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motion of the driver. The X-ART
design consists of a pleated diaphragm
in which the folds compress or expand
according to the audio signal applied to
them. The result is that air is drawn in
and squeezed out like the bellows of an
accordion. The X-ART diaphragm
presses the air faster in or out of its
folds than they move themselves,
achieving an improvement in air load-
ing by a factor of four or conventional
drivers. The results are accuracy, airi-

ness and dynamics that exceed what a
normal piston driver can provide.

CEDN: What distinguishes your prod-
ucts from the competition?

RF: Starting with ADAM’S exclusive X-
ART technology in our tweeters and mid-
range drivers, the speakers are designed
to reproduce sound as accurately as the
source allows. Combining our extensive
experience with recording live acoustic
music, professional studio monitoring
and the development of exclusive tech-

ADAM Audio USA (Con’t. from p. 56) nology allows us to create products that
excel in absolutely transparent music
reproduction.

CEDN: Although the ADAM line is well
known in the professional world, how do
you feel the home consumer will receive
your products?

RF: Bring a new line into the consumer
market is always challenging, but the
reaction so far has been very positive.
We have had excellent reviews on our
Classic Columns, ARTist speakers and

our new Grand Theatre Component
line in leading audio publications. We
are now getting requests from around
the country to audition our speakers
and find ourselves in the position of
needing dealers as opposed to finding
customers, an interesting situation to
be in.

Visit ADAM Audio USA at booth #30-324
at Venetian Hotel during CES. After the
show, visit www.adam-audio.com, call
516-681-0690 or email usa-info@adam-
audio.com.

ring sized check module, when the
Check Module is activated, the user
simply follows a random set of LED
flashes; if the response is within a safe
level, the car can be started. If not, the

vehicle will not start.
“Our brand brings real life functionality

and innovation together,” Says Dean, who’s
Retractable Bluetooth device just won a
CES InnovationAward 2012.

Now, you don’t have to have a
Bluetooth hanging off your earwhen you are

Be A Headcase (Con’t. from p. 81) not on a call. When your phone rings just
pull the headphone out to your ear answer
your call, and when done simple retract it
back. The Retractable Bluetooth offers
noise reduction, and reduced radiation.

Headcase is a United States based
company specializing in innovative prod-

ucts designed to protect and enhance
mobile electronic devices and our lives.
Their products are internationally known
and American engineered.

For more information, stop by booth
5909, visit www.beaheadcase.com or call
either 407-468-7675 or 407-619-3440.

THE ORIGINAL CAMERA SLING
BlackRapid, Inc. was started by a profes-
sional photographer who knew there had
to be a solution to the usual painful and
cumbersome tangle of cameras and
straps that would accompany him on a
typical assignment. After years of shoot-
ing weddings, concerts, and other
dynamic environments both locally in
Seattle and abroad; Ron Henry had a
flash of brilliance that would turn the
camera world upside down. No more

straps sliding off your shoulder. No more
sore necks. But more importantly, no
more losing ‘the shot’ because you could-
n’t get your camera out in time. The solu-
tion was so simple it evaded everyone…
until now.

In a class of its own, the patented R-
Strap is the new professional standard in
camera straps. Every one of the
BlackRapid R-Straps are engineered to
facilitate shooting speed by enabling the

camera to glide smoothly up the strap
from its upside-down resting position.
Stress on the connection between the
body and the lens is reduced since the
strap attaches to the lens rather than to
the camera body. With the camera at
your hip or behind your back, you can
maneuver easily through a crowd,
carry a tripod or other gear, or simply
have both hands free. When you’re
ready to take the shot, the camera
quickly glides up the strap into shoot-
ing position.

The RS-W1 is BlackRapid's intro-

duction to designing a camera strap
specifically for women. Part of the
award winning R-Strap line, the RS-
W1 is the world's first camera strap
that focuses on the perfect fit for the
female. While maintaining the tradi-
tional "Built for Speed" design, our
designers added a sleek curve high-
lighted with a choice of elegant but
subtle patterns accent. The RS-W1
provides comfort, speed, and durabili-
ty that you expect in a BlackRapid
strap along with graceful style.

Grab. Glide. Click.

COVER YOUR IPAD WITH LUXURY
IN A BODHI TECH COLLECTION CASE

Joseph Janus, Senior Vice President and
Creative Director of BODHI Bags &
Accessories, discusses his BODHI Tech
Collection, which marries high fashion with
ultimate functionality for people who won't
leave home without their Apple devices.

CEDN: What is the BODHI Tech
Collection?

JJ: Bodhi Tech is truly fashion that
meets function. We are not opposed to
what most people do, but what Bodhi
does best is luxury fashion. We have
many patent-pending designs that are
truly more functional than others, and
we only work with Italian leather or
unique exotic materials.

CEDN: What is the price range of the
BODHI Tech Collection?

JJ: Bodhi Tech Collection is a truly
affordable luxury line, with prices rang-
ing from as low as $ 78 to $128.

CEDN: Where is BODHI Tech
Collection selling?

JJ: We are actually selling to a lot of
accounts that already carry our Handbags
... the stores that we are in right now:
Apple, Bloomingdales, Dillard’s,
Macy’s, Neiman Marcus and Nordstrom.
Many more locations are in the works.

CEDN: What is your personal favorite
item from the BODHI Tech Collection?

JJ: My favorite is theMulti-ViewTab Easel
for the iPad 1 and 2. It’s great!.It's not only
great in a fashionable sense, but in quality
as well. You can throw it in your bag or
carry it like a briefcase with its hidden han-
dles. It has four viewing angles and is uni-
sex, which really speaks to many con-
sumers because of its functionality.

CEDN: How many BODHI Tech items
do you personally own?

JJ: Let’s see, I have the Portfolio Easel, I
have the iPad Easel for the iPad 1, which
I’ve owned for three years, and it’s still in
great condition. And I have used the
Ostrich MacBook Pro case for five years,
and it really just gets better as it ages.

CEDN: How often do you upgrade your
tech devices?

JJ: I am like an addict for technology. I
upgrade my phone every time a new one
comes out. I have the iPad 1 but I can’t
wait for the 3 to come on the market. My
Mac at home I upgrade every time a new
one comes out as well.

Visit BODHI during CES in booth #
26506. After the show, visit www.BOD-
HIBAGS.net, call 212-888-6288 or email
JosephJ@BODHIBAGS.net.

Stay-at-home moms and entrepreneurs
create thriving businesses with new model

In today’s challenging economic environ-
ment, Brother International Corporation has
a firm grip on their customers’ pulses.
Seeing the need for advanced technology to
help its machine users, Brother continues to
build their machines with innovative fea-
tures to delight their passionate hobbyists
while also enabling stay-at-homemoms and
entrepreneurs to create thriving businesses.

One such product is the newly-
launched Entrepreneur® Pro PR1000e, a
10-needle embroidery machine. This sec-
ond generation model features a newly-
improved Advanced Super View (ASV)
HD LCD touch screen display from
Sharp® Corporation, which is the most
accurate display ever offered on a multi-
needle machine. The screen offers more
clarity and allows for more than 16.7 mil-
lion colors to be seen at expanded view-
ing angles with little to no color shifting.

To take productivity to the next
level, an enhanced InnovaChrome[TM]
LED Thread Color System, with sharper
and clearer lighting than before, has been
added to the machine. This feature gives
users virtually fool-proof color matching,
while also doubling as a visual status sys-
tem. The lights in the system flash if a
thread breaks or needs changing, and sig-
nal when a design is finished.

“In the past two years, there’s been

an increase of our cus-
tomers who have opened
their own small busi-
nesses as an additional
income stream,”says
Dean Shulman, senior
vice president of

Brother’s home appliance and industrial
products divisions. “For a small invest-
ment, a customer can start an embroidery
business and contact their local church,
school, and sports teams to let them know
that they can potentially offer short-run,
high-quality embroidery for their uni-
forms. This allows our customers to open
very successful local businesses and use
their hobby to earn extra cash.”

For those who require even greater
creativity and precision, a software pack-
age upgrade* is available for the
PR1000e. The upgrade includes industry
firsts like image scanning, a Color
ShufflingTM function, and an onscreen
auto density adjustment.

“It’s in Brother’s DNA to look at the
total market, listen to their customers, and
make their products easier, simpler, and
more fun to use,” says Shulman. “Take,
for example, our introduction of scanning
in a multi-needle embroidery machine.
Now, users can scan fabric and see it in
real time on the LCD display; then, using
the touch screen, they can place their

NEWLY-ENHANCED ENTREPRENEUR
PRO PR1000E EMBROIDERY MACHINE
FROM BROTHER DEMONSTRATES
TECHNOLOGICAL ADVANCES

Continued on Page 133
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YK: Eye-Fi is best known for Eye-Fi
wireless memory cards. Eye-Fi wireless
memory cards automatically upload pho-
tos and videos from digital imaging
devices, including digital cameras and
Android and iOS based devices, to
online, in-home and retail destinations.
Eye-Fi’s ecosystem of partners includes
major digital camera makers such as
Canon, Nikon and Sony, along with the
leading sharing sites, including
Facebook, Flickr and Picasa.
Additionally, to address the growing con-
sumer demand to access content any-
where, Eye-Fi leverages the power of the
cloud to provide private access to con-

sumers’ memories on-the-go with Eye-Fi
View.

CEDN: How does Eye-Fi cloud storage
work?

YK: Eye-Fi Premium gives users unlim-
ited photo access, anywhere. By logging
into their Eye-Fi account from any
Internet connected device, Eye-Fi users
can view, download and share their auto-
matically backed-up content.

CEDN: Why did Eye-Fi decide to create
a cloud storage solution?

YK: As users add new devices to their
daily lives, their desire for cloud-based

Eye-Fi (Con’t. from p. 1) storage is growing so they can access
information across all their devices at
anytime, anywhere. Eye-Fi is helping
users leverage their multiple devices to
get a seamless experience from capture to
viewing and sharing. Eye-Fi Premium is
a unique private cloud system that allows
our users to enjoy all their content on any
device.

CEDN: How much does Eye-Fi Premium
cost?

YK: All Eye-Fi users have access to pri-
vate cloud storage of the last seven days
of their photos and videos to view, share
or download. If users prefer unlimited
storage, they can upgrade to Eye-Fi

Premium for just $4.99/month or
$49.99/year. Photos and videos will be
backed up and stored, safe and sound for
as long as they like.

CEDN: Where can consumers purchase
or upgrade to Eye-Fi Premium?

YK: Eye-Fi users can upgrade their cur-
rent cards to Eye-Fi Premium through the
Eye-Fi Center software. Additionally,
Eye-Fi Premium can also be purchased at
all Best Buy locations and on www.best-
buy.com.

For more information on Eye-Fi
Premium and other Eye-Fi products, visit
www.eye.fi.

DJ: There’s no question that Hollywood
has become captivated by 3D. In fact,
one premier director was recently quoted
saying that he’ll never work without 3D
technology again. While not every movie
is appropriate for 3D, there are many cre-
ative directors, producers, cinematogra-
phers, etc. who sees the potential 3D has
to making their movies into something
exciting for audiences.

We also anticipate a bigger consumer
demand for 3D televisions this year.
While 3D TVs were a major story line
here at CES last year, the sales for 2011
didn’t quite live up to initial expecta-
tions, but we predict that 2012 will be the
year that 3D TVs will be reaching that

tipping point into the consumer market.

CEDN: What’s new with Marchon3D?

DJ: When we were at CES last year, we
unveiled our first line of premier, patent-
ed 3D lenses. Over the last year, we’ve
fined tuned and perfected the lenses and
have branched out to introduce other
lines of 3D glasses featuring our patented
optically contoured, circular polarized
M3D lens technology. We’ve also created
a robust e-commerce solution for our
EX3D® Eyewear line (ex3d.com) as well
as and forged strategic partnerships all
over the world with companies like
MasterImage and electronics leaders.

Furthermore, we launched pilot programs
with 3D glasses vending machines in

Marchon 3D (Con’t. from p. 1) southern California and we hope to roll
out additional in-theater solutions in var-
ious markets in 2012. Lastly, what we are
really excited about here at CES, is that
we’ve created a new line called
Allure3DTM (A3DTM) specifically for
chain and big box retailers.

CEDN: You’ve recently partnered with
movie studio RogueTM―tell us more
about that.

DJ: Relativity Media® is a next-genera-
tion studio which includes Rogue LifeTM,
a lifestyle brand. Marchon3D® found a
kinship in Rogue and the future of its
lifestyle products. So we decided to team
up with them to create a new line of
branded 3D glasses called ROGUE
3DTM. The ROGUE 3D glasses, powered

by M3D® technology, will initially come
in four styles including an aviator style in
three colors (red, brown and gun metal)
and a sport wrap style in black with sig-
nature red accents. Rogue3D’s are cur-
rently being sold at ex3d.com/rogue3d.

CEDN: Why partner with a movie studio?

DJ: This partnership represents what we
believe is an important step forward in
superior 3D glasses distribution. This is a
great opportunity for people to experi-
ence the benefits of high-quality M3D
lens technology and the value of owning
their own pairs of 3D glasses to meet all
of their 3D needs.

Marchon3D will be exhibiting at CES in
the South Hall, booth 21718.

instruments to portable audio and com-
munication devices.

Just this year, ION teamed up with
ThinkGeek to bring an outrageous prod-
uct to life: the iCade. The iCade arcade
cabinet has taken iPad gameplay exactly
where it needed to go: backwards. By
quipping iPad with classic arcade con-
trols, the iCade transports gamers back to
the golden age of gaming.

Now, ION is doing it again. At CES
2012, the company will be unveiling an
all-new portable game controller, iCade
Mobile. Once again fusing the best of the
past with the advancements of today,
ION has created a game controller for
iPhone and iPod touch that puts classic
game control back in gamers’ hands.

iCade Mobile’s familiar configuration
allows users to play games the way
they were intended. It’s four-way
directional pad, four front-facing
action buttons and four trigger buttons
are designed to withstand even the
most fierce button mashing. Perhaps
iCade Mobile’s most attractive trait is
its innovative cradle that conveniently
swivels and locks into landscape or
portrait viewing positions, allowing
each game to be played properly.

While touch screens may work well for
some games, they aren’t exactly the
first choice when gamers are looking
for intricate control and high scores.
iCade Mobile brings portable gaming
full circle, getting a gamer’s hands out
of the way, providing a full view of the
action. Its forward-thinking design
lacks any cables, instead connecting

ION Audio (Con’t. from p. 1) simply and cleanly using Bluetooth
wireless technology.

At the center of ION’s game room, you’ll
find Fred Galpern, ION’s Brand &
Gaming Product Manager:

CEDN: Where did the idea for the origi-
nal iCade come from?

FG: The concept was born on April 1,
2010. The creative madmen over at
ThinkGeek posted it as one of their
ongoing series of joke products. As a
fan and all-too-frequent customer, I saw
it and immediately called them up.
Within a very short time we agreed to
team up and make the iCade a reality!
As of today we have over 200 games. In
addition to the 99 Atari titles, we’re
very excited to have games like Pac-
Man and Frogger Decades now compat-

ible with the iCade.

CEDN: Where does iCade Mobile fit in
with other portable gaming devices?

FG: There really is no other product like it.
The closest comparison might be a
Nintendo or Sony PlayStation handheld, but
of course those lack the power and app vari-
ety of iPhone and iPod touch. The great
thing about iCade Mobile is the addition of
physical controls to your favorite apps.

iCade Mobile will be available at ionau-
dio.com and other retailers in Q2 of 2012
with an MSRP of $99.99.

For more information about ION
Audio and iCade Mobile, visit
www.ionaudio.com, call 401-658-3743
or stop by booth 12442 at the Consumer
Electronics Show.

SEE INSIDE THE GAME WITH
FIRST PERSON VISION
Imagine you’re watching football. Your
team’s star quarterback launches a long
pass into the end-zone. The ball pauses,
high in the air, and then ... drops. No one
was even close to it! Jumping off the
couch, you shout in exasperation: “where
the heck was he looking?!?!”

Fans of major sporting events can
soon answer that question with certainty
thanks to First Person Vision (FPV)―a
transformative computer vision system
that uses a pair of cameras and a comput-
er to share “seeing” what, who, and

where a person is
looking.

The technology is
slated to debut in national sporting arenas
throughout 2012.

FPV will capture and share the
game or sport from the point of view of
the athlete and, with the help of its eye-
tracking mechanism, reveal exactly
where and ‘at what’ the player is look-
ing. Benefits include: optimizing player
performance; enhancing the fan experi-
ence; improving training and enabling

more strategic coaching.
Future embodiments of the FPV sys-

tem will utilize artificial intelligence and
recognition systems for virtual coaching
to provide automatic and real-time deci-
sion making feedback to players during
practices, such as incorporating learned
formations and tendencies of opposing
teams and players.

It works like this: Two tiny cameras
are mounted onto ordinary headgear such
as eye-glasses, a helmet or a cap. The first,
forward-looking camera captures the full
visual field of the wearer. The second cam-
era focuses on the wearer’s eye.

Eye tracking software is then used to
create a composite view from the two
camera feeds―pinpointing exactly what

the wearer is looking at within his or her
broader field of vision.

The information FPV captures
enables intelligent systems to provide
assistance across a broad spectrum of
applications with higher rates of accura-
cy and speed. FPV enables people and
computers to work together in a truly
symbiotic manner to vastly improve the
effectiveness of intelligent systems for
personal assistance, training, entertain-
ment or information.

For example, consider automatic
facial recognition for security systems. To
date, this technology has not been widely
used because frontal pose face images of

Continued on Page 133
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mind. For the modern consumer, it’s
almost a given that home monitoring and
control systems would provide these
types of capabilities.

But how about a system that helps an
avid conservationist cut energy bills? Or
what about one that helps a family with
unique needs lead a more productive and
protected life? These are the types of use
cases being uncovered from customers of
ADT Pulse, a home monitoring and con-
trol system that made its debut at last
year’s International CES.

Conserving Energy, Cutting Costs
From her three-bedroom home in the

Dallas suburb of Frisco, Sarah Dusto
works hard to save energy and conserve
resources. She has installed a radiant bar-
rier roof over her 2,000 square foot
home, put solar powered turbine fans in
the attic and placed a rain water reclama-
tion system outside. She even mulches
her landscaping with recycled rubber.

With an eye towards adding more
security and automation to her home,
Sarah had ADT Pulse installed in her
home last year. Imagine her surprise
when in the first two months, she saw an
immediate drop in energy use. ADT
Pulse helped reduce her monthly utility
bill by about $50/month by being able to
control the thermostat and adjust the air
conditioning consumption. As a busy

ADT (Con’t. from p. 1) mom, Sarah also loves how she can
access lights and remotely turn them off
if she forgot to do so when leaving the
house.

Adapting to Different Life Needs
After moving cross country from Florida to
California and settling into her new home,
Joelle Herman knew that securing and pro-
tecting her family was a necessity. This was
especially true since her husband’s new job
frequently kept him on the road, often leav-
ing her home alone with their two boys.
She reached out to ADT with a specific set
of needs. Joelle, her husband and two sons
are all hearing impaired. An ADT Pulse
system was able to be customized to the
family’s unique situation.

Using the ADT Pulse smart phone
application, Joelle receives text messages
every time windows and doors are
opened and closed, or if the alarm is
sounding. At night, she sets her smart
phone to vibrate and places it under her
pillow so she will wake up in case of an
emergency.

Home security systems have clearly
evolved from the life safety protection to
the management of one’s life style. With
the continued evolution of Internet-
enabled and wireless technology, the pos-
sibilities for the use of home monitoring
and control systems in the future is virtu-
ally limitless.

For more information, visit
www.adt.com or call 800-238-2727.

and what do you get? ACORE recipe for
weight loss!

Inspirational television personality
and fitness guru Jillian Michaels will
highlight the marriage of tech and fitness
at this year’s Sports, Fitness and
Outdoors Summit (FitnessTech), taking
place at 2012 International CES in Las
Vegas, January 10 – 13. As technology
becomes a dominant theme in all aspects
of our lives, Michaels will discuss the
impact of digital innovation on our over-
all health and bring to light her own
recent tech partnership with Pittsburgh
based BodyMedia, an on-body monitor
company. Her keynote address takes
place at 10:30 a.m. on January 10 in
room N256 of the Las Vegas Convention
Center (LVCC).

One-third smaller than previous
BodyMedia FIT Armbands, the new
CORE edition uses four sophisticated
sensors that capture more than 5,000 data
points per minute and to track calories
burned, steps taken, levels of activity and
sleep efficiency. This proprietary tech-
nology provides the most accurate calo-
rie-burn data of any product on the mar-
ket* for activities ranging from walking
to high-intensity workouts.

The BodyMedia system has also
been clinically proven to improve weight
loss by three times* by giving users data
delivered in an easy-to-understand for-
mat that helps them define and maintain
personal fitness and nutrition goals.
BodyMedia FIT is supported by:

• An easy-to-use online Activity Manager
that allows users to set individualized

BodyMedia (Con’t. from p. 1) activity goals, log daily food intake, and
track sleep efficiency with the click of a
button. An enhanced version of the
Activity Manager will be released this
month, which will include heart rate
monitoring data, when uploaded from a
3rd party device.
• A new BodyMedia FIT feedback engine
just launched that provides personalized
feedback to help users stay on track with
their weight-loss and fitness goals.
Using projected daily energy expendi-
ture, the feedback engine can predict
whether a user is falling short, on track,
or beating his or her target for daily calo-
rie burn. This intelligent feedback engine
provides personalized comments that
include praise, reminders, health and fit-
ness tips, and motivation if a user is
falling behind in goals.
• Additional coaching from Jillian

Michaels, America’s premier health and
wellness coach and co-host of the Emmy
award-winning syndicated daytime series
The Doctors. Launching in December,
any BodyMedia FIT consumers will be
able to upgrade the Activity Manager to
the new Jillian Michaels 360° Weight
Loss Navigator program with features
including feedback from Jillian, a cus-
tomized cardio and fitness planner, 1000+
recipes and community message boards.

The BodyMedia FIT CORE Armband is
available online at www.bodymedia.com
and select retailers. It retails for $179.95
and includes a FREE 3-month trial peri-
od subscription to the Activity Manager.

For more information, call 847-415-
9327 or stop by booth 3435.

* Data on file.

devices as well as the latest access con-
trol systems for enhancing character rec-
ognizability in tablet devices at booth
35307 located at South Hall 4 within the
Las Vegas Convention Center during the
2012 International Consumer
Electronics.

Each demonstration exemplifies the
organization’s drive to advance the latest
wireless and wireline communications at
the 9th Annual IEEE Consumer
Communications Networking
Conference (CCNC), which will be held
immediately after CES 2012 from
January 14– 17 at the Planet Hollywood
in Las Vegas. IEEE CCNC 2012 was
organized to help develop technologies
that provide anytime, anywhere, on-
demand access to entertainment and
information.

As an introduction to IEEE CCNC
2012, visitors to the IEEE ComSoc
Booth #35307 will have the opportunity

to learn first-hand about the latest meth-
ods for securely downloading keys in
RFID devices, from an Android NFC
enabled mobile. Today most electronic
ticketing or physical access control sys-
tems work with Mifare components. This
demonstration presented by leading
researchers from Telecom ParisTech and
EtherTrust will showcase “A New
Keying System for RFID Lock Based on
SSL Dual Interface NFC Chips and
Android Mobiles.” It includes the use of
a dual interface RFID running a trusted
SSL/TLS stack. As a result, the keys are
securely downloaded from WEB servers
and afterward used by legacy Mifare sys-
tems, such as electronic locks, in order to
perform HTTPS operations supervised
by Android mobile phones.

Additionally, representatives from
Venture Business Laboratory, Kyoto
University and Mutech Trail Inc. will
detail a new CAPTCHA technique
designed to overcome the usability prob-
lems of mobile tablet devices such as

IEEE (Con’t. from p. 1) smartphones, which do not use key-
boards. This entails utilizing multiple
noise images instead of twisted charac-
ters where invisible objects or messages
are hidden. Subsequently, with this new
technology objects appear when two
images are overlapped at a certain posi-
tion to resolve the recognizability of
characters. Tablet users are then enabled
to easily move images with only a finger
and without the use of keyboards.

The IEEE ComSoc booth 35307
will include details on the society’s
ongoing package of educational web-
casts, webinars, publications and
Tutorials Now online programs. Each
year, hundreds of thousands of profes-
sionals, academics and government
officials attend ComSoc events to net-
work with experts and exchange ideas,
while engaging in the organization’s
educational programs designed to
strengthen their knowledge of nearly
every technological area.

In addition, IEEE CCNC 2012 atten-

dees will have access to more than 400
keynotes, technical sessions, tutorials,
workshops and demonstrations devel-
oped to specifically showcase the latest
enabling services and applications.
Highlighting the agenda will also be the
keynote addresses of noted communica-
tions authorities such as Chang Yeong
Kim, Senior Vice President, Samsung
Fellow, and director of the Future IT
Research Center at Samsung Electronics,
Samsung Advanced Institute of
Technology (SAlT), and Diane Cook,
Huie-Rogers Chair Professor in the
School of Electrical Engineering and
Computer Science at Washington State
University, who will address the topic of
“Smart Homes: Artificial Intelligence in
the Home and Beyond.”

For more information, visit booth
35307 in the LVCC, South Hall 4 or the
Society’s website, www.comsoc.org.
Additional details for IEEE CCNC 2012
can also be found at http://www.ieee-
ccnc.org.

AS SMARTPHONE PRICES FALL,
RETAILERS LEAVE MONEY
ON THE TABLE

According to The NPD Group, a leading
market research company, the share of
mobile phone handset sales that are
smartphones continues to climb. The
share of U.S. mobile handset sales that
were smartphones reached 59 percent in
the third quarter (Q3) of 2011, an

increase of 13 percentage points since Q3
of 2010. Based on the latest data from
NPD’s monthly Mobile Phone Track
service, average selling prices for smart-
phones have declined for four consecu-
tive quarters, reaching $135 in Q3.

According to NPD’s new

Smartphone Track service, prices are
falling even though many consumers
originally considered paying more.
Among U.S. consumers who considered
purchasing phones in the $200 to $250
price range, 64 percent ended up pur-
chasing a phone for less than $200. Led
by continued steady sales for Apple’s
iPhones, the top five best-selling mobile
phone handsets in Q3 were as follows:

1. Apple iPhone 4
2. Apple iPhone 3GS
3. HTC EVO 4G
4. Motorola Droid 3

5. Samsung Intensity II

“Even as smartphone prices continue to
decline, the accessory attachment rates
for smartphones in Q3 was unchanged
since last year,” said Ross Rubin, execu-
tive director of industry analysis for
NPD. “This indicates further opportunity
for retailers to improve revenue numbers
by focusing marketing efforts on selling
more accessories.” The top U.S. mobile
accessories brands in Q3 were Zagg,
Otter Products, Just Wireless, Motorola,
and Incase Designs.
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WF: Neato Robotics has developed a
new class of automatic vacuums, with
the ability to map out an entire room or
floor plan before vacuuming, the same
way a human would. Our first product,
the Neato XV-11, was an immediate
success as the first truly intelligent
robotic vacuum with laser-based tech-
nology and the aptitude to know which
floor space it had cleaned. Our Neato
XV-12, which was recently introduced
in Target stores, also maintains a 360°
view of its surroundings, including the
location of walls, furniture and door-
ways, just as the Neato XV-11 does.
Since Neato automated vacuums don’t
randomly bounce around from room to
room, less time and energy is spent,
resulting in maximum cleaning cover-
age on all floor types.

CEDN: Who are your most typical cus-
tomers?

WF: Our customer base includes work-
ing parents, busy adults, pet owners, tech
enthusiasts and seniors. They choose
Neato because it is a smart automatic
vacuum they can rely on to get the job
done. We help people eliminate vacuum-
ing from their to-do list and spend more
time doing things they love.

CEDN: What have been your core areas
of focus since joining the company last
year?

WF: I was appointed as CEO last May
to develop the company from an innova-
tive start-up to a large-scale commercial
enterprise, based on my background as a
seasoned CEO and Chairman of Seminal
Strategic Advisors, and as a former sen-
ior executive of Sears, President of K-
Mart and a Managing Director of Coles
Myer. Since that time, we have added
research and development talent to the
engineering organization, expanded the
sales and marketing team, boosted over-

Neato Robotics (Con’t. from p. 1) all production and significantly expand-
ed distribution.

CEDN: How has the company grown
since launching its first product from
CES?

WF: Since our initial product introduc-
tion, we have steadily grown our chan-
nel distribution across all major North
American retail and e-commerce chan-
nels. We began selling our Neato XV-
15 automatic vacuum in Western
Europe in mid-2011, and continue to
expand channel distribution there. In
October 2011, we introduced the Neato
XV-12, a Target exclusive, that’s cur-
rently available at more than 1,750
Target retail locations across the U.S.

CEDN: What’s your vision for Neato
Robotics and the future of growing robot-
ics category?

WF: Neato Robotics was founded on

the idea that it’s possible to create
robots that are smart enough to perform
household chores as intelligently and
efficiently as a human. In the years
ahead, we’ll continue to revolutionize
home care through the invention of
intelligent, powerful robots that are
thoughtfully innovated to address daily
consumer chores.

Based on the advent of more advanced
robotic systems that have increased sen-
sory capabilities, the ability to better
understand environments and “think”
through best scenarios―we see an
opportunity to expand Neato offerings
more broadly into other useful service
functions. Looking to the future, we
anticipate products in the robotics cate-
gory to be more like home appliances by
design.

To learn more about Neato Robotics and
its products, visit www.neato
robotics.com or call 1-877-29-NEATO.

CP: Red Leaf has been in operation for
the past sixteen years. We create high
quality retail displays that engage shop-
pers at retail. Red Leaf is also in-tune
with all of the details and nuances of the
in-store display business, especially in
consumer electronics. Our ability to
deliver and implement is a real point of
differentiation that we take great pride in
doing correctly.

CEDN: Can you describe your view on
the importance of marketing within the
retail environment?

CP: We know that 92 percent of purchas-
es are made in store, and around 70 per-
cent of brand choice is made at the point
of purchase as well. Combining those
numbers we know that 64 percent of all
purchase decisions are affected by in-

store engagement. We see in-store activa-
tion as the culmination of the promotions
the brand is doing in other marketing
vehicles. For shoppers the first live
engagement with a product can perma-
nently affect its perceived value, thus
reinforcing the need to insure it is pre-
sented in the best manner the environ-
ment will allow. We are experts in maxi-
mizing this impact moment in all types of
retail channels whether it is mass, club,
grocery or specialized retail.

CEDN: Is there something unique in Red
Leaf Retail Concepts Inc.’s approach that
has enabled you to be so successful in the
consumer electronics industry?

CP: We are meticulous in not just the
strategic development of the concept, but
in the deployment and implementation of
the program. We take pride in accurately
capturing what the brand is trying to con-

Red Leaf Retail (Con’t. from p. 1) vey to shoppers in our displays. In some
cases we have made suggestions that have
been incorporated into much wider pro-
grams. For the Sony Bravia program, we
introduced Red as the base color for their
branding, a departure from what they had
done previously; Red made the colors on
the monitor appear more vibrant. Red was
also more appealing to female customers.
The Sony Bravia became the market leader
within months of its launch and it was felt
our contributions were key to this.

CEDN: Is Red Leaf Retail Concepts Inc.
introducing any new products this year
that complement your perception of
where in-store advertising is going?

CP: We think that interactive digital dis-
plays are only going to get more popular
at retail. Knowing this, we have devel-
oped proprietary software that controls
and responds to a variety of peripheral

pieces such as facial recognition cam-
eras, touch screen interfaces, and lift trig-
ger technologies. The software runs a
guided selling application on the screen
that offers shoppers multiple ways to
shop for products. What we are most
excited about is the displays ability to
gather shopper analytics from retail.
Through the use of a demographic identi-
fication camera, we can deliver shopper
insights like never before.

CEDN: Where can people see and inter-
act with your innovative in-store display
concepts?

CP: Check out our website
(www.redleafretail.com) or email us at
info@redleafretail.com for updates and
more comprehensive information or to
request a meeting at CES. We are also
unveiling our latest display concepts at a
convention in New York in January.

Deadbolt for the home at the 2012
Consumer Electronics Show. At the
SimpliciKey booth, 3608 in the North
Hall, staff will also be available to talk
about their new Smartphone technology
in development that allows consumers to
safely lock and unlock their home from
any Smartphone.

SimpliciKey provides three methods
of home entry via keyfob, keypad and
key. Up to eight different keyfobs can be
programmed to one SimpliciKey, with
each fob featuring 128-bit AES encryp-
tion and a range of up to 50 feet, allow-
ing home entry with the touch of a but-
ton. A blue LED light indicates the door
has been locked or unlocked. In 2012,

SimpliciKey will increase the range dis-
tance of the keyfob for even greater con-
venience to users.

The wireless, alphanumeric
SimpliciKey keypad allows users to pro-
gram up to 16 unique four to six digit
entry codes, which can be changed at
any time. Backlit, the keypad has one-
touch locking action and sliding cover
that produces a sleek look without sacri-
ficing safety. For those that still prefer to
use a traditional key, SimpliciKey also
provides two 6-pin metal keys and an
ANSI Grade II bump-resistant keyway.

“SimpliciKey is a great solution for
everyone―from shoppers with hands
full of groceries to working profession-
als who can’t make it home to let a serv-
ice provider into the house,” says Jason

SimpliciKey (Con’t. from p. 1) Pizzillo, President of SimpliciKey LLC.
“With our current device and upcoming
app, our goal is to continue to make life
just a little easier for homeowners by
providing convenient and safe devices
for the home.”

Safe, as well as stylish,
SimpliciKey’s brass deadbolts are man-
ufactured with carbon core centers and
full one-inch bolt extensions for maxi-
mum security. The reversible lock sys-
tem fits both right-and left-hand doors,
and easily replaces existing deadbolts
with a quick 30-minute installation.
Available in three finishes, Satin Nickel,
Polished Brass and Aged Bronze,
SimpliciKey is currently sold at Costco
Wholesale Stores, select The Home
Depot stores, and online at

www.HomeDepot.com. More informa-
tion on SimpliciKey can be found at
www.SimpliciKey.com.

About SimpliciKey LLC
SimpliciKey, LLC develops and manu-
factures products that make life just a
little easier. Never forgetting the cus-
tomer at every stage, SimpliciKey is
dedicated to hearing and understanding
the needs of consumers before the man-
ufacturing process. The results are
products that have the power to chal-
lenge and revolutionize the way in
which everyday tasks are accom-
plished. SimpliciKey manufactures the
SimpliciKey Remote Control
Electronic Deadbolt. Learn more at
http://simplicikey.com.

APPLE BRANDS DOMINATE YOUTH
MARKET: COMPUTER, TABLET AND
MOBILE PHONE

With young Americans expected to
spend $211 billion in 2012, knowing
which brands they favor will help cor-
porate America prepare for the upcom-

ing holiday season. A key strategic
planning tool at their disposal is the
2012 Harris Poll Youth EquiTrend®

study, by Harris Interactive. This annual

study benchmarks the brands that
America's youth prefer and those that
have the ability to dominate their indus-
tries' youth market share.

The 2012 Harris Poll Youth
EquiTrend study measures brand equity
as an outcome of familiarity, quality, and
purchase consideration among
Americans, ages eight to 24.

"Youth of today have spending power
and they also have loyalty to brands. Some

of this comes from their parents, but they
also make their own decisions," said
Regina A. Corso, Senior Vice President for
Youth and Education Research at Harris
Interactive. "Brands who tap into this loy-
alty when a consumer is a tween, and nur-
ture it through the teen years, will have an
extremely loyal customer by the time the
customer is a young adult. Companies need
to remember that consumers do not magi-
cally appear at age 18."
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ing-looking. What is it?

JS: The HoverCam Impress is a profes-
sional-quality book scanner with an auto-
matic page turner. For the first time, con-
sumers can digitize and archive their per-
sonal library of printed books.

CEDN: It’s small, too. Is it intended to be
portable?

JS: Yes. The V-shaped stand folds to fit

into a briefcase. Everything is in one
self-contained portable unit. It con-
nects to your laptop through a USB
port.

CEDN: What are some of its specifica-
tions?

JS: It has two five-megapixel cameras
with built-in lights. The fixed-focus
lenses with deep depth of field allow
for the natural curvature of an open
book. A vacuum-based automatic page
turner allows the user to capture both

Pathway Innovations (Con’t. from p. 1) pages of an open book simultaneously.
The files are then saved to your PC or
Mac, and from there can be used on
your iPad, Kindle or other eReader.

CEDN: Does it have any other features?

JS: Yes. It does OCR and works with
Text-To-Speech. Essentially, it could
scan a book and read it back to you.
That’s the Impress.

About Pathway Innovations
and Technologies, Inc.

Pathway innovations and
Technologies, Inc. based in San Diego,
California, is the designer and manu-
facturer of HoverCam document cam-
eras used by schools, hospitals and
businesses. The cameras are used for
live presentations, video conferencing,
scanning, video recording and student
assessment. For more information, call
858-750-3499, email contact@the-
hovercam.com, visit www.thehover-
cam.com, or stop by CES LVCC South
Hall 4, Upper Level, booth #36828 for
a live demonstration.

importer/exporter located in Toronto,
Ontario, Canada. When we saw the
opportunity of marketing the unique
Swedish product from People of Lava,
we didn’t hesitate and were successful in
negotiating exclusive distribution for
North America.

CEDN: Why did you choose People of
Lava product?

ML : People of Lava are, in our opinion,
the world’s leading manufacturer of
motorized mounts for flat screen TVs.
They also hand build premium LED dis-
plays in Sweden, including the first-ever
“Android” TV and manufacture a com-
plete line of manual mounts offshore.
Their products are innovative and unique
but practical in design and built with the
highest standards in materials and work-
manship. Besides, what North American

doesn’t appreciate the simple, contempo-
rary design of Scandinavian product?

CEDN: How do you plan to market the
product in North America?

ML : Each type of product will have a
different strategy. Selected manual and
motorized mounts will be marketed
through one major chain store. The rest
of the mounts will be distributed nation-
wide through the independent and cus-
tom dealer network. The TV lifts will be
marketed through A/V, marine and RV
custom installers. All LEDs will be mar-
keted through independent dealers and
custom installers, while the
“Scandinavia” and “Royal Sweden”
LEDs will also be offered to high end
hotels and businesses through commer-
cial custom installers.

CEDN: Why do you think DKMI can be
successful against the major TV manu-

DKM International (Con’t. from p. 1) facturers?

ML : Our intentions are not to compete
with the major manufacturers. They are
volume driven, while People of Lava
hand build the LEDs in Sweden, one at
a time. We have found that dealers and
custom installers are tired of shrinking
margins and not being able to cope
with fluctuating prices and competition
with the “Big Box” stores. DKMI and
the People of Lava want to preserve
both the quality and the profitability in
the product. As a result, the LED
series’ will be an elite, higher end prod-
uct than what is currently available in
North America.

CEDN: In summary, what can we expect
to see in your booth at the CES?

ML: We currently offer the Granite
(19”, 22”, 24” & 32”), Scandinavia
(42”, 47” & 55”) and Royal Sweden

(40”, 46” & 55”) LED series’, with the
introduction of the Flex series sched-
uled for later this year. Five models of
wFix Gold manual mounts are avail-
able, accommodating any 17”-63” flat
screen, along with two mMotion
Swing and two mMotion Twist
mounts, which are suitable for motor-
ized operation of any 26”-55” TV.
Also, later in 2012, the new mMotion
Flip motorized ceiling/wall mount
(26”-40” ceiling & 26”-50” wall) and
mMotion Top motorized ceiling mount
(any size up to 100 lbs.) will be avail-
able. Not to be left out are the
mMotion Lift, designed in three sizes
and in 12V and 110V versions. All
products are both UL and cUL
approved.

For more information, visit DKM
International Ltd. in booth #21430 in
South Hall 1 or call Mark Langley at
905-470-2786 or visit www.dkmi.net.

sufficient quality are required for recogni-
tion engines to succeed. These images are
difficult to capture, especially when the
subject is moving, as is often the case in
airports and high security facilities.

With FPV, the effectiveness of auto-
mated facial recognition systems can be
significantly improved. Security person-
nel would wear FPV and observe people
passing through security check points.
The security wearer acquires and selects
the best frontal viewing image of each

First Person Vision (Con’t. from p. 128) person of interest just by looking at him.
Acquired images are then registered; and
additional information, such as gender,
estimated age, or ethnicity, can also be
passed for future recognition.

First Person Vision, LLC is a
Pittsburgh, PA company spun-out of plat-

form technology developed by Takeo
Kanade and Martial Hebert at the NSF-
funded Quality of Life Technology Center
(http://www.qolt.org) at Carnegie Mellon
University. See FPV in action at the 2012
CES at booth 3011 or contact Kristen Sabol
(ksabol@cs.cmu.edu) for information.

selected design precisely where they want
it. Essentially, we’ve virtually eliminated
guess work in embroidery ... and our cus-
tomers love that.”

Brother has also responded to its
most creative users by adding a Color
Shuffling function in the PR1000 option-
al software package. This feature allows
the user to re-shuffle colors in a particu-
lar design and gives them the ability to be

Brother International (Con’t. from p. 121) their own colorist, says Shulman.
“Our industry is about creativity and

personalization,” Shulman notes. “And
no other company makes that as easy as
Brother.”

Visit Brother International

Corporation at www.brother.com, call
908-704-1000, email egc@brother.com
or stop by booth #N3412 at the
Consumer Electronics Show.

*Available for additional purchase.

KP: Collectively, we were frustrated with
the touch-screen market and the lack of
tools to be a real creator. So Adonit
formed and set out to liberate the creative
soul from technology. For far too long
the creative process has been forced to
conform to technology. It’s time to
change that and empower the “creative,”
- the individuals who have never been
satisfied by what is, but who reach for
what could be.

Creative people in our mind are more
than artists. They are biologists creating
cures for cancer, novelists winning
Pulitzer Prizes, bloggers helping to take
down governments, teachers molding the
future, musicians writing songs to move
billions. Creatives find new solutions for
problems to evolve our world forward.
Our goal, our mission, is to empower
people with the use of hardware and soft-
ware to create a more vibrant world.

KP: How do your products support your
mission?

KP: Writer is our keyboard and folio
designed to fit the lifestyle associated
with tablets as mobile creation devices.
With that in mind, we created three core
principles for its development. A tablet is
a tablet; don’t get in the way of that. You
use your tablet everywhere, and the key-
board needs to match its mobility. Lastly,
creative people love quality materials
that express individuality.

Jot is the most precise stylus on the mar-
ket for tablets. It is our first step in trying
to remove the need for paper in your life.
That requires a stylus to match the best of
ball point pens, art markers, or paint
brushes. This year Jot will be taking its
next step as it solves palm rejection, adds
pressure sensitivity, and a few other cool
features that we will keep up our sleeve.
JotStudio is our app designed to improve

Adonit (Con’t. from p. 1) stylus interactions on tablets. Apps for
Jot can’t stop with our app, so we are
working closely with a few app makers to
expand your possibilities of using a great
stylus.

Writer and Jot were produced in our first
year of existence. So it is impressive that
we won an IF Design Award for both
products in our first year. They are great
products to launch a company on, and we
are excited to see where they take us.

Q: What does marketing mean toAdonit?

A: Adonit is a small company looking to
change the world, and we’re looking to
do it with the help of our customers and
partners. We’ve engaged customers from
the beginning, launching our products on
Kickstarter has helped raise funding for
product development and assisted us in
defining the products that our customers
would use. We build products that we
know consumers will love, and we try to

engage them in authentic ways that go
beyond the traditional forms of advertise-
ment. We think the experience after you
buy our products is equally important to
our existence and that's why we try to
engage our consumers throughout the
lifeline of our products.

Marketing is also having your product
widely available to the consumer. We
rely heavily on the voices of industry
influencers, media, retailers, distributors
and early adopters to expand our reach.
We need people who believe in our mis-
sion and in finely tuned products that are
designed for the best experience possible.
These followers deserve products of
quality that can last a life time, and we
look to their help as we attempt to change
the world for creators.

Visit Adonit in booth # 26507. After the
show, visit www.adonit.net, email
kris@adonit.net, or find @krisperpich on
Twitter.








