weekend tourists.

with Mr Reinhard Wall  
Director 

Cleverdis: Could you, in a few words, present the Hesperia Hotel
and the expectations of its clientele?

Reinhard Wall: The distinction “Leading Hotels of the World”,
of which we benefit, represents a very high standard of quality that
has to provide for the demands of our clients. In terms of 
communication and technology, the majority of our clients ask not
only for high-speed Internet, but also Wi-Fi.

Cl.: What are the technologies that you provide?

R.W.: We have free Wi-Fi (wireless Internet connection) in every
room, the ‘noble’ areas and the hotel salons, as well as a business
centre with computers, fax and photocopiers that are available to
our clients. In each case, there is an ADSL high-speed connection,
but there is also the possibility to connect to the Internet via a
modem, of which there is one in every room.

Cl.: Chronologically speaking, in what order did you put these
solutions in place?

R.W.: In 2000, Internet was accessible via a modem in every
room, which represented the acceptable standard. Between 2000

& 2003, we have been equipped with analogue Pay-TV, with the
possibility to watch 4 types of films. This solution was not 
satisfactory, as much for the poor quality of the image as for the
lack of functionality. We therefore passed to digital television,
which brought the possibility to watch 10 films (available for 24hrs
after payment), to choose music and surf the internet. Hesperia was
the premier hotel group in Spain to install its own system and one
which represented a considerable investment on by the company.
We started with the Hesperia hotel, Madrid and now numerous
Hesperia hotels offer these services as standard. Our Interactive-TV
system is the latest solution provided by Quadriga– “Genesis”, 
providing all the content in digital format, and in 
real-time, to guarantee the functionality of the tools that our clients
are used to in their homes.

The Wi-Fi technology was installed at the start of 2003. This again
required direct investment from Hesperia hotels because, following

A WORD FROM THE HOTELIERS

Austrian of origin, Reinhard Wall
debuted in the agro-food industry in
Austria. During the course of a 23
year career in this sector, he has 
worked in France (Relais and Chateaux),
Latin America (Bolivia, Venezuela),
Central America and in Spain (Hotel
Castellana Intercontinental). After 13
years in Intercontinental hotels, he
returned to Spain to take up his 
current position as Director of the
Hesperia Hotel, Madrid.

Reinhard Wall

Director 

INTERVIEW
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HOTEL HESPERIA MADRID • Paseo de la Castellana 57 - 28046 Madrid - Spain • Tel: +34 91 210 88 00
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BOSCOLO HOTELS • Italy
www.boscolo.com

The Boscolo Group SpA is comprised of 5 different subsidiaries, each one the leader in their 
sector. Boscolo Hotels SpA is divided into two offerings :
Luxury Hotels (5 Stars) Exendra 5 (Rome), Dogi (Venice), Aleph (Rome), Carlo IV (Prague) Majar
(due to open in Budapest).
14 First Class Hotels (4 stars) : Rome, Venice, Florence, Verona, Vincenza, Bologna, Trevise,
Trent, Lyon, Nice.
Boscolo Tours is a tour operator specialised in European voyages. Rallo Worldwide leader in the
overseas destinations.

with Mr Giorgio Boscolo 
Delegated Administrator

Cleverdis: What services do you propose to your clients ?

Giorgio Boscolo: All our hotels are equipped with high-speed
Internet, either by Wi-Fi (for the public areas) or by a cable 
network (for the bedrooms and the conference rooms). 
For the Internet, our supplier is Inter-Touch. Concerning Pay-TV, we
collaborate with Acentic. Using Pay-TV enables the client to consult
the state of his account and, if he does not have a computer, surf
the Internet. Furthermore, our fridge-bar system in the bedrooms is
linked to the restaurant. We have finally opened the technological
doors on the Internet site for private guests, businesses and travel
agencies (with specific access). 
The system allows one to reserve in complete security directly on the
web with a password to login to your contract with the conventional
price, without having to contact the operator. This saves a 
considerable amount of time and the control over real availability
is total. Moreover, the client can choose to receive, by SMS on his
mobile phone, further to the confirmation of the reservation, 
information on his destination (weather, traffic conditions, events).

Cl.: How is your project organised ? 

G.B.: Thanks to the help of consulting companies, we are 
gathering the results of global studies on the products available on
the market and the needs of the clients. Once the expectations of
the clients have been identified, we will integrate the best solution
adapted to our organisation. We pay great attention to technological

developments worldwide and aim to maintain our position as
leader in terms of keeping pace with the new trends of the market.
We must remember that technology becomes obsolete very 
rapidly and so the contracts must take this into account. 
In general, a product must be updated every two years. 
The technological innovations introduced  into the hotels are often
inspired by the vision of its director, but the risk, if the project is not
ready, is a failure to transform the introduction of technology into
a winning solution for the hotel.

Cl.: How do you see the future ?  

G.B.: In 36 months, all bedrooms will be equipped with plasma: this
will no longer be considered a luxury, but a normal requirement. 
We cannot offer, in our hotels, a service inferior to what the client has
in his own home. Moreover, the prices are coming down at a 
reasonable pace. We have chosen plasma technology because it is the
best large screen solution, whereas the LCDs are still encountering
some problems. To conclude, if Boscolo is, today, a profitable, 
dynamic and growing enterprise, we must give due thanks to
technology. 

A WORD FROM THE HOTELIERS

Giorgio Boscolo, the delegated
administrator of the Group
Boscolo SpA, is also president of
Boscolo Tours SpA and Rallo
Worldwide.  He and his three
brothers manage one of one of
the most secure financial groups
in the Italian tourist industry : the
holding company – Boscolo
Group SpA.  The group has a 
turnover of 188 million Euros, and
employs about 2,000 people.

Giorgio Boscolo

Delegated
Administrator

INTERVIEW

BOSCOLO Group S.p.A. • Via Uruguay, 47 - 35127 Padova - Italy • Tel: +39 049 7620111
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HÔTEL DU RHÔNE • Geneva
www.mandarinoriental.com
Located on the right bank of Lake Leman, the Mandarin Oriental Hotel du Rhône is 
situated facing the old town, in the heart of the financial district. Completely renovated,
it offers large and beautiful rooms in the modern art style as well as touches of Art Déco.
The Mandarin Oriental Hotel du Rhône is the ideal rendez-vous for businessmen and
women. The hotel proposes pleasant conference and banquet rooms equipped with the
latest technologies and a excellent cuisine. The two restaurants, the Café Rafael (serving
a local cuisine sprinkled with some pleasant exotic surprises) and Le Neptune (gastro-
nomic – one Michelin star) completing the offer.
192 rooms of which 12 are suites. 2 restaurants. 2 bars. Fitness room. Conference
Rooms. Covered parking. Business Centre. High Speed internet. 

with Mr Marco Torriani  
General Manager

Cleverdis: Which technological services do you propose to your 
customers? 

Marco Torriani: Since 2003, we propose, in all our rooms, a
broadband Internet connection and private in room direct dial fax
service which also acts as a printer and photocopier (B&W and
colour). 
Our conference rooms are equipped with a broadband Internet
connection and Wi-Fi system. Moreover, we offer all the equipment
necessary for conferences (audio-visual equipment, screens 
integrated in the ceilings, translation cabins …).  
Lastly, our public areas also benefit from a broadband Internet 
connection and from Wi-Fi. We propose the sale of cards for one
hour or 24 hours' use. Wi-Fi was retained as the response to the
expectations of our customers and to keep our 5-star business
establishment at the forefront of technology.

Cl.: Can you explain the advantages of Internet connection system
which you installed? 

M.T.: The system makes it possible to display, directly, on the 
customer's portable computer or PDA, the tariff proposed for the
connection, and since the system is connected to our invoicing 
system, the purchase is completely automated. In the future, we are
also considering, as a complement of our current Internet 
connection, a second possibility for our customers via television
(Internet on TV)

Cl.: What kinds of service do you propose by television?

M.T.: Since 1996, we propose PAY TV, allowing the customers to buy
films, from VHS cassettes located in the hotel. The customers can also
watch satellite channels. We envisage before the end of 2005 to have
installed in all the rooms a system of Video on Demand. VOD 
associates effectiveness and flexibility. It makes it possible for the 
customer to watch films when they decide to… and not at a fixed time.
We also envisage proposing Internet on TV, and some reservation 
services. We initially want to gauge customer reaction before proposing
other services on demand. We thus need an upgradeable system. 

Cl.: Which technical solutions do you have today, and what are
you considering for the future?

M.T.: At present, in September 2004, information is transmitted from
satellite reception to the room via a coaxial cable and by using an 
analogue/digital converter.
In 2 to 3 months, we will start to cable with Cat 6, for all the rooms.
In terms of the system, we prefer turn-key solutions to custom solutions,
as long as we have the possibility of personalizing them with the image
of the hotel.

Cl.: Why change the cabling?

M.T.: Our idea is to set up 5 different networks in each room for the
Fax, telephony by IP, Ultra High Speed Internet, interactive TV and
another network available for future solutions.

Cl.: In concrete terms, how your project is organized? 

M.T.: We first of all analyzed and listened to the desires of the 
customers. Then we defined our budget and established an 
agenda. Once these parameters were taken into account, we
examined the solutions suggested by the market and chose a 
company and a solution. We proceeded with an installation in test
rooms in order to analyse the system and to make the necessary
adjustments … before setting up it for the whole hotel

A WORD FROM THE HOTELIERS

President of the Foundation
Council for the Hotel School of
Lausanne, Marco Torriani boasts
25 years of international expe-
rience in the hotel business over 3
continents. His voyages then took
him to Geneva, as General
Manager of the Mandarin
Oriental Hotel du Rhone, where
he has been charged with the
complete renovation of the hotel,
with the mission of resuming its
place amongst the most luxurious
establishements of Geneva. 

Marco 
Torriani

General Manager

INTERVIEW

MANDARIN ORIENTAL HOTEL DU RHONE • Quai Turrettini - 1201 Geneva, Switzerland • Tel: +41 22 909 09 05
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and broadcasters will have to address this issue. It’s another
reason why digital television will forge ahead. 

Cl: Tell us about the future of HDTV in Europe… 

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

DVD, but of course in a couple of years’ time we’ll be seeing
HD-DVD (BluRay) DVD’s on the market and broadcasters will
have to match that. 

Cl: Where are other developments happening that will affect
the HDTV market? 

G.T.W.: One of the most important areas is that of compression.
We have the new techniques of MPEG4 or Windows Media 
9 which are going to give us the opportunity to put far more 
information into a smaller bit-rate. We also have a development
in satellite broadcasting now – the DVB S2, which is the second
satellite classification. This will allow more channels to broadcast
over the same band-width, and will also allow HDTV to be 
broadcast over an acceptable band-width

Cl: When do you think 50% of European channels will be HDTV?  

G.T.W.: : I would guess that it will be anywhere between 
7 and 10 years. 
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DIGITAL TV AND HDTV 
CURRENT STATE OF AFFAIRS

Cleverdis: What is the current state of affairs concerning
Digital TV in Europe?

Georges T. Walter: Roll-out is progressing in most European
countries. They all have different time scales, but I think there
is universal acceptance now that every country in Europe will
start to introduce Digital TV within the next three years. 
The Berlin Brandenburg area was the first in the world to go
completely Digital and cease analogue services. There is an
extensive plan now in Germany to roll-out digital television in
different areas over a period of time. The time scale is very
difficult to calculate as it’s often linked to the availability of
spectrum space. We’re lucky in a way that there have been
some vacant channels – the so called “taboo” channels, which
will allow us to introduce digital services. 
The best example of generalised Digital roll-out in Europe is
in the UK, where they have begun a digital terrestrial service.
This has been a great success with numbers are building every
day (Eds: at last count 4-million receivers). 

Cl: When we talk about coverage, it doesn’t always pertain
to end users. Can you explain?

G.T.W.: There is a big difference between coverage and
take-up. Italy is an example where by the end of this year,
around 70% of the population will be “covered”. This does not
mean that 70% of the households have digital receivers. But
demand is being stimulated by the offering of subsidies on the
receivers. The viewer pays around 49 euros and the rest is
paid by the state. This should increase the take-up over the
next couple of years, and Italy should progress quite quickly
in this area.

Cl: Why should we be pushing towards the onset of Digital
TV? 

G.T.W.: There are a number of reasons. Of course it gives us
the possibility to have a greater number of channels in a lower
portion of the spectrum, meaning less spectrum space. It gives
us better quality, coverage is better and the cost of running
transmitters is lower. As far as administrations are concerned,
it frees up a lot of spectrum space that can either be used for
other services or for enhanced or increased television 
programme services for specialised channels such as news
and sport, which even in themselves are being broken down
into sub-segments for more specific interest groups. Interactive
TV also becomes a reality, which is very important. 

Cl: What other changes have you been noting in the market?

G.T.W.: One of the other things that have happened in recent
years is that screen sizes have become bigger and tuners have
improved enormously. In the past five or ten years, the quali-
ty has improved greatly. People now have both better quality
receivers that are enhanced by bigger, flat panel displays and
they also have DVD which has introduced a quantum leap in
quality. DVD quality is far superior to broadcast reception,
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Dr George T. Waters 
President of the International 
Academy of Broadcasting 
Montreux – Switzerland 

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



completely different than today and professional visitors of the
hotel room will be experiencing complete different type of displays.

Cl: Can you describe this new experience for hotel guests?  

Ph: The arrival of LCD technology will change the designs of hotel
room. For instance, The Le Meridien chain in Europe used Flat
technologies to change the complete presentation of their rooms. 
Flat truly enables the digital revolution, which means that for the
years to come you will not only be able to watch TV, but you can
start combining certain functions in relation to the Internet, 
browsing, using the monitor function, split screens where you see
on the left side the TV and on the right side you are working on
your PC. 
There are more needs in the hotel room than watching channels,
such as TVs linked to the Internet, listening to digital music, 
browsing digital photos, viewing digital movies. LCD technology
opens new worlds, and I think we have not even explored 
half of it.
Philips strongly believes in the “ambient intelligence” concept: 
technology should be embedded in our surroundings and easy to
use. A great example of how we transform this concept into 
concrete products is our Mirror TV™ range.
Developing solutions that lead to a device in the hotel room that is
not just an entertainment unit will spark the true digital revolution.

Cl: What feedback have you received from hotels about this
digital revolution? 

Ph: We have been approached by a major hotel chain. This chain
came to us because it  believes that  in the next few years there will
be more and more business men and women who require all types
of digital functions in the hotel rooms. By talking to major technology
suppliers that are familiar with the industry the chain can start 

differentiating itself from other chains and create a better
competitive position.
This is the first time in the hotel world industry that hotel chains are
taking initiatives when it comes to in-room technologies. 
I think in the next 3-5 years we will see a major trend starting to
pop up. Because hotel chains cannot afford that their competitors
are starting to implement certain first versions of digital 
applications while they are still providing a traditional CRT device
with just a few movies. 
We believe that a digital revolution not only from a technology
point of view will start changing the world and of course it will. 
The digital revolution will lead in the hotel industry to using the TV
or the monitor or the combination of the two in one device to start
differentiating themselves from others and create competitive 
positions.
The good news is that we have a very strong position in the hotel
business and we enjoy driving that change in the hotel world with
our partners.  

Cl: Can you describe the Flat Mirror TV?  

Ph: Our Mirror TVs, or MiraVision range, integrates the utility
and the functionality of a miror with all the various viewing 
applications of a Philips high resolutions- capable LCD television.
When the LCD TV is turned on it will be a full TV – there is nearly
100 percent of light output. If the TV is off you have an extremely
good quality mirror. 
What is important to point out is that this shows that there is a
whole philosophy behind product creation;  that Philips is not just
a company that looks at what the market does and reacts. No, we
drive the market. 
The Mirror TV is only made possible by utilitizing LCD technology,
because LCD is based on polarized light. It is not applicable for
plasma or CRT. Mirror TV is a big success for us, it is styling, it is

SMARTreport • Hotel and Restaurant Trade /   25www.cleverdis.com

©
 P

ho
to

 : 
Ph

ili
ps

SMARTreport
CHAPTER 2 • From analogue to digital

www.cleverdis.com24 /   SMARTreport • Hotel and Restaurant Trade

Philips
www.philips.com
Royal Philips Electronics is one of the largest global electronics companies with
sales of €29 billion in 2003. Philips operates in over 150 countries and is the
largest consumer electronics company in Europe. Philips is active in the areas of
Medical Systems, Domestic Appliances and Personal Care, Lighting,
Semiconductors and Consumer Electronics. The business group “Connected
Displays” incorporates all TV and Monitor activities and is one of the three
Business Groups within Consumer Electronics. One of the Business Clusters in
“Connected Displays” is Institutional TV, which is the world leading business
activity in hotel televisions.

with Mr Teus Stahlie & Roel Vestjens   
General & Marketing Manager - Business Manager

Cleverdis: How is the Philips Business Display Solutions
(BDS) Cluster organised ?

Philips: BDS consists of a few business activities, one of them
being Institutional TV (ITV). We carefully select televisions from our
extensive consumer business platforms and modify both soft- and
hardware, including the housing of the TVs. By doing this, we 
create tailored networked TV-products which are ideally suited for
the hospitality industry. ITV is a truly global activity with business
offices in Europe, the USA, Asia and Latin America.

Cl: Is the consumer market driving the institutional TV market
for the hotel industry?

Ph: What we believe is that the hotel room is the home away from
home. Hence we look carefully at the developments into the home
segments. Within a house, nearly all electronical appliances will be
connected to each other and enable data sharing. 

People have a need to have access to their personal and business
data, whenever and wherever, as well as to access music, games
and video entertainment, plus a range of other items like e-Health
and community services. 
Philips has an answer to this trend, which we labeled the “con-
nected planet” concept. 

Cl: Can you tell us what the main evolutions are to focus on?  

Ph: We think the world is changing and we are witnessing two 
distinct trends: a change in display technologies and the digital 
revolution.
In the last 30 years most of the things remained the same in our
households – the CRT became a little bit bigger and instead of
black and white it became coloured. Now we are managing the
move from a CRT driven market into a Flat market. Currently, the
vast majority of the market is still based on CRT technologies. 
And as the industry leader, we owe it to the market to continue to
invest in CRT technologies and deploy new CRT solutions. But on
the other hand, the LCD demand is exponentially increasing. 
This too requires continuous investments in order to secure our 
market leadership.
I am convinced that in the next 5 to 10 years hotel rooms will look

TELEVISIONS: THE BIG PICTURE BY 

Mr Stahlie joined Philips in 1982 and served in many positions as marketing
manager and general manager, lately as General Manager for Business
Display Solutions, which includes the ITV business. He holds a Master 
degree in Mathematics from Delft University in the Netherlands.

Mr Vestjens is as Business Manager responsible for the Marketing & Sales
for  Europe. Mr Vestjens joined Philips in 2002 after a successful career in
consulting in the United States. He
holds a Master degree in Business
Management from Nijenrode
University in the Netherlands and a
Bachelor degree in Electronic
Engineering.

Teus Stahlie General & Marketing Manager
Roel Vestjens Business Manager

INTERVIEW

Philips  • Glaslaan 2, 5616 LW Eindhoven, Netherlands • Phone:  +31 40 27 35172  
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PLASMA & LCD
Market overview

With the demand for large panel displays ever on the increase
the Plasma and LCD-TV markets are booming. In Europe, Plasma
sales continue to approximately double every year with the UK
taking the leading role. The plasma market was traditionally 
driven by corporate and public display applications, but is now
fired by consumer demand where, in Europe, a 6 fold increase
is predicted over the next two years. Moreover, this subsequently
drives the demand of the hotel industry for in-room technology,
although in Europe we are seeing a large adoption of LCD-TV by
hoteliers as opposed to Plasma due to the suitability of the 
smaller screens sizes. 
Many new vendors are expected to enter the plasma display
market and take advantage of the strong volume growth oppor-
tunities.

There is substantial investment by the LCD manufacturers in the
area of LCD-TV, which is seen by them as the new Eldorardo.

Furthermore, the rush to build “G5” (big mother glass) LCD 
factories means the price of bigger screen LCD – over 30”, ideal
for corporate and public display use, and which has been 
avoided to date due to its high price compared to plasma, will
arrive at a more acceptable level and make further in-roads into
plasma territory.

The demand from European customers for true HD TV is 
expected to take some time although due to the corrolation 
between resolution and size classes we are seeing, in 
consequence, shifts from VGA to XGA. And the advantage of
LCD’s in this area continues to prompt PDP’s to increase definition
in order not to lose ground to the rival technology.

Prices will continue to fall sharply for both these technologies
although plasma will rest cheaper in terms of  price per square
inch than LCD for some time to come.
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art, it is new creations combined with the digital world, it is split
screens, it is monitors and TVs.

Cl: Is the price driving the LCD market?  

Ph: Price is definitely the factor we have to take into account. More
importantly, however, are the true product differentiation factors in
which Philips has been traditionally strong i.e. styling and picture
quality. We obviously need to carefully watch pricing trends and
remain competitive and work close together with our partners, the
system integrators, in the various environments within the hotel
field.

Cl: As a PDP ( Plasma Display Panel) and LCD manufacturer,
which technology is best suited for the hotel ?

Ph: We think that plasma is more suitable for larger screen sizes.
The smallest plasma started with 32” which has increased to 60”
and up. That is not really suitable for the hotel market. They are just
too big. 50-60” is too big for in-room applications. That is where
LCD technology fits in since it is much more economically feasible

for the smaller screen sizes – 23”, 26” or 30”  which are the perfect
sizes for European hotel rooms. We are selling plasma, primarily
in the US, at the moment because plasma is very popular for the
42” application as opposed to Europe where the majority of sales
is LCD. In the US for instance 42” is the desired size for hotels in
Las Vegas. But in the next 1 or 2 years there will be a very good
42” LCD. And when you have good 21” 25” 27” 32” 42” LCD’s,
plasma technology, although still present, will not be very visible
any more in the hotel world.

We are investing heavily in LCD technology. In the first quarter of
2005 we will introduce our brand new LCD range with even more
screen sizes, showing our commitment to the industry. 
Innovations like Philips Ambient Lightning, where full colour 
ambient lights maximize the viewing experience via a soft light
glow on the wall surrounding the TV, we will watch carefully for
suitability in the hotel markets. 
Together with the continuous investment in CRT we are positioned
to defend our market position and carry a range for all hotel 
businesses; from the small independent hotels to the top 5 star
hotels.
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Cl.: So for Quadriga, digital means personalised solutions
for the guest?

H.N.: Yes. As a guest, digital technology recognises you as
a person and gives you control of your choices. Today, with
Quadriga Genesis, the guest can choose their preferred 
language for viewing all screens and we are also the only
provider to offer movies in more than 5 languages. Guests
have control over what they watch, when and for how long. 

With Genesis, we see through the eyes of the guest and
through research have identified three types of experience the
guest is looking for in their room. There is one segment of
guests who just want to relax and feel at home. There is
another that wants to do things they would never do at home
because they are on their own. The third segment are those
who want to connect with others, meet new friends, use 
e-mail, and know what is going on in the world. We have to
recognise that each guest requirement is a personal one and
provide facilities and services to meet this. This is a guiding
principle in our product development. Our target however, is
to deliver a fully personalised service to each guest that greets
them with a menu selection tailored to their preferences and
built from a history of services they have used in the past. This
becomes a powerful marketing tool for hoteliers to drive and
support loyalty programmes.

Cl.: Do you feel that digital solutions are still in their infancy? 

H.N.: Hoteliers have previously been early adopters of 
winning technology… they were some of the first to introduce
colour TVs for example. With digital technology they are
behind the times, although we are now finding that more
hoteliers are exploring this opportunity and beginning to see

what it can really mean for them. We have already seen 
nearly 50 % of our payTV base take a step towards digital.
And those demanding a true digital solution come from a
wide range of hotels, not just the first class and luxury sector,
but also hotels in the mid-market.  Interestingly over 20 %
have 100 rooms or less.  

Cl.: What kind of digital solution does Quadriga provide?

H.N.: It is important that as the leading provider for this
market we can meet the requirements both of hotels who are
leading the way with digital technology, and those whose
strategy is to “wait and see”.  As a result we have a number
of options available and will work with each hotel to 
determine the best solution for them. Genesis is our fully 
digital IP solution which provides an extensive range of 
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Quadriga Worldwide ltd
www.quadriga.com

Quadriga is Europe’s foremost provider of innovative digital communication and 
entertainment services for guests in hotels, with over 488,000 equipped hotel rooms,
165,000 digital rooms and an annual audience of some 100 million guests. 
The company operates in 30 territories throughout Europe and the Middle East and
serves a substantial share of the room base of Europe’s leading hotel chains including
Accor Hotels, Best Western International, Carlson (Radisson SAS), Le Meridien,
Marriott International, InterContinental Hotels Group, Sol Melia and Starwood Hotels
& Resorts.

with Dr Hyacinth Nwana   
Director, Product and Technology

Cleverdis: You have now been with Quadriga for 2 years,
what are the main changes you have had to implement?  

Hyacinth Nwana: Our task over the past two and half
years has been to revitalise Quadriga by taking a product that
clearly had revenue potential, but was based on outdated
technology.  We have now moved this to a digital platform
that will enable us to meet the demands of the hoteliers of
today and the guests of tomorrow. Our focus has been on
developing a stable and scaleable product from which we can
grow the service.
We have now done that, proved the technology and revenue
and have a scaleable support infrastructure in place to 
maintain our customer estate. We are now very well placed to
move our business focus to enhance our service offering and
work closely with hoteliers to maximise the opportunity that
digital enables. Customisation, personalisation, interface look
and feel are all key opportunities for us.

Cl.: So the world is going digital. But what does “digital”
mean for the hotel business? 

H.N.: Indeed, guest expectations are changing rapidly, 
driven by changes in technology.  To stay ahead hoteliers

need to keep pace.  But in doing
so, hoteliers need to fully under-
stand what a true digital solution
can deliver for them. It ensures
that each guest room in the hotel
is wired for digital. Once this is
in place the advantages for the
hotelier are infinite. They can use
the same wire to deliver multiple
services – broadband internet
access - a must have for guests;
entertainment, guest services and
even voice over IP (telephone).
The hotelier becomes future-
proofed. In the past in this industry, when you bought an 
analogue solution you signed a 5 - 7 year contract and 
hoteliers were unable to change very much. True digital
allows for infinitely more flexible solutions. 

Today it enables the hotel to provide the range of services,
quality and flexibility that guests expect at home or in the
office, while also providing a platform capable of meeting the
demands of tomorrow’s guest - demands that are increasing
at ever faster rates. It supports and can drive the hotel’s cus-
tomer service ethos.  And there is the added benefit of
increased and new revenue streams as additional services are
offered. 
Even the move to digital can increase revenue by nearly 
3 times that of a traditional analogue pay movie service. 
But perhaps the biggest benefit comes with the ability to 
target guests with specific information e.g. hotel promotional 
opportunities directly to guests onto their screen and ultimately,
the potential to personalise the guest offer.

Hyacinth has both worked and

consulted on the Internet, Telco

and Media industries and held

senior executive positions in BT

and Antfactory. He has won

multiple awards for innovation,

authored 3 books and is a

named inventor on four patents.

INTERVIEW

Quadriga Worldwide Ltd. (HQ)  • 389 Chiswick High Road • London  • W4 4AL  • Phone: +44 (0)208 987 0560  • Fax: +44 (0)208 987 6823
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a broader range of the right content for the guest. If not,
guests will rely on their ipods or laptops and connect directly
to the internet, and the hotel opportunity to captivate the guest
will be lost.

Cl. : What kind of equipment is required for these IP 
solutions to work?

H.N. : The Genesis network only requires ordinary network
equipment that is “off-the-shelf” for any IP system typology.
Genesis is available through Cat 2, Cat 5 and Cat 6 
standards. 

Cl.: So what about Coax?

H.N.: Coax is used by many other suppliers to deliver a 
part-digital product. They use a “channel allocated” solution
which doesn’t give you end-to-end digital access to the room.
While that may be enough in some cases, I don’t think it is
enough for moving forward and providing hotels with a
future-proof solution. Today on a coaxial network you are not
able to provide both voice and video together without losing
quality.  Additionally these solutions will not truly enable 
convergence. 

Cl.: What does this mean for the hotelier?

H.N.: There are real bandwidth contention issues and 
restrictions on the number of concurrent users with a coax
solution. However, we do recognise that there are some hotels
that for structural or business reasons are unable to make this
move but still want the benefits of a true digital product.

A unique solution is currently in development that addresses
this issue and overcomes all the problems associated with a
coaxial network.

Cl.: What are the pitfalls to be avoided by hotels implementing
digital services?

H.N.: My advice to any hotelier embarking on this activity is
to ensure that you have the right people in your organisation
involved in the decision making. 
This should involve your IT Director to ensure that it fits with
your IT strategy and that the right infrastructure is in place to
meet your data, telephone and entertainment requirements.
Your marketing team have a key role to play in seeing how a
digital solution to the room via the TV can support their guest
communication programmes, promotion and guest loyalty
activity. Your core team needs to fully understand the benefits
of a true digital solution over analogue digital solutions.

Cl.: So Quadriga Worldwide provides digital solutions… But
what sets you apart?

H.N.: There are a number of factors …but our single biggest
strength is our ability to provide the hotelier with all of these
benefits from one single source.

We are the only company that operates on a truly European
scale with operations in 30 countries providing a consistent
product and service offer across Europe.

We have an established digital base of 165,000 rooms across
Europe and as a result our technology and revenues are
proven.

Our business is securely financed by Terra Firma Capital
Partners.  And finally, our investment has not only been in our
product, but the service support networks necessary to 
maintain a European wide business. We are the only 
company providing network monitoring capability and 
proactively monitoring our customer’s sites.
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services including on demand movies and audio jukebox,
internet on TV, guest services and high speed internet access.
It also includes a unique ability to bundle services together at
a preferential price for the guest.  Gaming has also recently
been released on trial in the UK.
M24 Interactive is our digital hybrid product which provides
hotels with the first step towards digital, giving DVD quality
movies delivered via satellite and providing the guest with
more types of content package e.g. “kids only” channels.
We also provide standalone Broadband internet solutions for
hotels.  These can be provided as wired or wireless and 
delivered to the guest room, open area or to the hotel 
conference facilities.

Cl. : What is driving your innovation now? 

H.N. : Our future innovation falls into 3 areas:-  

Firstly, our customer’s business is driven through customer
service, repeat stays and guest loyalty. Our first priority has
to be to ensure that we deliver a quality service that enables
hotels to support their brand values.  IP technology enables us
to do this and initiatives such as our Network Operating
Centre must be maintained and developed.

Secondly, understanding the guest is vital. Technology and
consumer demands are changing rapidly and our challenge is
to translate the technological changes into real benefits for
guests and hotels. As guests become more demanding, our
job has to be to “Surprise and Delight” them. This means user
interface development, new types of content and services all
driven by a clear understanding of guest needs and 
motivational drivers. A move towards more personalisation is
central to this.

The TV itself is also an important consideration. LCDs,
widescreens and plasmas are increasingly commonplace in

the home and these have to be considered as an integral part
of our development plans.

And finally revenue – we have seen that the move to digital
can increase revenue by nearly 3 times that of a traditional
analogue pay movie service. Therefore, in considering 
innovation we aim to achieve a balance in providing
enhancements that deliver satisfaction and services which
deliver revenue. Successes such as “Special Offer” (which
uniquely bundles services together at a preferential price for
the guest) now contribute nearly 25% to revenues.  
The addition of internet related services have also contributed 
significantly, and to deliver improvements such as this we go
through a careful process of tests and trials. Our Gaming
service is the latest addition in this area and is currently on UK
trial. 

Cl. : So for Quadriga, digital means that you are able to 
provide better service for hotels?

H.N. : Yes, Quadriga manages a massive network 
infrastructure from our Network Operating Centre. 
This enables us to monitor all of our estate, right down to
every device in every single room, as long as they are on an
IP network. As a result we are able to take a proactive
approach to customer service and address issues even before
guests know they are happening. 

From the same location we send content via satellite to over
1000 hotels, and daily each hotel reports back directly to our
office on services purchased. These facilities enable us to 
provide hotels with up to the minute information and scale the
business efficiently. This facility is a core foundation of our
business strategy.

Cl. : What does the digital revolution mean for the content
that you offer today? 

H.N. : Today at home, guests have access to a wide range of
content that is just not available in the hotel. However, digital
technology opens up this opportunity. But we must recognise
that this is principally a business-to-consumer sell. Our job
has to be to ensure that we “surprise and delight” the guest so
that they want to sit in front of their guest room TV, use the
services and be prepared to pay for them. 

The Internet is key here, and the success of our “Internet-on-
TV” service goes to demonstrate that content means so much
more than just movies. It is imperative that we are able to offer
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technology has been brought into the hotel by OTRUM, where we
have completely integrated the DOCSIS transport layer into our
system architecture. Our experience is also telling us, that if you put
a lot of intelligence up in the rooms it will become old fashioned or
obsolete within a couple of years so we strongly believe in a 
structure of a strong server keeping only the thin client up in the
room.

Cl.: Can you tell us about  DVB, Digital Video Broadcasting?

F.C.: DVB completely opens up the possibilities for content delivery
to the guest room, and with the analogue “switch off” being
brought into place by most governments within the next few years,
all new hotel installations must be capable of receiving DVB direct
to the room, or at least easily upgradeable when the time comes.
OTRUM places a great deal of focus on the capabilities of DVB,
specifically when offering tailored guest content as part of the
OTRUM Link-to-Home programme. Guests are far more likely to
make a repeat stay if they can access their home TV channels,
newspapers, radio and email all via the in room TV - this is all part
of OTRUM Link-to-Home concept.

On the topic of digital communication, there is also a widespread
acceptance that profit making companies are “allowed” to install
WLAN Internet technology within a hotel property, in return for a
small percentage of the income going to the hotel. With OTRUM,
the hotel is in full control of the revenue stream, keeping 100% of
the operating profits. OTRUM Laptop Connection, wired or 

wireless, also uses the existing coax 
network to carry data to the rooms and to
the wireless access point - further 
removing the need for heavy upfront
investment by the hotel. As the interactive
TV vendor is now taking care of the 
digital highway to the room, it allows for
far more digital integration of other 
in-room equipment. 

OTRUM provides an “open-interface” on
the rear of all Interactive displays. 
This open interface is used today by a
variety of 3rd party vendors, including
climate control and automated mini-bar.
In the future IP telephony will also be able
to piggyback on the OTRUM infrastruc-

ture. Again, all of the above is
carried over the existing coax

antenna network, removing the need for any new
data cabling.

Many hotels are not quite ready to take some of these digital 
services just yet, and this is why a modular approach is 
needed from the TV system vendor, allowing hotels to take the
modules they want now, and later upgrade when the demand is
present or the technology becomes affordable for the hotel.

Cl.: What is the other main evolution that you think hotels will have
to approach in the near future? 

F.C.: Soon enough, hotels also need to dif-
ferentiate using LCD screens in the
guest rooms. Modern guests are used
to using LCD screens at work and at
home – they expect the same when
they travel. 
We think that the “pure” TV set will be

more versatile in the future used
also as display and monitor

e.g.: using the screen as a
work screen for the technol-

ogy that you bring with
you. 
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OTRUM
www.otrum.com 

OTRUM is Europe's leading full-service provider of interactive TV solutions to the hotel and
cruise market. They have established sales offices in Norway, Sweden, Finland, Denmark,
France, Germany Spain and the UK. Their distribution network covers the rest of Europe, the
Middle East and Africa.
Otrum can provide you with a turnkey solution that will give you all you need - hardware and
software, films, satellite channels, ISP contracts and financing - to give you the very best in 
infotainment systems. OTRUM software is developed in house and television equipment is
sourced from leading television equipment manufacturers. OTRUM is listed on the Oslo Stock
Exchange. 

with Mr Fredd Causevic  
President & CEO

Cleverdis: What are the key issues for digital communication &
entertainment guest services?

Fredd Causevic: We think it is going to be important in the
future to actually let the guests feel that they are in their home 
living room, with their local TV channels & newspapers. This is the
concept which OTRUM calls “Link-to-Home”. This is where digital
development is very interesting. You can now have more TV 
channels on the same bandwidth than was possible before.

Also digital development is important in work environment 
services so as to provide high-speed
Internet access & tailor
made informa-
t i o n …

for example, what’s going on in the city they are staying in.
However we feel it is important to realise that according to latest
surveys, Business travellers want to travel light, they don’t 
necessarily want to bring their laptops but prefer to bring their
PDA’s or mobile phones. We think that this market will take over the
need for laptop connection.

Cleverdis: What are the pitfalls to be avoided by hotels 
implementing digital services? 

F.C.: Hotels believe they need to re-cable in order to add new 
services. This is not the case.
Coax/Antenna cable has a huge bandwidth if you know how to
use it!  There has been much hype regarding CAT5/6 cabling to
guest rooms, along with the added services it can bring. 
Property owners are being encouraged to run new cabling at their
own cost to enable the delivery of so called “new” interactive 
services to guests, however using OTRUM Interactive Solutions,
coax antenna cabling can easily carry a lot more digital data than

a CAT5/6 cable. 

Two technologies exist today to enable digital
content delivery over coax networks. One is the
well proven DOCSIS communication standard
(Data Over Cable Service Interface
Specification), which allows TCP/IP 
communication over the existing coax network,

and the second technology is DVB (Digital Video
Broadcasting) which allows for over 500 channels

of digital TV and Movies to be transmitted over the 
standard coax antenna network.

DOCSIS technology is used today for the provision of Internet
access to domestic cable TV consumers. This same 

Fredd joined OTRUM as President  &
CEO on the 1st of September
2000. Fredd has previously worked
with companies including Mitsubishi
Electric, Philips, Thorn and Quadriga.
In these companies Fredd held
senior positions, such as Managing
Director for the Nordic countries and
Worldwide Director for Product
Development. Fredd graduated from
Trondheim Business School
(Trondheim Økonomiske Høgskole)
in 1984 and gained a diploma in
market economy from the BI School
of Marketing (BI/NMH) in 1987.

Fredd 
Causevic 
President & CEO

INTERVIEW

Otrum ASA • Nedre Vollgt. 11 - P.O.Box 879, Sentrum - N 0104 Oslo Norway • Tel: +47 2389 72000
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When it comes to next generation TV we clearly think that LCD
screens will be the future, we have already installed LCD and dig-
ital display in all the rooms in some of our larger client hotels. It is
only a matter of time until the price for LCD screens will drop allow-
ing all hotels to have LCD. We think that the” future will be Flat”
when it comes to TV screens. 

Cl.: What is the main difference between LCD & traditional hotel
TVs (CRT)?

F.C.: LCD is made with Pixels and has better resolution, showing
more information on the screen.

One other aspect is that traditional hotel TVs can combust very 
rapidly in the event of fire, acting as a catalyst within the room, and
removing precious seconds from the escape procedures.
Where guest safety is concerned, cost may be a difficult element in
the decision process. With this in mind, OTRUM launched a range
of mainstream fireproof TVs in 2003, ranging from 17” up to 29”.

Cl. : Can you tell us now, how OTRUM is situated in the European
Market, and what your goals are?

F.C. : OTRUM has been the market leader in EMEA in 2002, 2003
and 2004 so far. Our target is to continue this trend and 
eventually become the world’s leading provider.

Cl. : What is your value added?

F.C. : has been in business for 20 years – we have developed all
our software in house, and have full control and ownership of our
core technology.

We provide a full range of interactive services and entertainment
using ONLY the coax network in the hotel.
Hotels would like what they call a “one stop shop” vendor 
covering all aspects of the TV system, providing the same service
whether in London or in Paris.  We have been able to build up a
strong distribution network, which has to have what we call SOP
Standard Operating Procedures; we make sure that the 
technology and services for the guests in the hotel chain is the same
wherever they are. So we are currently today able to deliver our
technology and services in 41 Countries.
The world’s largest hotel chains choose OTRUM because of our
unparalleled product reliability, proven business history, company
strength and our first class service and support network stretching
to each corner of our business territory. When a hotel enters into a
long term agreement with OTRUM, they can be sure that OTRUM
will serve them well, and still be a robust business operation as the
rental expires 5, 8 or 10 years down the line.
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Cl.: So can you tell us how Acentic provides this tailor-made
service for the hotel?

A.F.: We have research and development teams of our own
here in Cologne. We are one of the largest suppliers of TVs to
the hotel industry in Europe, so we have secure relations with
the TV manufacturers. We also have an extensive team of
Project Managers who coordinate the different parties and
services involved in the process, from ensuring the timely
delivery of the products from the suppliers, to the installation
of these products with the technical expertise necessary to
enable the networks and satellite systems to bring the cus-
tomer the service desired. This is the core of our business! 
We service 15 countries and it is essential to invest in an
infrastructure in all of these places. We could never just fly
people out of Cologne or try using a network of sub-contractors,
who may understand the product but do not understand the
hotel industry. It all comes down to the service provided to the
customer and in order to succeed in this business you have to
be seen as a safe pair of hands.

Cl.: What advantages do you have being a large solution provider?

A.F.: There are not many providers using satellite like us,
because this solution only becomes profitable from about
100,000 rooms. In addition, we get movie releases about 3
months after cinema releases which is earlier than, for 
example, video rental. Of course this depends on how the
movie has performed, so it is essential for it get into the hotel
and then into the guest’s room securely. We can assure our
customers that this is the case!

Cl.: How does Acentic distinguishes itself from competitors?

A.F.: We do not wish to distinguish ourselves on the technology
issue because our customer’s concern is to deliver high quality

content to its guests; technology is irrelevant! It is important
though for it to be high-speed at a low cost. So we provide 
high-performance systems without necessarily stipulating what
technology is used because it is going to change over time 
anyway. Acentic’s business model aims at understanding the
customer’s needs and the evolution of technology - then 
harmonising these. Everything we develop is branded or 
tailor-made for the hotel according to its specific needs. We
have a team of about 6-8 Graphic Designers working on the
architecture and technology of the TV screen. Once a contract is
signed, we provide the Hotel Operations Manager with ways of
developing their systems over a 5-7 year period. In other words,
the deal starts when a contract is signed, it doesn’t end at this
point. Our financial models are very flexible so if we maximise
income, the hotel benefits, not us.
Another one of our strengths is that we can finance the 
acquisition of the technology for them because they do not
always have the capital to be able to buy the TVs directly from
manufacturers.

Cl.: Is it possible for a hotel to use your solutions and purchase
its own TV?

A.F.: There is absolutely no problem with this, as long as the
TVs  are compatible with the digital developments and this is
where they would need our advice. 
TV manufacturers wanting to work with us have to be willing
to put the card technology into the television allowing the 
system to be interactive. Although we pride ourselves in being
relatively large and providing about 30 000 TVs into hotels,
this number is not nearly enough for manufacturers to change
a production line. Another solution would be “set top boxes”
which is neither convenient for hotels nor popular.

©
 P

ho
to

 : 
A

ce
nt

ic

©
 P

ho
to

 : 
A

ce
nt

ic

SMARTreport
CHAPTER 3 • The solution providers

www.cleverdis.com38 /   SMARTreport • Hotel and Restaurant Trade

with Mr Alistair Forbes   
Chief Executive Officer

Cleverdis: In your opinion, what are the key issues concerning
digital communication and internet services for hotels?

Alistair Forbes: The key issue is that hotels need to have a clear
view of what they want to achieve in the long-term. In our specific
business it is all about information and entertainment which a guest
will always require in his hotel room, digitally allowing a greater
choice and better quality. However digital providers are trying to
sell hotels things such as laptop services and internet protocol 
networks which change so quickly that the hotel may not need them
in a few years time. The Blackberry Palm for instance has taken
only 3 years to become so popular and they are replacing laptops.
However - in information and entertainment, the movie industry is
not going to change, we just need to keep up with the movie 
industry's standards.

Cl.: Which issues should hotels consider when looking to invest?

A.F.: It is the responsibility of Acentic to advise its customers
on developments in technology that are relevant to their industry.
Hotels should consider the evolution of digital television and
the direction movie companies will take. They will either move
towards digital video broadcasting (DVB) as a standard, or
they will permit movies to be broadcast via the internet. 
We personally do not think that the latter will occur because it

is not secure. This is good news for the hotel industry, because
it means they will not have to invest in new networks and 
diffusion is controlled and secure.  

Cl.: How does digital content bring guest satisfaction?

A.F.: Hotels seek to provide a better service in the room 
compared to what a guest has in his own home. People now
receive up to 60 channels via satellite in their homes, 
however they cannot start a movie when they wish to, unless
the movie is rented. The hotel industry must provide an 
efficient on-demand service covering this aspect as viewer
numbers increase by between 20 and 30%.
It is the quality of the content range which needs to be
expanded for the guest to be satisfied. A guest does not spend
much time in a room so the movie content needs to be shortened.
We are focussing on providing much shorter and fun content,
like the series “Friends” for example. We have an entire team
working on what we call “Guest Sales”, focusing on 
performance and success of the content. 

THE LEADERS > Interactive TV and Internet connection

INTERVIEW

ACENTIC
www.acentic.com

Acentic AG was founded on 1st July 2003 from a merger of the four Pay-TV and in-room
system suppliers Ciscom AG, Visual Media Services (VMS), prodac media AG and
Granada Business Technology Ltd. Acentic clients, amongst others are Marriott
International, Hilton International,  the Accor Hotel Group, Dorint (now a part of Accor),
Maritim and Radisson SAS Cruise Lines. Acentic is Germany’s market leader and
Europe’s second largest supplier of interactive TV systems, with 220 employees. Acentic
TV systems are currently available in 230,000 hotel rooms and ships’ cabins. Acentic
systems are used by approximately 30 million guests  per year.

Alistair Forbes (46) was named

CEO of Acentic, this past

March 2004. 

Mr Forbes comes to Acentic

with over 15 years of expe-

rience in sales and marketing

in the hotel industry. 

His previous post was as Sales

& Marketing Director at

Acentic competitor, Quadriga.

Alistair Forbes
Chief Executive
Officer
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P-F.C.: Four different technologies make it possible to propose the
following solutions: 
• The data-processing cable (on the desk of the user and the whole

of the hotel): it is the oldest solution.
• Existing telephone wiring: you can transform the telephone line

in the hotel into a DSL line, like that at home.
• Wi-Fi - the high-speed wireless Internet, it is the most widespread

technology today.
• Electric wiring – you can also use the electrical supply network in

the hotel.

These various technologies are more or less relevant compared to
the typology of the hotel. Gradually, the services that exist with 
professional Internet will spread to hotels, such as Voice Over IP
for example, or videoconferencing. The development is centred 
mainly around existing technologies and is linked to an increase
in bandwidth.

Cl.: When it comes to their daily use, what are the main 
difficulties encountered by the hotels?

P-F.C.: In our experience, the hotels can encounter various 
difficulties, but in rather small proportions (5% only of interventions
per annum). If the connection is highly intuitive and natural, it can
happen that certain “non technical” customers need to be 
reassured and accompanied with start-up. It also happens that
there can be some failings or weaknesses in the equipment
installed in the hotels (e.g. need for increased data-flow, taking

into account an increase in number of users or insufficient signal
level). We intervene then in two ways: Remotely (we react in an
interval of time from 15 to 30 minutes) or on site within 24 hours.
In any event, we cover all charges, the customer assistance, 
maintenance and the interventions. This means the hotel teams
remain available for their customers.

Cl.: What financial interests are represented by connections
Internet for a hotel?

P-F.C.: They are indirect, they are really ancillary services 
compared to the hiring of rooms. Only 5 to 10 % of customers are
connected, which represents quite a modest sales turnover. 
To evaluate complementary incomes that Internet connections
bring, it may add-up to a few hundred euros per month. 

Nevertheless, it is a service which the hotel must offer to attract and
secure the loyalty of its customers. The true value-added of this
service is the access for the hotels to additional markets and 
contracts (seminars, conferences, etc.). 
Moreover, the hotels benefit from the positive aspect of Wi-Fi, in
that it impresses the customers, and the repercussions as regards
to image are very positive. It is the hotel which proposes this s
ervice and which is therefore valorised. 
It is thus essential that the hotel validate and check that the service
they propose to their guests conforms to the image they want to
give of themselves. Their quality positioning should be reflected in
the service provider and the solutions chosen.
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SWISSCOM- EUROSPOT
www.swisscom-eurospot.com 
Swisscom Eurospot is the number one European supplier of high speed internet access
destined for business travellers. Swisscom Eurospot proposes its services in business-
oriented hotels, offering, fixed and wireless access in the rooms, conference services
and solutions for Business Centers. This company maintains close and exclusive working
relationships with its partners. The activities of Swisscom Eurospot cover the whole of
Europe, in more than 2,000 hotels, on the basis of typical fundamental values for a 
company having its roots in Switzerland: neutrality and partnership, quality and financial
solidity.

with Mr Paul-François Croisille  
Manager France

Cleverdis : What is the demand for Internet connection by hotel
customers?

Paul-François Croisille : In
2003, the demand by the 
customers was latent you could
then only speak about a tenden-
cy. Today, in 2004, providing
Internet in hotels is a service
which you can describe as 
obvious, similar to that of a 
telephone line or a television.  It

has become a service for which a category of hotel, in particular
the hotels targeting the business market just cannot be without.
All types of customers have, more or less, a need for connection.
The holiday maker seldom travels with their computer: Internet 
terminals represent an ideal solution for these customers. 
The business traveller benefits from idle periods during their stay to
work and transform their room into an extension of their office.
Their requirements are simplicity and facility of use. Lastly, for
groups that go to hotels for conferences, the need for Internet
access strongly varies according to the event. 
The service must be reliable and able to accommodate a certain
number of users at the same time: when several dozen people
come for an Internet conference or course, I won’t even ask you to

imagine the situation if the Internet access is too slow or worse…
not available! Internet access has now become standard 
requirement for certain companies in their choice of hotel: 
Frequently the hotels with whom we sign contracts ask for high
speed access urgently, to respond to a request from a company
who refused to come to their hotel if this service was not 
available.

Cl.: What main points should you be paying attention to at the
time of installation of your Internet connection?

P-F.C.: The know-how of hotels lies in the hosting of their 
customers; and the management of an Internet access service
requires high-level expertise. 
Certain hotels went it alone in the adventure, but these experiments
remained relatively marginal and did not survive. 
We think it’s better to call upon a partner whose technical 
capabilities are strong. To propose Internet to hotel customers 
represents a particular complexity, because the service is at the
confluence of a certain number of sectors that are evolving very
rapidly. One has to be able to have a good grasp of the PC 
environment, as a customer can arrive with any operating system…
then there’s the telecom part - each customer brings his own 
solution. And the VPN (virtual private networks which guarantee a
level of confidentiality of the exchanges), and networks (Wi-Fi for
example) are seeing several evolutions of standards every year. 
It is necessary to be and remain at the forefront of competencies in
these various fields. In the choices of their partner, the hotels must
be particularly attentive to customer service (on line help, support
and maintenance).

Cl.: Which are the technologies available at the moment, and
how will they evolve?

Before taking-over the French directo-
rate of Swisscom Eurospot, Paul
François Croisille was in manage-
ment positions for the alternate ope-
rator, LDCOM, in charge of the
“Bandwidth” division, then the
“Voice” division.  Currently aged 39,
he began his career at France
Telecom, where he remained for
more than 12 years in roles of sales
and marketing  management within
the Enterprise branch. He is graduate
of the Polytechnic School and the
Ecole Nationale Supérieure des
Télécommunications. He is also titular
of an MBA from Harvard Business
School.

Paul-François
Croisille 
Manager France

INTERVIEW

SWISSCOM EUROSPOT France SA • 87 avenue de la Grande Armée - 75116 Paris - France • Tel: +33 1 40 66 96 03
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The great force of Mirane-solutions™ is its extraordinary ease of
use, since a few seconds are enough for the hotel to be able to 
create its own programme.

Cl.: How does a dynamic display system work?  

C.M.: We provide a complete system which makes it possible to
receive, manage and disseminate information. This tool will control
the screens which are connected to the data-processing network of
the hotel or a specific network. We use an Ethernet network, IP -
which connects a PC in central administration to one or more PC’s
for diffusion, which are in turn connected to the screens. 
When updating by Internet, we pass by an ADSL type system, if it
is already installed in the hotel. Our solutions are completely 
digital, but they also make it possible to pass by traditional 
analogue video signal for hotels that are still not equipped.

Cl.: How do you present your offer?

C.M.: We propose a package with both technical and content
solutions. Our traditional offer, which made our success with big
corporations eager to communicate over their whole network,
makes it possible for large hotel chains of to communicate on the
whole of the sites. With centralized administration on a group level
it’s possible to keep tabs on all of your screens around the world.
The second level is regional or national, while leaving control with
the local administrator. In addition to this network offer, we also
have an offer dedicated to independent hotels which can benefit
from the same synergy of contents as the large chains.
Once the systems are installed, we ensure of the supply of the 
contents of a general nature, maintenance, the guarantee of best
operating state of the hardware and the software, and all the
upgrades possible.

Cl.: Which do you see as being the trend for this type of 
application?

C.M.: This form of communication is tending to be more 
personalized and targeted. Finding this type of media will become
increasingly normal in more and more places. 

We thus continue to develop our network of capable partners to
propose our solution. Mirane is already present through its
achievements in 11 countries throughout the world in international
chains, such as the Accor-Casinos group.

Cl.: Can you describe this project with Accor-Casinos?

C.M.: A great majority of luxury hotels are being equipped with
plasma or LCD screens without really knowing when and how to
feed them in contents. 
Thus, within these chains there can be a disparity between 
technologies and contents. On the strength of this, the 
Accor-Casinos group decided to install the Mirane-solutions™ to
remotely control the creation, sending, organization and diffusion
of the messages of advertising matter as well as the information
which the hotels will be able to use. 
At the Royal Sofitel of Cannes-Mandelieu, 14 different information
flows were installed under the impetus of the group’s information
systems director, all of which can be managed centrally by the
marketing service of the group as though it was happening 
locally. 

Cl.: In conclusion?

C.M.: A hotel must today propose to its customers targeted, 
relevant and up to date information. Mirane offers a very strong
differentiation factor for a hotel, by for the first time proposing 
personalized dynamic signage in real time. Many projects with the
Mirane-solutions™ solution are already under development in
Europe.
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MIRANE
www.mirane.com
MIRANE was launched in France in 2000 by the group NOVACCESS, a group 
specialized in multimedia technology and communication since 1997. MIRANE proposes
innovative solutions for multimedia dynamic digital displays using unique information 
diffusion technology using Internet.  The savoir faire of MIRANE rests on a team of 
30 specialists divided into 3 departments: technological research and development, 
multi-media content and project management. MIRANE proposes complete solutions 
dedicated to identified targets and is based on a significant network of international 
partners. Leader in France, Mirane has realised projects in more than 11 countries and
aims to develop actively across Europe.

with Mr Cyril Michel   
President

Cleverdis: What is the interest for a hotel to be equipped with
dynamic signage solutions

Cyril Michel: The interest is to be able to make its spaces more
dynamic, to accommodate, inform, and valorise the hotel services
offered, as well as those of its partners. The solutions appear on
various screens: small screens to give information “close up” while
passing by larger screens for larger spaces, right up to image
walls.  

Cl.: What types of content can one diffuse on these screens?

C.M.: The vocation of the screens is to be a new form of signage:
information on conference rooms, visitor orientation, etc. 
But the Mirane system allows much more than that.  The hotel can
use it to inform its customers of its useful services and those of the
group. With Mirane-solutions™, the hotel disseminates useful and
personalized information like news, weather, local cultural and
tourist information, plane and train schedules and airports or 
stations that can be found nearby. With this in mind, we are in
partnership with the content providers, at an international level, as
well as national and local. The contents are not the retransmission
of a simple TV programme - although the system allows it - but the
reprocessing of information in an animated form specifically 
dedicated to a sequential signage. A hotel customer visualizes the
screen during 10 to 15 seconds, so the information must thus be
understandable in a short lapse of time. It is possible to post new
information at any time of the day, like the restaurant menu at
mealtime, or conference start times or even a personalized 
welcome message…  

Cl.: How is it possible to bring the contents up to date on a daily
basis?

C.M.: Information of a general nature such as the weather is
brought up to date automatically, via Internet. The hotels have 
control of the programming of the screens and can constantly insert
their own messages which they can easily create thanks to a series
of pre-parameterized masks. In our pack, there are 42 preset
masks. These masks follow the graphic charter of the hotel and are
adapted to the type of message conveyed, such as, for example, a
mask for the announcement of a gala dinner, or conferences. 
The hotel can change the text and image in just a few seconds. It is
also possible to display video, Flash, HTML, photographs, 
stringcourses, of the PowerPoint, etc. 

THE LEADERS > Dynamic signage and other audio-visual services

Cyril MICHEL graduated as a Civil
Engineer from the Ecole des Mines in
France. After working for a major indus-
trial group (Saint Gobain), he learned
the service trade by working for a subsi-
diary 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 associated the group NOVAC-
CESS which he develops successfully.
Since 2000, he has also been presi-
dent of MIRANE SA. 

Cyril Michel
President

INTERVIEW

MIRANE Novaccess • 16 rue du 8 mai 1945 - 33150 Cenon - France • Tel: +33 5 57 77 12 15
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the terminals. The key-point is above all of a social & cultural
nature. Life in the hotel goes beyond the simple number of rooms.
As its name indicates the interactive terminal represents a true focal
point in space. The comfort of the hotel does not boil down to only
the comfort of the room, but also to that of related services...

Cl.: Hotels are developing Wi-Fi more and more in order to make it
possible for their customers to be able to use portable computers.
How does the Internet terminal represent an alternative?

E.D.: Wi-Fi represents a good solution for customers who have a
portable computer. Consulting Internet on your portable is currently
a fashion phenomenon, but it is necessary to acknowledge that it
is not really a practical answer. The luxury, when one is in a 
luxury hotel, is to travel "light" without having to be cut off from
your computer. The true luxury is for clients to be able to use a 
terminal with a beautiful flat screen, to order whatever they wish,
wherever they are in the hotel. While Wi-Fi facilitates the nomad
aspect of behaviour, the terminal supports this nomadic behaviour
even more, by freeing the customer completely from the constraint
of always having their briefcase with them. 

Cl.: In addition to adding to the comfort of hotel guests, how does
the terminal make it possible to generate income?

E.D.: The terminal can generate income in various ways: by
games in the bars, via Internet connection time or allowing for the
sale of hotel services those of its partners. Some of our customers
develop partnerships with the travel agencies and share on the
sale of theatre tickets. Therefore it is important to develop content
with institutions, which in addition to providing useful information
for the customers can also create revenue. For Internet, we have
developed the “Cyberkiosk” principle with the sale of Internet 
tickets allowing the machine to produce cash flow. 

Cl.: Are the terminals compatible with PMS, the hotel invoicing system?

E.D.: We are GIE credit card approved and with regard to the
PMS, a customer can reserve a bottle of champagne on a terminal
by their room number and by introducing their room card. We
have the software development capacity of in-house interfacing
allowing us to adapt our generic software platforms of interactive
terminals by interfacing them with the client database.

Cl.: In addition to the assigned functionality of the terminal, what
are the key points to be taken into consideration to make the right
choice?

E.D.: In ten years, we have developed more than 93 models of
terminals. The terminal can take multiple aspects: a totem with ten
screens, a terminal with a large display screen and an interactive
touch screen, etc. There is a multitude of solutions. One of the
principal criteria is the man-machine interface whose quality
depends on the ergonomics of the terminal, comfort of use and
design, as well as on the content aspect. The first perception one
has of the terminal at a certain distance is its silhouette… its line.
It must exert an attractiveness, to be visible and identifiable with
the first glance. It is necessary to develop, as it is the case, on
Internet, interactive contents, bringing up to date, targeting users’
needs.

Finally and importantly, the principal challenge is the after sale
service. I have just published a White Paper on interactive termi-
nals, which is rather explicit on this subject, in particular on the
very significant subject, which relates to the deployment and
maintenance of interactive terminals, and the management of
control boards as standard requirement. It is fundamental that the
durability of the terminal is assured, as well as its upgrades, in
order to be constantly up to date.

Cl.: You have developed several types of terminals. Which is
your latest innovation?

E.D.: Our last generation of terminals proposes dynamic posting
and interactive posting. It makes it possible to update the contents
in an automatic manner at several times during the day. For exam-
ple, the restaurant menu can be posted on the principal screen at
midday, to return to another image after 2 p.m. Then, the posting
screen may, for example, automatically announce the beginning of
a convention. This system is very flexible. In addition, we have
developed an interface for the hotel in order to know all the statis-
tics concerning terminal use. The Net Spot waiter system makes it
possible to keep tabs on the users’ orders on Internet and thus to
ensure the control of payment channelled to hotel partners.
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ULTIMEDIA
www.ultimedia.fr
ULTIMedia, precursor in the creation of terminals for more than ten years, has accom-
panied its customers in their projects by the council to maintenance. Their buildings house
the assembly lines, a research platform, test bench, and a software and computer graphics
development platform. The brand has more than 100 models of terminals all 
registered with the INPI. ULTIMedia also creates software:  Espot, a securised navigator
for the diffusion of Websites, Netspot, an online administration platform, Agora, for the
creation and administration of multi-media content and Novae, software for orientation
and information.  ULTIMedia works with customers such as the Matignon Hotel, NASA,
the SNCF, France Telecom, Arte, and Coca Cola…

with Mr Eric Dumouchel   
Chairman

Cleverdis: What services do interactive terminals bring to hotel
customers?

Eric Dumouchel: There are several types of terminals: Internet
terminals, reservation terminals, display terminals, information
terminals & game terminals. We have invented a terminal which
is able to fulfil all of these functions at the same time. Excluding
films, a terminal can bring the same services as interactive televi-
sions (consultation of information relating to the hotel and its 
partners, reservation of their next stay, ordering fitness and 
beauty treatments, a bottle of champagne, reserving taxis, pur-
chasing theatre tickets, etc). Consulting the terminal proves to be
at the same time easy to do and qualitative. Above all, it is 
accessible to everyone, placed in strategic places and saves the
customer having to possibly wait in a queue at the reception.

Cl.: In what way is the interactive terminal more comfortable to
use as an interactive system than an interactive television?

E.D.: The terminal is used as a complementary tool to the television
whose interactivity remains both limited and relative. The terminal
provides real customer services and supports the access to other
parts of the hotel. In the rooms, the access to Internet on television
sets passes by badly adapted remote controls. The quality of the 
television image is inferior to that of data-processing monitors of

From the advent of Internet, Eric

Dumouchel has been one of the first

to anticipate the concept of inter-

active terminals. He founded

ULTIMedia in 1993.

He created the first outside terminal

functioning with solar energy as

well as the Cyberkiosk concept.

Trained as an architect, he received

in 1987 the Cultural Ministry Prize

for the realization of a cafe music

space.

Eric Dumouchel
Chairman

INTERVIEW

ULTIMédia • 7/9 rue Louis Armand - 95230 Soisy sous Montmorency - France • Tel: +33 1 30108778
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audio-conferences, PA systems, even simultaneous 
translation, are today the kinds of services that company
heads expect for their seminars. In the logic of differentiation
and global offers, a hotel is able to integrate complementary
services that are very much appreciated by companies - such
as the recording of an event and the production of a DVD of
the seminar, etc.

Cl.: From a technical point of view, what “quantum leaps”
have been made?

A.C.: We are in the digital era. The IT support is present
almost everywhere and the evolution of audio-visual 
equipment is already integrated in that. For example, it is
essential to provide for clients at the hotel such solutions as
video-conferencing to enable them to communicate with their
head offices, which are often based in another country. 
For the meeting rooms integrated in most hotels, they must be
equipped with the latest innovations in communication 
equipment, with video-projection internet access and Wi-Fi,
which assure the clients have full mobility in the room.
Touch-screens that can easily be placed in front of flat
screens, can also complete presentation tools and relegate the
traditional paper board as an antiquity.

The next major evolution is being prepared by AV production
professionals with the arrival of TV programmes in High
Definition. The quality of the image of these programmes will
necessitate an adaptation of the screens so they can 
reproduce the full beauty of the image. Hotels providing very
high tech equipment will inevitably accompany this movement
by making these images available to their clients.

Cl.: What is the main difficulty hoteliers have to contend
with?

A.C.: The convergence of audio-visual technologies, 
telecoms and IT makes the integration of multi-media solutions
within hotels more complex, because these solutions require
different competences which the hotels have difficulties in
mastering. Through IEC-ASV’s experience in the hotel sector,
we have developed a specific approach aimed at accompa-
nying the major players of this sector in France and Europe
concerning this issue.

Challenged with the necessary integration of these approaches
within Hotels, IEC-ASV, thanks to its presence on a local level
and its technical know-how, works with the users to facilitate
the implementation of these technologies and provide 
them with the responses covering all their requirements
(investment, temporary availability, usage for their own 
commercialisation, etc.).

Cl.: Could you give us some more detail about IEC-ASV’s
offerings?

A.C.: With 15 years’ experience, we have put our name 
to numerous projects which are always turned towards the
services we can offer our clients. This is just as much in the
creation of events as in product offerings that enable hotels to
enrich the range of services that they can in turn offer their
clients. 

Our offer is from a simple 36cm screen to 60” plasma 
displays, with sound systems stemming from a single 
microphone to the most complex systems. Then there are 
services from the supply of a blank DVD to turn-key 
installations that we deliver to our clients.

Our value-added resides in the service that we propose,
either in the choice of equipment that we recommend, taking
into account the possibilities of the inevitable upgrading of
the equipment in the future, or through advice on audio-
visual engineering that we offer for global installations. 
Our geographical coverage of Europe allows us to respond to
the issues of management and rationalisation of means 
within the hotel chains.
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IEC-ASV
www.iec-asv.com

IEC-ASV is one of the leaders in the conception, equipment integration and the supply
of audio-visual services: meeting rooms, conference rooms, point of sale, museums, 
theatres, and also the services linked to the commercialisation or event management for
congress centres, seminars, conventions, TV studios etc.
Founded in 1979, with more than 300 employees in 14 agencies in France and 3 sites
in Spain, IEC-ASV generates 60m  working with some of the biggest institutions, 
television broadcasters and service industries. Their hotel industry clients include the
Accor Group, Golden Tulip, Lucien Barrière, Novotel, and Dolce International.

with Mr Alain Cotte  
Chief Executive Officer

Cleverdis: What are the principle challenges for hotels in the
audio-visual field?

Alain Cotte: Today, information must be accessible at every
moment and in all places. It must be able to be diffused to the
greatest number of people possible and enable interactivity and
exchanges in real time; not just within the hotel, but also 
externally. This translates into the necessity to establish solutions
that assure coherence in the flow of audio-visual, IT, and telecoms
within establishments, comprehending the problems of aesthetic
design and integration of these technologies. 
A basic question consists in evaluating the equipment that must be
part of the basic architecture and those which can be temporarily
integrated depending upon the activity of the hotel to minimise the
investments and to permit costs to be more flexible. The latest 
challenge consists of exploiting these technologies to the highest
degree so we can make the most of the competitive advantage this
brings in terms of the differentiation of offers and quality of service
for the clients. 

Cl.: What are some of the different solutions? 

A.C.: For leisure & tourism clients, projects aiming towards
the enrichment and revitalization of reception areas and
rooms with highly visible display solutions will give the hotel

a High-Tech dimension and reinforce client information in 
real time.
In the same respect, the equipment in the rooms should allow
for the availability of modern-day services that are available
on a large scale such as the Internet from a Wi-Fi connection
as well as traditional diffusion supports via television.
For hotels with a more classic atmosphere, solutions could be
conveyed through motorised screen systems built into the wall
or ceiling and/or fold away, which will limit the presence of
the screen by allowing it to appear only when needed.
For business clients, the development of solutions is based
today on the increased possibility for exploitation made 
possible by new multi-media technologies and the 
convergence of Telecoms, IT and audio-visual. 
In this respect, the auditoriums, conference rooms and 
reception rooms must integrate, just as in enterprises today,
solutions giving clients more supple communication.
High power video-projection, video-conferencing possibilities,

THE LEADERS > Dynamic signage and other audio-visual services

Alain Cotte has been Chief

Executive Officer of the group

IEC-ASV for the past 2 years

following 5 years in manage-

ment consulting. He manages

and develops companies

within the holding company of

Qualis. Mr Cotte holds a 

degree in engineering.
Alain Cotte
Chief Executive
Officer

INTERVIEW

IEC-ASV • 27/41 Boulevard Louise Michel - 92 635 Genevilliers cedex 2  - France • Tel : 33 (0)1 46 88 28 28  • N° indigo 0 820 825 835
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Cl.: Which are the important points for the hotels to take into
account in the choice of their PMS system?

G.M.: The first point to be observed is the difficulty with
which the hotels have to recruit quality personnel... and to
keep them. In concrete terms, the personnel who arrive in an
establishment must be able to be operational very quickly. So
we need for there to be a great facility of use, and for the
software to be ergonomic and with intuitive navigation.

Cl.: How can hotels optimise their distribution system?

G.M.: Distribution is really an essential point. It can take 
various forms: on GDS (electronic availability distribution at
travel agencies) and on the ADS (tourist Internet sites). 
In certain hotels the reservations via Internet represent 50 %
of total reservations. In practical terms, you will place a 
certain number of rooms & tariffs on line. These rooms will be
sold on the hotel sites, directly on the GDS, or on specialised
sites like www.lastminute.com. The interest lies in real time. 
When a Net surfer makes a reservation, we know that this
purchase is valid as it is entered into the system by the hotel

from its planning front office. This integration in the front
office makes it possible for the hotel to manage a single
and unique planning of availabilities on all the channels of
its choice.

It is also possible to create management rules that the 
system manages all by itself. You can, for example,
decide to put a definite percentage of rooms on sale
and to block the sales at a parameterised threshold.
In complement to this service, we have a direct 
connection, without technical intermediary, with
Amadeus, one of the principal GDS providers in
the world and who recently entered into the 
capital of Optims. 

Thanks to this partnership, we propose very 
competitive commission rates. This distribution service is

proposed on all our hotel software.

Cl.: From a technical point of view, which is the most 
comfortable solution?

G.M.: Technically, the most comfortable solution is without
question, centralised systems. Indeed, the hotel can profit from
Internet connections, such as management software PMS, 
multiple interfaces... on the same server. We work, for 
example, with a hotel chain whose objective is to regularly
increase its inventory of hotels. 
Each time they acquire a new establishment, all they have to
do is to add some connections and to add some workstations
in the new hotel so that its systems are operational and 
connected to the new central system. There is a facility of
installation & deployment today which is really very 
interesting.

© Photo : Optims
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OPTIMS
www.optims.com
The Optims Group designs and markets technological solutions intended for the 
optimisation of management and incomes of a company. Present in the hotel, restaurant
and tourism sectors, the company has developed three complementary technologies:
PMS (Property Management System), RMS (Revenue Management System, also called
Yield Management) and CRS (Central Reservation System). It counts some 6,500 
customers installed in more than 70 countries. Amadeus, the world leader in global 
distribution systems for travel (GDS) holds 30% of the capital of Optims. Quoted on the
New Market of the Paris Bourse - code SICOVAM 7652 -

with Mr Gérard Michel   
Chief Executive Officer

Cleverdis: As specialists in invoicing systems, can you tell us
with which services hotels can generate complementary incomes
to that of the rooms?

Gérard Michel: The hotel has two types of distinct incomes:
those which are descending, like the telephone, and those which
can potentially increase. There is Video On Demand on Internet,

Wi-Fi in the rooms and ADSL
Connections. These future financial

resources are not only additional
incomes, but also offer more 
services to the customers. Even if
it is essentially the large chains
who offer these services, all
hotels are concerned, even
those of small capacity. 
In addition, yield manage-
ment allows for optimisation of

the incomes. We are seeing a 
strong trend towards the 
integration of yield management in

management software PMS. And that, in
a completely transparent way since the users

receive yield recommendations in an automatic way. 
For example, if they make a reservation request on a certain 
customer segment, the system will tell them: “It is possible, but at
price X”, “It is impossible, we are closed”, “It is possible, if one 
proposes a reservation over 2 days, but not for one day”.

Cl.: What are the latest solutions that hotels can install in
order to offer maximum services?

G.M.: They’re closely related to technological innovations.
Today, for Internet connection in the rooms, we can, if the
hotel so wishes, invoice a customer who connects to internet,
without the customer nor the hotel having to do anything.
This avoids the hotel having to give its customers scratch cards
for Internet access. 
We know today how to interface & automate our systems, and
make that transparent both for the customer & the hotel. It is
already the case for Internet connections in the rooms, and for
the VOD field, in which Optims was a precursor.

Cl.: Incomes related to the telephone dropped with the arrival
of the mobile telephone. Could this be the same for video?

G.M.: The offer of the VOD remains increasingly more 
interesting; the customer can watch a film to which they don’t
have access to at their home or even in a video club.
Moreover, it is more pleasant and comfortable to watch a
video on a beautiful television than on a portable computer.
The incomes related to the VOD should not see the same drop
as those of telephone consumption.

Gerard Michel: Assistant
Manager, Sales & Marketing –
PMS. Aged 49, Mr Michel
holds an Advanced Vocational
Diploma in Hotel Management.
He began his career in 1975
working with the Christel Hotel
chain was named, in 1978,
as professor of hotel trade and
restoration at the Ecole
Normale d'Apprentissage,
before joining PROLOGIC in
1990.

Gérard Michel 
Assistant Manager,
Sales & Marketing

INTERVIEW
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OPTIMS • 5, rue du Ventoux - 91019 Evry Cedex - France • Tel: +33 1 69476222
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HORECAVA
Amsterdam RAI
International Trade Fair for the Hotel and Catering Industry 
10.01. - 13.01.2005
Amsterdam (Netherlands)
http://www.horecava.nl

SIRHA
SepelCom - Reed
International Catering, Hotel and Food Trade Fair
22.01. - 26.01.2005 
Lyon (France)
http://www.sirha.com/sirha2005

HOSPITALITY WEEK (HOSTEC-EurHotec)
Fresh RM Ltd.
International Fair of hospitality and foodservice industries
24.01. - 26.01.2005
Birmingham (Great Britain)
http://www.hospitalityshow.co.uk

EUROSHOP
Messe Düsseldorf GmbH
The Global Retail Trade Fair
19.02. - 23.02.2005
Düsseldorf (Germany)
http://www.euroshop.de

INTERNORGA
Hamburg Messe und Congress GmbH
International Fair for the Hotel, Restaurant, Catering, Baking and
Confectionery Trades 
04.03. - 09.03.2005
Hamburg (Germany)
http://www.hamburg-messe.de/internorga

CeBIT
Deutsche Messe AG
International Trade Fair for Information Technology,
Telecommunications, Software & Services
10.03. - 16.03.2005
Hannover (Germany)
http://www.cebit.de

SMARTEVENT (CeBIT)
Cleverdis
The professional convention for manufacturers & buyers of
Digital products
10.03. - 16.03.2005
Hannover (Germany)
http://www.smartevent.com

IFA
Messe Berlin GmbH
World of Consumer Electronics
02.09. - 07.09.2005
Berlin (Germany)
http://www.ifa-berlin.de

HOST
Fiera Milano
International Exhibition of the Hospitality Industry
04.11 - 08.11.2005
Milan (Italy)
http://host.expocts.it

SMARTreport
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HOGATEC
Messe Düsseldorf GmbH
International Trade Fair Hotels, Gastronomy, Catering
26.09 - 29.09. 2004
Düsseldorf (Germany)
http://www.hogatec.de

SMAU
International Exhibition of Information and Communications
Technology and Consumer Electronics
21.10. - 25.10.2004
20.10. - 24.10.2005
Milan (Italy)
http://www.smau.it

EQUIP'HOTEL
Reed OIP
International Industrial Fair of Equipment and Management of
Hotels, Restaurants, Cafes and Institutional Catering
23.10. - 27.10.2004
October 2005
Paris Expo Porte de Versailles (France)
http://www.equiphotel.tm.fr

HOSTELCO
Fira de Barcelona
International Restaurant, Hotel and Catering Exhibition
23.10. - 27.10.2004 
Barcelona (Spain)
http://www.hostelco.com

SATIS
Reed OIP
Sound & Audiovisual Equipment Exhibition
03.11. - 05.11.2004
October 2005
Paris Expo - Hall 3 - Porte de Versailles (France)
http://www.satis-expo.com

Alles Für Den Gast Autumn
Reed
International Trade Fair for the entire Catering, Restaurant and
Hotel Trade
06.11. - 10.11.2004
05.11. - 09.11.2005 
Salzburg (Austria) - http://www.reedexpo.at

TECNHOTEL – HOSPITALITY
Ente Autonomo Fiera Internazionale di Genova
International Exhibition of Furnishings and Technologies for
Hotels and Restaurants 
12.11. - 15.11.2004
Genova (Italy)
http://www.fiera.ge.it.

LUXEWAYS INTERNATIONAL MONACO 
AIHM  (Association des industries hôtelières monégasques)
Luxury International Hospitality and Catering Show
12.11. - 15.11.2004
Monaco (Monaco)
http://www.luxeways.monte-carlo.mc

HORECA EXPO
Flanders Expo N.V.
Trade Fair on Equipment for Hotels, Restaurants, Cafes and
Communities 
21.11. - 25.11.2004
21.11. - 25.11.2005
Ghent (Belgium)
http://www.horecaexpo.be

SIA
Rimini Fiera
International Hotel Equipment Exhibition
27.11. - 01.12.2004
20.11. - 26.11.2005
Rimini (Italy) - http://www.siarimini.com

CALENDAR



SMARTreport • Hotel & Restaurant Trade /   55www.cleverdis.com

HOSTELCO
www.hostelco.com

Hostelco, International Salon of Equipment for Restoration, Hotel business and collec-
tives, takes place from the 23rd to the 27 October 2004 in the Montjuic showroom, at
Barcelona. Hostelco 2004, organised by Fira Barcelona and FELAC (Spanish
Federation of Associations of Manufacturers of Machines for the Hotel Trade,
Professional Bodies and connected industries), is the leading exhibition in Spain and has
become a European reference, occupying the second place after Milan.

with Mrs Isabel Piñol  
Manager of Hostelco

Cleverdis: What is the value-added of Hostelco?

Isabel Piñol: Hostelco consolidates, during this edition, its
position as second biggest salon in Europe dedicated to the
hotel sector, catering industry and the collectives, after Milan.
Its advantage is not only in the size and the large number of
sectors represented ,something that offers a unique global 
section of the sector, but also in the access to the Spanish 
market, that continues to grow. 

Furthermore, Hostelco has a vast number of offers parallel to
the activities, forums, conferences and days dedicated to offer
the visitor the possibility to widen his knowledge of new 
technology such as management, and offering a complete
experience that allows the visitor as well as the exhibitors, to
come away from the show with information and resources that
will permit him to innovate for the purpose of augmenting 
productivity and competitiveness.

Cl. : Is it a national or international show? 

I.P. : Spain is the country with the largest representation, in respects of
both the exhibitors and visitors, although year after year the salon
strengthens its international standing. In 2004 we have seen the  

percentage of international companies rise to 20%. This has intensified
the publicity campaigns to foreign visitors that evaluate, besides the
possibilities offered by the salon such as the gathering of knowledge
and new tools to use in their businesses, the prospect of visiting
Barcelona itself with its climate, cultural offering and services that will
make the stay a pleasant and memorable one.

Cl.: How does Spain’s offer meet this demand?  

I.P.: To provide for this demand, there are at this time more than
16,000 hotels, 56,700 restaurants, 240,600 cafés & bars and 900
companies catering to the restaurant trade. 

For the future, we should underline that in Spain, according to a study
undertaken by ADD Consulting for Hostelco, there are 600 new hotel
projects to be carried out over next the two years.

CONVENTIONS & TRADE SHOWS

Isabel Pinol, 38 years old,
has considerable experience
in the sector of service 
provision for the hotel 
business thanks to 10 years
working with Sodexho. 
She now holds the position
of Manager of Hostelco.

Isabel Piñol 
Manager 
of Hostelco

FIRA BARCELONA • 23/10/2004 > 27/10/2004
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EQUIP’HOTEL
www.equiphotel.fr

Équip' Hôtel has created a unique personality for itself  which is translated at the nation-
al and international level for the best possible business climate: With 105,000 visitors
and 1,100 exhibitors, Équip'Hôtel occupies the 4th rank among French professional
shows in Paris in terms of visitors, and benefits from a prefectural approval as an 
international show confirmed by eloquent figures: more than 20% foreign exhibitors,
more than 30 countries represented, and an increasing international clientele, with 
visitors emanating from 125 countries.

with Mrs Valérie Lobry  
Director of Equip’ Hotel

Cleverdis: Can you present your show and its innovations
for 2004?

Valérie Lobry: Equip' Hôtel has, over the years, imposed
itself as the not-to-be-missed meeting point for the hotel trade
and associated businesses. It is the only multi-sector show in
this market which federates the entire profession. This year is
quite a special year for us, as Equip’Hôtel celebrates its 50th
anniversary years… 50 years of know-how in the service of
the profession. Our show is the reference for all the trades of
the hotel industry, the restoration, the coffees and the communities.
It is before a whole international show proposing a multi-
specialist offer and a true space for meetings between 
professional decision makers.

Cl.: What is your specificity compared to other European
shows?

V.L.: Equip' Hôtel marks a clear advance in the technology
sector: more than 80 exhibitors are representing on this sector
at Equip' Hôtel 2004. Our show presents a wide variety 
covering the technological offer for hotels and restaurants in
particular, including cash registers, data-processing software,

security, audio-visual, multi-media and telecommunications. 
In addition, our show is the one that exposes the greatest
number of technological innovations in each session. 
This sector is evolving very quickly, so it's essential to follow
these evolutions permanently to make it possible for those in
the hotel business to discover the most recent innovations as
well as to benefit from the advice of the top professionals in
this field.

CONVENTIONS & TRADE SHOWS

New director of Équip' Hotel, Valerie
Lobry joined the of Reed Expositions
French team in September 2004. She
has occupied, since 1995, the post of
Commercial Director of the SIAL and
jointly, since 2001, the function of
Commissioner of the World Wine and
Spirits Expo in Brussels. Previously
(1995/1998), she had been also Sales
Director of the Packaging Show,
Equipmag, Europack-Euromanut. She
has acquired, over more than 10 years,
a perfect mastery of international exhibi-
tions and already benefits from the 
culture of several industry branches 
developed by Équip' Hôtel.

Valérie Lobry 
Director 
of Equip’ Hotel

INTERVIEW

PARIS EXPO, PORTE DE VERSAILLES • 23/10/2004 > 27/10/2004
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HOGATEC
www.hogatec.de

Hogatec, the International Trade Faire of Hotels, Gastronomy, Catering, takes place
every 2 years at Düsseldorf. It is number 1 in technology & design and is the leading
event for investments and innovations. Hogatec generates positive effects on the hotel
industry and gastronomy: aiding vendors and buyers and providing a foresight of future
trends of the sector.

with Mr Armin Stader  
Project Manager

Cleverdis: What are the key subjects at Hogatec 2004 ?

Armin Stader: The exhibition in 2004 put particular 
attention on the new products and services in the field of kitchen
technologies, systems for the restaurant trade, the techniques
for fast-food, technical equipment and techniques in 
information and communication. Hogatec covers a surface area
of 25,000 m2 and boasts 567 exhibitors (Italy had a notable
presence with 45 companies) from 22 different nations. 
The visitors were particularly seduced by the theme areas :
“café + culture”, “ambience + ambitions”, and “cook + chill”
that were part of the event for the first time. 

Cl.: What was the visitors’ reaction to Hogatec 2004 ?

A.S.: We can confidently say that the exhibitors of Hogatec
were very much appreciated by the visitors. According to an
opinion poll, 92 % of the visitors were satisfied with their visit
to the event. 

The exhibitors noted the high level of competence and 
professionalism of the visitors: about two thirds of visitors were
involved in investment decisions in their company. The quality
of the event and the international scope of the exhibitors 

attracted 23,000 professional visitors from 38 nations, of which
5,000 were from abroad. We have also recorded a rise in the
number of visitors coming from Asia, South America and
Australia.

CONVENTIONS & TRADE SHOWS

Armin Stader has been working at the
Düsseldorf Exhibition Centre since 1970.
He took up the position of project mana-
ger in 1974 for multiple events and, in
2004, he became project manager for
Hogatec. He is equally responsible for
two other professional trade shows that
are world leaders in their respective
fields: Interkama (“n° 1 for Automation in
Process Industries”) and IBA (salon of
bakery and patisserie products). These
two shows receive exhibitors and visitors
from all over the world. As associate and
project manager, he has acquired the
knowledge of about 60% of the variety of
offers for each event at the Düsseldorf
Exhibition Centre. For the past 30 years,
Armin Stader as been involved in multiple
projects in Germany as well as abroad.

Armin Stader
Project Manager

INTERVIEW

©
 P

ho
to

 : 
H

og
at

ec

HOGATEC • DUSSELDORF • 26/09/2004 > 30/09/2004

SMARTreport
CHAPTER 4 • Where to meet the major players in the market

SIA
www.siarimini.it

The International Hotel equipment exhibition is exceptional due to its strategic location,
the quality of the exhibition and richness of the specialized sections, conventions and
international meetings. 
The exhibition covers furnishings (with turnkey solutions) bathroom decoration, equipment
and kitchen utensils for restaurants, table accessories, linen, fabrics, interior decor and
well-being. A pavilion is especially dedicated to technology: information systems (wire-
less, automated management systems, automated payments, etc.), video-communication,
telecommunications, automated conditioning, safety systems, etc. 

with Mrs Orietta Foschi  
Press Relation

Cleverdis: Could you please present the SIA?

Orietta Foschi: The International Exhibition of Hotel Equipment is
the not to be missed event on the hotel sector calendar. This statute had
been conquered over the years, thanks to its strategic positioning,
quality exhibitions, richness of its specialized sections, as well as its
conventions and international meetings. 
Each year, our historical event grows richer each year thanks to new
content. It is especially recognized for its structure divided into easily
identifiable sections. The visitor who wishes to restructure or to simply
create a new structure can thus easily find the sector that interests them. 
The exhibition covers furnishings (with turnkey solutions) bathroom
decoration, equipment and kitchen utensils for restaurants, table
accessories, linen, fabrics, interior decor and well-being.
The panel of participants is very broad, including a pavilion is especially
dedicated to technology: information systems (wireless, automated 
management systems, automated payments, etc.), video-communication,
telecommunications, automated conditioning, safety systems, etc.

Cl.: What is the specificity of your exhibition and what are the
main evolutions in the hotel sector? 

O.F.: Our exhibition represents the best of “Made in Italy” for the
“hospitality” sector. By “hospitality” we include hotel structures,
restaurants, evening establishments (wine bars, pubs, wine cellars,
etc.) and all “meeting places” (from cruise liners to the showroom). 
In Italy, the limits between these various places are increasingly
reduced. The bars and the restaurants of the hotels are open to the

public, and in some cafes, the customers can carry out purchases,
just as by the same token in show rooms, there are now bars and
cafeterias. The border between entertainment and work places is
becoming increasingly permeable: the interconnections are 
multiplying in the hotel, health spa or restaurant. 
The exhibition will show a complete panorama of these trends and
underline the evolution in the sectors of HoReCA (hotels, restaurants,
cafeterias). These “meeting places” in the broader sense develop and
tend towards a multiplicity of uses, with a detailed attention, very
Italian, with the design, comfort and personalization. 

Cl.: What are the lastest trends presented?

O.F.: A typically Italian phenomenon, that is developing: the
reorganization and the rehabilitation of structures carried out by
fashion architects. From now on, we believe that an increasing
attention is being paid to the establishment itself as to the creation
of a particular atmosphere to offer the customers. 
SIA is characterized by the presence of surfaces dedicated to
designers and architects. This exhibition has thus become the
place where tendencies are spawned and where we can collect
suggestions, well beyond a simple exhibition of products. Future
hotels, being presented by famous designers and international
architects, have a special space within the exhibition. In a word,
SIA is the place to discover and sample new ideas “Made in Italy”.

CONVENTIONS & TRADE SHOWS

Orietta Foschi, 38 years, was

a sociology graduate with a

specialization in mass media

and communication. Since

1993, she has been in charge

of Press Relations for the Rimini

exhibition, first as an assistant,

then as a project manager. Orietta Foschi 
Media Relation 

INTERVIEW

SIA RIMINI • 17/11/2004 > 01/12/2005
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SMARTEVENT
www.smartevent.com

This seminar will be launched at CeBIT 2005 (10th – 16th March 2005). 
This event is a unique meeting place and discussion forum for the major actors
of the Digital industry and Key Account corporate buyers. In a nutshell,
SmartEvent is a convention designed to facilitate the flow of relevant informa-
tion to these buyers, offering them first-hand market information and direct 
purchase consultation.

with Ms Bettina Spegele  
Country Manager & Events Co-ordinator

Cleverdis: Can you explain how you will be organising
Cleverdis’ presence at Cebit 2005? 

Bettina Spegele: There will be a unique hub for buyers in
the Display Hall (21). The booth will cover approximately
180m2 floor space with a conference room of 80 m2.  With this
space, we plan to make available a communication platform for
vendors, channel and buyers – a unique tool for the Digital pro-
fession. Buyers will be divided into groups according to their
respective vertical markets, meeting face to face with major
vendors and solution providers, who will address all the current
issues at hand.

Cl.: Can you present the programme in detail ? 

B.S.: Each day will be dedicated to the purchase requirements
of just one of these industry sectors: Hotels / Congress Centers,
Digital Signage (Airports / Public Transport / PoS), Universities
and Education, HDTV and Digital TV (Consumer market), HDTV
(Commercial sector), Trading rooms, Hospitals and Healthcare. 

The morning of each day will start with a plenary assembly
addressing the specific purchasing issues of each industry sector.
After lunch, the participants will take part in a workshop in order
to directly work on their individual purchasing issues and to

obtain answers to their questions through dialogue with solutions
providers and vendors (sponsors). 

Cl. : What is the real value of this operation for the 
participants?   

B.S. : The concept of SmartEvent is a logical consequence of the
worldwide trend of conventions towards highly qualified 
participants with concrete projects and targeted content including
exhaustive dialogue possibilities. The Event will thus provide the
buyers with concentrated information on:
• products and their applications in the context of each vertical market
• market state and future development
• evolution of technologies and prices (ASP: Average Selling Price

on 3 years)
• methodologies of calculating Return on Investment (ROI) and

Total Cost of Ownership (TCO)
Real value-added will come from the professionalism and compe-
tencies of the participants and their ability to give answers to all
kinds of customer issues. The buyers who will arrive with lots of
questions, will go home with the corresponding answers.

CONVENTIONS & TRADE SHOWS

Bettina Spegele obtained a Bi-national
diploma in European Business Studies
from  Fachhochschule Landshut and APU
Cambridge. After completing internships
in the US and France she held the 
position of Assistant for Internal
Communication for an international
Internet provider. 
From 2003 she has been working  at
Cleverdis, first as a Consultant and then
as Country Manager for German
Speaking Countries.  

Bettina Spegele
Country Manager &
Events Co-ordinator

INTERVIEW

SMARTEVENT Northern and Central Europe • CeBit Hanover • 10/03/2005 > 16/03/2005
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grid. The active matrix LCD is also known as a thin film
transistor (TFT) display.

Lines of Horizontal Resolution: often confused with “scan
lines”. Lines of horizontal resolution refers to visually resol-
vable 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. 

Monitor: a computer display and related parts packaged
in a physical unit that is separate from other parts 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.

NvoD: Near Video On Demand – refers to a technology
that makes it possible for a consumer to start watching
any from a selection of popular programs within 15 minutes
or so of when they make their choice. This can be
accomplished over any broadcast system that has
enough channel capacity to support the required multiple
channels for multiple programs. 

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 manufac-
turer (i.e.: identical, but with a different brand), or 
custom-made by the manufacturer for the OEM client. 

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

PABX/PBX: Private Automated Branch Exchange. The
telephone network used by organizations to allow a sin-
gle access number to offer multiple lines to outside cal-
lers, and to allow internal staff to share a range of exter-
nal lines. All such exchanges are now automated, and it
is simply referred to as “PBX”. 

PDA: Personal Digital Assistant 

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

Pixels per inch (ppi): a measure of the sharpness - the
density of illuminated points) on a display screen. 
Plasma Display Panel (PDP): a display in which each
pixel on the screen is illuminated by a tiny bit of plasma
or charged gas, somewhat like a tiny neon light. 

PMS: Property Management System – PMS is a generic
name for an old interface to Hotel Mgt. Systems (used to
check-in and checkout guests, create wake-ups, 
announcements and messages). 

PMS produces guest billing, and manages all guest
account.

PPV: Pay Per View – Charge Type is where a Guest is
charged according to how many times they view. 

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.

PvoD: Personalised Video On Demand – A VoD service
that automatically detects household interests without 
requiring viewer interaction or personal information. 
The system selects relevant movies and other programs
based on each individual’s channel surfing behavior
(which channels the most time is spent watching). This ser-
vice can also deliver customized VoD service for satellite
operators are currently restrained by the limited storage
capacity of PVRs. Synonym= Recommendation-based
Video On Demand. 

QoS: Quality of Service 

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

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

RGB: Video signal in which the chrominance is totally
decoded in three primary colors – Red (R), Green (G)
and Blue (B). In addition, a “luminance” signal is present,
transporting synchronisation information. The RGB 
signal thus utilises four separate cables with a BNC 
interface. 

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.

STB: Set Top Box – used to control TV where cards 
cannot be inserted into a TV. 

Streaming: Describes the way digital media is transmit-
ted as a “stream” of bits across a network to a consumer,
and decode “on the fly”. It is usually contrasted with the
“store-and-forward” method of transmission, in which the
content is transmitted, downloaded and stored locally,
before being accessed. 

S-Video: Term generally used when speaking of S-VHS
or Y/C

TCO: True Cost of Ownership – coasts of an item, inclu-
ding maintenance and support costs

TFT: thin film transistor. See “Active Matrix”

Thin Client Solutions: (see also WBT) – a centralised 
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. 

TvoD: True Video On Demand – The ideal VoD service
where indivudual users would get immediate responses
when interacting with the VoD system. 
With TvoD, the user can not only order the program, but
be able to do any VCR-like commands on the VoD 
system with the same quick response time as it is when
working a VCR. 
This increased speed of the response time can 
significantly incease the cost of operating the VoD 
system. An alternative is NvoD as it reduces the cost by
increasing the waiting time. 

Touch Screen: a computer display screen that is sensitive
to human touch, allowing a user to interact with the com-
puter by touching pictures or words on the screen.

VC: Video Conferencing – real time video to allow mul-
tiple users to broadcast and receive sound and vision
simultaneously.

VESA: Video Electronics Standards Association

VoD: Video On Demand ( for storing of Digital Videos
and ordering movies originally received via digital 
transmission), including entertainment content, education
(viewing training video), and videoconferencing (enhan-
cing presentations with video clips). 

VoIP: Voice Over Internet Protocol – Using broadband to
send voice calls over the internet. The voice signals are
broken down into packets and reassembled at the 
receiving end. 

VPN: Virtual Private Network – allows a secure, encryp-
ted connection between two points over the Internet. 

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

Widescreen: A television with an aspect ratio of 16:9. 

Wifi: Wireless-Fidelity – commonly used to signify the
802.11b/g standard – wireless networking, allows the
connection of two or more computers without the need
for physical cabling between them. 
The most common forms of WiFi are 80211.b (capable
of up to 11 Mb/Sec) and 802.11g (capable of up to
54 Mb/Sec).

WLAN: Wireless local area network. A network that
exclusively relies on wireless technology for device
connections. 
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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.

ADSL : Asymmetric Digital Subscriber Line – A transmis-
sion technology used to turn ordinary phone-lines from
narrowband into broadband. VDSL is the super-fast
variant of ADSL. 
High Speed Internet access over analogue phone lines,
“always on” connection. 

ANALOGUE : Analogue signals are continuous, and
resemble the original. Digital signals are discontinuous,
and produced by a sampling process that results in a
stream of numbers. In general the digital signal isn’t
degraded when distributed or copied. This can be used
to provide higher quality to the end-user.

ANSI Lumen: An ANSI Lumen is a standard unit of 
brightness as defined by the American National
Standards Institute. 

AoD : Audio On Demand 

BBSM : Building Broadband Service Manager (from
CISCO)  

CAT: ANSI/ EIA Standard 568 is one of several standards
that specify “categories” (the singular is commonly 
referred to as “CAT”) of twisted pair cabling systems
(wires, junctions, and connectors) in terms of the data
rates that they can sustain. The specifications describe
the cable material as well as the types of connectors and
junction blocks to be used in order to conform to a 
category. The two most popular specifications are CAT 3
and CAT 5. CAT2 cabling is generally used for 
analogue phone systems.

CD-R: Recordable CD (records once)

CD-RW: Re-writable CD (records many times)

COAX : Coaxial cable is the kind of copper cable used
by cable TV companies between the community antenna
and the user homes and businesses. 
Coaxial cable is sometimes used by telephone compa-
nies from their central office to the telephone poles near
users. It was widely installed for use in business and 
corporation Ethernet and other types of local area 
network. 
Coaxial cable is called “coaxial” because it includes one
physical channel that carries the signal surrounded (after
a layer of insulation) by another concentric physical chan-
nel, both running along the same axis. The outer channel
serves as a ground. Many of these cables or pairs of
coaxial tubes can be placed in a single outer sheathing
and, with repeaters, can carry information for a great dis-
tance. 

CRT: Cathode Ray Tube, used in direct-view TV monitors,
computer desktop monitors and “tri-tube” projection devices.

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

Decoder: Any device that takes information in a 
transmission format and converts it to a display format.
An MPEG decode, for exemple, converts digital MPEG
signals into analogue for viewing on standard TVs. 

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

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

DLP: Digital Light Processing (see DMD)

DMD: Digital Micro Mirror Device, video projection 
technology developed by Texas Instruments. 

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. 

DPTV: Digital Pay TV 

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

DTS: Digital Theatrical System, used for digital encoding
and decoding on six channels developed by DTS. 
This system utilises 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. 

DTS: Digital Theatre Systems, a digital technology 
company specialising in multi-channel audio for 
entertainment. DTS digital sound is now featured 
worldwide in approximately 19,000 movie theatres. 

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

DVB scrambling/encyption: Digital Video Broadcasting
content protection conditional access system. All content
is sent to the TV in a triple 64-bit DVB encoded mpeg-2
stream. This prevents unauthorized third parties copying
the media for illegal use. 

DVD : Digital Versatile Disk – Hollywood- approved 
standard for storing digital video on consumer optical

disk. Provides high quality audio and video of a standard
equivalent to that available on the Genesis platform. 
DVD has the same physical dimensions of a CD, 
however it can hold much more information. 

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.

DVR: Digital Video Recorders 

Estate: is a grouping of either (a Master Content Store /
a hotel Brand / Hotel Chain / Hotel and associated to
Territories within the Region grouping). 

FPD: flat panel display

HDTV: High-Definition Television. True HDTV pictures are
composed of 1080 active lines (1125 total whereas cur-
rent 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.

HE: Head End – is where all the signals transmitted along
the cable network to subscribers are first received and
processed, before being sent out to them. In the hotel, it
will be the equipment that manages and processes all
communication to and from the guest rooms.

Hologram: a three-dimensional image, created with
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. 

HSIA: High Speed Internet Access. ISDN will only be
64Kb/sec (or max 128Kb/s if both lines are used).
HSIA will be connected at 2Mb/s or at least at
500Kb/s. 

Hub: A Hub is a place of convergence where the majority
of system data arrives from one or more directions and is
forwarded out in one or more other directions. 

IoTV: Internet On TV.

IvoD: Interactive Video On Demand – is an extension of
VoD in which additional functions such as fast froward,
fast rewind, and pause are implemented. 

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

GLOSSARY
with the kind participation of Quadriga 
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MICROS FIDELIO
J. Buitelaar 
Vice president new sales
Europadamm 2-6 
41460 Neuss - Germany
+49 2131 137-0
www.micros.com

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.global.mitsubishielectric.com

NEC PLASMA DISPLAY CORPORATION
Masaru Wakabayashi
Manager of Sales
1753, Shimonumabe, Nakahara-Ku, Kawasaki,
Kanagawa 211-8666 - Japan
+81 44 435 1872
www.plasmasync.com

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

NEOS INTERACTIVE LIMITED
Geoffrey Breeze
Director Marketing & Sales
Third Floor, Melrose House
4-6 Savile Row,
London W1S 3PD -UK
+ 44 (0) 20 7242 8666
www.neosinteractive.com

OPTIMS
Gérard Michel 
Vice Chief Operating Officer Sales 
& Marketing PMS
5, rue du Ventoux
91019 Evry Cedex - France
+33 1 69476222 - www.optims.com

OPTOMA EUROPE LTD.
Paul Gain
Sales Manager
42 Caxton Way, Watford Business Park
Watford WD18 8QZ - UK
+44 1923 691807
www.optomaeurope.com

OTRUM  ASA
Fredd Causevic
President & Chief Executive Officer
Postbox 879, Sentrum 
Nedre Vollgt. 11
N - 0104 Oslo - Norway
+47 23 89 72 00  - www.otrum.com

PANASONIC 
Jérôme Berrard
Panasonic Communications & Systems Europe
Hagenauer Straße 43
65203 Wiesbaden - Germany
+49 (6) 11 23 52 70
www.panasonic-europe.com

PHILIPS CONSUMER ELECTRONICS EUROPE
Business Display Solutions 
Roel Vestjens
Business Manager Marketing & Sales Europe
Building SFH-6 PO Box 80002 
5600 JB Eindhoven – The Netherlands
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

QUADRIGA WORLDWIDE LTD.
Hyacinth Nwana - Director, Product, Technology
389 Chiswick High Road 
London W4 4AL - UK
+44 208 987 0560
www.quadriga.com

SAMSUNG ELECTRONICS EUROPE 
Jin Hwan Kim 
Display Business Senior Manager Monitors
Olof Palma Street, 10
2616 LR Delft -The Netherlands
+31 (15) 219 61 00
www.samsung.com

SANYO FISHER SALES (EUROPE) GMBH
Jan Markus Jahn - Deputy General Manager
Stahlgruberring 4
81829 München - Germany
+49 89 451 160
www.sanyo.com

SELECO SPA
Ing. Bezza - Hotels TV manager
20035 Lissone (MI) - via Dante Alighieri,43 - Italy 
+39 039 244 62 60
www.seleco.it
SHARP ELECTRONICS EUROPE 
M. Chatani - Brand manager
Sonninstrasse 3 - 20097 Hamburg - Germany
+49/ 40- 2376- 0 
www.sharp-eu.com

SONY EUROPE
Nuno Campos - Business Development Manager
Da Vinci Laan n°7 / D1 - 1935 Zaventem - Belgium
+32 (27) 06 44 11
www.sony-europe.com

SWISSCOM EUROSPOT FRANCE SA
Paul-François Croisille - Directeur France
87 avenue de la Grande Armée
75116 Paris - France
+33 1 40 66 96 03
www.swisscom-eurospot.com

TECHLIVE INTERNATIONAL LTD
John Vernon
Manager
Courier House, Longfield Road
Tunbridge Wells, Kent TN2 3EY - UK
+44-1892-709100

THOMSON
Bruno Benaise 
WW Marketing Manager
48 quai Alphonse le Gallo
92648 Boulogne cedex - France
+33 1 41 86 50 00
www.thomson.fr

TOSHIBA EUROPE GMBH
Gerd Holl 
Director Marketing & Sales
Professional Visual Products
Hammfelddamm 8 
41460 Neuss - Germany
+49 2131 158 416
www.toshiba-europe.com/projectors

ULTIMEDIA
Eric Dumouchel 
Chief Executive Officer
7/9 rue Louis Armand 
95230 Soisy-sous-Montmorency - France
+33 1 30108778
www.ultimedia.fr

VDA SPA
Antonio Spera 
Sales & marketing Director
Viale Lino Zanussi, n°3
33170 Pordenone - Italy
+ 39 0434 51 61 11

VISACOM
T. Beau
Sales manager
283, rue Lecourbe
75015 Paris - France
+33 4 95702670
www.visacom.fr

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
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ACENTIC AG
Alistair Forbs - Chief Executive Officer
Max-Planck-Str. 38 - 50858 Köln - Germany
+49 (0) 22 34/215-0
www.acentic.net 

AOC INTERNATIONAL EUROPE GMBH
Bernd Maja - Product Manager
Lahnstrasse 86a
12055 Berlin - Germany
+49 241 81 09 83
www.eur.aocmonitor.com

BANG & OLUFSEN
Jacob Odgaard - Marketing director & sales
Peter Bangs Vej 15 - P.O. box 40 
DK-7600 Struer - Denmark
+ 45 96 84 11 22
www.bang-olufsen.com

BARCO
Tom Espeel
European Mktg/Comm Manager
Barco N.V, Noordlaan 5 - 8520 Kuurne - Belgium
+32 56 36 86 67 
www.barco.com

BENQ EUROPE B.V.
Conway Lee - Managing Director
Ekkersrijt 4130, 5692 DC Son - The Netherlands
+31 499 750 500
www.benq.com

BROADCAST AVENUE
Guy Michel Bernier - Sales Director 
26, avenue des Lilas
64062, Pau cedex 9 - France
+ 33 5 59 14 85 20

CANON
Takanobu Suzuki
European Product & Marketing Manager Projectors
Multimedia 
Bovenkerkerweg 59-61
1185XB Amstelveen - The Netherlands
+31 20 545 8545 
www.canon-europe.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

CISCO Systems, Inc.
Josephine Burden 
Responsible for hospitality business
9 New Square Park Bedfont Lakes
Seltham TW14 8HA - UK
+44 208 824 1000
www.cisco.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

CODIAM
Jean Pascal - Chief Executive Officer
14-16 avenue du 18 Juin 1940  - BP 89
92503 Rueil-Malmaison cedex -France
+33 1 41 29 79 79

DELL
Sean Fitzgerald - Marketing Manager
Technology House - Bracknell 
RG12 1FA - Berkshire - UK
+44 1344 860 456 - www.euro.dell.com

EIZO NANAO CORP.
Minoru Kontani - Assistant Manager Overseas
153 Shimokashiwano, Matto
Ishikawa 924-8566 - Japan
+82 76 277 6792 - www.eizo.com

EONA
Gregory Louf - Marketing & Sales manager
4bis, Avenue du Pré de Challes
74940 Annecy-le-Vieux - France
+33 (0)4 50 64 08 97 - www.alex.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

EXTRON ELECTRONICS EUROPE
Bert de Groot - Managing Director of European 
Sales and Marketing 
Beeldschermweg 6c 
3821 AH Amersfoort - The Netherlands
+31 33 4534040  - www.extron.com

FUJITSU GENERAL
Shinsaku Odajima - European Marketing Manager
Unit 150, Centennial Park, Centennial Avenue
Elstree, Herts WD6 3SG - UK
+44 (0)208 731 3450
www.fujitsu-general.co.uk

HITACHI EUROPE LTD.
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
Jeff Hill - Business Development Manager - Projectors 
2, avenue Gambetta
Tour Descartes, La Défense 5
92066 Courbevoie - France
+33 1 4188 5020
www.ibm.com 

IEC-ASV
Alain Cotte - Chief Executive Officer
27 boulevard Louise Michel 
92230 Gennevilliers -France
+33 1 46 88 28 28
www.iec-asv.com

INFOCUS CORPORATION 
Till Gotterbarn - Sr. Product Marketing Manager
Strawinskylaan 585 
1077 XX Amsterdam 
The Netherlands 
+31 (0)20 579 2000
www.infocus.com

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

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

LOCATEL
Guillaume Deguerry - Export Director
39, boulevard des Bouvets
92000 Nanterre - France
+33 1 41 97 74 00
www.locatel.net

LG ELECTRONICS FRANCE
Guillaume Leroyer - B to B Sales Manager
Paris Nord II 22, Avenue des Nations-B.P. 
50372 Villepinte 
95942 Roissy CDG Cedex - France
+33 1 49 89 89 41
fr.lge.com/
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

LOWE
Herr Hutenbeck - Marketing manager
Industriestrasse 11
D-96317 Kronach - Germany
+49 (9261) 9950-254
www.loewe.de

MANUFACTURERS & SUPPLIERS
DIRECTORY
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