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Huddle rooms of small spaces for gathering 
groups of 2 to 6 people have literally boosted 
the implementation of small videoconferencing 
structures.

Converting the resistant

Immortalizing Your Events

Conference, incentive, congress – these are im-
portant events for companies and associations. 
All these events require a lot of preparation and 
implementation work.

There are many delighted participants, the confe-
rences were a great success, the networking 
went like clockwork. It’s time to close everything 
up. It’s all over. But why? 

Today’s communication techniques allow these 
events to be recorded and made available afte-
rwards on the internet. And not just that…  

Indeed, if you decide to record them, why not 
broadcast them live, while everything is happe-
ning?

It is very important to know your customer. This is the 
reason why businesses and stores are encouraged 
to listen to the use they wish to make of products 
and services offered, in order to provide those with 
the best match.

Custom Shoes

Page 16Page 15 Page 16

Tracking Customer Development

What if you started to depend on your client’s, your staff’s habits to satisfy them 
better? 
Remember that a habit is made up of automatic actions, that are done “without 
thinking”, because it is the intuitive system in operation. That’s where their power 
comes from, because they are operating on “automatic pilot”.

Changing Habits… It Can Be Done!

Videoconferencing at Your Fingertips. 
Yes, but…

Page 5

DIGITAL SIGNAGE goes MOBILE?  

San Francisco Airport has just hired a new recruit. This is 
LiLou, whose function is to de-stress travelers. LiLou is neither 
a psychologist nor a doctor, but she gets exceptional results. 
LiLou… is a five-year-old pig!

The New Airport Therapist 
Hogs the Limelight
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Changing Habits… It Can Be Done!

Remember that a habit is made up of au-
tomatic actions, that are done “without 
thinking”, because it is the intuitive sys-

tem in operation. That’s where their power 
comes from, because they are operating on 
“automatic pilot”.

Creating beneficial and effective routines

All it takes is a “trigger event” for the automat-
ic action to begin. The event in question may 
be trivial, such as, for example, having a flight 
booking followed by a call to the person who 
will take care of the destination airport or, very 
pragmatically and more mundanely, always 
adding sugar in your coffee. It is all a part of an 
“automatic set”. 

There are good habits, like playing sports every 
day, but there are also bad habits. 

In this perspective, it is of course sought to cre-
ate good habits, “routines” that are beneficial 
and effective. But you should know that bad 
habits are much easier to take on, if they are 
based on natural inclinations (such as eating 
sugar or fat or lounging in front of the TV). 

Unfortunately, it is not easy to get customers 
into the habit of coming to you in case one of 
your products might be of interest to them. 

In addition, if the customer seeks out other ser-

vices or brands “by habit”, this habit, this ritu-
al, will be a significant brake to having him 
CHANGE his habit in your favor.
To achieve this, it is necessary to change the 
environment that leads to the “reflex” purchase. 

Habits often have to be changed in groups

The habit, for example, is to “go to the cash 
register” in the supermarket. The introduc-
tion of “self-scanning” automatic checkouts 
doesn’t change anything, as consumers don’t 
trust them and keep their old habits despite the 
queues. 

On the other hand, if staff take customers 
out of normal queues and help them use the 

self-scanning for the first time, this will be a trig-
ger for a change of attitude: “Oh yes, it’s simple 
and it’s faster “... 
It’s a safe bet that the customer will have 
changed his habit for a long time.
Another much older example is the use of inter-
net search engines instead of dictionaries and 
other journals. In the past cooking recipes were 
in cookbooks, and long after the advent of the 
internet many people still spontaneously reach 
for their book to cook up a dish. The same goes 
for finding the meaning of a word (dictionary), 
or for a conjugation or grammatical problem.
Insight has finally happened and habits have 
changed! 

Today, we are often faced with having to 
change whole groups of 
habits. In order, among 
other things, to use the 
tools of new technologies. 
They are much more ef-
ficient than the old ones, 
but their use comes up 
against entrenched spon-
taneity. 

People therefore need to 
be supported to discover 
for themselves, with the 
help of competent staff, 
the benefits of changing 
their habits.

In other words, it’s not 
enough to invest in ex-
cellent communication 
equipment (audiovisual 
equipment and digital sig-
nage) and wait for people 
to use it spontaneously. 

People have to be in-
formed, supported, shown 
the benefit they will gain 
by using these new tools 
and reassured about how 
easy it is to use them. 

Ultimately it will spread – 
they will themselves, once 
converted, dispense the 
good word and in turn per-
suade others to use them. 

What if you started to depend on your client’s, your staff’s habits to satisfy 

them better?
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Bad idea, selling on price!

In reality, buying at the lowest price means 
making the most concessions to the goal 
that the customer is seeking in acquiring the 

product, which leads to dissatisfaction with the 
purchase and ultimately it costs much more! 
You have to be rich to buy “cheap”!

Disappointments related to “more or less”

Think of a customer who only relies on low pric-
es. 
He will get a product that “more or less” corre-
sponds to what he was seeking. 
A string of disillusions will follow: it lacks this, it 
doesn’t do that, 
it should have included this function, it’s fragile, 
etc., etc.

That’s why customers are actually ready to pay 
more to get better results. But you have to be 
able to present and demonstrate your product. 
In fact, contrary to many preconceived ideas, 
the customer does not buy based on the name 
or the aura of a company, but to resolve a prob-
lem that he has. 

From there, you obviously have to know the 
customer or the prospect well and understand 
the situation he finds himself in, to be able to di-
rectly address his problems and suggest solu-

tions, your solutions, that will lead to better re-
sults.
This requires work upstream and assumes you 
are immersed in the requirements inherent to 
what your customer does. The more you know 
what he does, the easier the next steps will be, 
because you will hit the mark by detecting your 
customer’s real problems.

Creation of real VALUE

By doing this, you will create what really mat-
ters to your customer, namely VALUE, a com-
pletely personal-
ized value for him. 
A “general solu-
tion” that suits 
everyone is not 
what is presented, 
such as a “mul-
tipurpose” mas-
ter key that would 
open all doors, for 
example, but a 
unique key, com-
pletely personal, 
which opens the 
customer’s door 
and his alone. 
With the services 

that go with it, of course.

Ultimately, there is nothing less than THE solu-
tion to HIS problem, quite simply.
From this moment, the higher price loses all 
its importance, because the client realizes that 
he is investing in the results sought: it’s not the 
price offered, but the result. 

From this perspective, which is anchored in the 
reality of the facts, we should not be afraid to 
sell at a higher price. This higher price is the fi-
nal proof that you are creating more value.

However, catalogs and other fliers still promote the “good deals” that can be achieved 

by buying cheaper! 

After-Sales Phone Service as Frustrating as Ever!

Yet everyone prides themselves in the excel-
lence of “services offered”! So there is a long 
way to go, and it is essential 

to question yourself firmly!

Always listen first

A LogMeIn study on the advantag-
es and disadvantages of current 
customer service experiences gives 
some clues.
A customer who contacts customer 
service must first and foremost be 
listened to. It is only after being lis-
tened to that the best solution can be 
sought. Stereotypical responses should therefore be 
avoided.
It is also necessary to absorb a frequently ignored 
fact: a customer who waits more than two minutes 
gets impatient and feels frustrated. The study high-
lights the value of using “chatbots” on the front line to 
assist people and then handing them over to a human 
to go further in solving the problem.
What makes things much better is the considera-
tion you have for the customer. With this in mind, it 
is important to know your customer well. The history 
is necessary, since often a problem is recurrent. It is 
very exasperating for the customer to have to explain 

the history of his concern several times. Demonstrat-
ing that you know it is magical – the customer feels 

“supported” and understood before-
hand. 

If possible just ONE point of 
contact

An important point is to always of-
fer just one point of contact, not a 
multitude of contacts. Hence the im-
portance of having a good historical 
record and putting specialists at the 
end of the line.
There’s nothing worse than passing 

your customer from department to department… or 
even worse, to cut off the communication underway, 
which requires him to start the process over again, 
with all the waiting times.
Finally, it is also necessary to be aware that 
EVERYTHING cannot be settled by phone, and that 
sometimes it is necessary to propose alternatives 
(in-store appointment or repairer who comes to the 
home). 
Never forget that a satisfied customer becomes a real 
brand ambassador. This is reflected on social media, 
as well as by word of mouth, and it is this that is most 
effective. 

It’s the never-ending paradox: never has the customer been talked about so much, his 

tastes have never been more “tracked” and his desires followed in view of satisfying 

him, but… customer phone service is still unpleasant and frustrating.
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Converting the resistant

In addition, remember that videoconferen-
cing is still set up in dedicated rooms wit-
hin the company, and that “videopresence” 

(high-end videoconferencing that gives the im-
pression of being physically in front of remote 
conversation partners) is also mainly used for 
senior management.

Winning the cause of unified 
communications

Ultimately, portable devices (smartphones and 
tablets) have played a major role in making 
mobile videoconferencing popular. FaceTime, 
What’s App and also Skype are being used by 
a growing number of people.
So it is easy to understand that the term “vid-
eoconferencing” now covers very different re-
alities. 
What is ignored, however, is that there are still 
company employees who do not want to use 
videoconferencing. Generally, these people are 
found in the ranks of people resistant to smart-
phones (who have no idea of “how it works”) or 
those who do not understand how being able to 
“see themselves” increases productivity.
This group constitutes a minority, but it is impor-
tant for the company to win them to the cause 
of unified communications, and therefore that 
of videoconferencing.

There are methods to 
familiarize them with 
the tool and dissipate 
their fears.

Simplicity and 
naturalness 

To obtain the broadest 
acceptance as possi-
ble, videoconferencing 
also has to be as un-
complicated as possi-
ble. It must be simple 
and consistent. Diffi-
cult techniques are to 
be avoided.
To ensure the effec-
tiveness of communi-
cation and collaboration tools, these different 
tools must be integrated into a very consistent 
whole as well. The video must be incorporated 
naturally into other software. It must be able to 
be “taken for granted”.
Videoconferencing must also be accessible on 
all devices used by employees, from smart-
phones to laptops, via tablets and desktop 
computers. It must be possible to ensure that 
everyone can join at any time.
To extend this approach to simplicity, the con-

cept of “making a phone call” must be used. 
Videoconferencing must also be natural and 
instantly accessible, whether you are inside or 
outside the company.
The videoconferencing technique must fit in to 
the company’s usage and customs (meetings, 
events, premises, speakers, etc.) – the usual 
working methods have to be respected.
The fact must never be lost sight of that a com-
munication technology is only a work tool and 
not an end in itself.

Huddle rooms of small spaces for gathering groups of 2 to 6 people have literally boosted the 

implementation of small videoconferencing structures.

Does videoconferencing still have to make some progress?

Reliability is now the wat-
chword, the question 
mark that once hovered 

over the success of a connec-
tion has gone, and there are 
many improvements.

We’ve reached a plateau

As a result, cameras have be-
come more sensitive, less light-
ing is needed, and the images 
are now in real high definition. 
Software, on the other hand, 
processes signals faster and 
better, ensuring the quality of 
the entire “transmission-recep-
tion” line.
At the same time, employees 
have placed increasing em-
phasis on being able to con-
nect with images and sound and are increas-
ingly using videoconferencing, which enables 
them to be more productive. 
In short, we arrived at a kind of plateau. Qual-
ity and reliability are the order of the day, and 
users are much less interested than they used 
to be in the “improvements” that would be con-
fined to superior quality and reliability, given 
their current state of excellence.

Manufacturers must therefore focus on other 
variables to lure their customers. Innovation 
has to move on to something else.

“Innovation in work”

It’s time for manufacturers to look at how people 
use video conferencing to improve processes, 
make them more fluid, and eliminate time-wast-
ing and hesitation. They need to create more 

and more user-friendly solution 
products, focus more on the “work 
to be done” part, since the “com-
munication” part is acquired and 
acquired well!
The field is far from being cleared, 
but it can be postulated that the in-
troduction of artificial intelligence 
in videoconferencing solutions is a 
promising way to increase produc-
tivity. 
Interesting ideas are coming from 
all over: for example, solutions 
that allow the sharing of informa-
tion with calendars, project man-
agement software and the live 
transcription of text, eliminating 
note-taking during meetings...
This future “innovation in the work” 
will be laborious, winding and hard, 
because it is still, once again, a vir-

gin field.

Some imagine a kind of gifted “Siri” (or “Alexa”) 
specializing in business meetings, which would 
attend meetings and come to understand so 
well what is going on that it could create re-
minders, add items to agenda’s, share files with 
people involved, in short, performing work as 
an “almost real” commercial assistant.

Videoconferencing has followed a triumphal march, accompanied by extremely rapid and useful 

technical progress.

www.logitech.comwww.logitech.com
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Yes, videoconferencing, but… which?

This communication solution has been 
gradually breaking down barriers that 
suppliers have created regarding inte-

roperability. In the past, systems were most-
ly “proprietary”, meaning devices and software 
from different brands could not communicate 
with each other.

Intramural or in the cloud ...

Unified communication, which is very much in 
vogue with businesses and rightly so, has tak-
en videoconferencing elsewhere than in the 
“big conference room” where it used 
to be. 
Currently, there are two possible video-
conferencing structures. 
“Intramural” video consists of manag-
ing everything in-house. It is successful 
in large companies and is the undisput-
ed queen of data security since here 
all sensitive information is stored on 
the company’s network without trans-
iting outside. The IT department there-
fore has almost total control over the 
transactions. Its disadvantage is relat-
ed to the cost of implementation that 
requires a large amount of resources, 
being fully equipped with hardware and 
having a dedicated staff.

The second formula is popular, videoconfer-
encing as a service. Providers of this type of 
service are often in charge of maintenance and 
monitoring video systems. This “cloud” opera-
tion simplifies deployment and offers great pos-
sibilities for evolving. This is a solution often 
chosen for companies that have many video 
rooms.

Equipment adapted to the different rooms

The equipment and its cost are to be taken into 
account, of course. It needs appropriate cam-

eras, microphones and speakers. Generally, 
companies use installers who take into account 
the usual constraints in this area. The good 
news is that prices are much more affordable 
than they used to be!
Videoconferencing facilities should be consid-
ered based on the size of the rooms. 
Little “huddle rooms”, for example. These are 
places where you can put from two to four or six 
people and where you meet spontaneously to 
solve a problem that occurs during the discus-
sion. In these small spaces, the camera’s op-
tics must be adapted (wide-angle), as must the 

sensitivity of the microphones.
Manufacturers are increasingly offering 
kits for huddle rooms, which include 
camera, speaker and microphone, 
in addition to the software needed to 
make everything work properly.
Increasingly, there are USB and Wi-Fi 
connections that allow users to con-
nect their computers and smartphones 
to the systems.
Let’s end by pointing out that artifi-
cial intelligence has more and more to 
say. Cameras that have artificial intel-
ligence automatically track a moving 
speaker and zoom in. The background 
can also be “blurred” so that attention 
is not distracted.

Videoconferencing allows participants to communicate in a different way from audio 

alone. Here, we have a visual context that really improves productivity.

Videoconferencing at Your Fingertips. Yes, but…

This allows users to video streaming 
events without having to call for techni-
cal support. A few simple manipulations 

(usually a few mouse clicks) are all it takes to 
send live videos.

The application does it all…
This simple and fluid way of doing things is at 
the opposite end of the spectrum of so-called 
classic technology. It just needs a computer, a 
tablet, a smartphone, without having to be in a 
studio and without adding a technical team or a 
particular encoding device. Here, the studio is 
the location itself wherever you are and the ap-
plication does everything.
Suffice it to say that anyone can use it without 
any problems!
The software used is well developed (such as 
Zoom or Slack). 
In the practical application of things, more in-
formal videos are broadcast that are freed from 
the constraints of technique – live dialogues, 
questions and answers, surveys, discussions, 
etc., can easily take place. 

No, not everything!

Care must still be taken: the form AND the con-
tent still retain their importance. This liberty and 
facility that are given to us do not “ipso facto” 

make the videos broadcast more interesting! 
It is a bit like talking on the radio: without prepa-
ration it quickly descends into mumbling, going 
around in circles and the endless “ummm”. A 
speech must be 
constructed, with 
an introduction, an 
explanatory state-
ment and a con-
clusion that is only 
provisional. 

It is not “talent” or 
a sort of “magic 
touch” that trans-
forms things into 
exciting informa-
tion. Rather it is, 
and it must be 
stressed, prepa-
ration and work 
ahead of the broad-
cast.  Everyone no 
doubt recalls at-
tending some painful webinar where the speak-
er waded through miserably with an ultimately 
sad result: he managed to demotivate almost 
all the participants! 
Of course, in the case of specific work between 
colleagues, the ease of the connections and 

the immediate spontaneity and easy manipula-
tions will, for example, resolve particular tech-
nical problems that arise.

However, as soon as it is a matter of commu-
nicating outside the company, it is essential to 
know how to maintain the level and brand im-
age. Under these conditions, 
it is essential to go through the preliminary 
stage of preparation.

Videoconferencing today calls for light-weight platforms. The goal is to increase accessibility to 

this method of communication and to invest in simplicity of use. 

 Jabra PanaCast Jabra PanaCast
              www.jabra.com              www.jabra.com
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Making Deeper Connections at ISE 2020

Tuesday 11 February 2020 sees Integrated 
Systems Europe – the world’s largest exhibition 
for AV and systems integration – return to the 
RAI Amsterdam. The ribbon cutting ceremony 
that officially marks the opening of the event 
will take place just before 10:00. The event 
runs over four days, occupying 15 halls, and is 
home to everything the professional audiovis-
ual industry has to offer – including the latest 
developments and technologies that will influ-
ence almost every industry’s future. 

Continuing a long tradition, this year’s event will 
be bigger than last year’s: more than last year’s 
81,000 visitors are expected; there will be more 
floor space; and more conferences and learn-
ing opportunities on the agenda. Visitors will be 
‘Making Deeper Connections’ with the newest 
technologies, the latest ideas – and the global 
AV industry.

Designed to help visitors more easily find the 
1,300 exhibitors most relevant to their interests 
are the six Technology Zones. Spread across 
eight of the 15 halls, these comprise:

Audio and Live Events, showcasing sound from 
microphone to speaker, as well as the latest 
technologies to support the kind of audiovisual 
extravaganzas at which the industry excels;

Digital Signage and DooH, with a broad range 
of advertising and information delivery solu-
tions for the retail, transportation, healthcare, 
corporate, education, leisure, and hospitality 
sectors and many more; 

Education Technology, with its positive and 
growing multidimensional impact on learning 
outcomes; 

Residential, showcasing the latest develop-
ments in the connected home as well as home 
entertainment and energy management; 

Smart Buildings, with a wide array of solutions 

for the control of air conditioning, lighting and 
shutter control, security systems, heating, ven-
tilation, monitoring, alarming and many others; 
and 

Unified Communications, with innovative new 
platforms designed to facilitate collaborative 
working and enhanced productivity across sites 
and countries. 

Something that has characterised the develop-
ment of ISE over the years is that it has attract-
ed a growing proportion of end-users anxious 
to see and hear the latest technologies and 
solutions for themselves. This evolution in de-
mographics has seen ISE respond with a con-
ference programme that has been continual-
ly enhanced in both number of sessions and 
range of topics.

ISE 2020’s conference and professional de-
velopment programme – which runs over five 
days – will once again be presented with the 
tagline ‘Learn, Discover, Be Inspired’. ISE 2020 
will see the return of long-standing fixtures the 
Digital Signage Summit ISE and Smart Build-
ings Conference ISE, and the 2019-inaugurat-
ed Digital Cinema Summit ISE and Hospitality 
Technology Summit ISE .

Many of the conferences will take place at the 
nearby Okura Hotel – a move that proved very 
popular with visitors when introduced last year. 
A free shuttle bus will run between the RAI and 
the conferences. 

ISE’s Opening Address is renowned for pre-
senting internationally acclaimed thought lead-
ers, drawn not only from the audiovisual world 
but also from disciplines that have the poten-
tial to shape AV. at ISE 2020, the speaker will 
be Duncan Wardle, a former Disney executive 
who will show how innovation can become part 
of the day-to-day working culture in our busi-
nesses. 
The Opening Address will take place the 

evening before the ISE 2020 exhibition opens, 
and be followed by the Opening Reception. 

ISE 2020 will be the final edition of the show 
to be held at the RAI Amsterdam; in 2021, ISE 
will relocate to the Fira de Barcelona. To pre-
pare attendees for this change, the walkway 
between Halls 7 and 8, formerly known as the 
Business Lounge, will have a Barcelona theme. 

Here attendees can find information about how 
to get to ISE 2021 and what to expect once 
they are there.

ISE returns to Amsterdam next February with a programme that will attract AV end-user 

and channel professionals alike

Location:

RAI Amsterdam
Europaplein 2-22
1078 GZ Amsterdam 
The Netherlands

Show opening hours:

Monday 10 February 2020:
 Pre-Show Events and Conferences
Tuesday 11 February 2020:
 10:00 – 18:00 hrs
Wednesday 12 February 202: 
 09:30 – 18:00 hrs
Thursday 13 February 202: 
 09:30 – 18:00 hrs
Friday 14 February 202: 
 09:30 – 16:00 hrs

Contact:

Integrated Systems Events, BV
Barbara Strozzilaan 201
1083 HN Amsterdam
The Netherlands
T: +31 20 240 2424
F: +31 20 240 2425
E: office@iseurope.org 

mailto:office@iseurope.org
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Stop talking in vain!

This is rarely the case, however. The main 
reason is that these words simply lack 
salt!

Spicing up your speech

There are several ways to 
spice up speeches. 
First of all there is the use of 
“traditional” rhetorical tech-
niques. Without wishing to 
string out all these meth-
ods, it is well understood 
that skillful repetitions, for 
example, can please and 
hold attention. For exam-
ple, “the wrong person was 
chosen for the wrong job, 
at the wrong time, for the 
wrong purpose”. The “group 
of three” (the triad) seems to 
get all the votes.
But there is much more that is effective: an un-
expected turn of phrase can hit the bullseye 
and, especially, paradoxes. A paradox captures 
the person it is addressed to. 
The classic example is the billboard that says, 
“Don’t read this sign”. Impossible to do, of 
course, and it leaves a lasting impression. 
Paradoxical orders in business are obviously 
possible: “I am going to tell you something that 
you must immediately forget…” 

Peppering speeches in this way takes time and 
a lot of work.
At each stage of the journey, it is a matter of 
backing up and asking yourself, isn’t there a 
way to say these things more forcefully? 

But these efforts are well worth it, and the differ-
ent techniques mentioned above are extreme-
ly powerful and are sure to leave memorable 
marks on your listeners.

Listen to the “music”!

Subtle, but also likely to be very effective, is the 
rhythm and cadence of the words, which com-
prises a kind of “music” that may – or may not! 

– be harmonious. It’s much nicer when words 
marry and appear to need one another then 
when they collide and hit each other and form 
“saw teeth”.
The “title” of the speech is also very important, 

it’s your “cap”, it’s your simplified 
business card, it’s a kind of ul-
tra-succinct summary. It must 
be chosen with great care, be-
cause it can greatly contribute 
to provoking interest and helping 
memorization. You should not be 
afraid to shock or use contrast-
ing, amplified or even exagger-
ated words.
Some modest examples: “Here’s 
why we’re going right to the 
wall”, “Renovating is not inno-
vating”, “When the accessory is 
paramount”, etc., etc.
The few comments above pro-
vide some clues. Now it’s your 

turn to draw on the different techniques men-
tioned.

Also, don’t forget a down-to-earth but very true 
consideration: you remember a lot more when 
you listen to a message in your native lan-
guage. Take this into account as well and do 
not hesitate to use, if necessary, simultaneous 
translators to whom you entrust your speech 
ahead of time, so they don’t betray it.

Speakers would all like to imprint durable traces in the brains of their listeners.

Immortalizing Your Events

There are many delighted participants, the 
conferences were a great success, the 
networking went like clockwork. It’s time 

to close everything up. It’s all over. But why?

Two options

Today’s communication techniques allow these 
events to be recorded and made available af-
terwards on the internet. And not just that… 
Indeed, if you decide to record them, why not 
broadcast them live, while everything is hap-
pening? You would boost your audience by 
adding to the number of participants physically 
present those who were not able to come – or 
couldn’t come – but who were still interested.
Organizers are generally afraid that webcasting 
will reduce the number of actual participants. 
We now know that this is not the case and that 
the following year (for repeating events) the 
number of people present goes up – webcast-
ing creates increased interest in the event and 
more people want to attend.
Of course, opting for webcasting involves addi-
tional costs for the organizer, since all confer-
ences have to be covered, including those tak-
ing place simultaneously, and a website needs 
to be designed that allows a choice of which 
one is to be followed. In the process, these 
broadcasts would be recorded for future avail-

ability.
Of course, to reduce “produc-
tion” costs it can be decided 
to simply post the recordings 
after the fact.

A “promotional clip” for 
the next one!

Whichever choice is made, it 
is doubly interesting to main-
tain a searchable trail. On the 
one hand, physical partici-
pants can review the speech-
es they attended (and also 
those they did not attend, 
since they took place simulta-
neously, for example) and, on 
the other hand, persons who were not present 
can have the opportunity to review the informa-
tion of their choice. 
But there is one last benefit in doing this.
If your event repeats (an annual congress, for 
example), you can tap into these sequential 
recordings and make a short montage (of the 
best passages!) to entice people to participate 
in the next event!
It will be sufficient to interview some delighted 
visitors for testimonials and to later ask some 
speakers to explain the themes they will cover 

next time. It will all make a nice promotional clip 
that you can broadcast a few months before the 
date of your future event.
You will see, it is a very powerful method that 
will guarantee an increased presence of “actu-
al” participants. 
This is the general idea, which can be enriched 
in many ways. 
For example, photos can be used of the atmos-
phere, networking, the room, the extra activi-
ties, which will give other more subjective in-
formation.

Conference, incentive, congress – these are important events for companies and associations. All these 

events require a lot of preparation and implementation work.

Estonian Convention BureauEstonian Convention Bureau
               European Society of Cardiology’s Digital Sum-               European Society of Cardiology’s Digital Sum-

mit 2019mit 2019
               www.ecb.ee               www.ecb.ee
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Marrying Nature and Technology Is the Future of Hotel Meeting Rooms!

They have to adapt to the many ex-
pectations of their guests. At the 
same time, they have to maintain 

their own specifics to differentiate them-
selves from their competitors.

More than just a comfortable room!

Business travel is increasingly being com-
bined with leisure, they are intertwined. 
Business travelers are looking for some-
thing besides a room with all the comforts 
and a good bed. They are fond of other 
facilities and amenities provided by the 
establishment. Social activities, entertain-
ment, discoveries – it all flourishes if the 
customers are interested.
The meeting room is the center of atten-
tion. We have moved away from the con-
cept of the “bunker room” of yesteryear, 
isolated from everything, and we have steadi-
ly moved towards creating spaces in harmony 
with the surrounding nature.  Daylight and large 
windows are now welcome and indispensable. 
It is often possible to physically open the room 
(sliding windows) to allow meetings to be held 
outdoors. Plants, trees, fountains, and even 
swimming pools create a peaceful and attrac-
tive view to the outside. Garden architects are 

working hard!
Some establishments even offer small outdoor 
“huddle rooms”, near the meeting room itself.

Everything… supported by the technique!

Scientific studies show that this approach is 
a winner: being close to nature, humans see 
their blood pressure drop, benefit from higher 

creativity and concen-
tration, and sleep bet-
ter at night. At the same 
time, this osmosis with 
nature reduces depres-
sion and stress. All ben-
efits for the participants 
who will benefit from a 
unique experience!
But this proximity to na-
ture, with its thousand 
benefits, must also 
be accompanied by a 
sound technological 
presence. 
Digital screens are 
used to personalize 
meetings and other 
presentations, personal 
devices connect in an 

instant, and connect via videoconferencing as 
soon as necessary. 
The internet is everywhere and offers fast con-
nections.
Ultimately, we reach a kind of sensory experi-
ence that integrates nature and technology in 
the meeting spaces. 
It’s all terribly effective… and also wonderfully 
aesthetic!

Hotels now offer a wide range of activities: business and leisure trips, socializations, meeting 

venues, etc.

Artificial Intelligence, the “Great Nebulosity” …

But do we really know about it? Mozilla re-
cently surveyed over 66,000 people from 
around the world.

Anxiety and hope

Only 10% of respond-
ents feel well informed, 
and just over half think 
they have “some knowl-
edge” about artificial in-
telligence (AI). 35% of 
the public admits they 
don’t know much about 
it and 4% know nothing 
about it.

Unsurprisingly, young 
people know AI best: 
80% of 19-24-year-olds 
and 75% of those aged 
24-44. The age group 
from 45 to 75 years only 
scores 59%.
When it comes to associating a feeling about 
the concept of AI, there is a majority with anxie-
ty (32%), curiosity (30%) and also hope (27%).
But the feelings are different depending on the 
respondent’s region in the world.
In North America, anxiety and hope dominates. 
In Europe, also anxiety, but also curiosity, and 
in Asia it’s enthusiasm and hope.

In America and Asia, there is hope, but it’s only 
in Asia that it is associated with enthusiasm.

It is interesting to note that, in general for re-
spondents, young people are the most enthu-
siastic.

Does AI compete with humans?

Further on, the expected (or desired) level of 
intelligence to be reached by AI was surveyed.
People who say they are concerned about AI 

also wish for AI to have as low a level of intel-
ligence as possible. There is undoubtedly the 

fear of competing with AI 
by humans and, as a cor-
ollary, that of losing one’s 
job. 

In terms of gender, men 
are nearly twice as op-
timistic as women and 
27% of them (compared 
to 14% of women) think 
that AI will make the 
world a better place. Of 
course, the youngest are 
also the most optimistic.
Respondents are already 
seeing AI in operation, 
mainly on the internet 
(75%) and at work (35%).
Finally, people very much 
want more information on 
AI.

Ultimately, AI is a sort of nebulosity that we 
know will impact lives in and out of work, and 
whose contours are still blurred in people’s 
minds.

It is also clear that Asia (and China in particu-
lar) is more used to seeing AI in operation with 
its highly developed facial recognitions applica-
tions.

There is a lot of talk about artificial intelligence and its potential impact on the world of work.
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Digital signage and User Experience in Airports

Digital signage solutions are 
deployed for this purpose. 
Airports can in this way of-

fer their clientele the best possible 
experience.

Put the screens in the right 
places!

Everyone knows these large LCD 
screens where the flights are dis-
played, with the indication of their 
gates and all the other necessary 
information. They provide an excel-
lent service.
However, we note in this regard that 
they are sometimes placed against 
common sense in some airports. 
We recently saw screens with their 
backs facing passengers waiting in 
a waiting area. They then have to 
get up and go around the screen to 
view the information, before com-
ing back to be seated again and 
wait some more, if necessary.
Once again, and we keep on repeating it, there 
is no use in having the “right” equipment if it is 
misused or poorly placed!
However, most of the time this digital signage 
performs its informative role correctly.
At the same time, news flashes, weather re-
ports, traffic information and all kinds of other 
interesting or entertaining information that cus-
tomers enjoy in the waiting areas can be dis-
seminated on other screens.

From parking… to small meeting booths!

Digital signage can also be used to mark paths 
inside terminals, with clear indications and also 
with pictograms, which double the effective-
ness of the message.
But even before the airport hall, smart digi-

tal signage can be de-
ployed on arrival even 
in the parking lots. 
Encountering this kind 
of “smart parking” is 
rarely the case, and it 
is a great pity in terms 
of the airport’s image, 
since the experience is 
often negative and the 
traveler has to nitpick to 
find a place. 

However, the digital 
screens provide a path 
to the available park-
ing areas and wayfind-
ing screens can gently 
guide motorists who are 

leaving the parking lot.

In order to increase trav-
eler satisfaction, more 
and more airports have 
“smart blocks”, con-
sisting of small booths 
where businessmen can 
take refuge for express 
meetings apart from the 
ambient noise. 

These initiatives are 
highly appreciated by 
professional custom-
ers, as well as the pres-
ence of “booths” where 
it is possible to make a 
phone call in peace. 
There again, information 
displayed on digital sig-
nage screens is appreci-
ated, allowing these are-
as to be quickly located.

Travelers in an airport want to quickly reach their destinations, such as their gates, for example. 

For their part, airports want to have as few stray passengers as possible, and maximum passenger 

satisfaction. 
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The New Airport Therapist Hogs the Limelight

LiLou is neither a psychologist nor 
a doctor, but she gets exceptio-
nal results. LiLou… is a five-year-

old pig!

She lifts her feet and plays a little 
song! 

Nothing beat’s LiLou’s help to reas-
sure, relax and bring a smile to anyone 
who feels anxiety building up at the 
thought of boarding an aircraft.
She wears a pilot’s cap and her toe-
nails are painted bright red.
Her route is fixed: accompanied by her 
owner, Tatyana Danilova, she goes 
through the security metal detector 
and heads to the boarding gates. She 
knows how to raise her foot to greet 
people, she poses for photos and plays 
a few notes of music on her toy piano 
(using her hooves and snout) to enter-
tain passengers.
It’s amazing to see the surprise and amuse-
ment on passengers’ faces when LiLou ap-
pears. According to Danilova, “People are de-
lighted to get out of their routines and travel, 
whether they are flying for holidays or for their 

work. They stop for a few moments and say, 
‘That’s brilliant!’, and they leave smiling.”
LiLou walks around the San Francisco Airport 
with a blue bib.
But “LiLou the pig” also has colleagues. By tak-

ing up her functions she joins the ‘Wag Brigade’ 
as part of an ‘animal-assisted’ therapy program 
that has no less than 300 animals.
This is simply the first time a pig has been in-
cluded in this program.

The First Therapy Pig

Jennifer Kazarian, customer service manag-
er, says that, “LiLou is the first therapy pig in 
the ‘Wag Brigade’ program – which includes all 
breeds and sizes of dogs – and she contrib-
utes to creating a ‘sense of community’ in the 
airport.” 

Let’s hear it: “When we launched the program 
for the first time, our main goal was to relieve 
our passengers’ stress. However, what we 
found was that we made a connection with our 
passengers, and that’s quite incredible.” 
Of course, all the therapy animals participate in 
a training program with the SPCA of San Fran-
cisco and have to have a stable temperament, 
good manners and friendly personality. 
As for the little “accidents”, Jennifer said there 
have not been any problems. You should know 
that all the animals, including LiLou, are house 
trained.

San Francisco Airport has just hired a new recruit. This is LiLou, whose function is to de-stress 

travelers.
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Digital signage: it’s about communication

Few doubt that traditional – so-called 
‘bricks and mortar’ - retail is in trouble. 
Market analyst GlobalData says that 

more than half of all UK consumers are now 
shopping online, and ecommerce sales will 
increase by almost 30% between 2019 and 
2024. In 2019, researcher eMarketer believes 
online sales in France will grow by 11.5% com-
pared with 2018 – and will account for 12.5% of 
all sales by 2023. 
In response, retailers are being forced to rein-
vent the shopping experience – and, increas-
ingly they’re turning to digital signage to make 
their stores destinations, and buying there an 
experience. And: the digital signage industry is 
responding to their needs with advanced hard-
ware and software technologies that are trans-
forming what’s possible.

Not just retail

Digital signage is about far more than re-
tail, however. It’s become essential in hospi-
tality environments such as hotels, congress 
centers, restaurants and bars. For many com-
panies, it’s now a key employee engagement 
tool.  It’s frequently found in corporate lobbies 
– and for wayfinding in transportation, visitor 
attractions and so on. Digital signage is wide-
ly implemented by healthcare providers. There 
are few types of business that are not lever-
aging its many benefits. It has become a key 
communications tool – whether the audience is 
external or internal. 
That’s what makes the Digital Signage Sum-
mit – DSS – at ISE (DSS ISE) an unmissable 

event for almost any type of organisation. It 
provides a unique opportunity to discover the 
latest developments, as well as be exposed to 
real world deployments, via best in class case 
studies – and to network with others faced with 
similar communications challenges and oppor-
tunities.  
What are those ‘latest developments’? One of 
the latest is what’s being called ‘digital experi-
ence platforms’ – DXP. These leverage the in-
nate flexibility of digital signage to respond to 
change – change in audience, change in en-
vironment, change in need. A DXP solution is 
designed to control content and asset manage-
ment on a large scale, which makes it ideally 
suited to organisations with multiple locations 
looking to communicate news, products, offers 
or services via digital signage. 

Getting it right

Those DXP systems will typically integrate a 
content management system – CMS – that will 
schedule the content appearing on the screen. 
A CMS of some kind has typically been at the 
heart of digital signage systems since almost 
the beginning – recognising that the overrid-
ing key to success in communication is getting 
the right content to the right people at the right 
place and at the right time. 

The latest developments, however, see that 
communication becoming increasingly per-
sonalised – via a range of technologies. A 
combination of sensors, big data and AI is 
allowing retailers especially to ‘know’ who is 
looking at the signage – and tailor the mes-
saging appropriately.
In a growing number of cases, that’s made 
possible by the integration of digital signage 
with back end systems such as CRM and 
ERP. Many companies have successfully de-
ployed systems linked to the HR database or 
to production output.
These latest developments will be at the 
heart of the sessions that make up DSS ISE. 

Other sessions will focus on the changing hard-
ware world, and the new applications it’s en-
abling. What do display technologies such as 
LCD, LED, MicroLED and OLED bring to the 
party? What’s coming along in projection – a 
digital signage technology that’s too easy to 
overlook, yet that is uniquely suited to a range 
of applications? As digital touchpoints increas-
ingly move outdoors, what are the secrets of 
making screens resistant to vandalism and 
the weather – and what are the latest ways 
of achieving optimal thermal management to 
maximise reliability? 

Key players

And then, there are important questions to an-
swer about how the digital signage solutions 

of the future will be brought to market – and 
who will be the key players? Given the rapid 
growth in the market – the analyst consensus 
is around 7-10% worldwide CAGR – it’s inevita-
bly attracting new players. Who are they – and 
what will they bring?

DSS ISE is co-produced with ISE by one of the 
most authoritative experts in the field of digital 
signage. Florian Rotberg is managing director 
of invidis consulting, a company widely relied 
on by companies to deliver the insight, guid-
ance and direction they’re looking for with their 
digital signage strategies. 
The conference takes place concurrently (Ho-
tel Okura, Amsterdam: 12 February) with ISE 
2020, the world’s largest exhibition for the 
audiovisual industry, enabling delegates to 
not only achieve an in-depth understanding 
of what’s going on in digital signage, but also 
more widely in unified communications, educa-
tion, audio, smart buildings, and networks. 

For increasing numbers of organisations – well 
beyond the retail arena – digital signage has 
become mission critical as the quality of com-
munication with customers, employees, visitors 
and others becomes a key source of competi-
tive advantage. 
DSS ISE provides the opportunity to gain in-
depth insight into what’s happening today – and 
what will happen tomorrow. 

Digital Signage Summit ISE

Wednesday 12 February 2020, 09:00 – 13:00
DSS ISE gives unparalleled insights into 
trends and strategies of the digital signage in-
dustry’s brightest, most talked about and con-
troversial minds. 

Venue: Hotel Okura 
Room: Grand Ballroom 
Visit: www.digitalsignagesummit.org/ise  

Amsterdam in February provides an opportunity to gain an in-depth understanding of the latest 

developments in the digital signage market.

http://www.digitalsignagesummit.org/ise
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Digital Signage and Better-Used Meeting Rooms!

The general organization is in 
focus, particularly with regard 
to management and informa-

tion for meeting rooms.

A look and … we’re up to date on 
it!

Indeed, digital signage can be used 
to literally boost the use of meeting 
and conference rooms.
A digital signage panel placed out-
side each room can display the 
scheduled reservations. One glance 
and you know if the room is occu-
pied and if you can plan to book it 
at the desired time and day. Simple 
calendar applications (like Goog-
le Calendar) can be used for this 
purpose. Thanks to this ultra-simple system, 
everyone can know at any time if a particular 
room is available or occupied, which lets the 
rooms be used for impromptu meetings, much 
like is done for huddle rooms.
This way of scheduling reservations also cre-
ates order and method, because it is necessary 
to indicate the time when rooms are occupied, 
which imposes respect for the previously es-
tablished timing.
The panel can also indicate the room’s charac-

teristics (number of seats, internet access, etc.) 
and list the available audiovisual equipment. 
This lets each room be used appropriately, pre-
venting too small groups from “blocking” large 
rooms, for example.
Eloquent names can also be given to each 
room: “projection room”, “huddle room”, “vid-
eoconference room” “large room”, etc., etc. A 
few minutes before a specific meeting begins, 
it is easy to change the name of the room by 
replacing it with the purpose of the meeting: 

“monthly sales report”, “strategic 
marketing”, etc.

Fast paths to different rooms can be 
done with other “wayfinding” “digital 
signage” screens. They will be syn-
chronized with the room panels in 
real time, which will allow the place 
where another specific meeting is 
being held to be quickly found, such 
as “Strategic Marketing”, for exam-
ple.
In addition, digital signage also ex-
cels at providing information about 
the company’s philosophy or oth-
er messages from the hotel or the 
convention center to anyone who 
searches for and attends meeting 
rooms, which can be very interest-

ing (branding promotion, for example) as soon 
as participants in either meeting come from the 
outside world.
Of course, care must be taken about where and 
how the screens are placed. Great care must 
be taken.
They will obviously be mostly installed at the 
room entrances, but they must not be misori-
ented or placed too high. Here again it is nec-
essary to think about the users and position the 
screens where they will be best noticed. 

Digital signage has many applications. One of them is to improve the internal communication of 

a company, a hotel or a convention center.

The Ability to Learn? Top Value in Business!

But then it was realized that while IQ is a 
sort of “minimum to achieve” to get a job, 
it gives no certainty at all of the future ca-

reer: will it be successful or not?

The Adaptability Quotient

Today there is interest in what is called the Ad-
aptability Quotient, which is a better predictor 
of success.
Indeed, in a world of perpetual change, where 
companies must change course and adapt, em-
ployees are also called upon to change broad-
ly. Indeed, it is the rapid pace of change in the 
workplace that makes the concept of adaptabil-
ity quotient so valuable and effective.
Technology has radically changed the land-
scape and it continues to move forward in this 
direction. It is estimated that 120 million people, 
in the world’s 12 largest economies, will need to 
retrain due to automation, among other things.
This is the way of seeing things that Goldman 
Sachs has adopted, of which Nathalie Fratto is 
the vice president in New York. The adaptabil-
ity quotient goes beyond the ability to absorb 
new information. It is a matter of determining 
what is relevant, abandoning old certainties or 
knowledge, and taking control of one’s destiny 

for change.
On the way, it is clear that a good dose of flexi-
bility, curiosity and courage is needed.

Developing new skills

Software excels at detecting “patterns” (specif-
ic shapes) in data. All the work where it is nec-
essary to do so can then be automated. Let’s 
call it “brush clearing”, because that’s what it 
is in a way.
An example is reviewing legal documents or 
proposing a medical diagnosis from radiologi-
cal examinations. 
Oxford Economics (an analysis company) es-
timates that 20 million jobs worldwide could be 
replaced by robots by 2030.
Under these conditions, people in these oc-
cupations have to develop new skills to solve 
new problems and remain employed. The win-

ners are those who decide to do the things that 
the algorithms cannot do. It will be a matter of 
adapting to the fact that the algorithms do part 
of their former work and they find new ways to 
go beyond.
According to an IBM study of more than 
5,000 senior executives worldwide, the most 
sought-after behavior among employees is 
“flexibility, agility and adaptability to change”.
Of course, companies are very fond of ways 
to detect this “adaptability quotient”. This is 
especially true in emerging companies, which 
will undergo great changes and where job de-
scriptions do not yet exist. To measure and de-
tect the adaptability quotient, it would appear 
that we are moving towards selections using 
changing situations. Basically, candidates are 
being asked questions such as, “What if this 
happens… and if that happens… what would 
happen, what would you do, what would you 
believe?”

Finally some good news is that the adaptabil-
ity quotient of an employee can improve if he 
wants it to. It’s advisable to stay open to new 
possibilities, try to see a situation through the 
eyes of someone else and reduce your ego to 
be more comfortable with the unknown.

In the old days, recruitment specialists relied, among other things, on the results obtained from IQ 

(Intelligent Quotient) tests. This measured analytical thinking, memory and mathematical capacity, 

a set of parameters that were supposed to best predict job prospects.

Concierge DisplaysConcierge Displays
               www.conciergedisplays.com.au               www.conciergedisplays.com.au
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Finding the Real Added Value of Digital Signage

Installers are at the forefront of advising com-
panies on choosing the best products. 

Beware of underutilization and 
dissatisfaction!

But to do this, their product catalog obviously 
has to be mastered AND they have to under-
stand the activities of each of their customers, 
to highlight their real needs. 

Mastering a product catalog means being able 
to understand the real benefits of each new de-
vice to avoid giving the wrong advice. Other-
wise, wrongly recommended products may be 
underutilized or, even worse, result in dissatis-
faction after the purchase.
And unfortunately, it must be noted that digital 
signage installations are not generally used to 
their full potential. 

Wayfinding and ad-
vertising are the “cash 
cows” of digital sig-
nage, as is known, but 
it has to be used to the 
best advantage.

Location is para-
mount, as we fre-
quently emphasize 
digital signage must 
be placed in areas 
that maximize visibil-
ity.

Avenues… 

Digital signage used 
“intramural” can accentuate the company’s 
identity – once placed in reception (and meet-

ing) areas it can dis-
seminate the brand’s 
acronym and docu-
ments related to its 
history. Reputation is 
greatly enhanced.

A digital signage screen 
can also be used to re-
port important informa-
tion about the compa-
ny and/or the state of 
the market in real time, 
and to all this informa-
tion specific offers can 
be added.
Digital signage can 
also be used to dis-
seminate and promote 

“cross-selling”. For example, a hotel can broad-
cast presentations about neighboring stores or 
restaurants, or promote car rental companies 
or special offers (visits, spa, gym, bars, local 
shows, etc.).

The companies benefiting from these cross 
promotions can obviously return the favor in 
their own premises, for a full “win-win” trans-
action.

At the reception, regardless of the type of en-
terprise or business, use of tickets eliminates 
queues as soon as the numbers are shown on 
a digital signage screen. Customers wait calm-
ly and remain seated while waiting their turn.

There is added value to each digital signage in-
stallation. The important thing is for the install-
ers to know it and use the solution when it is 
applied!

Every company seeks to gain the upper hand over its competitors. Valuable help 

can be found in the use of new technologies. 

DIGITAL SIGNAGE 
goes MOBILE?   
 
WAYO presents @ ISE 2020 a new model, designed and engineered by Ambler Sys-
tems in Australia and assembled in Vietnam.
It is their ambition to replace all poster and chalk sidewalk signs by WAYO, the world’s 
first battery driven full HD mobile digital signage.
WAYO’s battery is running over 14 hours while displaying local content (USB) or cloud 
content (4G or WiFi), depending on the mediaplayer.
That mediaplayer could be yours: WAYO only requires HDMi input & its battery deliv-
ers 12V output.
Application possibilities are endless: in front of any shop, hotel, bar, restaurant or in the 
museum, airport, railway station, ...

Check the WAYO image bank:  http://bit.ly/WAYO-images
You can find WAYO @ ISE 2020 in Hall 8 Booth G-354.
They are looking for distributors and integrators worldwide.

MOBIMA BV
Business Center Stede 51
Stedestraat 51
B-8530 Harelbeke
Tel: +3256324833
Contact WAYO in Europe: www. MOBIMA.eu

http://bit.ly/WAYO-images
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Tracking Customer Development

Real solutions are ultimately being offe-
red and not technical characteristics. 
Remember that these are of no signifi-

cance to the customer!

Follow-up increases satisfaction

But once the purchase has been made, what 
becomes of the customer? That’s when a fol-
low-up process needs to begin. 
Without being insistent or annoying, the “seller” 
needs to ensure that the customer is satisfied 
with what he has acquired. This approach is 
usually particularly well accepted, because the 
customer sees it as proof that he is still impor-
tant, even beyond the purchase he has made, 
and his user opinion is cared about. 
This is a method often used to consolidate a 
brand image and increase customer satisfac-
tion after the fact. 
Along the way, this can let you find out, among 
other things, about changes that have taken 
place in the consumer’s life, by different meth-
ods. 
Perhaps he is no longer single and has gotten 
married, or maybe he has changed jobs, or he 
has moved or has retired, and so on. 

All this kind of informa-
tion changes constantly 
over the course of a life-
time and is often marked 
in the browsing record 
on your site.

The challenge 
of “following the 
customer”

It is understandable that 
these major changes in-
evitably lead to changed 
desires and expecta-
tions, and that offers that 
may have been of interest in the past can have 
become obsolete.
Using the entire artificial intelligence arsenal 
and recognizing customers who have regis-
tered on your site (by the search history) can 
help, if the consumer consents (because priva-
cy must be respected). 
This results in very precise customization of 
offers and an increased likelihood of actually 
arousing interest in other products that are in 

phase with the customer’s new lifestyle.
It is, and it will be more and more, a huge chal-
lenge to most loyally “follow the customer”, es-
pecially as nowadays he is bombarded with 
proposals from various sources. 
However, you can play the role of a benchmark 
for him in this ocean of information, because he 
already knows you since he put his trust in you 
one day. Really capitalizing on this acquisition 
by submitting offers that fit his current lifestyle 
is synonymous with selling more and better!

It is very important to know your customer. This is the reason why businesses and stores 

are encouraged to listen to the use they wish to make of products and services offered, 

in order to provide those with the best match.

Custom Shoes

By choosing standardized sample modules 
concerning leather, colour and sole, the client 
or shop assistant creates step by step his or 
her individual shoe. 

The traditional fashion house impresses its 
customers with a state-of-the-art digital in-
store solution.
   
This exciting application for brick and mortar 
business is created by WAKETO, a Munich 
consulting company for marketing and digital 
transformation. 
Hirmer uses the customizer for the shoe in-
dustry - the installation, however, can be ap-
plied to any other product line. 

Gruschwitz GmbH
Tel : 00/49/17610092299
Tel : 00/49/89/309059151
Email : sab@gruschwitz.de
Web : www.gruschwitz.de
Web : www.waketo.de

Hirmer, a men’s apparel store located at Munich’s boulevard „Kaufingerstraße“, recently offers a 

special highlight: By combining a haptic experience with RFID the so-called „shoe customizer“ 

makes it possible to configure, personalize and order a great variety of different shoes using 

only little space. 

mailto:sab@gruschwitz.de
http://www.gruschwitz.de
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