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Preface

A lot of people in the Consumer Electronics world still may not know who Cleverdis is. That’s normal. We’ve been lingering in the
realms of professional (B2B) publications, corporate communications and consulting for a number of years, and only in the past
couple of years have branched into the ever more exciting field of CE publication. 

Why is that so, and what value does Cleverdis add? 

Cleverdis is a European-based, totally international publishing and consulting company (from our Australian Editor-in-Chief, through
our Russian head of strategic partnerships, to our French CEO and German, Italian, Spanish and English staff), working on a
worldwide basis with one sole mission: the education and facilitation of information flow in markets for new digital technologies –
especially those of displays and digital peripherals. While beginning our work in earnest in the professional markets, it became
apparent a couple of years ago that the CE market was beginning to cry out for help as consumers became lost among a myriad of
new technologies. How could they choose? What’s DTV? What’s HDTV? What’s LCD, DLP, LCoS, OLED, SED and all that stuff? What
does what? What technologies are better for what? Good grief, it all suddenly became very complex for the average buyer. Much
along the same lines as the CEA, Cleverdis believes that the best way to help the market grow is through information and education,
presented in a way that’s easy to understand. But more importantly, being truly international, we also help and advise manufacturers
as to how they can enter new markets through targeted marketing and communications. You can find out more about our activities
on www.cleverdis.com. 
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Numerous sectors of the Consumer Electronics market are enjoying boom periods at the moment, with
very bright forecasts, and the success of the CES 2006 in Las Vegas reflects this bullishness. The
international vocation of the CES makes it a point of gravitation for companies looking to expand on a
worldwide basis. In our role as international communications and marketing consultants to a number of
major CE manufacturers, we have noted marked interest by brands to expand into “new growth” areas
such as China, India and Russia. While establishing a foothold in new markets is of course important if not
essential nowadays, it is even more vital to increase or at least hold market share in what is probably the
most “solid” market in the world – Europe. While New Visual Solutions CES edition is a very “American”
publication, we have thus decided to add an international touch to its pages by outlining some of the areas
we excel in, in terms of helping vendors raise their profile on the other side of the pond. Our experience,
we believe, truly helps companies safely negotiate the cultural and geographical particularities of working
in the EU zone. We hope that in this sense, the presence of Cleverdis – New Visual Solutions at the CES,
will add value to the show’s international perspective.  
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The CE industry is today going through an extraordinary evolutionary phase, thanks to the convergence of
numerous fields of technology – nanotechnology incorporated with new display technologies, telecoms,
satellite technology, broadcast technologies, storage technologies… the list goes on. It’s all too much for the
average person to comprehend. Consumers shouldn’t have to understand the jargon, so much as what the
blending together of all these technologies can do for them in their daily lives at work, at play or at home. The
role of the CEA in helping people come to grips with the unbelievable potential created by today’s breed of
consumer electronics is unique in the world. Gary Shapiro has played a pivotal and indeed vital role in terms of
influencing and guiding trends – in particular with regard to HDTV in the USA. What we see today at CES 2006
is in many ways there thanks to the efforts of people like Gary and those who accompany him in the various
boards of the CEA… the business leaders who set aside their differences within their roles in the organization
in order to create the guiding forces that set the course for this great industry. In this edition of New Visual
Solutions, we felt it was important to highlight the collective vision of these “leading lights” as part of our
mission to promote industry intelligence on a worldwide level. Indeed, the word “International” in International
CES takes on a special meaning, as the entire world is able to benefit from the efforts of the CEA. We’re proud
to be part of this effort, and to work alongside the CEA in educating and informing the buying public. 
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The transition to digital television
(DTV) is a smashing success.
Consumers are embracing this new
and exciting technology at a rapid
pace – to date more than 32.5 million
DTV products have been sold in the
United States (U.S.) since introduc-
tion, marking a consumer investment
of more than $45.8 billion.  

The Consumer Electronics
Association’s (CEA) Market Research
estimates that 13 million DTV 
products will be sold in the U.S. this
year alone – most (87 percent) capable
of displaying high definition television
(HDTV) – the best that DTV has to offer.
And 2006 is the year that, by unit,
HDTVs will out-sell analog TVs. 

Americans have embraced digital
television faster than they took to
color TV.  We reached 15 percent 
household penetration with DTV 
products in six years, whereas it took
10 years to reach just five percent for
color TV.  And the future is even 
brighter.  More and more consumers
are familiar with HDTV and DTV. 

But even as we celebrate how far
we’ve come on the road to DTV, we
have work to do. Many consumers
still have questions.  As a trade 
association, CEA is doing its utmost
to get the word out about HDTV and
clear up the consumer confusion
concerning the transition to over-
the-air digital broadcasts.

The Beginning
of a New Era
In its mission of market education, Cleverdis, in this edition of New Visual
Solutions, is highlighting innovation in the Consumer Electronics industry,
as well as those who are largely responsible for fostering and promoting
innovators – in the shape of the CEA. Many people attending the CES
show in Las Vegas are perhaps not aware of the work and vision of the
industry professionals who head up this organization. In this section, we
hear from those who are wearing the pilots’ caps… beginning with this
guest editorial from Gary Shapiro. Let’s take it from the top!
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Gary Shapiro
President and CEO
Consumer Electronics
Association

Consumer Electronics

Association
2500 Wilson Blvd. Arlington, VA 22201

www.ce.org

Gary Shapiro is president and CEO of the Consumer
Electronics Association (CEA). Mr. Shapiro also chairs
the Home Recording Rights Coalition as well as the
Center for Exhibition Industry Research Foundation. Mr.
Shapiro has been an active leader in the development
and launch of HDTV. He co-founded and chaired the
HDTV Model Station and has served on the Board and
Executive Committee of the Advanced Television Test
Center (ATTC). He is also the creator of and a charter
inductee to the Academy of Digital Television Pioneers.



CEA's wealth of voluntary educational
and promotional initiatives includes
websites, printed collateral and 
regional meetings. CEA currently
operates four websites that promote
the DTV transition through consumer
and dealer education. 
The websites include www.antenna-
web.org, www.ceknowhow.com,
www.connectionsguide.com and
www.ce.org/hdtv.  CEA recently 
distributed nearly two million copies
of our Retailer Tip Sheet, developed in
conjunction with the Federal
Communications Commission (FCC)
and the Consumer Electronics
Retailers Coalition (CERC), to stores
across the country.  Since many
consumers’ primary source of 
information comes at the point-of-
sale, this buck slip is designed to fit in
the salesman’s pocket for quick and
easy reference when explaining DTV
on the sales floor.  Another piece of
collateral designed to ease consumer

confusion, created in conjunction
with STARZ HD, is the Buyer’s Guide.
The Buyer’s Guide details, in three
simple steps, the process from
buying to watching HDTV.   
While education is an important step
in eliminating consumer confusion,
setting a hard analog cut-off date will
ultimately provide the much needed
certainty to consumers, broadcasters,
retailers and manufacturers.  At the
end of 2005 both sides of the U.S.
Congress had passed bills that would
end analog TV broadcasting in 2009.
As of print deadline for this article, the
House and Senate had not yet 
worked out the final unified details.    

In addition to a hard analog cut-off
date, I believe we must also achieve
the following to get to the end of this
transition:  
• Broadcasters must deliver their DTV
broadcasts at full transmission power.  
• Cable operators must retransmit

broadcast DTV signals in the same
format in which they are delivered
over-the-air.  HDTV programs should
be retransmitted in HD, not in a lower-
quality format.
• Consumer rights must not be impeded.
We must maintain an equitable balance
between the legitimate rights of
copyright holders and consumers’
“fair use” rights to record HDTV 
programming around their home.
• Promote. Promote. Promote.
Broadcasters, cable programmers
and all involved in the digital transition
should use our collective voice to
extol the benefits of HD.  

We’ve worked through many 
challenges and today the outlook for
DTV, particularly HDTV, is bright!
We are truly at the beginning of a
new era!  While our statistics show
the success of DTV and HDTV in the
U.S., it is increasingly clear that
consumers throughout the world are
embracing HDTV.  
The transition to HDTV has been one
of CEA’s focuses since the beginning
of digital television but with 2,000
member companies HDTV is far from
the only thing we do.  Just look
around the 1.6 million net square feet
of the 2006 International Consumer
Electronics Show (CES®) to prove
our reach is vast. 

With 30 product categories and 2,500
exhibitors, the International CES
showcases the breadth and depth of
consumer technology.  
Visit Innovations Plus at the Sands for
a spotlight on emerging technologies,
hear the difference great audio makes
at the Alexis Park, test drive the latest
in mobile electronics at the LVCC
North Hall, scope out the future of
audio and video in the LVCC Central
Hall and capture the latest in digital
imaging, home theater, home 
networking, gaming and wireless in
the LVCC South Hall.  Whatever your
interest, we’ve got it covered at the
International CES.

CHAPTER 1  / TAKING IT FROM THE TOP…

6 /  New Visual Solutions  /  January 2006        www.cleverdis.com

©
 C

E
A

CEA President and CEO Gary Shapiro presents Senator
John McCain (R-AZ) with the Best Government DTV
Leadership award at the Academy of Digital Television
Pioneers awards luncheon. 
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Cleverdis: When people buy new
technology TVs, they are often at a
loss as to how to compare between
different kinds of TV (i.e. Plasma,
RPTV and LCD), now knowing what
criteria to use. What is Best Buy
doing to educate sales people in
order to help buyers? 

Bradbury Anderson: Televisions
today offer a terrific viewing 
experience -- but I agree, with all
these improvements comes the 
challenge of choice. We know our
store associates can play a major role
in simplifying the process. 

They receive training built from our
proprietary tools, as well as from CEA
and other industry information.
They're encouraged to ask customers
a lot of questions to determine how
to present information in a way each
customer can understand. 

Associate training is complemented
in-store by displays and take-home
literature. It's the commitment we've

made to educate our associates and
customers that has consistently 
earned Best Buy recognition from
CEA's Digital TV Academy.

Cl.: You've been in the business a
long time. How do you feel about
the current period, given the onset
of new TV technologies and digital
convergence?  

B.A: : I'm really excited by what's
here -- and what's ahead. Today, we
have access to products and services
that help each of us create a quality
lifestyle. TV is a great example. 

Not too long ago, the only choice any
of us had was screen size. Today,
people have the power to customize
their entertainment experience -- not
just with the size of the screen, but
with the type of projection, the sound
and even the source for their picture.
You wouldn't believe how many 
customers have told us that Best Buy
gave them the gift of family movie
night!

Bradbury Anderson 
CEO and Vice Chairman
Best Buy 

Retail Member – CEA Board of
Industry Leaders

www.bestbuy.com

Brad Anderson was elected in October to
the Board of Industry Leaders of the CEA. 
As vice chairman and chief executive 
officer of Best Buy, Brad Anderson
believes constant innovation is required to
enhance the quality of the customer’s
experience. 
Anderson joined Best Buy in 1973 and
was named vice president in 1981. In 1986,
Anderson was promoted to executive vice
president and was elected to Best Buy’s
Board of Directors. In April 1991, he was
promoted to president and chief operating
officer. Anderson was named vice 
chairman in 2001. In June 2002, he assumed
the position of chief executive officer. 
Best Buy Co., Inc is North America's 
number-one specialty retailer of consumer
electronics, personal computers, 
entertainment software and appliances.

INTERVIEW

Getting the message
to the masses...
Education of Store
Associates...

Looking for new business opportunities in Europe? In EMEA and Eastern Europe there
may be pots of gold to be had… but looking for them is like opening a “chamber of
secrets”… Cleverdis advises top-level companies in the fields of display and 
peripheral technologies on how to open the right doors.

Find out more on www.cleverdis.com
TATIANA GERASSIMATO

Senior Customer Counselling Executive - Worldwide

“ “

CLEVERDIS • THE SAFE WAY TO CROSS THE ATLANTIC!



Cleverdis: What does your work
entail? 

Brian Smith: It’s a fairly eclectic 
collection. I’m the official Philips repre-
sentative to the CEA for many of the
policy-related activities that are under
way and some of the technical ones as
well. I am chairman of the video board
of directors  as of the first of January.
I’m also very much involved in industry
negotiations… for example, cable
negotiations that are under way at the
moment. In a way, I’m the industry
person for public policy related to 
technology and where it’s going, such
as in dealings with the FCC.  

Cl.: With the onset of wide-screen
aspect ratios, digital TV, HDTV and
so on, it must be a very exciting
time for you… 

B.S.: For me personally it’s very 
exciting because I’ve been involved in
HDTV for around 23 years. I was in it
in the very beginning in the early 80’s.
Then we had the analog HD approach
and it turned to digital which was a
much better solution… and now here
it is! It’s doing interesting things and
it’s a fairly flexible system which is
continuing to evolve and people think
it’s wonderful… so I’m pleased!

Cl.: We see many people talking
about the importance of “real”
HDTV – that is to say 1080p (1080 lines
– progressive scan)… yet there’s no
material out there today and even

storing it is a problem. What is the
roadmap for HDTV – specifically
regarding technical aspects? 

B.S.: You’re totally correct, there is no
source material for 1080p today, so
anybody who buys one of these units
expecting they’re going to see more
detail is going to be disappointed.
However, for what seems like 100
years, there has been a religious war
about interlaced versus progressive
scanning. This started primarily back in
the CRT days, where CRTs were much
better suited to interlaced scanning,
and now in the fixed pixel days of 
plasma and LCD, these TVs are better
suited for progressive scanning. But
whether anyone other than the most
tweaky aficionado can see the 
difference is a hard question to ans-
wer. In any case, there is a trend
towards higher resolution. There will
be sources for 1080p in the future –
whether from a DVD or a private network
or whatever… things will change. But
from a technological perspective,
when you look at the amount of 
additional data you would have to put
on the disc or in a transport stream in
order to provide for that minute
amount of extra resolution, you tend
to question whether it makes a lot of
sense.

Cl.: So you don’t feel it’s necessary
to go that far for the moment?

B.S.: Like I said, I think it may be a bit
premature for all but the most tweaky

Brian Smith 
Vice President Technology 
Policy and Standards 
Philips Electronics 

Member - CEA Board of Industry
Leaders

CHAPTER 1  / TAKING IT FROM THE TOP…
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With 23 years’ background

in HDTV Development,

Brian Smith gives us his

roadmap for the industry…

www.philips.com

Brian Smith oversees all North American
Standards work for Philips Consumer
Electronics, and represents Philips in a
broad array of inter- and intra-industry
technical and public policy activities; 
Mr. Smith is currently vice chair of the
CEA Video Board; and chair of the CEA TV
Manufacturer’s Caucus.

Mr. Smith has over 30 years in the 
consumer electronics business, primarily 
working with advanced products/
technologies for RCA and Philips. He has
been involved with HDTV since 1984, and
was a member of the Grand Alliance team
that initially created the ATSC DTV
Standard.

Mr Smith is also vice chair of the ATSC
Board of Directors, Mr. Smith graduated
from the University of Florida in
Telecommunications, and enjoys spending
time with his wife, Karen, and their two
sons.



aficionados. There are many sides to
this. As screen sizes get larger, then
1080p may make more sense. On a
60 inch screen, you’ll never see the
difference between 1080i and 1080p.
If you start to grow screen sizes
much larger than that, it helps to fill in
between the lines. It’s not because
more resolution is being transmitted,
but effectively you have more lines on
the screen at one time being refre-
shed instantly, so it may look like a
better picture. But the average consumer
buying screens under 60 inches 
probably won’t see much difference. 

Cl.: We’re seeing a huge onset of
HD on the US market. Can you give
us your outlook for HD for the next
five years? 

B.S.: Indeed it’s been explosive and
wonderful. Although we had a fairly
slow start at the end of the 90s and
the beginning of this decade, everyone
has glommed onto it as the thing to
have, especially with cable (which is

in around 70% of consumer
homes)… they’re pushing and 
promoting HD because they have a
certain competitive benefit in terms
of bandwidth. The satellite competitors
know they have to push as well so
they’re doing everything they can to
get more bandwidth for HDTV.
Broadcasters have also glommed
onto HD and they’re doing almost all
their primetime, sports and specials
in HDTV. It’s hard to go anywhere
without hearing about HDTV. And the
reality is when consumers actually
see it, they’re entranced. What’s 
happened has been remarkable.
People think HDTV is spectacular,
everybody is promoting it, the retailers
love it because they like to sell big
screens where you can see HDTV the
best, and when people get it in their
home they think it’s fantastic. It’s a
win for everybody with this one! 

Cl.: What should people look for
when they’re buying a new-tech. TV
today? 

B.S.: The answer to that is different
for different people. If you have a 
limited physical space that you can
fill-up with your TV set, then you’re
going to have to find one that is the
right size and style to fit into the
space you have. After you’ve done
that, you can look into the various
technologies that are out there to see
which meet your needs. Plasma is
wonderful. It hangs on the wall, but
you need a very strong wall, especially
for the larger ones, because they
tend to be very heavy. You then have
an umbilical which goes to your VCR
or DVD player. People sometimes 
forget that they have that nice flat TV
on the wall… But guess what?
They’re still going to need some sort
of a rack somewhere to put the rest
of the gear on and there will be wires
going back and forth. There are ways
to hide the wires, but there still will
be some. After that it comes down to
taste. There are LCDs, which are 
predominantly the smaller of the
large screen sizes, up to around 42”.
After that the plasmas get larger. And
if you’re somewhat more constrained
budget-wise, you have the rear-
projection TVs. It comes to how much
physical space you have first, and
how you want this to fit into your
living room environment. People
don’t go out and choose a Plasma or
an LCD, they look at what fits and
then look at the pictures. You can’t tell
by the numbers on the spec sheets
how it’s going to look. And then you’d
better find a retailer that can display
real HD material on the screen,
because you’ll never know how good
or bad it is by looking at standard definition
material off the air. That won’t work.

CHAPTER 1  / TAKING IT FROM THE TOP…
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According to analysts Euroconsult, “…penetration of HDTV sets should reach 20% of European
households in 2010, and close to 10 million households may subscribe to HDTV services at that
time…” Cleverdis is centralizing information and consulting for numerous organizations, helping
them understand the European HDTV scenario. We can help you open the right doors too!

Find out more on www.cleverdis.com
ARNAUD MONGE

HDTV Specialist 
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Michael O’Neal is President and CEO of
Philips Accessories, a leading supplier of
consumer electronic accessories. In his
current role, Mr. O’Neal oversees the ope-
rations of Philips Accessories, formerly
Gemini Industries, a subsidiary of Philips
Electronics.  Mr. O’Neal also is chairman of
the Accessories Board for the Consumer
Electronics Association, as well as a mem-
ber of the CEA Board of Industry Leaders.  

Prior to joining Gemini, Mr. O’Neal worked
as a crisis manager with York
Management, the previous owner of
Gemini Industries, Inc. He has also served
as president of Kuppenheimers Men’s
Clothiers and Chief Operating Officer of
Herman’s Sporting Goods. 

Cleverdis: As a member of the CEA
board of industry leaders, can you
please tell us about how the board
sets the roadmap for all-digital life-
styles in the USA? 

Mike O’Neal: There are two things
that are important here. The first is that
the CEA and the board are concerned
about the availability of digital 
technology and products in the 
marketplace. Secondly, as you know,
many of the members of the board of
industry leaders serve on individual
boards, such as the five members of
the industry leaders board who also
serve on the accessory board. We’re
doing a number of things that aim to
promote digital technology, but more
importantly towards making it easy for
people to use technology, access it
and understand it. On our board for
example, we have something called
the “antennaweb” - a website consumers
can use to determine the best 
antenna… not the best specific branded
antenna, but the best antenna solution
for their given marketplace. On this
website, there is also educational
material available on HDTV: what it is
and what value it has for the end
consumer. We’ve also done the same
thing with another product the CEA
has created, called the “Connections
Guide”.  This web-based service can be
used by retailers or manufacturers as
well as the general public – advising
people how to best connect a device…
how to optimize their selection of
cables or connectors. This typically
means going to a higher quality cable
to connect their DVD player or home
theater to their TV. We also organize a
great deal of research, which is very

important. If you understand CEA, you
understand that 80% of the companies
in the association have revenues of
less than $30-million. So you know
you’re dealing with quite literally 
hundreds of smaller companies that
are creating digital products and trying
to bring them to the market. The CEA
enables them, through these research
projects to better understand the 
marketplace and how to impact their
consumers.   

Cl.: What kinds of consumers are we
talking about? 

M.O’N.: These may be end consumers
or, in the case of manufacturers, 
retailers who want to better sell their
products. Such research projects,
which would not normally be available
to many of these smaller companies
because of costs and time constraints,
now become available to them. The
results of these studies are also 
published for retailers, manufacturers
and the general public. All this is 
designed to help educate and increase
the understanding of these people
about these technologies. For instance,
last year, the accessory board under-
took a study on purchasing behavior…
What is it that motivates a person to
buy an accessory product at a point of
sale for a retailer? That gave us
insights on what we need to do with
packaging, PoP, presentations etc., to
encourage people to adopt these 
technologies and buy the products.
This year, we will do another study on
the future of CE products. It’s designed
to collect the thoughts people have
about where accessory products asso-
ciated with principal CE products are

Mike O’Neal  
President and CEO 
Philips Accessories and
Computer Peripherals 
Member - CEA Board of Industry
Leaders
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going to evolve to. All this is designed
to educate us, increase our ability to
sell and bring these products to the
market.

Cl.: Philips Accessories and
Computer Peripherals already won
a CES innovations award in 2005
for its 3D revolving USB 
connector... How do the CES 
innovations awards change 
people's perception of products? 

M.O’N.: They help people recognize
that these types of products are
important to them and underline the
facility in using these types of 
technologies. 
As you know, following CES, where
these awards are showcased, the
press promotes the new products
and technologies, saying “these are
the kinds of things you should be 
looking at as you look at improving
and enhancing your entertainment or
work experience, in your home or
workplace”. It gets baked into a 
campaign which says “this industry is
full of innovation and is trying to make
your life simpler through giving you
access to better quality technology,
and then showcases a whole series
of these types of products. Hopefully
this gets people more interested and
stimulates their interest in the 
technology and what it can do for
them.”

Cl.: You have been cited as an
advocate for such things as indoor
antennas for HDTVs, as a back-up
for cable or satellite. 
Do you feel terrestrial digital 
services are promoted well enough? 

M.O’N.: No I don’t think they are at
all. This has kind of been a theme of
the CEA. I don’t think the whole digital
thing has been promoted very well.
People have access to a lot more
content than they actually know
about. When consumers buy into
new technology they should recognize
that it’s kind of like a supply chain.
That experience is only as strong as
its weakest link. In my judgment
sometimes the industry is so 
fragmented in its views that it doesn’t
always promote the total require-
ments to optimize that experience.
And I think in many cases there is
such short sightedness within the
industry in terms of making sure that
people understood where that
content is available to make sure they
get that experience. There are many
instances where we have convinced
folks that they need to actually pack
the antennas when they sell the 
product - so there is no ability for a 
person not to understand the 
importance of this technology.  

Cl.: Do you feel people are educated
and informed well enough? 

M.O’N.: I don’t think they are. I feel
that retailers need to be more diligent
in terms of providing information and
education. Some do this better than
others. It’s not easy, because it is fairly
complex and not all the technologies
are easy to adopt. Often, you may buy
a product, then try to experience it, but
it won’t quite work the way you want it
to work… you don’t understand it… so
you simply take it back!

Cl.: How important therefore is it
today to make things easier for
people integrating digital devices
in their homes and workplaces? 

M.O’N.: I don’t think there’s anything
more important than that in this day
and age, because people don’t have a
lot of time, and whether we like it or
not, many of these technologies are
complex. People don’t want to
understand them and figure them
out… they just want to experience
them. I think as an industry we have
an obligation to make it easy for
people to use and adopt digital 
technologies, because at the end of
the day, what is available to the
consumer is far greater than I think
sometimes they can absorb and
adopt. I use a lot of this technology
and try to experience it myself. I’m
from the industry. If I have a tough
time dealing with it then I can’t imagine
how my neighbors, parents, brothers
and sisters are. Our focus, both at
CEA and in our company, is about
doing everything we can possibly do
to simplify things.
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Cleverdis: The consumer projection
market has grown considerably in
the past couple of years and is
expanding beyond the specialist
market and into the mainstream.
What do you see for the future of
the front projection market? 

Sam Runco: I'm excited about the
future and the possibilities it holds for
us. There are some who suggest that
its increasing mainstream popularity
and more affordable pricing are threats
to our business. Nothing could be
more inaccurate. We have built a 
successful business model catering to
the high end niche market, where 
specialization and customization are
key. Front projection's popularity and
increased presence across a broader
segment of the consumer market is
beneficial to manufacturers at every
level because it brings added attention
and validation to projection video. The
volume producers are just not interested
in our segment because the number
of units is too low and it doesn't fit
their business model. On the other
hand, we will continue to be faithful to
our business model, because as a
small, specialist manufacturer it is the
essence of our existence and our 
success. So the future is bright for both of
these segments as long as there is a solid
business plan and diligent execution. 

Cl.: How does this market evolution
impact on R&D?

S.R.: It's going to have a positive
impact because the larger companies
with vast resources to invest in R and
D will have a greater willingness to do
so when they see the potential 

volume out there.  This in turn will
accelerate the development and 
refinement of new technological 
innovations that we can adopt and
custom tailor exclusively for custom
applications. In addition, our growth
and success has enabled us to devote
significant resources to our own, very
specialized R and D. Some of that is in
the form of original innovations, and
some of that goes toward taking 
existing technologies that are ubiquitous
and refining and advancing them in
ways that make them unique to us.

Cl.: In recent times we have seen a
move towards HDTV, and this evolution
is picking up pace. This being said,
your projection devices have been
HD compatible for some time.  Do
you feel this evolution is part of a
general wish by the public for greater
quality rather than quantity?

S.R.: It's difficult to put your finger on
any one thing. The HDTV development
process is one we have been heavily
involved with since its inception, and
our primary goal has been in taking
advantage of the improvements in 
picture quality the technology offers.
But HDTV also involves the government,
the FCC and so forth, because new
standards and broadcast techniques
are involved. So it's been a public/
private partnership and a lot of competing
interests have been at the table. The
result has been and will continue to be
a vast improvement in both the quality
and distribution of TV programming.
My close friends at the really big 
companies have a difficult position
because they have trouble determi-
ning whether they are developing 

Sam Runco

CEO
Runco International
Member - CEA Board of Industry
Leaders

CHAPTER 1  / TAKING IT FROM THE TOP…

INTERVIEW

The Vision ... Of The Man

Who Coined the Term

"Home Theater"...

Runco International
2900 Faber Street

Union City, CA 94587
Phone: (510) 324-7777

Fax: (510) 324-9300

www.runco.com

For nearly thirty years, Sam Runco has

been a leader in the video projection 

industry. Sam and his wife Lori officially

founded Runco International in 1987. Sam

is credited with coining, and later trade-

marking, in the state of California, the term

"Home Theater," which marked the start of

an industry. In 1989, Sam Runco was the

first to incorporate and market 

cutting-edge line doubler technology into a

multi-frequency projector. 

Runco's revolutionary mix of these two

technologies not only marked his entrance

into the high-end home theater video 

market, but also created an entire new 

product category for the consumer 

electronic industry. 
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products that the public is 
clamoring for or developing products
that they anticipate the public will
want and accept. It's probably a little
of both. On the other hand, our 
product development model is based
almost entirely on customer feed-
back, the customer being primarily
our custom install specialist dealers.
They are out there in the field every
day, making end users happy with
elaborate and expensive systems that
give jaw-dropping performances. 
So we're reacting to direct feedback
from our small, specialized field and
we can move with confidence in 
knowing that when we develop
something based on that feedback
there will be sufficient demand for it
in our market segment. That is one
distinct advantage of being a smaller,
niche company. We don't need focus

groups -- our distribution is our focus
group. 

Cl.: How do you feel digital conver-
gence is affecting the market for
projectors?

S.R.: Well, I’d venture to say that with
all of the different technologies 
available, from home offices to iPods,
to lighting and home automation
controls, people are becoming more
educated as to what’s possible inside
the house. 

And when you look at all of the vast
array of stuff that makes up a ‘smart’
home, at the top of the wish-list is the
custom home theater suite.  I mean,
I love hanging out with my family and
friends in the privacy of our home and
being able to kick back and watch a

movie, and the quality of the perfor-
mance far exceeds anything we could
ever get in a movie theater. It’s cool.
So, as more and more families look to
invest in their home and bring their
place into the 21st century, more and
more people are going to decide to
invest in a killer home theater, and the
evolution of technology is now
enabling us to bring our products to
more and more of these people, who
want the kind of experience we offer
but previously couldn't afford the cost
of entry.. That can only mean good
news for us projector guys.  

Cl.: Tell us about your role with the
Consumer Electronics Association -
- CEA. How important is it to you to
be part of the CEA's efforts to 
educate and inform the buying
public?

S.R.: It’s very important for us. The
CEA is the US industry representative
of consumer electronics products
manufacturers. Member companies
are both big and small -- the industry
giants sitting together with 
companies like Runco and others
who are even smaller. This provides a
level playing field and gives us a voice
and influence in terms of where our
industry is going. 

This is important because it helps to
nurture our segment of the market
and keep it healthy, and it also 
provides for us an opportunity to
make a contribution not only to our
industry, but hopefully to the 
consumer and the enjoyment and
pleasure consumers derive from our
industry's products.
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Cleverdis: You were the very first
retailer to join the governing body
of the CEA. Tell us about your role
with the CEA...

John Flanner: As the chairperson of
the PARA Division of CEA, I have a
seat on the Executive Board of CEA.  
A couple of years ago, the leadership
within CEA decided that this is the
right time to bring the manufacturers
together with their retail partners
under the umbrella of CEA. That was a
bold and forward-thinking move to
help the consumer electronics 
industry better navigate the significant
changes we are experiencing.   
My role is to represent the needs of
the specialty audio/video channel of 
distribution to the larger industry and 
especially the manufacturer community
that resides in CEA.  

Cl.: The CEA made a point of 
choosing someone who was not at
the head of a massive organization...
preferring Flanners, which is, on a
national basis, quite a modest
player. How important do you feel it
is that people like yourself have
such a prominent voice in the 
association?     

J.F.: I think it is very important and I
am impressed that CEA’s leadership
had the wisdom to recognize that the
specialty independent dealer should be
given a voice at the big table.  
We have always played an important
role that isn’t necessarily reflected in
the size of our purchase orders.  When
new technology comes out, it is 

expensive and takes a lot of explanation
and demonstration to build a critical
mass of consumer acceptance. The
specialty dealers seek out the viable
new technologies and create that initial
momentum.  In this time of rapidly
evolving new technologies, I think it
was very progressive for CEA to
embrace an association of independent
dealers to facilitate industry growth.

Cl.: Flanners' background in AV
goes way back. This means your
firm has experienced virtually every
period of evolution in the AV 
market. How do you see the current
period?   

J.F.: Like any time of great change, we
are faced with great challenges and
great opportunity.  Flanner’s has been
involved in the home entertainment
business for over 100 years.  I’m sure
every major technological change has
been difficult to navigate but this “digital
revolution” we are going through is
incredible in its scope. Every business
organization I know of is in the process of
rethinking its business model and 
organizational structure. This can be a
great time for the locally owned specialty
store owner if he/she keeps an open
mind and is willing to change. They can
react much more quickly than a chain
store organization. Our modest size is a
great asset in these times.

Cl.: With the onset of 16:9 aspect
ratio, digital TV and HDTV, just 
how lost are people today when it
comes to choosing between new
technologies? 

John Flanner  
President Flanner’s Home
Entertainment

First Retail Member - 
CEA Board of Industry Leaders
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John Flanner, President of Flanner’s
Home Entertainment, has been active in
the retail side of the consumer electro-
nics business in Milwaukee since 1975.
Flanner’s Home Entertainment is an
independent specialty home audio and
video retail company in Milwaukee,
Wisconsin with 75 employees.  
John is also the current chairperson of
the PARA division of Consumer
Electronics Association and a member of
the CEA Board of Directors.
Flanner earned a bachelor degree in
Marketing from the University of
Wisconsin in 1975.  His interests include
traditional Irish music, the business of
retail and any opportunity to get out for a
hike.
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J.F.: They are very confused and a
confused shopper is insecure and
more hesitant to make a buying 
decision. I know that lots of potential 
customers are sitting on the sidelines
waiting until they feel they better
understand their options.  We feel so
strongly about this that we’ve instituted
an aggressive program of in-store edu-
cational seminars. Right now we’re
focusing on Understanding TV
Technology and Home Theater Options
but we plan to branch out into many
other topics. The response has been
very good. As a matter of fact there are
forty people attending a seminar in the
store as I write this. That’s forty people
who have taken time out of their busy
schedule to learn more about the 
products I sell. How exciting is that?!  

Cl.: In stores like yours, you're able
to advise people face to face ... but
this is not the case with many of
the big retailers. Do you feel this is
an important issue? 

J.F.: Yes I do and again, here’s a great
opportunity for the local independent
dealer. One of our greatest assets is
that we are close to our customers.
Personal advice, customized to the
needs of the individual shopper is
something we’re used to providing.
Since the need for that is much 
greater during this time of change,
we have an opportunity to broaden
our reach into the market.

Cl.: So how vital is it that people
be correctly informed and educated
today? 

J.F.: It’s very important for customers
and that applies to the retail sales
associate in spades. We have to stay
abreast of new technology and 
product applications. 
This is our livelihood and a true 
professional is studying and 
practicing every day. Being properly
informed is a journey that never
ends.

Cl.: How essential is the role of the
CEA in this respect and what more
can be done? 

J.F.: CEA’s role is going to be critical in
respect to education.  Good quality
education is challenging to provide
and takes a financial investment.
These issues of customer confusion
and training our sales professionals
are as important as any other issue
out there – the economy, profit 
margins, distribution, you name it.  
CEA is now in a position to bring
together the manufacturers with their
retail partners to provide the necessary
educational initiatives.  Bringing together
knowledgeable sales people with
eager, not hesitant, customers is
what will REALLY grow the consumer
electronics industry. I am convinced
of that and I’m happy that the 
leadership of the Consumer
Electronics Association is eager to
support all of us with quality 
educational initiatives.

CHAPTER 1  / TAKING IT FROM THE TOP…
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name a few, Cleverdis organizes educational conferences at numerous trade events around
Europe. Education is the master key to understanding, and better market comprehension is the
only way to grow

Find out more on www.smartevent.com
COLIN SHARP

Market Analyst & Consultant  

“
CLEVERDIS • THE SAFE WAY TO CROSS THE ATLANTIC!

“



16 /  New Visual Solutions  /  January 2006        www.cleverdis.com

Cleverdis: Tell us about your monitor
offering… and what's new at CES...

Stan Oh: This year we are launching
several new products ranging from
great Multimedia LCDs to design 
driven models that will look great in
the home or office.  Here is a sample
of what’s new.

FLATRON LX80Q Plus Series

This monitor is designed to comple-
ment our already powerful and stylish
line of LCD monitors. 
It is the next generation of LG’s award
winning Ultra Slim Series, the 
FLATRON L1980Q Plus, is one of the
world’s truly innovative LCDs.
Like its forefather, the LX80Q Plus is a
blend of eye-catching design and
superior performance. With its striking
out-of-the-box looks and impressive
1600:1 contrast ratio, this monitor 
performs as good as it looks. The revo-
lutionary design of this LCD gives it
the uncanny ability to rotate, fold flat,
and even bend over backwards 180°
adjusting the image automatically 
allowing the image to be viewed by
somebody sitting on the opposite side
of the LCD. This LCD also features
LG’s proprietary f-ENGINE and
forteManager image software. 
In addition to bending backwards, the
LX80Q Plus can rotate and fold flat to
just over 2 inches in height, making it

one of the world’s slimmest monitors. 
LG’s FLATRON LX80Q Plus is available
in both 17” and 19” models. 

FLATRON LX70HQ Series

In true LG fashion, the FLATRON
LX70HQ Series delivers a combination
of superior performance and cutting-
edge design. 
FLATRON L1970HQ boasts mind-blo-
wing 2ms (GTG), world’s best respon-
se time ever in the market. Also its
world’s most innovative contrast ratio
1600:1 delivers clear and fine images.
Not only does this series perform well, it
looks like a piece of art. 
FLATRON LX70HQ’s striking good looks
making it the standard for users looking
for leading edge technology and the
latest in high-end display amenities.  
The unique construction of the
LX70HQ Series and its dual hinged
stand allow this LCD to fold flat.
Measuring only 65mm when comple-
tely folded, the 70HQ Series is a
unique package of high-end features
that won’t break the bank.

Cl.: When we look at LG monitors, we
can see the label “FLATRON
f engine”… What is the FLATRON f
engine and how does it improve
image quality? 

S.O.: FLATRON is the name we have
given to our line of LCD displays.  For

Stan Oh 
Vice President 

LG Electronics
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Stan Oh joined LG Electronics in 1984.
After progressing through various manage-
ment positions and in particular, in recogni-
tion of the brilliant success of LGE’s OEM
business when Oh worked in LGE’s U.S.
operations, he was named as Vice
President of LG Electronics in 2000. 

Oh has been in charge of LGE’s brand and
OEM display business since 2001. Oh is
recognized as an internationally leading
strategist and a visionary business leader
in the OEM and corporate markets.

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



example, we won last year’s “Best of
Innovations” award with our 
FLATRON L1730, which happened to
be the first LG LCD to offer f-ENGINE.  
f-ENGINE is LG’s proprietary image
enhancing technology.  It was, and I
believe still is the only picture-enhancing
chip. It has the ability to actually
enhance brightness and color inde-
pendently of each other, resulting in
the most true to life images available
in LCDs today.  As you know most
image enhancements are software

driven and therefore limited in their
effectiveness. With f-ENGINE being
an integrated piece of hardware, it is
more robust and therefore can make
a greater impact within the display.
f-ENGINE is an integrated digital high-
quality picture system driven by LG
Electronics’ Digital Adaptive Fine Image
(DAFI) technology, that separates the
relationship between brightness and
color so that each can be adjusted
without negatively affecting the other.
For the first time in the industry, LG

Electronics has made it 
possible to improve the color or
brightness of an image LCD without
experiencing any degradation in
either.

Cl.: PC Monitors are increasingly
being used as multimedia screens…
What are the most important 
elements people should think
about when considering this kind
of monitor?  

S.O.: For consumers looking to buy
an LCD to serve as a multimedia hub,
there are several factors they should
consider.

One is response time.  Users are
playing more games, watching DVDs
and videos, and they will want a
monitor with a fast response time.
Usually a response time of 12ms will
eliminate any ghosting or smearing of
the images, but faster is always bet-
ter.  Some of our Premium models
are as low as 2ms. 
In addition to the analog connection
found on traditional LCDs, a good
multimedia display will have inputs
for DVI, CVBS, S-video and compo-
nent video.  This will allow users to
plug-in DVD players, camcorders,
video game consoles, and some
models will have built-in TV tuners.  
Another great feature for users to
consider for multimedia displays, are
memory card slots.  Rather than
buying a separate card reader for your
digital camera, camcorder, or cell
phone, consumers can now purchase
LCDs with memory card readers
included.  FLATRON M203WX has a
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4 in 2 memory card reader, which can
read MMC, MS, SD, and CF formats.
Since multimedia displays will be
used for watching movies, playing
games, etc., consumers will want to
look for a display with a high contrast
ratio, excellent resolution, and 
displays settings like picture-in-picture
or picture-on-picture. 

Cl.: What does LGE currently have
on offer in this particular field in the
North American market? 

S.O.: Right now we have the 
FLATRON M1910 and M1710 LCDs.
The M1710A features a lightning fast
8ms response time and the M1910A
is equipped with a 12ms time.  Both
have a 1280 x 1024 resolution,
contrast ratio of 500:1 and come with
LG’s proprietary f-ENGINE technology.
Each monitor can accommodate two
video inputs (composite and S-video),
standard A/V audio interface, one
headphone jack, TV tuner and a 15 pin
D-Sub PC connection and PC Audio
port. This year at CES we will be 
launching several new models inclu-
ding M203WX.

FLATRON M203WX
This unit will meet the needs of even
the most demanding multimedia

users.  Our M203WX is a must for
gamers, movie buffs or digital photo-
graphers. 
Complete with a 20” wide screen, 8 
millisecond response time, stunning
1680*1050 resolution, and 300cd/m2
brightness this monitor is a viewing 
pleasure.  What makes this unit even
more special is the LCD’s 4 in 2
memory card slot.  The M203WX is

compatible with any MMC, MS, SD
and CF card.  This enables digital
camera users to plug in their memory
cards and view images without
having to download them to their
computer.  

Real world functionality is what
makes LG’s M203WX so attractive to
multimedia connoisseurs. Featuring
5w x 5w multi-media speakers, and a
slew of on screen viewing options
including picture-in-picture, picture-
by-picture and picture-on picture, the
M203WX give users of this LCD
options. It also has DVI, CVBS, S-video
and Component video inputs, 
creating more opportunities for
consumers to enjoy the unique 
features of this monitor. 

To complement the M203WX, LG has
introduced its sister model, the
L203WT. Offering many of the same
amenities as the 203WX, the
L203WT pushes the limits of what a
true 20” screen can offer with the
addition of an impressive 700:1
contrast ratio and LG’s proprietary 
f-Engine technology.
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AUDIOVOX
ELECTRONICS
CORPORATION 

Audiovox Advent
Double Dropdown
Overhead Mobile
Video System
A u d i o v o x- A d v e n t
ADV285S/P with dual
8.5-inch swivel screens
& dual DVD players
offers individualized
entertainment to rear-
seat passengers. 
Optional TV tuner or
satellite antenna & TV

receiver increases personalized
vehicle entertainment. 
The system is designed to play 
different content on different screens.
That means the kids can watch their

own movie or play their special video
game… no more arguments about
who gets to pick what. Both screens
drop down from the roof of the
vehicle and swivel from side-to-side
for optimum viewing angle. 

Other features include a dual infrared
transmitter and wireless FM
Modulator, dual channel IR headsets,
and a game controller with seven 
built-in 7 high-resolution 16 bit games. 
MSRP: $1799.00

www.audiovox.com 
Location(s): Central Hall/10506,
Central Hall/11006

The International CES
Innovations Design &    

Engineering Awards
Since 1989, the prestigious Innovations Design and Engineering Awards have given consumer technology manufacturers
and developers an opportunity to have their newest products judged by a pre-eminent panel of independent industrial
designers, independent engineers and members of the trade press.
In the following pages, you’ll find our selection from this year’s CES honorees. For the full list of honorees, please
consult www.cesweb.org. 
Awards winners are classified here in alphabetical order – by company name: 

CES Honorees 2006 
Our Selection

Spotlighton Innovation:
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DIRECTED

ELECTRONICS 

DMP740 Dockable
Media Player

Directed Electronics, Inc., the largest
designer and marketer of consumer
branded vehicle security and conve-
nience systems in the United States
and a major supplier of car and home
audio, mobile video and satellite radio

products, has been recognized
with a 2006 Innovations Award
for the DMP740 Dockable Media
Player.
The versatile Directed Mobile
Media DMP740 can either be
used as a stand alone Personal
Media Player, allowing users to
watch videos on its 7 inch LCD
(or view photos or listen to
MP3s etc.), or else it can be

used as a Dockable Media Player
with widely available Directed Video
9”, 10”, 12”, 15” and 17” overhead
monitors and all-in-one monitors with
removable DVD players (all sold 
separately.) The DMP740 docks into
the monitor in place of the removable
DVD mechanism, and stores and
replays digital content from its built-in
40 gigabyte hard drive. 
MSRP: $599.99 

For more information please visit
www.directedmobilemedia.com 

EMAGIN

CORPORATION  

Z800 3DVisor 
Z800 3DVisor - The world's first 
combination of high resolution OLED-
based stereovision, advanced 360
degree headtracker and stereo sound
for a 3D experience that puts viewers
inside games or movies.  The Z800
3DVisor delivers a high-color, high-
contrast virtual image equivalent to a
105-inch screen viewed at twelve
feet, in full-color stereovision. 

The Z800 3DVisor’s high-speed head
tracking enables 360-degree viewing.
Completing this experience is an inte-
grated, audio system with high-fidelity
ear buds and a built-in, noise-
canceling microphone. To power all
these capabilities, the 3DVisor
requires only a standard USB port and
can greatly extend a laptop’s battery
life when it’s used instead of the stan-
dard LCD. Based on eMagin’s OLED
(organic light-emitting diode) micro-
displays and patented optics, the
Z800 3DVisor is eMagin’s first 
product sold directly to consumers. 

www.emagin.com
Location(s): South Hall 4/36905

ICON-TV

Overhead HD Flipdown
with PC
Widescreen 8" TFT LCD
Overhead PC based Media-
Center with HD Touchscreen
Flipdown Monitor Model:
F80WIR 

www.IconTV.com
Location(s): North Hall/426

Overhead PC based Media
Center with HD Touchscreen
Flipdown TFT LCD Monitor
Widescreen 15.5" TFT LCD
Overhead PC based Media-Center
with HD Touchscreen Flipdown
Monitor Model: F155WIR
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LG ELECTRONICS USA INC.

LG Electronics - 
11 Innovations
Awards
LG Electronics has once again been
recognized for its commitment to
design and technical excellence by
the CEA with 11 Innovations
Awards. This year, a unique, new
50-inch Wireless Plasma HDTV
Display (50PB2DW) received top
honors with a "Best of Innovations"
award in the Digital Display catego-
ry. The company also received 10
"Innovations 2006 Design and
Engineering Showcase" awards. 

LGE 50-inch Wireless Plasma
HDTV (50PB2DW)
LG’s 50-inch Wireless Plasma HDTV
received the “Best of Innovation”
award in the Digital Display product
category, receiving the judges’
highest scores in the category.  Model
50PB2DW incorporates wireless 
technology with a separate transmitter
that includes a built-in HDTV receiver
and outlets for connection to other
DAV products or a PC, eliminating the
messy cords to the display itself.  The
unit’s 4.4 trillion colors and new 
generation XD Engine™ provide
consumers with a better overall 
picture quality and viewing experience.
Available June 2006.  

LG’s 42LB1DR will be the first LCD TV
with a built-in DVR when available in
March 2006.  
Capable of storing up to 14 hours of
digital high-definition programming or
68 hours of standard-definition 
programming, the unit answers

consumers’ needs for an integrated
home theater.  To further meet the
needs of integration the unit is Digital
Cable Ready, with the ability to access
cable channels, including HD 
channels, without a cable box.
Available March 2006.  

INFOCUS CORP.

Play Big IN74
The IN74 is an innovative 
digital projection display provi-
ding native 16:9 resolution in the
U.S. and Wide PAL countries, making
it attractive to a worldwide audience. 
The shiny black, alien-looking unit from
InFocus is a DLP-based 720p High Definition 
projector with very high contrast ratio (reported to be up to 3000:1). 
It sits on a swiveling base that is removable for ceiling or wall mounting. 

www.infocus.com  • Location(s): Sands/70943

LGE 42-inch LCD TV 
with Built-in Digital Video Recorder 

(42LB1DR)
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LG ELECTRONICS USA INC.

47-inch Full High-Definition
LCD with Built-in Digital Video
Recorder 

(47LB1DRA): The first LCD of
its kind, LG’s 47-inch LCD with
a built-in DVR (47LB1DRA)
integrates two ATSC tuners for
“Watch and Record” capabili-
ties, giving consumers the
freedom and flexibility to watch
and record two separate high-
definition stations at the same
time.  Meeting the growing
market for digitally converged
and integrated products, the
unit’s 160GB hard drive is
capable of storing up to 14
hours of digital high-definition

programming or 68 hours of 
standard-definition programming.
The unit incorporates the highest
possible resolution on the market at
1080p.  
Available June 2006.  

MONSTER CABLE

PRODUCTS INC.

The Flat Screen InvisiSound
Mirror Frame

The Flat Screen InvisiSound Mirror
Frame, designed to accompany
today’s high-resolution displays, 
cleverly conceals audio and video
components from view. 

A hardwood-trimmed frame houses
reference-quality left, right, and
center speakers behind detachable
grills, while a two-way mirror made
of high-quality materials and
M·Design’s exclusive, anti-glare 
finish reflects room images when
the display is off and allows pictures
to permeate through when in use.  

The patented speaker technology
delivers reference-quality home
theater sound. With up to 75 high-
resolution drivers and Line Array
technology that lowers distortion
and increases soundstage, the Flat
Screen InvisiSound Mirror Frame
offers a wall-of-sound that
conventional loudspeakers can’t
reproduce. The Mirror Frame ranges
in price from $899.95 to $3499.95
according to size.

www.monstercable.com
Location(s): South Hall 1/20318D,
South Hall 1/20321D, South Hall
1/20322D, South Hall 1/20323D,
South Hall 1/20326D, South Hall
1/20329D, South Hall 1/20330D,
South Hall 1/21402, North
Hall/2622

LG ELECTRONICS USA INC.

15-inch Wireless LCD TV (15LW1RE)
A continuing trend in the market is the marriage between the home PC and
home theater.  The 15LW1RE addresses this trend with its VIIV ‘East Fork’
technology, which enables the playing of computer-stored content, be that
films, photos or music, to be accessed on TV via the display’s remote.  The
unit can also be used to remotely browse the Internet.  Additionally, the
15LW1RE meets the market desire for flexibility with its wireless technolo-
gy.  With a built-in rechargeable battery and wireless AV Center; the LCD
enables consumers to watch TV in a convenient location within 15 meters of
the AV Center. 
Available January 2006.   
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Samsung SC-MS25, 6-in-1 Digital
Camera

Samsungs SC-MS25 is the most 
versatile and stylish digital camera on the

market combining its 6MP photo-shooting
power with its 6-in-1 gadget capabilities.

PHILIPS ELECTRONICS  

Philips 10.2-inch Portable DVD Player
Enjoy visual entertainment anytime, anywhere, with the sleek Philips
Portable DVD Player PET1002 equipped with a high-resolution 10.2
TFT Zero Bright Dot(tm) screen.

Philips 3.5-inch Portable DVD Player
Stay entertained with Philips Portable DVD Player (PET320).

Fun and compact, its digital 3.5 TFT screen and built-in stereo
speakers ensure quality entertainment in your palm. 

www.philips.com 
Location: Central Hall/9024
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SAMSUNG ELECTRONICS AMERICA 

Those Koreans have yet again swept the pool here at CES 2006! Just like their
“Seoul Sisters” (that’s a joke – there’s no relation) - LG Electronics – Samsung
have been hard at work in the R&D department. Following are a number of Samsung
innovations awards winners. Unfortunately at the time of writing, to our knowledge,
Samsung had not released extra information on these items. You’ll have to just go see for yourself at their booth!
www.samsung.com 
Location(s): Central Hall/11033, Meeting Room/N206, Meeting Room/N209, 
Meeting Room/N210, Meeting Room/N211, Meeting Room/N212

Samsung LN-S4662D - 1080p 46-inch LCD TV with world's
highest dynamic contrast ratio... an LCD TV for those seeking the
highest pixel resolution flat-panel display. It supports 1080p and the 
industrys highest dynamic contrast ratio, providing an unparalleled 
viewing experience.

82-inch 1080p LCD TV. The Samsung LN-S8281D is the worlds largest 
commercially available LCD TV, which features 1080p, built-in ATSC tuner, 
Cable Card slot, and 2 HDMI connections (among others). 
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Samsung SC-X210L Sports
Camcorder
Samsung’s rugged and compact 
SC-X210L Sports Camcorder with a
hand-free wearable lens is designed to
capture all the action for extreme sports
enthusiasts on the go.

Samsung M300 pocket projector
The M300 battery operated pocket imager
is a miniature DMD projector that uses a
red, blue and green LED for a backlight
that offers a life cycle of 10,000 hours.

SONY ELECTRONICS INC.

BRAVIA(tm) XBR(r) LCD Flat Panel
HDTV
Sony’s KDL-V40XBR1 40-inch BRAVIA television represents a breakthrough in flat-panel LCD technology. Through
clever engineering and Sony-exclusive technologies, the new BRAVIA set offers consumers unprecedented 
performance and value.  The new Sony 40 inch LCD TVs are the fruit of the company’s new LCD joint venture 
production facility – wherein the massive size of the substrates being produced results in excellent efficiency for
the 40” panel. Sony, along with Samsung, will therefore be concentrating on standardizing this size for the future. 
Using “Super Patterned-ITO Vertical Alignment” (S-PVA) technology, Sony is able to achieve extra-wide viewing
angles. In addition, the product boasts a low-dispersion colour filter and ultra high aperture ratio, achieving a
contrast ratio of at least 1200:1 and brightness of 600nit (cd/m2). The number one advantage of S-PVA TFT over
other TFT wide viewing angle technologies is contrast ratio. According to S-LCD, this technology achieves greater
than 1000:1 contrast ratio as opposed to 600:1 for the best of other technologies. It is also claimed that black levels
are better - less than 0.5 nit.

www.sonystyle.com • Location(s): Central Hall/14200, Meeting Room/N110 

Samsung SC-DC565 DVD Camcorder

Samsung’s SC-DC565 is the world’s first DVD Camcorder to offer
26x zoom as well as full compatibility to almost all DVD and 
memory card formats. 
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TOSHIBA AMERICA

CONSUMER PRODUCTS,

LLC  

Toshiba 72HM195 Integrated
HDTV DLP(tm) Projection
Television 
Toshiba 72HM195 is a state of the
art 72-inch 1080p high definition
Integrated DLP(tm) Projection
Television offering the latest in video
quality and convenience features.
Toshiba 1080p sets use the new
TALEN X light engine with Xtreme
BLAC™, incorporating advanced
design and technology to enhance
the home theater experience.
Toshiba has decided to call 1080p
models “XHD – 2X resolution”, as
they have over twice the pixel count
of 720.  All 1080p DLP™ sets from
Toshiba offer a new cosmetic design
featuring space-saving bottom 
speakers.

Toshiba Qosmio G25-AV513
The Toshiba Qosmio(tm) G25-AV513, the company’s flagship
four-in-one audio-visual notebook, has a new consumer 
electronics look and feel and is designed to offer the ultimate 
digital convergence experience. This third-generation Qosmio
delivers what some critics describe as “the most complete
multimedia experience of any laptop they’ve seen”. The Qosmio
integrates virtually every multimedia feature the company
could get its hands on, and the Qosmio G25-AV513 - the high-
end model - offers a bright 17-inch, wide-aspect ratio display, a
double-layer DVD drive, and a TV tuner, as well as a full 
complement of ports and connections, a set of powerful ste-

reo speakers, and a great set of multimedia controls. 
Priced around $2,999, this laptop is for serious

multimedia aficionados. 

www.tacp.toshiba.com 
Location(s): Central Hall/12814, Meeting Room/N249

www.toshibadirect.com 
Location(s): Central Hall/12827 
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CEA SHOWCASE “WHAT
WOMEN WANT” IN
CONSUMER ELECTRONICS
AT CES 2006

Not all women prefer diamonds. In
fact, many are passing by glittery
jewelry store displays in favor of
something a little more... electric.
Women today are scooping up the
latest electronics to the tune of $55
billion per year. 

According to a survey by the CEA,
women influence 88 percent of
household CE purchases in some
fashion, and this year females are
expected to initiate $65 billion in CE
purchased themselves. CEA is
pleased to play a leading role in
disseminating the message that
women have been and continue to be
a large consumer and influencer of
CE products." 

MORE THAN 1,600
SURVEYED 

Now in its fourth year, the TechGirl
honorees are based on results from a
recently conducted survey by CEA
Market Research, “What Women
Want”. More than 1,600 adults (men
and women) were sampled to find
what features women prefer in their
consumer electronics devices. Eight
distinct consumer electronics
categories were explored: audio,
computer, digital imaging, laptop
bags, mobile/ automotive electronics,
portable audio, television and
wireless.

Specifically, women cited ease-of-
use, reliability and being lightweight
as most important in their consumer
electronics. Wireless phone preferred
features included being lightweight
and having a long battery life. Women
surveyed also want portable audio
devices that can "do it all," from 
receiving radio reception to MP3 
playback. In the computer category, a
flat monitor and computer speed was
extremely important. The results
showed the most important feature in
television was having the best picture
quality, specifically high-definition
(HD). Audio and safety equipment
ranked high in the mobile category.
Great picture quality and the ability to
easily share photos were top in the
digital imaging space. 

In both the audio and laptop bag
categories, style and aesthetics
ranked near the top of the list. The
laptop bag features women most

want include a comfortable strap and
specialized pockets. Speakers that
are aesthetically pleasing and not
obtrusive rounded off the list. 

The Diamond Products include:

AUDIO
• Denon Electronics' S-101 Home

Entertainment System
• Swan Speaker System's Swan

S200A

COMPUTER
• BenQ America's FP93V Flat Panel

Monitor
• Sharp's M4000 WideNote

DIGITAL IMAGING
• Hewlett Packard's Photosmart

R817 Digital Camera
• Hitachi's Microdrive 3K6

LAPTOP BAGS
• Motion System's Icon Female

Laptop Tote
• Targus's Getta Backpack Ladies

Case
• Mobile/Automotive Electronics
• Alpine's Blackbird
• Magna Donnelly's Video Mirror

PORTABLE AUDIO
• Philip's Sport Audio Player
• Sony's Walkman Bean

TELEVISION
• InFocus's Play Big IN72
• Sharp's 20-inch Widescreen

AQUOS Liquid Crystal

WIRELESS
• Motorola's Magenta RAZR
• Samsung's i730

The Technology Is A Girl's Best Friend
showcase is located in the Sands
Expo and Convention Center Lobby.

Technology is 

a Girl's Best Friend  
2006 Showcase Honorees
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Share Thanks to HDTV Capabilities

Cleverdis: What is the current state
of the market for HDTV sets
(plasma, LCD and RPTV) in the
USA? 

David Naranjo: The Q3’05 numbers
for the USA show about a 28% HD
product penetration year to date.  For

the North American market (which
includes US and Canada), the HD
product penetration is also around
27%. The expectation is that Q4’05
HD product penetration will come in at
around 31%. HD product penetration
includes HDTV monitors as well as
HDTV (with integrated ATSC tuners). 

The World Market 
for “New Tech”TVs

David Naranjo

Vice President, 
TV Market Research 

www.displaysearch.com

David Naranjo is Vice President of TV Market
Research at DisplaySearch. David brings over
14 years of experience in the consumer and
commercial electronics industry with a
professional background that includes a wide
range of responsibilities in business analysis,
product development, product planning,
marketing and executive management. He was
most recently the Group Manager of product
planning for Panasonic AVC Networks
Company, where he was responsible for
planning and launching display and set-top box
products for the North and South American
region. He has also served on CEA committees
and the Video Board, and he has been an
invited speaker for technical and marketing
presentations on the TV market for SID, CEA,
FCC and NCTA conferences. David also has a
background in the cable industry, having spent
three years with General Instrument in the
commercial set-top box division as a product
manager and application engineer. 
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Cl.: How does this compare to the
rest of the world?  

D.N.: Please refer to chart#1 which
compares other regions of the world.
Japan leads all regions with close to
40% HD product penetration.

Cl.: What are the main trends per
technology in the sector? Will LCD
be the big winner?   

D.N.: Some of the major television
trends include continued investments
in manufacturing processes for flat

panel as well as cost and price 
erosion at the larger screen sizes for all
technologies. In addition, a new
resolution is entering the category
called Full HD (1920x1080p). This
resolution is already available from
several manufacturers for DLP, and
LCoS. There is an expectation that
1080p for Plasma as well as LCD will be
more prevalent during this year’s CES. 

In addition, newer technologies such
as OLED, SED, LED, and others will
help to continue to propel the
category forward for many years to
come.

Cl.: How are microdisplays
changing the market? Will LCoS
have an impact? What about 3LCD
vs. DLP? Do people judge on
technology or just according to
image?   

D.N.: Microdisplays (MDs) continue
to be a strong category with the best
price per inch value proposition. 
In addition, as we see the CRT-RPTV
market declining, MD-RPTV’s are 
helping to sustain the category. In
addition, LCoS or SXRD by Sony has
further stimulated the category.  
As flat panels (Plasma and LCD)
continue to lower costs and prices,
MD-RPTVs will continue to have to
stay ahead of the curve.  

Cl.: How is consumer confusion
affecting sales? 

D.N.: Clearly more customer
education is required, and the
industries recognize this. The CE
industry is making efforts to provide
retailers with point of purchase (POP)
displays, as well as providing sales
staff with information on the digital
transition. Retailers and manufacturers
also provide information on their web
sites explaining the differences 
between analog, digital, and HDTV
television. Consumers purchasing
digital displays are primarily
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motivated by their flatness,
widescreen aspect ratio, and thin
form factor appeal. HDTV sales
continue to do very well, with the
adoption curve expected to continue. 
We expect HD television sales to be
the majority of sales in North America
by 2007 as the ATSC mandate gains
full steam. 

Cl.: Can you give some break-down
in trends between the US, Japan
and Europe?  

D.N.: In trends relative to
technologies, flat panels (Plasma and
LCD) already represent significant
share in Japan and Europe. The
European Union is expected to
transition to HDTV broadcasts in
2008-2010. In the US, this transition is
supposed to occur by 2009. In
Europe, HDTV product penetration is
currently at 18%, with the
expectation to grow to 50% by 2008.

Cl.: How do you see the future for
digital and HDTV in the USA?  

D.N.: Due to the ATSC mandate
requiring digital broadcast tuners for
all television products starting March
1, 2007, the end of analog only
television is only a short 15 months
away. In addition, technologies such
as RPTV are already 100% HDTV. 

We certainly expect other
technologies such as Plasma and LCD
to gain further momentum for HD. 
For Plasma, more HD sets are 
currently being sold than ED in the
US. For LCD, on a percentage basis,
the category is already predominantly
HD display capable.
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Cleverdis Special Reports are increasingly used to address communication issues of foreign
CE companies in Europe. Explaining your value-add in EU markets needs to be backed up
with credibility, and our specifically tailored Special Reports are a clever way of getting the
message across and adding credibility all in one hit.

Find out more on www.cleverdis.com
JEAN-GUY BIENFAIT
Publishing Director

“
CLEVERDIS • THE SAFE WAY TO CROSS THE ATLANTIC!

“



FLAT IS GOOD

The flat TV set is of course at the heart
of the modern home multi-media
system. There are three main types of
“new tech” TV’s on the market today:
rear-projection TV, Plasma and LCD.
Rear-projection TV offers good value
for money in terms of screen size.
This being said, Plasma and LCD offer
better picture quality. 

IS BIG BETTER?

From where the viewer is seated,
calculate a distance of 3 to 5 times
the width (horizontal size – not the

screen size, which expressed as a
diagonal) for good visual comfort.
Remember, it’s better to be a bit too
far away from the screen than too
close. In other words, according to
the size of the room and the place in
which the viewers will be seated, one
can define the maximum size of the
screen. For example, a room where
the distance between the lounge and
the screen is three meters should not
generally be equipped with a TV set
of more than 42 inches. It is
interesting to note however that you
can sit closer to a high definition
screen without eye strain. Why is this
so? Basically, as most people know,

the picture on a TV screen is made up
of hundreds of thousands (or in some
cases, over a million) tiny dots, called
“pixels”. The dots on normal, standard
definition TV’s are a lot bigger than on
High Definition TV’s. Visual comfort
comes at the point where you can’t
see the dots – that the picture is nice
and “smooth”. As there are more
pixels on High Definition (HD) TV’s,
you can correspondingly have a
screen that’s almost a third bigger
than a standard definition screen for
the same seating distance. 

DOTS BEFORE YOUR EYES? 

Remember we were just talking
about the dots on the screen –
pixels? This is how “resolution” is
expressed. When you hear people in
stores talking about horizontal and
vertical resolution, they are in fact
talking about the number of dots
(pixels) either across the screen or on
the vertical axis. The more you raise
the resolution, the more dots there
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Choosing 
a New-Tech TV



are on the screen. High Definition TV
sets that are becoming all the rage at
the moment, have many more dots
on the screen… meaning the picture
has a lot more detail. 

LUMINOSITY AND CONTRAST 

A combination of luminosity and
contrast influences the visual impact
of the screen. Associated with the
clarity of the image, good contrast
makes it possible to better distinguish
details. However, beware of the spec
sheets! What’s published by the
manufacturers only corresponds to
contrast levels in “ideal” situations
(i.e. a pitch-black room). Thus, while
Plasma screens tend to dominate in
terms of published specs compared
to LCD, the contrast of plasma falls
faster than LCD as the ambient light
increases. This means that in a room
with normal daylight conditions, an
LCD screen will often have better real
contrast than the Plasma.    

COLOR

It is important to verify that the color
on the screen is as “real” as possible;
not overly bright or dull. Look at
various pictures from a single source
and try to look for things like skin
tones, and things to which you have
subliminal references, such as food or
plants, etc. Some TV’s have very
bright colours, but this is not what to
look for. The key word here is “real”.

IMAGE PROCESSING 

The quality of the LCD or Plasma
panel only assures the final quality of

the image, but does not guarantee its
overall quality. You may have heard
about the computing term “GIGO” –
meaning “garbage in – garbage
out”… The same goes for TV sets.
The picture on the screen depends a
lot on the signal that is being fed to it,
which may be coming from one of a
number of sources – a terrestrial TV
antenna, a satellite decoder, a cable
set-top box, a DVD, a VCR or even
today from internet sources (called
IPTV). The quality of these signals
varies in some cases greatly and
when you put a poor signal into a TV
set – the result will be disappointing
on the screen. This is even more so
for LCD and plasma TV’s because
they are digital – meaning that each
individual pixel (or dot) on the screen
is in fact addressed individually, rather
than with analogue TV’s, where blurry
signals looked... well... blurry. With
digital TV’s blurry pictures just look
yucky… as the electronics at the
heart of the set don’t know how to
deal with things that are not totally
clear-cut. This is where image
processing comes in. 

All digital TVs have some kind of
image processors that take various
kinds of signals and make them into
something that looks reasonable on
the screen. It’s the electronics
between the input or tuner device
and the actual screen itself and it’s
often this electronic gear that really
makes a difference. With exactly the
same input, and exactly the same
LCD panel, two TVs can have a totally
different picture, thanks to different
qualities of image processing. 

Image processing makes it possible
to improve the following
characteristics of the image:
• fast moving images 

(no trailing effect),
• homogeneous colors, 
• respect of curved lines 

(no “staircase” effect). 

REFRESH RATE 

You may hear people talking about
“refresh rate” or “response time”
when talking about a TV screen. This
is basically the number of times a
picture refreshes itself on the screen.
A certain minimum response time is
needed for you not to get visual
fatigue, and it’s also important in LCD
screens in order not to get “trailing
effects”. Refresh rate is sometimes
expressed in hertz, so a refresh rate
of 75 Hz means the image is
refreshed 75 times per second. It is
believed that 70 Hz or higher is
necessary for the human eye not to
perceive a “flicker” effect. When
purchasing a monitor or TV, the
minimum refresh rate is therefore 75
to 85 Hz. New technology CRT TV
screens run at 100 Hz, ensuring even
more visual comfort, and much
smoother transitions for fast moving
pictures on the screen. While 75 Hz is
a minimum for CRT, a minimum
acceptable refresh rate for LCD is
perceived as being 16 milliseconds
(why did they go and confuse things
by changing measuring standards?).
In terms of Hertz, that only makes
around 62 Hz… so where’s the catch?
The thing is that in technical terms, an
LCD pixel doesn’t turn “off and on”…
it just changes state… whereas on a
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Plasma or Cathode Ray Tube screen,
each impulse is like a light switching
on and off, then on again and so on. In
other words, in CRT and Plasma, the
individual pixel unit, made up of red,
green and blue dots, has a discharge,
followed by a lapse, followed by
another discharge, etc., whereas the
LCD screen has a flow of digital
information arriving at its pixels,
meaning it can change from one shade
of blue to another without the pixel
turning “off” in between. This is why
there’s no “flicker” effect on LCD. 

VIEWING ANGLE 

Do you have a room in which people
will be watching the screen from
broad angles, or are most people
watching the screen from within a
limited range? If the latter is true, and
you’re looking to buy an LCD TV, pay
extra attention to viewing angle. LCD
screens still on sale in shops are “old
tech” and have a poor, or very poor
viewing angle compared to Plasma or
Cathode Ray TV’s. New LCD TVs are
generally equipped with “new
generation” LCD panels that have a
very good viewing angle. Be sure to
check though. 

LIFESPAN

Today, the lifespan of Plasma and
LCD screens borders on 60,000
hours of effective operation, which
corresponds to nearly 14 years’
operation if used 12 hours per day.
The question of lifespan is thus not a
criterion of great interest for the
general consumer. In addition,
lifespan generally refers to the time it
takes for the screen to get to half the
level of luminosity of when it was
brand new. As most new screens
have a high initial level of luminosity,
this is a moot point. 

MULTIMEDIA CAPABILITY 

Do you want to use your new LCD TV
as a computer monitor? Remember
that not all LCD TVs are instantly
compatible. As digital convergence
becomes more and more a part of our
daily lives, it’s important to consider
what you may want to do with your
“digital visual interface” in the next
few years. If you’re looking for a flat
screen TV for your bedroom, and you
already have your PC sitting on a desk
in the corner there, why not combine
the two? Think of that BEFORE
buying, so as not to be sorry

afterwards. Wouldn’t it be better to
have a great new screen for your PC
at the same time as having internet
and all the other multimedia
capabilities of your PC on the TV? 

HDTV 

There are currently two main HDTV
standards: 720p and 1080i. HDTV
programmes are broadcast in 16:9
(wide screen) aspect ratio.

WHAT DO THE “I” AND “P”
STAND-FOR IN 720P AND
1080I? 

The "i" means interlaced, which
means half of the lines are drawn in
one 1/60th-of-a-second pass, then
the other half of the lines are drawn in
another 1/60th-of-a-second second
pass, to draw the "full" picture every
1/30th of a second. The "p" stands for
progressive, meaning lines of
information are sent to the display in
sequential order to create the picture. 

WHICH IS BETTER?

One system delivers 2 million pixels
30 times per second, while the other
delivers 1 million pixels 60 times a
second. Some think that 720-
progressive has better compression.
Others say it’s more important to
have more pixels. What’s clear for
now is that both systems will coexist. 

WHAT’S THE DIFFERENCE
BETWEEN HDTV AND DTV?

DTV refers to Digital TV, while HDTV
refers to High Definition TV. The onset
of digital broadcasting and digital
media in general is basically what has
enabled High Definition TV to become
within reach of the average
consumer. HDTV has existed for
years in Japan in analogue form, but
failed to catch on either in Europe or
the USA due to cost and
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infrastructure issues. So to be clear,
all HDTV programs today are digital,
but not all digital programs are HDTV.
HDTV programming is in 16:9 format,
rather than the traditional 4:3 format
of standard TV. This being said, the
simple fact that a picture is 16:9 (wide
screen) does not mean it’s HDTV. HD
concerns only high definition
pictures. 

HDTV “READY”:

When you see TVs that are labelled
“HDTV Ready”, this essentially means
the TV can play HD pictures, but
buying the TV alone won't bring you
HDTV. You will also need to obtain a
digital set-top box or another digital
input source (such as Blu-Ray disc
etc). A fully integrated HDTV (with an
HD tuner inside) will cost more than a
basic “HDTV ready” unit. If you’re
only planning to watch high definition
video material from a source other
than broadcast (which for the
moment is the only choice here in
Europe), you won’t need the set-top
box, so you will be best off buying an
HD Ready set. 

HDTV “COMPATIBLE”

A TV set that can receive a digital,
HDTV-quality signal but cannot
display it in a true HDTV resolution is
HDTV “compatible”. Some HDTV-
compatible sets receive the HDTV
signal and convert it to 480p
(enhanced definition TV). Some sets
capable of displaying 720p or 1,080i
may have a only a 4:3 (standard)
aspect ratio, and thus cannot display
a widescreen picture at full

resolution. An HDTV Compatible TV is
NOT an HDTV. 

HD SET-TOP BOXES 

The HDTV television set-top box or
receiver is generally referred to by
cable companies as an HD Digital
terminal or HD set top box. It’s
important to note that a regular digital
terminal will allow you to receive
digital signals but will not allow you to
receive HDTV signals. 

Be careful to make sure that your HD
set-top box has all the necessary
cross conversions your TV needs. For
example, if the TV accepts only 1080i
and 480p, and the box delivers 720p,
you won't be able to watch those
programs! Other times, the box may
be able to handle live video, like
newscasts, but not movies.
Technically, live video (1080i) has 30
frames per second in broadcast
mode, while movies have 24 frames
per second, but the set top box
always sends (approx.) 30 frames per
second to the TV.

SOME COMMON
UNTRUTHS…

“LCD panels are generally all
made by the same
manufacturer… it’s just the
electronics and casings that
change”…

WRONG! There are many different
companies manufacturing TFT-LCD
panels. There are in fact FIVE main
ones: The Samsung/Sony joint
venture (S-LCD), LG.Philips LCD
(both are based in South Korea),
Sharp (Japan), and CMO and AUO
(China). In 2004, Sharp was the
biggest manufacturer of LCD TV
panels, producing just over three
million units. LG.Philips LCD, CMO
and Samsung each also produced
more than 2-million units. In 2005,
Samsung/Sony (S-LCD) and
LG.Philips LCD were battling it out for
the number one position as TV panel
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manufacturers, both projecting more
than 5.5-million TV panels, while
Sharp will have produced around 5-
million, as will CMO. AUO will have
produced around 3-million in 2005. 

“Anyway, the panels are all
the same… they’re just
LCD.” 

WRONG AGAIN! Several different
techniques are used to make TFT
LCD panels. While it’s not important
for you to know the intimate details
of technologies such as S-PVA (i.e.
Sony, Samsung…), or S-IPS (i.e.
LG.Philips LCD), it is important to
understand that YES, there are big
differences in the way different
manufacturers produce their panels,
and YES this does affect things like
viewing angle, contrast ratio and
response times. 

CHAPTER 3  / MARKET & TECHNOLOGIES

34 /  New Visual Solutions  /  January 2006        www.cleverdis.com

Today, when we talk about PC
monitors, we no longer imagine the
simple “visual interface” for word-
processing and other static files. The
screen is now by far the most
prominent aspect of a PC, crossing-
over with TV-like functions. Many
people now watch video (DVD, DivX,
etc.) on their computer. So computer
screens now have to support high-
color images – both still and video.
And that’s where we start to see
some differences between brands.
What should you look for in a monitor?

SIZE 

The size of the monitor you buy will of
course very much depend on what you
need the screen for. Displaying the
same quantity of visual information on
a screen of a bigger size makes it
possible to improve eye comfort. An
LCD offers a real image size equivalent
to that of a Cathode Tube model which
has a diagonal of 2” more: the
standard of monitors LCD is thus now
17" or 19”, which gives a usable real
screen size to a 19” or 21” CRT.

RESOLUTION

The size of screen corresponds only to
the size of the image, not to the
quantity of information (in dots, or
pixels) able to be displayed: thus, with
equivalent resolution, two screens of
different size will display exactly the
same number of pixels and thus the
same quantity of information. 

FORM-FACTOR

Most computer monitors have until
now been produced in a 4:3 format,
but we are seeing an increasing
number of models on the market in a
16:9 format. These monitors
(exclusively using LCD technology)
offer the advantage of working two
pages side by side, or being
compatible with DVD images, but in
addition to this, within the framework
of office applications, they make it
possible to post the Office™ bar
developed by Microsoft, without
reducing the usable working surface
of the screen. Another feature is that
of “pivoting” which makes it possible
to swivel the screen through 90
degrees to put it into portrait mode
and thus display a full size, upright US-
Letter size document.

COLOR 

The number of colors a monitor is able
to display is important if you’re using it
for graphics or even for watching video
images: more the range of colors is
broad, better the image quality will be.
For this kind of thing, CRT screens had
still generally been considered better

Choosing 
a Monitor
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than LCD (with a much better color
gamut), but more recently, LCD has
benefited from vast technological
improvements, making it possible for
certain models to produce excellent
quality color. 

CONTRAST

Contrast ratio governs the "legibility" of
the image, while making it possible to
better distinguish the details when
they are in similar colors. These criteria,
of course, are of little importance for
traditional office use, but are essential
for applications like CAD/CAM,
graphics, video assembly, etc.

RESPONSE TIME 
(or Refresh Rate)

When looking at moving images, the
response time becomes an essential
criterion. CRT monitors do not have
too many problems here (although
the weak link will probably be the
graphics board), while LCD monitors
present, according to the models,
very disparate performance levels.
Once again, if it is a question of using
the monitor for traditional office
applications, this criterion is not
important. However, if the monitor is
used for watching video or moving 3D
simulation, it is very important to
ensure the screen has a good refresh
rate. This is to ensure that fast
moving images on the screen will not
generate visual artifacts (trailing…).
Most modern LCD panels have a
refresh rate better than 16 m/s. Make
sure you test the various screens
you’re looking at with fast moving
images, and don’t be hypnotized by

those lovely slow moving demo
videos they use in many shops.  

VIEWING ANGLE 

According to whether you look at a
screen face-on or not, the quality of
the image, in particular contrast levels
can change. While being placed
directly opposite the screen, one is
assured that the visual result will be
optimal but the more off-center you
are, the more faded the picture is
likely to become, depending on the
LCD technology used (see technology
section). In theory, this criterion is not
essential for office applications, since
the user by definition is placed in front
of his or her screen. However, if
several people want to look at the
screen at the same time (i.e. watching
a video), viewing angle will be a major
deciding factor. On the other hand, if
you’re using the screen in a situation

where you don’t want inquisitive eyes
to stray onto your screen, polarizing
filters are available which considerably
reduce viewing angle and ensure that
only the user placed behind the
screen can see what’s on it.

CONNECTIVITY

Traditionally, a monitor is connected
to a computer by a VGA cable which
conveys, in analog form, the 3 (Red-
Green-Blue) components of the
computer image. On the other hand,
if the monitor and graphics board
allow it, it is possible to substitute
this for it a DVI (DIGITAL video
interface) connector which transmits
100% digital data and thus
guarantees a better image quality. In
addition, certain screens offer
additional connector interfaces (USB,
headphone, microphone, etc.) which
may, in certain cases, prove to be
very useful.
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The use of multimedia projectors is
evolving rapidly, as more and more
people discover the amazing big
screen experience. From watching
movies at home or playing video
games on a 20 foot screen to giving
compelling presentations that 
captivate the audience, projectors are
becoming an integral part of life.
There are several criteria that should
be considered when looking to 
purchase a new projector. The
following information should help you
determine the projector that will be
the perfect fit.

VARIOUS CATEGORIES OF
VIDEO-PROJECTORS AND
THEIR WEIGHT

There are three main categories of
video-projectors: Pico portables, Micro
portables and Ultra Portables. Choosing
the correct category should be your
first consideration when selecting the
right projector for your needs.

Pico Portables
Pico Portables are projectors which
are generally less than 4 pounds in
weight. The efficient design of DLP™
Technology has created this category
and, in fact, it is the only technology
found in projectors under 3 lbs. These
projectors are intended primarily for
those needing portability such as 
professionals who travel frequently
for whom weight and bulk are
essential buying factors.

Micro Portables
Micro Portables are projectors used
for environments which may only
require occasional movement of the
projector from place to place. They
typically weigh between 4 and 6 lbs. 

Their “portability” refers more to the
simplicity of set-up (primarily in the
simplicity of adjustments, etc.),
which makes it easier to move them
from one room to another, depending
on the user's needs.

Ultra Portables
Lastly, Ultra Portables, while still
mobile, typically range from 6 to 11
lbs. and are generally more powerful
and of a larger size. They are usually
intended to remain in a single room:
in this case, compactness is not
necessary, nor is total simplicity of
controls. These projectors are
characterized by their image quality
much more than their portability.

CRITERIA YOU SHOULD
TAKE INTO ACCOUNT 
WHEN BUYING 

Brightness
The brightness of a projector is
measured in ANSI Lumens. This
refers to the brightness of the
projector. As the brightness of the
lamp increases, often cost does as
well. Brighter projectors may also
consume slightly more energy and
release more heat (and thus, creating
an increasing need for cooling which
could increase the fan noise).
Essentially, the brightness necessary
for the projector's operation is
proportionally a function of the
ambient light in the room it will be
used. In a situation of half-light or in
the dark, 500 to 800 ANSI Lumens
can be sufficient. A brightness level
of between 800 and 1500 ANSI
Lumens constitutes an acceptable
average in the case of using a
projector in normal ambient light for
rooms of average size. For rooms of a
larger size, the longer projection
distance increases the need for
higher lumens, since it's necessary to
obtain a more significant image size.
This is why ultra portable projectors
generally have an output beginning at
2000 ANSI Lumens, with the most
powerful of them exceeding 6 - 7,000
ANSI Lumens.

Contrast Ratio
Put simply, the contrast ratio
corresponds to a ratio of luminosity
between the clearest part of the
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projected image and the darkest part
or white versus black. In theory, we
speak of white and black, but the
operation mode of a projector (use of
a luminous ray to project the image)
makes it difficult to approach perfect
black. The contrast ratio is an
important criterion for projectors
that are generally used for
projecting detail images, eg. video
images, as the contrast emphasizes
them. On the other hand, if it is a
question of projecting “data”
images (graphics, diagrams, etc),
this criterion is less essential.

Resolution
This refers to the number of pixels in
the projector’s matrix. It is expressed
in the same manner as that of computer
monitors (see table below). 

Logically, the higher the resolution,
the better the definition of the image.
The greater part of current-day
projectors are SVGA or XGA, the first
of course being cheaper than the
second. Here again, the choice of
resolution must be related to its use:
if it is not absolutely necessary to
project detailed images, SVGA is
perfectly suited; if it is a question of

projecting more complex images
(video, texts in small characters, etc.),
XGA will undoubtedly be preferable. 

As for SXGA projectors, they offer the
highest image definition but are also
typically the most expensive and
should be reserved for applications
requiring very high image definition.

Various resolutions (ex: for a 4:3 image)

VGA 640 X 480 pixels 
XGA 1024 X 728 pixels
SVGA 800 X 600 pixels 
SXGA 1280 X 1024 pixels

Keystone Correction
Theoretically, a projector is best
positioned just opposite the screen,
so as to project the image without 
deforming it. Indeed, if a “skew” in
the image is projected, the normally
rectangular image becomes
trapezoidal. Keystone correction
makes it possible to mitigate this
induced deformation, by rectifying
the image and restoring its
rectangular form. 

Nearly all projectors on the market
have vertical keystone correction,
with a few that propose horizontal

correction as well. This feature is 
particularly valuable when a projector
is moved from location to location.

Zoom and focal distance
The traditional distance between the
screen and the video projector is 
2.5 times the size of the base of the
screen on which the image is
projected. Nevertheless, the space
constraints can bring one to position
the machine closer or further away,
according to the situation. A zoom
thus makes it possible to adjust
image size, the better the zoom, the
more room one has to maneuver the
installation of the projector. 

In addition, if the distance from the
screen is reduced, the use of a short-
throw lens will make it possible to
project an acceptable image size, in
spite of the lack of space.

Noise Levels
The ventilator used for the cooling of
the lamp makes a noise, this is
variable depending on the model you
choose. Typically, fan noise is more of
an issue for projectors designed for
home entertainment, but is rarely a
factor otherwise.

Wireless Capabilities
“Wireless” projectors are currently
seeing strong development. The
absence of a video cable to connect
them to the computer has the
advantage of simplicity: it is no longer
necessary to be close to the projector
to control its presentation. If, for
example, various presenters use the
projector, it becomes possible for
each to take turns in having the
control of the machine.
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We see “DLP” branding on many
products these days, whether we’re
looking at front projectors or rear-
projection TV’s. Invented by Texas
Instruments, Digital Light
Processing™ is the world's only all-
digital display chip and is at the
heart of most projection devices
sold in the USA today. We asked
John Van Scoter, Senior VP of Texas
Instruments to tell us about the
latest developments in DLP.

Cleverdis: As DLP is the dominant
projection technology in the US
market, what is the roadmap for
DLP-based products? 

John Van Scoter: The entire line-up of
DLP projectors continues to grow with
the addition of 1080p resolution and
expansion of unique projectors such
as Instant Theater Projectors which
include built-in DVD players and
speakers.  Also, new illumination
options are allowing new innovations
such as LED projectors which can
literally fit in your pocket.  Future

systems will offer even higher levels
of contrast while still projecting

the vibrant colors that has made
DLP so popular.

Cl.: Tell us about the
latest developments
with DLP technology.

J.V.S.: We are continuing
to provide new tools for our

customers which allow them to
innovate.  Improved system efficiency
is permitting greater design flexibility,
which gives our customers the ability
to release new innovations in design
and performance at record speed.

Cl.: What are the biggest growth
areas for DLP? How important is
DLP HDTV becoming as part of
sales for you? 

J.V.S.: We are finding growth in all
areas of our business from Front
projection, to HDTVs and Cinema.  The
explosive growth of DLP HDTVs is
largely due to the consumer’s
increased desire for the best picture.
As a result, those consumers are
voting with their pocketbooks.  Every
facet of our business is important and
we are bullish about continuing to
grow each market with DLP
technology that sets the standard for
image quality.

Cl.: What do you feel are the main
advantages of DLP as a technology? 

J.V.S.: DLP is famous for its picture
quality.  This is largely due to the high
contrast ratio and unsurpassed motion
video performance.  There is not an
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imaging technology available today
that has a faster video response time
than DLP.  Couple that with other
advantages such as picture reliability,
no burn-in or picture fading and a very
high fill factor and you’ve got a
stunning picture that only DLP can
create.

Cl.: Sales channels have been
evolving in the front projection
market, eating away at profit
margins for the vendors. How has
this impacted Research and
Development budgets? 

J.V.S.: Texas Instruments has always
heavily invested in research and
development and as we continue to
commit to developing improvements
to the core technology, we also strive
to increase cost savings for our
customers.  We do this not only for
our chipset offerings but also by
working closely with our sister
suppliers to optimize the entire

system and its components. This
allows our customers and, in turn,
their channel partners, to hold and
even increase their profit margins
over time. 

Cl.: How do you see the future of
the market for micro-display based
projection devices... both front and
rear projection? 

J.V.S.: We continue to see growth as
demand for high definition increases.
While the U.S. is taking a lead
position in the availability of high
definition source material, other
countries are following suit.  With the
expansion of DLP product offerings
from our customers, we are eager to
support their efforts as they bring
those products to market.
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At the heart of every DLP®
projection system is an optical
semiconductor known as the Digital
Micromirror Device, or DLP® chip,
which was invented by Dr. Larry
Hornbeck of Texas Instruments in
1987. The DLP® chip is probably the
world's most sophisticated light
switch. It contains a rectangular
array of up to 2 million hinge-
mounted microscopic mirrors; each
of these micromirrors measures
less than one-fifth the width of a
human hair. When a DLP® chip is
coordinated with a digital video or
graphic signal, a light source, and a
projection lens, its mirrors can
reflect an all-digital image onto a
screen or other surface. The DLP®
chip and the sophisticated
electronics that surround it are what
we call Digital Light Processing™
technology.
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As with other matrix display devices
(e.g. LCD), a PDP is comprised of a
great number of cells, but in a PDP
these are filled with red, green or
blue phosphor. 

An Inert xenon/neon gas fills each cell
and is trapped by 2 glass panels. Each
individual cell can be addressed by
electrodes fitted above and below.
Electrical discharges inside the cell
cause the gas to become a UV light
emitting plasma, which excites the
phosphorus inside the cell to emit
red, green and blue light. 

The benefits of PDP are: flat and large
screen for its slim profile, wide
viewing angle and accurate display
characteristics, including perfect
focus all over the screen. Over the
last few years leading Plasma panel

manufacturers have been making
efforts to improve picture quality and
lower the production cost. Some
PDP’s have now become superior to

CRT’s in pure color reproduction.
Black stripes in between rows of cells
are now commonly used to improve
the contrast level. 

TECHNOLOGY REVIEW

PlasmaTechnology 
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It was at the CES show in Las Vegas
in January 2005 that the official
announcement was made. Leading
Projector Manufacturers Fujitsu,
Hitachi, Panasonic, Sanyo and Sony
joined forces with Epson to educate
the market about benefits of three-
panel liquid crystal display
technology, launching the brand
“3LCD”. 
Not long after, the official logo was
also launched in Europe and the rest
of the world.

So what’s different about 3LCD?
According to the group, “Using Three
Projection Panels Instead of One,
3LCD Delivers Brilliant Pictures with
Natural Image Quality, Razor-Sharp
Detail and Rich Color that is Free of
Color Break-up.”

Core benefits of 3LCD products as
explained by the 3LCD Group: "No
Color Breakup" – since this
technology simultaneously projects
three full-time red, green and blue
images, there is no color breakup or
"rainbow effect" to potentially cause
viewers eyestrain or visual fatigue.
Full-time color along with 12-bit

processing also makes some 3LCD
products capable of producing up to
68.7 billion colours. 

"Superior Greyscale" – 3LCD products
provide a broad range of neutral grey
tones. In fact, one of the latest 3LCD-
based front projectors on the market
reportedly produces up to 10
quintillion steps of greyscale
gradation. 

"Excellent Contrast" – 3LCD products
feature very competitive contrast
ratio levels, with dozens of models
routinely reaching 1000:1 or more.
Most recently, 3LCD technology has
been able to achieve up to 6000:1. 

3LCD
A Brand … 
Born at CES

The 3LCD Group
The 3LCD Group consists of industry-leading projector
manufacturers dedicated to educating consumers and video
imaging professionals about the benefits and unique features of
3LCD technology. Participating manufacturers use the 3LCD logo,
currently under license from Epson, positioning it prominently on
their products and marketing materials.
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European vertical markets such as those of digital signage and the hotel industry are extremely
difficult to penetrate if you don’t have the right keys to the right doors… With its intimate market
knowledge and extensive databases, Cleverdis assists some of the biggest players in the market
in better reaching the right clientele.

Find out more on www.cleverdis.com
RAPHAEL PINOT

Head of Vertical Market Operations

“
CLEVERDIS • THE SAFE WAY TO CROSS THE ATLANTIC!

“
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Cleverdis: When people buy TV's,
PC monitors or laptops, sales
people often have little idea of how
to advise people as to the
importance of the origin of the LCD
panel in the unit they're selling. Just
how important is the LCD panel as
part of the overall solution?

Bruce Berkoff: The quality of the LCD
panel used in a display is of prime
importance, but in the end is only one
ingredient in a complex recipe. The
highest quality panel will not
guarantee a high quality set unless it is
paired with high quality front-end
electronics that process the video
signal well to deliver
high fidelity images
to the panel. When it
comes to LCD
panels, there are a
limited number of
suppliers in the
market, most of
which use one of two
basic LCD viewing
angle technologies or
variants thereof – IPS
(in-plane switching)
or VA (vertical
alignment). This can
make a significant
difference in the
quality of the final

product, especially in the TV and
monitor market where factors such as
viewing angle and color fidelity are of
prime importance. Thankfully this is an
area where consumers are starting to
get some more information, as an
increasing number of set makers are
beginning to feature the IPS logo on
their finished sets, including brands
such as LG Electronics, Panasonic,
Hitachi, Toshiba and Syntax Olevia.
LG.Philips LCD is not only the leading
supplier of IPS panels, but has also
developed an improved version called
Super IPS, or S-IPS. As a company we
are committed to continuing our work
on image quality improvements. That

Jérome Mader
Président 
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INTERVIEW

TECHNOLOGY SPOTLIGHT 

Industry “Guru”

Bruce Berkoff 
Executive Vice President
Marketing 

LG. PHILIPS LCD
20 Yoido-dong, Youngdungpo-gu Seoul,

South Korea. 
+ 011-82-2-3777-0790

www.lgphilips-lcd.com

We get so many horror stories of people – both sales people and
buyers – not understanding the basics about new technology TVs
and monitors. Confusion instills fear and hesitation, and we at
Cleverdis strongly believe that a better educated market will grow
much faster than a poorly educated one. To this end, we have called
upon a true “guru” in the LCD industry – Bruce Berkoff – to give us
his vision of the industry… 

Bruce I. Berkoff is EVP of marketing for
LG.Philips LCD, chartered with promoting
and positioning their display solutions
worldwide. Prior to this Bruce was general
manager for the software and electronics
business unit of Philips Flat Display
Systems. Bruce has held several senior
marketing and management positions with
different leading Silicon Valley technology
companies, including UMAX Computer
Corporation, Radius, SuperMac
Technologies and Ziff-Davis Labs.  
He holds a degree in physics from
Princeton and an advanced degree in bio-
physics from the University of California at
Berkeley.
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Glass substrate – The basis of all LCD panels



being said, one of the great
challenges in the LCD market for TVs,
monitors and notebooks is that the
limited number of suppliers means
that many competing branded
products are actually using the same
LCD panels and/or set electronics.
This situation means that while
picture quality remains of prime
importance when choosing a display,
other factors to be considered include
set features such as built in program
guides or enhanced sound systems
and after-sales support.

Cl.: Some sales people tell us that
there's little difference between
LCD panels ... saying "they're all
the same"... How false is this and
what differentiates panels these
days?

B.B.: All LCD panels are certainly far
from equal. As we discussed above,
there are significant differences in the
basic technology used to
manufacture panels, the main camps
being IPS (in-plane switching) or VA
(vertical alignment). 

While both have their strengths,
LG.Philips LCD’s Super IPS panel
technology is noticeably better at
maintaining color fidelity when
viewed from wide angles - try it for
yourself and see. In addition, there
are differences in the manufacturing
skills of various panel suppliers. This
can affect the uniformity of color on
the panel, the mechanical reliability
and the potential for pixel defects,
and the final image quality possible,
even with a great set design.
Basically, we believe that an LCD TV
set using high-quality set electronics
and a Super IPS panel produced by a

leading manufacturer such as
LG.Philips LCD will produce a
noticeably better image and thus a
better viewing experience. The
bottom line is that consumers should
judge flat panel TVs for themselves in
real-life viewing conditions rather
than blindly trusting spec sheets. We
believe that when you personally
compare flat panel TVs, especially
with high definition content, higher
resolution LCD TVs using LG.Philips
LCD’s Super IPS technology will
certainly stand out from the crowd.

Cl.: What qualities should people
judge an LCD screen on?

B.B.: As we discussed earlier, the
bottom line is that consumers should
judge flat panel TVs for themselves in
real-life viewing conditions rather
than blindly trusting spec sheets with
misleading or confusing numbers. We
believe that when you personally
compare flat panel TVs, especially
with high definition content, higher
resolution LCD TVs using LG.Philips
LCD’s Super IPS technology will
certainly stand out from the
crowd.The main things that
consumers should evaluate when
purchasing an LCD display include:

• Color uniformity with viewing
angle: When viewing the image from
the far sides or from above or below,
the image should remain clear and
colors should remain bright and vivid.
• Uniformity: The screen should
display a uniform image without
sections that are brighter or duller
than others.
• Design: Solid and sleek designs
which look as good turned on as they
do turned off.

Cl.: If I'm looking to buy a 42" TV, why
buy LCD rather than plasma?

B.B.: LCDs have already largely
displaced plasma TVs in the 30”
range of products because they are
lower power, lighter weight, brighter,
have longer useful life spans, better
ambient contrast and no reflectivity
problems (which all plasma TVs suffer
from). 

In addition, LCDs are beginning to
displace plasma TVs in the 42”
category. The main argument plasma
proponents level against LCDs is
price, but this comparison usually is
not accurate, as the affordable prices
quoted for 42” plasma TVs are usually
for so-called “enhanced definition”
models that deliver a low-resolution
wide VGA (about 852x480) pictures
with less than half of a megapixel of
detail. 

Meanwhile, all LCD TVs of 23” and
above are at least high definition
(1366x768), with one megapixel of
resolution, and are increasingly
available in larger sizes at full HD
(1920x1080) with two megapixels of
resolution.

In fact, if you compare a name brand
HD LCD TV and plasma, both
delivering one megapixel of
resolution, you will find that already
today there is very little price
difference between the two. This will
become an even clearer in 2006,
when LG.Philips LCD’s world’s
largest generation 7 fab comes on
line and enhanced economies of
scale allow prices of HD and Full HD
42” and 47” LCD TVs to become
even more affordable.
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The various geographic zones in Europe behave in very different ways when it comes to
marketing and communication. With specific publications for different EU zones, Cleverdis
addresses the communication needs of top vendors from around the world – opening the
right doors in the right places.

Find out more on www.cleverdis.com

“
CLEVERDIS • THE SAFE WAY TO CROSS THE ATLANTIC!

“

MARIE ARMEL RAUT
Financial & Administrative Manager



Today, LCDs are all around us, but
they didn't pop up overnight. It took a
long time to get from the discovery of
liquid crystals to the multitude of LCD
applications we now enjoy. Liquid
crystals were in fact discovered in
1888, by the Austrian, Friedrich
Reinitzer, who observed that when
he melted a curious cholesterol-like
substance (cholesteryl benzoate), it
first became a cloudy liquid and then
cleared up as its temperature rose.
Upon cooling, the liquid turned blue
before finally crystallizing. Eighty
years passed before RCA America
eventually made the first
experimental LCD in 1968. In 1971,
displays came alive, thanks to the
discovery of “Twisted Nematic”
effect by Schadt and Helfrich. It was
thanks to this effect that the first LCD
displays worked in watches and
calculators. There are now in fact
thousands of kinds of LCD
molecules. 

BASIC LCD TECHNOLOGY 

Liquid crystals are organic
compounds consisting of long rod-
like molecules which, in their natural
state, arrange themselves with their
long axes roughly parallel. In their
natural state, LCD molecules are
arranged in a loosely ordered fashion
with their long axes parallel. However,
when they come into contact with a
grooved surface in a fixed direction,
they line up in parallel along the
grooves. The first principle of an LCD
consists of sandwiching liquid
crystals between two finely grooved
surfaces, where the grooves on one
surface are perpendicular (at 90
degrees) to the grooves on the other.

If the molecules at one surface are
aligned north to south, and the
molecules on the other are aligned
east to west, then those in-between
are forced into a twisted state of 90
degrees. Light follows the alignment
of the molecules, and therefore is
also twisted through 90 degrees as it
passes through the liquid crystals.
However, following RCA's discovery,
when a voltage is applied to the liquid
crystal, the molecules rearrange
themselves vertically, allowing light to
pass through untwisted.  The second
principle of an LCD relies on the
properties of polarising filters and
light itself. Natural light waves are
orientated at random angles. A
polarizing filter is simply a set of
incredibly fine parallel lines. These
lines act like a net, blocking all light
waves apart from those
(coincidentally) orientated
parallel to the lines. A second
polarising filter with lines
arranged perpendicular (at
90 degrees) to the first
would therefore totally
block this already
polarized light. Light
would only pass
through the second
polarizer if its lines
were exactly parallel
with the first, or if
the light itself had
been twisted to
match the second
polarizer.

BACKLIGHT

The light in an LCD screen comes
from a backlight. In some of the
bigger screens there may be several

backlights. The reason why an LCD TV
generally doesn’t have as good a
color gamut as a plasma or CRT
screen is due to the light originating
from the backlight not necessarily
having the spectrum necessary.
Some new LCD TVs coming onto the
market are using new kinds of
backlights (such as LED) in order to
vastly increase color gamut.  

NEW GENERATION LCD

Until a couple of years ago, one of
LCD’s biggest drawbacks was that of
viewing angles, which, compared to
Plasma or CRT TVs 
New generations of LCD such as IPS
(LG.Philips LCD) and MVA (Samsung,
Sony etc) allow for much better
viewing angles. 

ABOUT
LCD TECHNOLOGY
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OLED ADVANTAGES 

BRIGHTNESS 

Bright, crisp images and video are
easy to see from any angle owing to
the unsurpassed contrast and
luminance of OLED. OLED screens
appear extraordinarily bright because
of their unusually high contrast. Unlike
LCDs, they have neither backlights nor
chemical shutters that must open and
close. Instead, each pixel illuminates
like a light bulb.

CLARITY

Clear, distinct images result from
OLED displays’ lifelike color
reproduction, vibrancy, and brightness.
Unlike LCDs, OLED screens dispense
with intervening liquid crystal
structures that limit color vibrancy off-
angle. While camera-class LCDs can
typically reproduce 262,000 colors,
NUVUE displays exhibit more than 16
million colors.

LIFELIKE MOTION 

OLED pixels turn on and off as fast as
any light bulb. Their independent
action in an active OLED display – like
the KODAK NUVUE displays –
produces fluid full-motion video. 
In fact, active displays can
refresh at rates more than
three times that required
for standard video. 

HOW OLED WORKS

OLED technology uses substances
that emit red, green, blue or white
light. Without any other source of
illumination, OLED materials
present bright, clear video and
images that are easy to see at
almost any angle. 

OLED displays stack up several thin
layers of materials. They operate on
the attraction between positively
and negatively charged particles.
When voltage is applied, one layer
becomes negatively charged
relative to another transparent
layer. 

As energy passes from the
negatively charged (cathode) layer to
the other (anode) layer, it stimulates
organic material between the two,
which emits light visible through an
outermost layer of glass. Doping or
enhancing organic material helps
control the brightness and color of
light. And manufacturers can choose
organic materials’ structure –
“small” (single) molecules or
complex chains of molecules
(polymers) – to best suit production
facilities.

AM OLED pixels turn on and off
more than three times faster than
the speed of conventional motion
picture film – making these displays
ideal for fluid, full-motion video. The
substrate – low-temperature
polysilicon (LTPS) technology –
transmits electrical current
extremely efficiently, and its
integrated circuitry cuts down AM
OLED displays’ weight and cost,
too. 

OLED 
Organic Light 
Emitting Diodes 
An OLED is a thin-film light-emitting diode in which the emissive layer is an
organic compound. When the emissive electroluminescent layer is
polymeric, varying amounts of OLEDs can be deposited in arrays on a
screen using simple "printing" methods to create a graphical color display,
for use as monitor screens or even game displays. As the inventors of OLED
technology, we asked Kodak to provide us with an overview of the current
state of the market … the following information has been provided by Kodak
USA. 
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According to analysts Euroconsult, “…penetration of HDTV sets should reach 20% of European
households in 2010, and close to 10 million households may subscribe to HDTV services at that
time…”. Cleverdis is centralizing information and consulting for numerous organizations,
helping them understand the European HDTV scenario. We can help you open the right doors
too!
Find out more on www.cleverdis.com

TATIANA GERASSIMATO
Senior Customer Counselling Executive - Worldwide

“
CLEVERDIS • THE SAFE WAY TO CROSS THE ATLANTIC!

“



Just when we thought we’d come to
grips with the battle between LCD
and Plasma technologies, along
comes another acronym to throw a
spanner in the works!
SED (Surface-conduction Electron-
emitter Display) jointly developed by
Canon and Toshiba Corporation, will
be appearing on the market in the
next year, fruits of a joint venture
between Canon and Toshiba. 

According to Canon, the greatest
feature is the ability to produce vivid
color images that surpass
conventional types of display. Also,
the SED delivers exceptional overall
image quality – fast video-response
performance, high contrast, high
gradation levels – and low power
consumption. A major challenge
facing display manufacturers had
been how to develop a new kind of
display offering the same picture
quality as a Cathode Ray TV in a slim
yet large unit. 

DISPLAY PRINCIPLE
Exceptional image quality
achieved because of self-
emitting screen

The SED, based on a new type of flat-
panel display technology, was created
through the merging of Canon's
proprietary electron-emission and
microfabrication technologies with
Toshiba's CRT technology and mass-
production technologies for liquid
crystal displays (LCDs) and
semiconductors. Like conventional
CRTs, SEDs utilize the collision of

electrons with a phosphor-coated
screen to emit light. Electron
emitters, which correspond to an
electron gun in a CRT, are distributed
in an amount equal to the number of
pixels on the display.

Since SEDs apply the same light
emission theory as CRTs, they
provide dynamic color expression, a

sharp picture, and faster video
response than LCDs and plasma
display panels (PDPs). In addition,
SEDs do not require electronic beam
deflection, making possible screens
of more than 40 inches in size that are
only several centimeters thick.

EMISSION EFFICIENCY
Low power consumption
achieved due to high
efficiency

Low power consumption is another
main feature of the new display
technology. SEDs convert electrical
energy into light with a higher
emission efficiency than other display
types, resulting in power
consumption that is two-thirds that of
PDPs, and also, according to Canon,
surpasses CRTs and LCDs. In other
words, SEDs are highly earth-friendly,
meeting the needs of the times. 

SED 
Technology
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BACKGROUND

LCoS has been around for a while,
notably used for many years by JVC in
their projectors and commercialized
under the trade-mark D-ILA (Direct-
drive Image Light Amplifier). 

Only recently, in the past few years,
have we seen a major evolution in the
field of LCoS. Eyes started opening
wide when Philips, Mitsubishi and
Toshiba started producing LCoS and
when Intel announced a major R&D
project. When they all pulled out of
the race, many shrugged and said,
“…another marginal technology that
won’t make it”. 
Truth is, the manufacturers perhaps
leapt into the market to early and

volumes were too
low to make any
serious money, and Intel
reportedly found that the
problem with LCoS is that
they couldn’t make it any better
or cheaper than competitors in
Asia, whose overheads are much
lower. 

THE FUTURE

We believe the LCoS market is now
ready to take-off. Why? Because
LCoS images are exceptionally
smooth and clear, with no visible
pixels, thanks to the architecture of
the LCoS chips themselves. At the
CES show, you will no doubt be able
to take a look at new LCoS products 

such as the Sony (SXRD, Silicon
Crystal Reflective Display) 60” LCoS
Rear Projection TV, or the JVC D-ILA
projector range… or even Canon’s
new LCoS projectors. And production
levels are now at a point where
manufacturers will start to be able to
cash in on the massive R&D put in up
to now. 

We hear a lot about the two principal projection technologies - DLP and
3LCD. Most people are starting to come to grips with the different
advantages of each. However a third video display technology, LCoS
(Liquid Crystal on Silicon), is beginning to take on some impor-
tance in the market. LCoS-based Projection TVs and
Projectors are able to produce crystal clear video images
that are capable of surpassing either 3LCD or DLP. LCoS
technology usually has very high resolution. Generally
LCoS machines begin to appear in the SXGA
(1365x1024) resolution class and higher. This means
that LCoS screens are perfectly suited to receiving
HDTV signals.

LCOS Technology
Gaining market share thanks 
to HDTV capabilities

© Photo: Sony

Looking for new business opportunities in Europe? In EMEA and Eastern Europe there
may be pots of gold to be had… but looking for them is like opening a “chamber of
secrets”… Cleverdis advises top-level companies in the fields of display and 
peripheral technologies on how to open the right doors.

Find out more on www.cleverdis.com
JEAN-GUY BIENFAIT

Publishing Director

“ “

CLEVERDIS • THE SAFE WAY TO CROSS THE ATLANTIC!
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HOW DOES IT WORK?

It’s kind of a hybrid between 3LCD
and DLP. As you may know, LCD uses
liquid crystals, one for each pixel, on
glass panels. Light passes through
these LCD panels on the way to the
lens and is modulated by the liquid
crystals as it passes. It is thus what
we call a "transmissive" technology.
DLP for its part uses unbelievably tiny
mirrors, one for each pixel, to reflect
light. 
DLP makes the picture by tilting the
mirrors either into or away from the
light. It is therefore a "reflective"
technology. In the LCoS chip,
thousands of liquid crystal cells block
the light or redirect it thanks to the
reflective surface located just behind.
The strength of LCoS is that all the
structure directing the movements of
the liquid crystals is hidden behind
the reflective surface, inside the chip
itself, so it does thus not get in the
way of the light beam. Thanks to this,
there is no space between the pixels,
allowing for a clearer image with a
high contrast ratio and no “screen
door” effect. In other words, LCoS is
a reflective technology that uses

liquid crystals instead of individual
tilting mirrors. 
LCoS TVs or projectors typically use
three LCoS “chips”, one each for the
red, green, and blue channels. In this
it is similar to a 3LCD projector which
uses three LCD panels. Both LCoS
and LCD projectors thus deliver the
red, green, and blue components of
the light to the screen
simultaneously. There is no spinning
color-wheel used in these projectors
as there is in single-chip DLP
projectors.

THE ADVANTAGES OF LCOS

LCoS projectors have several
advantages over LCD and DLP. Firstly,
partly due to inherent high resolution,
and partly to the minimal space
between pixels, visible pixelation on
an LCoS machine is virtually
nonexistent. The resulting video
image is smooth as silk. 

In addition, with LCoS, pixel edges
tend to be smoother compared to the
sharp edges of the micro-mirrors in
DLP or the “screen door” effect of
LCD. On the other hand, some

people prefer the sharper image that
DLP delivers. This is a matter of
personal taste.
Third, LCoS and LCD projectors
deliver continuous red, green and
blue simultaneously onto the screen.
Single-chip DLPs deliver color
sequentially, alternating between red,
green, and blue one color at a time.
Though DLP projectors can be
capable of delivering rich, well
saturated colors, both LCoS and LCD
products are generally regarded as
being superior in this regard. 

NEW LCoS PRODUCT 
FROM SONY

SONY EXPANDS SXRD REAR
PROJECTION HDTV LINE WITH 50
AND 60-INCH GRAND WEGA
TELEVISIONS 

Sony Electronics recently introduced
two new sets in the line based on the
acclaimed Silicon X-tal (Crystal)
Reflective Display (SXRD™)
technology delivering full 1920 x 1080
high-definition resolution. 

The 1080p (progressive) KDS-
R60XBR1 and KDS-R50XBR1 Grand
WEGA models compliment two
existing SXRD products -- the 70-inch
QUALIA™ 006 micro-display and the
QUALIA 004 front projector. 

At the heart of the models are three
new 0.61-inch SXRD chips, making
them the world's smallest - one each
for red, green and blue color
reproduction - delivering more than 2
million native pixels (1920 x 1080) for
a full high-definition picture. The chips
produce a contrast ratio of 5000:1.©
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“Not to be missed”

Trade Shows for
Professionals and
Consumers

January 8-11 2007
Las Vegas Convention Center 

Las Vegas, Nevada USA

www.cesweb.org 

February 1-3 2006
Brussels Expo

Brussels, Belgium

www.iseurope.org

March 9-15 2006

Hanover, Germany

www.cebit.de

June 7-9 2006
Orange Country Convention Center

Orlando, Florida, USA

www.infocomm.org

September 1-6 2006

Berlin, Germany

www.ifa-berlin.com








