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Dear Readers,

An interesting year is coming to its end. In 2007 
we have seen a great evolution in our magazine 
starting with the re-branding by SWR Media, 
the cooperation with Lusso Luxury magazine, the 
�lming for introduction of The Elevator on DealFlow 
(airs spring 2008 on CNBC World) and �nally we are 
pleased about the invitation to become one of the 
o�cial media partners of the international Wealth 
Management Forum in Geneva (December 2007). 

I’d like to share some statistics at this point: since 
our �rst issue in March 2006 we have reviewed over 
300 projects and retained 60 of them as features. 
More than 10’000 individuals have seen The 
€levator; we’ve had a great diversity of projects, 
much interest and several deals closed over the past 
12 months.  

I’m very pleased to announce that this issue is the 
�rst print issue; we are already sending out 6’000 
copies and are looking forward to pushing that 
number during the course of 2008. I invite all our 
readers to become active members of our investor’s 
forum on www.the-elevator.net.

On the industry side it seems that the general 
scepticism must give way to facts as 2007 seems to be 
another record year for private equity investments. 
Personally, I remain convinced that the sector will 
maintain a healthy growth in 2008. 

I’d like to thank all of our partners and 
representatives and contributors for the outstanding 
support and I’d like to give thanks to our readers 
for the constant (growing) interest in The €levator. 
We’ll do our best to bring you more and more 
interesting content in 2008 and wish you a very 
pleasant holiday season. 

Yours truly,

G. Patrick Gruhn
Editor

Reader’s Quotes:

“From my personal point 
of view, the magazine is an 
excellent source for new 
projects. The Elevator is one of 
the most interesting platforms 
in the private equity sector.”
- Antonio Frega, Head of 

Sales – Alternative Capital 
Management, Zurich

“I congratulate you on 
your ongoing success as 
an editor of the Elevator-
Magazine. I am convinced 
that the permanent growing 
number of outstanding deals 
and presentations in your 
magazine will �nd more and 
more readers with each new 
issue. The presentations are 
compact and short, therefore, 
good to read. Keep on going 
the same way. Thanks a lot for 
your e�ort.” 
- Prof. Dr. Rolf Hess, 

Owner - Selrick Industries 
Ltd., London and Zurich

"The Elevator is an e�ective 
tool for accessing a spectrum 
of private equity investors 
around the world"
- Dr. Rupert Holms, CEO – 

Medezrin Ltd. London and 
Moscow

“What struck me was that 
the magazine presented our 
company in a balanced way 
- exciting but not overdoing 
it.”
- Knut Auland, CEO – 

Advanced Multimedia 
Technologies AB, 
Stockholm



Alternative Capital Management AG 
Contact: Mr. Antonio Frega 

Dreikönig-Str. 45   
CH-8002 Zürich 

Tel   + 41 44 787 33 33 
Fax  + 41 44 787 33 30 
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Investing in tomorrow‘s technologies - Today. 

 

In 2006, our company has worked closely with investors to achieve exponential 
growth through private placements in the RFID technology sector. Over the past 
12 months we have shown our seed and early stage investors a growth in portfolio 
value beyond 100%. In 2007 we estimate growth modestly at 40% as the RFID 
sector is growing. It will inevitably become a billion dollar industry. 
 
Feel free to contact us if you wish to know more about this sector and the 
opportunities it holds for your portfolio.   

contributing to change 
one project at a time 

 
RFID Technology Investment 

RFID Technology Investments
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Reader’s Quotes:

“The Elevator has a great 
“easy-on-the-eyes” layout, 
also, it’s good that there is 
no bias in terms of industry, 
or stage of life-cycle of 
investment, or geographic 
area, and getting additional 
information is always speedily 
attended to.”
- Amaresh Chetty, Private 

Equity, South Africa

“I have been following The 
Elevator since the second 
edition and it has surpassed 
itself with each new edition 
over and over again. I am 
extremely excited to have 
found this new tool to 
access potentially pro�table 
investments. Someone once 
told me: “If opportunity 
doesn’t knock. Build a door”. 
Well, The Elevator magazine is 
a door builder!
- Patrick Larsonneur, 

Private Investor, Belgium 

“The Elevator brings 
together entrepreneurs and 
investors in a glossy and 
highly entertaining platform. 
It informs and it inspires. It 
should be required reading 
for anyone who wants to make 
their mark in the world of 
business.”
- Kevin Fox, Managing 

Director, DealFlow World 
Inc, Toronto 

“A magazine that goes straight 
to the point.” 
- Peter Kristensen, CEO, JP 

Fund Services, Geneva

RFID Technology Investments
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THE VILLAGE 
ST JAMES, BARBADOS

THE VILLAGE IS A LUXURY FIVE-STAR, 
DEVELOPMENT OF INDIVIDUALLY 
DESIGNED APARTMENTS AND 
TOWNHOUSES ON THE EXCLUSIVE 
PLATINUM WEST COAST OF BARBADOS, 
NORTH OF BRIDGETOWN.  

It is on the same stretch of coastline as the 
famous Sandy Lane Hotel, stylish restaurants 
and the most sought after private houses in 
the West Indies. Set into a west-facing hillside 
in a secluded natural haven, its distinctive 
location gives it unique advantages that will 
appeal to everyone with a taste for the good 
life. The upper apartments are some of the 
highest in Barbados and all apartments have 
stunning sea views. The Village’s elevated 
position means that it enjoys cooling breezes 
throughout the year. The location is secluded 
with no through tra�c but is only a stone’s 
throw away from Highway 1, and only 300 
metres from white sandy beaches and only a 
short walk to the local shops.
The award winning Caribbean architect, 

Aubrey Dawkins has created a range of 
di�erent living spaces giving each apartment 

a unique appearance, features and �nishes 
are of the highest standard.
The privacy of the individual is paramount 

with apartments clustered sympathetically 
on several levels around an elevated sundeck 
area ensuring all dwellings have spectacular 
views of the coastal scenery. The development 
itself boasts 24 hour security, a state of the 
art media/screening room, in�nity pool on 
the 3rd �oor with sun deck, �tness centre, 
reception, concierge and welcome service. 
Many apartments have private entrances 
some with dedicated garaging but all with 
shaded parking.
The Village at Prospect is available for the 

discerning investor to purchase. There is 
not only the opportunity for short term 
capital growth but also for ongoing income 
through rentals via establishing an on 
site Management Company. Full project 
management of the development is available 
leaving a 100% hands o� investment if 
required. Alternatively, a simple land 
purchase may be available.

Investment Details: One parcel of land 
divided into two phases; the �rst phase, 

Dossier N°: 07/059-PG
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for which there is planning consent for 27 
units and then the second phase for which 
planning consent for another 23/25 units is 
a formality. The opportunity is a freehold 
purchase; the cost of land and build are 
forecasted to amount to US$31M. Resale 
value of the total 51 apartments is projected 
at US$61M. Hence, the projected pro�ts are 
estimated at US$30M (97% ROI). Further 
upside potential is drawn from rental income 
from possible ApartHotel operations.  

The Village Barbados will become an 
excellent property in one of the most beautiful 
locations of this planet. The constant demand 
for luxury retreats gives this opportunity an 
interesting potential. 

The opportunity is a freehold purchase; the cost of land 
and build are forecasted to amount to US$31M. Resale 
value of the total 51 apartments is projected at US$61M. 

Sector:  Real Estate

Current Capital:  N / A

Current Status:  Planning Phase

Investment Volume:  $31 Million

Est. Return on Investment:  97%

Est. Investment Duration:  3+ years

Minimum Investment:  Upon Request

Facts & Figures

Risk Scale
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VENTURELAB 
LONDON, ENGLAND

VENTURELAB LTD. IS THE WORLD’S 
FIRST AND ONLY DYNAMIC, VIRTUAL 
THINK-TANK. VL CAPITALIZES ON THE 
ONLINE COMMUNITY TREND, THUS 
TAKING THE BUSINESS MODEL TO THE 
NEXT LEVEL. 

VL will bundle the talent of business 
development into the one international 
platform for entrepreneurs to turn to for 
professional consultants and potential 
business partners. VL strives to become the 
N° 1 business match-maker. VL is a platform 
for the world’s �nest entrepreneurial talent. 
It is aimed to build a bridge between real 
business needs and immediate solutions.
VL will be a membership-based community 

for business professionals of all areas. VL will 
unite a unique skill set and expertise, also 
with prominent members of the international 

business community to share their knowledge 
with young entrepreneurs. VL also plans to 
attract media awareness through famous, 
elite members.  
VL will be a match-making platform, much 

like the very successful dating sites that 
operate all over the world. VL will be the 
pioneer website to match ideas with skills. 
Instead of talking about hair and eye colour, 
members will describe their competence and 
be matched accordingly. A concept bound to 
be successful. 
Exposure is estimated at 10-15 million 

individuals within the �rst six months of the 
launch of the website.
The business model consist in the provision 

of value content: sharing business ideas and 
projects, made available by members for 
members. Further, the platform will provide 
real solutions: Matching projects and skilled 
professionals

The business model consist in the provision of value 
content: sharing business ideas and projects, made 
available by members for members.

Dossier N°: 07/060-PG
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Revenue Streams: VL will generate revenue 
from its members and partners in the three 
following ways: Matching Fees: The core idea 
of the platform is to match ideas with skills. 
Every time such a match occurs, VL will be 
rewarded by the matched parties through 
a minor fee. This fee will be designed / 
calculated to be a�ordable and not shall 
not represent a barrier of progress. VL shall 
capitalize on (exponential) quantity over 
time. 

Membership: During the launch period (Q1 
2008) VL will be free for subscription until 
a critical mass of 1000 members is reached. 
During this period, existing members must 
sponsor new members. Given the value as a 
business tool, VL will then require an annual 
membership fee from the average client (not 
from key or senior members). As for the 
matching fees, VL shall bene�t from its size 
so that even if members are inactive for a 
period of time, they still regard the platform 
as a valuable membership to maintain and to 
fall back on. 

Documents & Publications: VL will develop 
a set of legal documents which are required 
as a framework between the members who 
wish to work together. These documents may 
include the following types: Non-disclosure, 
partnerships, consultancy, equity acquisition 
(and more). These documents will be 
automated by the system and made available 
to members at a reasonable �xed fee.
The accumulation of several small 

fees throughout the development of a 
business relationship between members is 
psychologically much more attractive than 
one big fee. The added value is remarkable 
as the platform will render the business 
development process much more e�cient 
by creating a pool of talent and by reducing 
costs such as legal expenses to a minimum for 
the members. 

Member Pro�ling: Members will be pro�led 
according to the information they provide 
about themselves. They will then receive an 
automated skill / expertise ranking from the 
system which shall be based on a formula 
which attaches di�erent values to: positions 
held; unique business experience(s) and 
underlying education. There may be other 
(special) values for certain niche skills, 
academic quali�cations or other unique 
criteria.   

Timeline: VentureLab Ltd will be 
incorporated in Q1 2008 and simultaneously 
Venture-Lab.net will be designed and 
prepared during Q1 2008. Upon its launch 
in Q2 2008, VL will be made available to 
a selection of key individuals, prominent 
business professionals but also to 
universities around the world, allowing 
the students with the highest performance 
to join VL as entrepreneurial or skilled 
members.  

Sector:  Online Services

Current Capital:  N/A

Current Status:  Seed Phase

Investment Volume:  EUR 50’000

Est. Return on Investment :  10% Equity

Est. Investment Duration:  Exit 2010

Minimum Investment:  EUR 25’000

Facts & Figures

Risk Scale
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AVANTOURE 
LONDON, ENGLAND

IF “LIFE IS A GAME,” THEN AVANTOURE 
(WWW.AVANTOURE.COM), A LONDON-
BASED EXCLUSIVELY DIGITAL 
INTERACTIVE MAGAZINE, IS THE BOARD 
TO PLAY ON. 

Launched in March 2006, this 
groundbreaking format publication utilizes 
the capabilities of Zinio Reader software 
(www.zinio.com) and the �exibility of the 
Internet to create a new magazine reading 
experience. By embedding rich media 
elements into stories written by a unique 
cast of characters from around the globe, 
Avantoure is sure to excite and inspire. 
Avantoure is distributed online and targets 

international male audience aged 25-40. 
Delivery of the publication is simple as 

subscribers follow online instructions and 
after a few clicks download the magazine 
together with Zinio Reader software onto 
their computers. The magazine stays in the 
system until the user chooses to erase it. 

Plus, using Zinio’s search feature, subscribers 
can perform a contextual search through the 
whole library in a matter of seconds. The 
need to �ip through endless pages of text to 
�nd a speci�c article is totally eliminated. 
The magazine’s unusual concept came 

from the desire to produce a publication 
that would make people want to strive for 
something unusual, to experiment, and to 
encourage them to play with their lives a bit. 
The title of the magazine is a combination of 

the French word “avant,” meaning forward, 
and the English “tour.” The result, a title 
that, loosely translated, means, “let’s set 
on a journey,” is one that readers instantly 
understand has to do with adventure.
What sets Avantoure apart from traditional 

magazines, however, is its creative use of the 
Internet as a medium of expression. While 
other magazines are completely online or 
feature online additions, few, if any, utilize 
the Internet’s capabilities so completely.
Rich media elements such as Flash animation, 

video, audio, and hyperlinks embedded 
within the magazine create a completely new 
reading sensation. Instead of simply seeing a 
story, viewers can interact with it like never 
before. In terms of on-page interactivity and 
creative uses of multimedia, Avantoure is 
ahead of the �eld. 
The stories, however, aren’t the only 

�exible aspect of the magazine. Companies 
looking to advertise with Avantoure have a 
unique opportunity as well because they 
can produce interactive ads. The publication 
features beautiful spreads that link directly 
to a company or product’s webpage. With 
one click of a button, consumers will be 
looking at a homepage. Compare this ease of 
use with that of a print publication, where 
potential customers are likely to forget about 
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a service by the time they �nish reading and 
the advantages lie clearly with Avantoure.
This creative focus on new technology is 

entirely intentional. The goal of Avantoure 
is to become a leader in producing an 
entertaining publication utilizing di�erent 
media and to break the existing stereotypes 
of what magazine reading experience should 
be and show what it can be. 
The digital format was chosen for a variety of 

reasons. For one, a start-up capital to produce 
a digital publication is much lower than for a 
print one. Aside from cost, digital technology 
is easy to distribute, environmentally friendly, 
and totally portable. 
The magazine doesn’t have a physical 

headquarter and uses the Internet phone 
service Skype as an “o�ce.” All the issues 
have been created in a virtual reality, with 
contributors and team members never 
having a physical meeting. With editors 
based in three di�erent countries (England, 
USA, Russia) and contributors �ling from all 
over the world, this virtual space is the most 
e�cient manner of communication. 
Investment is needed to fund further 

development of the publication, including 
costs associated with production, technology 
development, PR and marketing activities. 
This is a bold and innovative project that 
makes a statement. 

Sector:  Digital Media 

Current Capital:  75,000 GBP

Current Status:  Early stage

Investment Volume:  170,000 GBP

Est. Return on Investment:  15% Equity

Est. Investment Duration:  1+ years

Minimum Investment:  90,000 GBP

Facts & Figures

Risk Scale
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BIOZHENA 
UNITED STATES OF AMERICA

BIOZHENA IS A MEDICAL DEVICE AND 
INFORMATICS COMPANY FOCUSING 
ON FEMALE REPRODUCTIVE HEALTH 
INCLUDING CONCEPTION, BIRTH 
CONTROL, OVULATION, CANCER 
SCREENINGS AND OTHER CONDITIONS 
OF THE FEMALE REPRODUCTIVE 
SYSTEM.

Well past the research stage: Their �rst 
consumer product manufacturing for 
launch is projected for month seven, and a 
predicate prototype has previously received 
the FDA 510(k) certi�cation with proof of 
concept clinical studies, an extensive patent 
protection. The �rst part of �nancing will 
fund repackaging of the clinical prototype of 
the Ovulona™ biosensor into a marketable 
product.

Products / Services: bioZhena’s proprietary 
technology represents a totally new diagnostic 
modality for reproductive medicine. It uses 
a sensor that records, interprets (with an 
instant display), and stores data that chart 
reproductive cycles in terms of a previously 
unexplored but well understood biological 
process. Their core product tells the user in 
plain language whether today is one of the 
three days when a pregnancy can occur, 
and it saves and makes the underlying 
folliculogenesis data available for an optional 
examination by physicians.

Technologies / IP: The core technology, the 
Ovulona personal fertility monitor for home 

use, is a smart sensor, i.e., a combination of 
a tissue biosensor and proprietary software 
based on a unique insight into the mechanism 
underlying menstrual cycling. The derivative 
technology of the Ovulograph™ is a data 
management system for optional use by 
medical professionals (downloaded data).

Range of Products / Services Pricing: 
Ovulona, initially skim the infertility market 

($100 - $200 +), much lower for birth control 
to gain mass market share (even at less than 
$50 retail, the inherent pro�t margin is high). 
In large quantities unit costs will be low 
(<$10).

Distribution / Sales Model: 
Strategic partnerships with large players in 

the market such as McKesson (initial talks 
have been held). bioZhena believes that their 
products will experience signi�cant revenue 
growth and attention in the marketplace. 
Then, the company will be ready to negotiate 
licenses and/or M&A. The sales strategy is 
multi-pronged, aimed at over the counter, 
gynecologists and other physicians, and 
the end-users themselves. This is a pyramid 
with fertility specialists and obstetricians - 
gynecologists heavily involved in fertility work 
at the top, other healthcare providers at the 
next level, and the patients - greatest in number 
- at the base. BioZhena will target all the levels 
simultaneously, with emphasis on the base of 
the pyramid. The plan is for a multifaceted 
communication, education, advertising, and 
business development process, in conjunction 
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with strategic partners (McKesson, J&J, etc). 
The ramp-up time for successive products will 
be signi�cantly lower, because of brand and 
product identity saturation.

Target Markets: Virtually all women 
worldwide are susceptible to buy the 
Ovulona; with approximately 150 million 
women in the U.S. alone - from adolescence 
through menopause - seek solutions for 
one or more of the following health issues 
that bioZhena’s sensor addresses: Self-help 
conception aid; Clinical infertility; Birth 
control, especially those using Natural Family 
Planning (NFP) and Fertility Awareness 
Method of birth control (FAM); Hormone 
replacement therapy (HRT) management; 
Premenstrual syndrome (PMS/PMDD) 
management; Disease pathology detection, 
i.e., cervical cancer screening, and also aid in 
fetal gender pre-selection and enhancement 
of the accuracy of expected delivery due 
dates (EDD).

Strategy / Barriers to Entry: Signi�cant 
patent portfolio and advantageous FDA status 
on 10 patents: 3 issued, 4 pending, and 3 in 
ready to �le status. Additional patents in the 
pipeline.
A prototype of bioZhena’s product has 

already received a 510(k) from the FDA. 
The �rst product FDA 510(k) accelerated 
by previous prototype’s certi�cation. The 
company believes that they have at least 
5 - 10 years lead time over nearest possible 
future competition.

Competition: Currently available products 
o�er only partial solutions and under-serve 
the market – only the infertility market. 
bioZhena has no competition for their product 
in the market segment of fertility awareness 
for birth control (NFP and/or FAM). Existing 
conception-aid products generally have low 

levels of accuracy, reliability and information 
content. Cervical cancer screening is a 
complex, very unpleasant and expensive 
clinical procedure, with no home-use tools 
available. There are no other products with 
the attributes of the Ovulona and of the 
Ovulograph.

Business Model: bioZhena’s strategy is to 
leverage strategic partnerships with large 
players in the market. They believe that their 
products will experience signi�cant revenue 
growth and attention in the marketplace. A 
pipeline of potential products is planned, 
along with new patent applications in 
progress. This will attract acquisition o�ers 
from companies seeking certain product 
lines or the company itself. Example: 
Inverness Medical, which bought for $150M 
a company with inferior technology, which 
FDA could not approve for birth control, for 
fundamental reasons.

Sector:  Biotech / Medical Devices

Current Capital:  None

Current Status:  Operating Company

Investment Volume:  
Up to $ 15 Million (current Offering for $3M 
plus 1-year $3M Warrant)

Est. Return on Investment:  100%+

Est. Duration: Approx.  3 Years

Minimum Investment:  
$250,000 or a portion thereof at Company’s 
discretion

Facts & Figures

Risk Scale
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YACHT CLUB 
MEDITERRANEAN 

ONE OF THE MOST PRESTIGIOUS 
EUROPEAN YACHT CLUBS IS CURRENTLY 
PLANNING TO ESTABLISH A NEW CLUB 
HOUSE. 

The location chosen for the club house has 
been built in the 16th century, o�ering a 
unique site in one of the most sought after 
harbours. The house is o�ering the total 
surface of 500 sq meters facing the harbour 
on one side and the garden of 250 sq meters 
on the other side. 
The o�ces of the club house will be located 

on the ground �oor combined with the 
members’ area prolonged by the discreet 
garden in the shade of palm trees. On the �rst 
�oor, two deluxe suits will be created to host 
the Yacht Club special guests.
The club house will be decorated half way 

between modernity and the old British Yacht 
Club style which symbolises the character 
of the Yacht Club which is known, due to 

its long history, for mixing the tradition 
with innovation. At this point, sensitivity 
commands that the location or name of the 
club is not disclosed but it will be made 
available at the right time when an investor 
presents substantiated interest in the 
transaction. 
The objective of the Yacht Club is to 

achieve the total number of 500 members. 
The revenue stream is in part generated by 
entry fees amounting to 5`000 Euros and by 
the annual membership fee of 2`000 Euros. 
In addition, special seasonal member cards 
will be issued for seasonal clients, mostly 
owners of exclusive motor yachts arriving 
to the area, which will allow them to bene�t 
for Club House infrastructure, which will be 
reserved for members only. The Yacht Club 
boutique will be open with branded and 
exclusive collection(s) – the club is in the 
process of negotiations with various deluxe 
clothing brands, which will develop special 
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Yacht Club collection(s). The creation of the 
Club House will also allow the Yacht Club to 
establish cooperation with various deluxe 
brands they are already in touch with. The 
Club House will be open all year long and 
will not only host important yachting events, 
but will also be rented for private events.
The required investment of EUR 7.5 

million includes the following: Purchase of 
the ground and �rst �oor of the building 
in which the Club House will be located. 
Further, the investment provides coverage 
of the renovation, administrative fee and 
infrastructure costs as well as covering �rst 6 
months of the Club House operations. A full 
Business Plan is available.

Sector: Real Estate / Yachting

Current Capital: N/A

Current Status: Operating Business

Investment: EUR 7’500’000

Min. Investment: EUR 2’500’000

Est. Return : N/A 

Exit : 7-10 Years

Facts & Figures

Risk Scale

The creation of the Club House will also allow the Yacht 
Club to establish cooperation with various deluxe brands 
they are already in touch with.
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DEALFLOW 
TORONTO, CANADA 

DEALFLOW IS A TELEVISION SERIES 
THAT CAPTURES THE DRAMA AND 
SPORT OF GLOBAL BUSINESS AS SEEN 
THROUGH THE EYES OF DEALMAKERS. 

Targeting high net worth audiences and 
building upon the premium brand recognition 
associated with wealth around the world; 
DealFlow o�ers a �rsthand account of how 
real deals get done – behind the scenes and 
out of the boardroom.
DealFlow follows the principals of a small 

boutique investment bank as they crisscross 
the globe in search of the next great deal. 
These inveterate dealmakers scour the world 
for ideas, inspiration and innovation as 
they set forth on “fact-�nding” missions to 
determine what regions are hot and which 
sectors are rising.
DealFlow World Inc. (DWI) is currently 

seeking US$620,000 in a US$875,000 Private 
Placement O�ering of Convertible Preferred 
shares at US$20.00 per share. This raise is for 
a multi-media business entity that features the 
television series DealFlow (www.deal�owtv.
com). DWI has signed commitments for 
airplay of DealFlow by CNBC World for 65 
high de�nition episodes, as well as WealthTV; 
and a distribution agreement signed with the 
industry’s top agent CABLEready.

 DealFlow has a agreements for 65 – 30 
minute episodes for a sophisticated business 
reality-documentary series shot around the 
world. The series trailer is completed and may 
be found on the Episode section on www.
deal�owtv.com. DWI owns the commercial 
and sponsorship rights for this series.

DealFlow has a distribution agreement for 65 
– 30 minute episodes, shot in high de�nition 
with CNBC World. CNBC is the recognized 
global leader in business news, providing 
real-time �nancial market coverage and 

business information to more than 200 million 
homes worldwide, including more than 88 
million households in the United States and 

Canada. CNBC’s mission is to report on events 
that a�ect our global economy. [Primary 

demographic: Males Aged 35-49]

CNBC Television Audience Profile*

Average Net Worth $2.6 million

Median HH Net Worth $1.52 million

Median HH Income $150K

Average Investments $845K

Top Management Positions 61%

Dossier N°: 07/064-PG
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DealFlow has a distribution agreement for 
65 – 30 minute episodes with WealthTV. 

WealthTV is seen across the US in 11 
million households by television viewers 

of over 50 distribution partners, including 
Charter Communications, Verizon, Grande 

Communications, US Cable, Armstrong, 
Patriot, and many more.

CABLEready – A distribution agreement 
is in place with DealFlow World Inc. 

and CABLEready (CRC) the “television 
industry’s premier independent program 
representation �rm”, to market the series 

to global satellite, cable and terrestrial 
networks. CABLEready’s client list today 

includes virtually every US cable network. 
In fact, more cable networks have licensed 
programs from CABLEready than from any 

other program distributor.

Sector Entertainment

Current Capital US$265,000

Current Status Start-up

Investment Volume US$610,000

Est. ROI                 236%

Est. Duration 3 years

Minimum Investment US$20,000

Facts & Figures

Risk Scale

DealFlow follows the 
principals of a small 

boutique investment bank
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ADSOLUTIA 
NEW YORK, UNITED STATES OF AMERICA

WELCOME TO THE FUTURE OF ONLINE 
ADVERTISING.USING ARTIFICIAL 
INTELLIGENCE TO POWER AN 
ADVERTISING EXCHANGE THEREBY 
ELIMINATING ARBITRAGE, MAKING 
CLICK FRAUD IRRELEVANT AND MAKING 
BOTH BUYERS AND SELLERS OF ONLINE 
ADVERTISING MORE MONEY.  

The team is headed by Richard Hecker, 
serial entrepreneur and includes the former 
Chief Marketing O�cer of DoubleClick & 
The Co-founder of Unicast who invented the 
interstitial ad format as CTO.  The company 
has the worlds’ most advanced arti�cial 
intelligence. 
The AI currently exists and AdSolutia has 

been generating revenue using two short 
term business models – email advertising and 
a�liate marketing. To date, the company has 
generated $500,000 in revenue while testing 
out its models. AdSolutia plans on expanding 
its email and a�liate marketing divisions so 
that by the time the full ad exchange platform 
launches, company revenue will be up to 
$2MM per month and pro�table and then 
move all of the tra�c over to the exchange.   
Key Problem Solved for Customers:  How to 

create true e�ciency in online advertising? 
AdSolutia will solve it by using the worlds’ 
smartest arti�cial intelligence to create “true 
value” based Pay Per Click Solutions and 
eliminate click-fraud.  

Business Description:  AdSolutia is an online 
advertising company. The goal is to create 
the worlds’ smartest ad marketplace using 
AI. The CTO invented the interstitial ad 
format a decade ago and is one the worlds’ 
top AI experts. The goal is to start with the 
low hanging fruit and build up an a�liate 
network and email marketing company (expt 
2007 revenue of 500k) and once our full AI 
is �nished, direct the tra�c to our platform. 
This way, the company will be cash �owing 
from day 1 and have an existing base once the 
technology is ready. The AI currently exists 
but needs to be integrated into an advertising 
tracking technology, which should take six 
months.  Adsolutia is also working on True 
Contexual advertising instead of relying 
on keyword relevance using technology 
developed for Project Carnivore using the AI 
as its base. 

Strategy: The strategy is to build up the 
a�liate network to drive our revenue to 
$1-2MM/month then launch the technology 
and start rolling out new technologies every 
3 months. The company will be marketed 

Dossier N°: 07/065-PG

The company has the 
worlds’ most advanced 

artificial intelligence
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Sector:  Online Marketing

Current Status:  Start-Up

Current Capital:  N / A

Investment Volume:  $ 10 Million

Est. Return:  N / A

Min. Investment:  $ 1 Million

Invest Duration:  4 Years

Facts & Figures

Risk Scale

through partnerships with trade groups 
such as the CMO Club (Pete is founder) 
and 212NYC (Richard is on event board). 
AdSolutia also owns the industry’s largest 
private contact database of 180,000 
marketers. 

Barriers to Entry/Competition: The AI is 
the most advanced in the world and at least 
2 years ahead of competition including 
Google. AdSolutia is not worried about 
competition for the time being. 

Due to strategic reasons, AdSolutia cannot 
publicly disclose their complete �nancial 
framework.  
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MIGHTYFILE  
CALIFORNIA, UNITED STATES OF AMERICA

BEYOND BROWSING INC. HAS 
DEVELOPED A POWERFUL BUT 
EASY-TO-USE TURNKEY DOCUMENT 
MANAGEMENT SOLUTION FOR THE 
SMALL BUSINESS / DEPARTMENTAL 
MARKET. 

The system, called MightyFile™ (www.
mighty�le.com) includes all the hardware 
and software needed in a pre-con�gured 
package. It can be installed without 
specialized professional services and requires 
minimal user-training. With MightyFile a 
user can place a document on the scanner 
and within seconds it is searchable using 
ultra-fast Google-style full-text searches. It is 
priced to capture the currently under-served 
small business market.
Founded in 2001, Beyond Browsing Inc. 

develops software for large enterprises and 
startups. Founder Tim Stapleton has been 
delivering quality technology solutions in 
this market-space for 20 years. MightyFile 
brings the same quality and attention to 
detail to the small business market.

Document Management for Small 
Businesses
Almost all small businesses are storing paper 

documents. A move to digital document 
storage can yield big cost savings and 
e�ciency gains. Despite these bene�ts it 

is estimated that less than 5% of US small 
business have implemented document 
management systems. 
According to the census bureau there are 

over 4.4 million �rms with less than 100 
employees in the US. This does not include 
the over 19 million one-person �rms. 
The European Union has over 1.2 million 

�rms with 10 to 50 employees and almost 18 
million with 1 to 10 employees.

Why is digital document storage  
adoption so low? 
The small business segment has been poorly 

served by current document management 
solutions.

Most document management systems only 
include software. It is then up to the customer 
to procure suitable hardware and integrate 
the system. Most businesses will need to hire 
professional services to do this. Many small 
businesses try to do this work themselves 
and end up with an ine�ective system that 
becomes abandoned.

Dossier N°: 07/066-PG

Within seconds it is 
searchable using ultra-
fast Google-style text 

searches
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Industry:  Document Management

Company Status: Operational

Current Capital:  $290,000

Investment $1,000,000

Min. Investment    $250,000

ROI: % Equity

Exit: Buy-back /Trade-Sale (30 Months)

Facts & Figures

Risk Scale

Customers report 
high satisfaction 
with the systems.

Many document management systems were 
originally designed for larger organizations. 
Document management systems typically 
handle two requirements; �le store & retrieval 
and work�ow. Large organizations have 
signi�cant need for work�ow automation so 
these systems are designed to solve work�ow 
problems. This results in complex systems 
that require extensive training. Small 
businesses have small work�ow needs. They 
mostly need �le store & retrieval. They need 
systems that don’t require signi�cant sta� 
training.

Small businesses are very cost-sensitive. 
Total system costs need to be low enough 
to allow for a realistic ROI. While large 
organizations can realize big savings in 
work�ow automation, smaller businesses 
need to be able to make their savings in �ling 
cost gains and e�ciency improvements.

Even with strong technical skills it is not 
easy to implement a coherent paperless 
solution on a budget. 

Competitive Landscape
MightyFile was developed speci�cally 

to meet the needs of small business. It is a 
complete turnkey system that combines 
power with simplicity. It is priced to give an 
ROI of months rather than years. There are 
currently no turnkey systems on the market 
that �ll this space.

Market Strategy
The intent is to sell MightyFile systems 

through a dealer network recruited from 
existing copier and business machine 
resellers. These organizations already have 
established customer-relationships in the 
small business space. Resellers prefer to 
sell hardware systems over software-only 
solutions because they are more attractive to 
lease companies.

Venture Status
The �rst production units have been shipped 

to customers in October 2007. Customers 
report high satisfaction with the systems. 
Direct selling has begun in three US cities and 
US reseller recruitment has begun. System 
trials have begun with a UK distributor.
Beyond Browsing is seeking $1,000,000 in 

capital funding to develop its reseller channel 
in the US and Europe, develop and establish 
their brand and add product enhancements.
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CASTELLAN 
NEW YORK, UNITED STATES OF AMERICA

CASTELLAN REAL ESTATE PARTNERS 
(CREP) HAS AGREED TO ACQUIRE A 
PORTFOLIO OF 2 BUILDINGS LOCATED 
IN PRIME AREAS OF MANHATTAN FOR 
$22.8 MILLION. 

The portfolio consists of 50 apartments and 
5 retail stores.  A Delaware Limited Liability 
Corporation has been formed to acquire the 
portfolio.  CREP are seeking to raise $10.76M 
million of equity for this acquisition.  This 
portfolio represents an appealing opportunity 
for several reasons:

rate of return of 15%, providing attractive 
returns for lower risk prime Manhattan 
rental property.

strong with the vacancy rate at less than 
1%, which will result in strong rental 
growth going forward.  

in prime areas of Manhattan with a strong 
retail component.  

both the retail and residential units due 
to passive management by previous 
ownership. A top professional property 
management company will be brought 
in to unlock the underlying value that 
exists.

will expire in the next 3 years which will 
provide for a signi�cant repositioning 
opportunity. 

approximately 25% below market rents.

below market rents. 

tax advantages due to depreciation.

Manhattan, new construction is not 
expected to have a signi�cant impact on 
the submarket.  

Dossier N°: 07/067-PG
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Investor Returns
The project is projected to yield a 10-year 

pre-tax internal rate of return of 15% and a 
3.6 equity multiple for the limited partners.  
CREP believe that these returns are very 
attractive considering the lower risk of 
prime Manhattan rental properties. The 
limited partners will receive an annual 8% 
preferred return on their investment. After 
the preferred return has been paid and their 
initial investment has been repaid in full, 
all additional cash �ow will be split 65/35 
in favor of the limited partner.  This capital 
structure incentivizes the general partner to 
maximize pro�ts

Residential Portfolio
The residential portfolio consists of 50 

apartments located in highly desirable 
neighborhoods of Manhattan.  The current 
rents are signi�cantly below market, rents can 
be marked to market when a tenant vacates 
the apartment and capital improvements are 
made to the unit.

Retail Portfolio
The retail portfolio consists of 6,200 square 

feet of retail space.  80% of the retail leases 
will expire in the next 3 years.  This will result 
in a signi�cant repositioning opportunity as 
the current rents are 25% below the market 
rent as shown in the analysis below.  Rents 
can be marked to market upon expiration of 
the current lease.

The portfolio consists 
of 50 apartments and 
5 retail stores.  

Sector:  Real Estate

Current Status:  Operating Company

Current Capital:  N/A

Investment Volume:  $10.76 million

Est Return: 15%+ and 3.6+ equity multiple.  

Minimum Investment:  $100,000 

Est Investment Duration:  5 years+

Facts & Figures

Risk Scale
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RFID INVEST  
ELEVATOR I
Over the course of the last two years we 

have discussed the RFID (Radio Frequency 
Identi�cation) sector at several occasions 
and each time, RFID Invest was in the 
spotlight. This company is attracting 
attention from investors as it is gathering 
substantial, strategic participations 
in Europe’s leading RFID enterprises. 
Since the private capitalisation of RFID 
Invest began in Fall 2005, the share price 
has since nearly tripled based on NAV 
evaluations. The strategy of RFID Invest 
is to continuously increase its holdings 
in this rising-star industry and is at the 
fore-front of innovation technology. We 

believe that there is much upside potential 
for this new sector as new applications for 
the RFID technology are springing up at 
a high rate. Current core applications are 
logistics, tracking, libraries, security and 
transportation. We’ve had great feedback 
from our readers about this company & 
technology and that is why we decided 
to bring it again to the attention of all our 
new readers.       

RE:CAP
In this issue we wanted to 
give you a brief summary 

and retrospective of the 
deals that caught the most 

attention of our team. 
On the following pages 

you’ll find a small review 
of several deals as well as 

the latest developments as 
the projects are thriving to-
wards success. As some of 
these opportunities remain 
available for investment to 
some extent, you can write 

to us if you wish to know 
more: invest@hept.ch 

Since the private capitalisation of RFID Invest 
began in Fall 2005, the share price has since 
nearly tripled based on NAV evaluations. 
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ALAIN SAUSER 
ELEVATOR VI

Alain Sauser was born 43 years ago in La 
Chaux-de-Fonds, the heart of the swiss 
watchmaking industry. In 1997, he started 
to work as an independent designer and 
product manager for internationally renown 
prestigious jewellery brands for whom he 
created and manufactured high quality 
timepieces. In 2005, with some 15 years of 
experience, he founded his own brand and 
launched his �rst own jewellery watches 
range named Elements. For running these 
activities, a Swiss limited company has been 
founded in Montreux, Switzerland.
 Despite the absence of real launching and 

promotional actions into the markets, his 
watches are already distributed through 

agents in Russia and in the Middle East. 
They are also available in Western 
Europe through some specialized 
retailers. Alain Sauser creates 
exclusive high quality 
watches which have a very 
strong identity through their 
design. They are entirely 
produced in Switzerland in 
limited editions with precious 
raw-materials: solid 750 18k 
gold and precious stones of 
top quality. The Alain Sauser 
watches are dedicated 
to all of those who 
want to be di�erent 
by wearing a real exclusive 

and con�dential high quality watch as a  
piece of art or as a masterpiece.
The next highlight will be a Gents’watch – 

and new executions of existing models are 
already designed. They take in consideration 
not only the keywords of the creator but also 
the demands and remarks collected from 
major actors into the markets.  Today, Alain 
Sauser looks for �nancial partners to let the 
brand really start its “take o�” by completing 
the actual range of products and also by 
starting the promotion & prospection tasks.  
This business is a real opportunity because 

it is already an existing, growing brand with 
elite products, sales, a structure and future 
developments made. 

Despite the absence of real launching and promotional 
actions, his watches are already distributed through 
agents in Russia and in the Middle East.
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RE:CAP
AMT 
ADVANCED 
MULTIMEDIA 
TECHNOLOGY 
ELEVATOR V

A lot of positive things have happened since 
AMT was featured in Elevator V, earlier this 
year. The funds, in part raised by The Elevator, 
through the new share issue in the spring 
have been used for product development of 
AMTs �rst hardware encoding server based 
on the Neuropix technology. The encoding 
server is now being �nalized and tested. The 
commercial launch is scheduled around the 
end of the year.  
A commercial breakthrough was the entering 

of a pilot agreement this summer with one of 
the largest broadcaster in Northern Europe. 
Software tests together with the potential 
customer have been made during the autumn 
and the results so far are impressive. The 
next step in the pilot is an evaluation of the 
hardware encoding product. This �nal phase 
in the pilot will start in December.
AMT now has a pipeline of approximately 

25 potential customers that want to evaluate 
the encoding technology. Most of these 
have contacted AMT and not the other way 
around, which means that the word of AMT’s 
presence is out in the market. The group of 
potential customer include broadcasters, web 
communities and sport clubs. These types of 
customers are all in accordance with AMT’s 
strategy, to focus on content owners. 
AMT will use two types of business models; 

licensing (per month, per download) or 
revenue sharing. Both these models give 
AMT scalable business. Scalability is very 
central in AMTs strategy. They want to grow 
together with their customers and that they 
receive both revenues and cash-�ow from 
partnerships over a long time.
So far, AMT has been funded with smaller 

capital injections from approximately 160 
shareholders. The next phase requires larger 
funding. There are two main reasons; 1. To 
be able to make obligations to customers in 
terms of 24/7 support and long-term survival. 
2. To be able to �nance investments and one-
time expenses when entering commercial 
agreements with customers.
AMT is seeking investment volumes 

of approximately EUR 3M+ in this new 
investment round. Negotiations are currently 
being held with some investors in Europe. 
The funding process looks promising 
and AMT is optimistic about closing an 
investment deal before the end of the year.  
According to the initial plan, AMT is well on 
track and will begin to generate revenue in 
the �rst quarter of 2008. 
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PIBOOK  
ELEVATOR VII

In our last issue (October 2007) we 
introduced PiBook, a unique handheld 
media device. 
Pi Microsystem Corporation is seeking 

strategic partnerships with leading digital 
content providers. The company is developing 
in collaboration with IBM Engineering & 
Technology Services and T-Mobile a product 
called PiBook. This innovative handheld 
wireless device gives consumers, ubiquitous 
access to digital media, encompassing HTML 
format �les, MP3 & Video �les. Paid digital 
information is downloaded via a wireless 
connection (HSDPA, WiMAX). Utilizing 
a proprietary search engine, secure html 
or xtml content and media management 
software, the user is able to access, and 
manage information anytime, anywhere, 
on a ‘reader/viewer friendly’ dual 7” screen 
device no bigger than a DVD case.

Pi Microsystem Corporation is rede�ning 
the world of digital media & information 
with PiBook bringing to social networking 
and blogs, the next generation wireless 
device with a true reader / viewer friendly 
experience for consumers ‘on-the-go’.

PiBook Value
The Pibook is above all, the very 

�rst device adapted to a real content 
convergence. It will de�nitively be of 
value to purchasers as every Pibook will 
be unique and numbered. There will 
never be two identical products.

Value Proposition To the Consumer:
- Reader friendly experience
- Pocket book dual screen 

format.
- Touch Screen user friendly 

Interactivity

- On-the-go access, real time wireless updates.
- Powerful digital media management tool
- Digital media convergence; news, music, 

video & TV
- Blog and Cell Communication tool

To the Publishing Industry and Wireless 
carriers
- True electronic content portability
- Interactivity / real time update of content
- Powerful advertising analysis tools
- New services
- New and expanded audience

Pibook Future
Technology associated with the internet is 

changing at a rapid pace. We have imagined 
the Pibook in a way to isolate all various 
aspects of its concept so that if a new 
technology a�ects a portion of the Pibook 
concept, we can incorporate it and adapt it 
without impacting and changing the whole 
concept and technology. The Pibook concept 
has been architecturally designed to be 
modi�ed or extended with a minimal impact 
on existing processes, and we fully expect that 
as the business matures this will happen.
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RE:CAP
GREEN RIVER 
ENERGYELEVATOR V

Green River Energy Corp. (GRE) was founded 
on February 20th 2007. The purpose of the 
company is to participate as a �nancial equity 
owner and partner in the development of 43 
Oil and Gas Wells in Duchesne County, Utah. 
The primary �eld of interest will initially be 
the Monument Butte Field containing 1800 
drillable acres on 40 acre spacing per well.
 GRE has signed participation agreements 

with the local US �rms Chasel Energy in Salt 
Lake City and Quinex Energy Corporation 
in Bountiful, both in the state Utah. For the 
purpose of �nancing the �rst Oil Well, the 
company has o�ered one million shares at a 
price of $ 1.25 per share to friends and family. 
This round was successfully closed on June 
30, 2007.
 Since the successful closing of the �rst 

round, the �rst oil well is already in 
production. For the purpose of �nancing the 
second and third oil well, GRE has o�ered 
another 1.5 Mio. shares of the company at a 
price of $ 1.75 per share to individuals and 
institutions. This round was successfully 
closed on September 30, 2007.
 At present, the drilling of the second oil 

well has been successfully completed; the 

drilling of the third oil well has started mid 
November. In the beginning of November 
2007, GRE invited some of their major new 
shareholders to visit the Oil & Gas �eld, 
about 150 Miles east of Salt Lake City. At the 
beginning of 2008, the company is going to 
have major participations in the production 
of three oil wells.
 The management has decided to explore 

four more Oil & Gas Wells in Spring 2008. 
In order to �nance this, GRE is presently 
o�ering the following notes in the amount of 
up to $ 12 million: a convertible promissory 
note as well as an oil price linked promissory 
note.
 Terms and conditions are favourable to all 

interested investors. Since the formation of 
Green River Energy Corporation, the market 
prices for oil has nearly doubled, the market 
price in Gas has increased by 40%. All 
experts predict a further growth in the price 
of both commodities. So does Green River 
Energy. 
 The board and the management of the 

company are planning to take GRE public 
within the next 18 months. The requested 
independent reserve report, issued by 
an independent petroleum engineer, will 
be done once the next 4 wells are in full 
production. This is expected in Summer/
Autumn 2008.

Since the successful closing of the first round, 
the first oil well is already in production. 
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LUSSO MAGAZINE
NEXT EDITION FEATURES THE MALTESE 
FALCON, LUXURY HOTELS IN SOUTH 
AFRICA, DRIVING A FERRARI THROUGH 
ITALY, CATWALK ROUNDUP AND MORE.
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RE:CAP
FALCON GOLD 
ELEVATOR VI

Falcon Gold Corporation was 
featured in our June edition this 
year, it is a gold exploration venture 
in the U.S. with a Swiss management 
team. Both Axton Uranium and 
Falcon Gold are projects of Swissalis 
Group in Zurich; an investment �rm 
specialized in natural resource exploration. 
The most recent project of Falcon Gold is the 
following: 
The Millennium Project’s program of 

exploration is based upon analytical studies, 
which were conducted by renowned 
companies, such as Westley Mines 
International Inc. (1997-98), Cambior Inc., 
Hot Springs Gold Corporation und Echo Bay 
Mines (1999). Numerous assays regarding 
the content of gold were performed on 
various samples of rock, gathered in the 
approx. 500,000 m2 project-area, which is 
situated within the Colorado Gold Belt and 
located three miles north-east of Havasu City, 
Arizona.
The outcomes are extremely promising: Up 

to 7.0 grams of gold per ton were found in 
the sur�cial area. 0.5 to 2.0 grams of gold 
per ton showed up in shallow zones of low-
grade mineralization, in stock-work zones 
and in narrow vein-fault structures. An 
average content of 0.77 grams of gold per ton 
was calculated from the analysis of 70 rock 
samples.

Due to the 
examinations, various 
estimates assume that 

the area carries a large 
potential for lucrative 

gold mining undertakings. 
Resources in excess of several 

hundred thousand ounces of gold appear 
realistic (Ebert, 1997). One reason for this 
is, that the Millennium property hosts an 
extensive gold-bearing epithermal system, 
containing near surface low-grade deposits, 
possible high-grade bonanzas in depth and 
a detachment-type deposit in lower sections 
(J. H. Montgomery).
In the main, the surroundings of the 

Millennium-Area, primarily tertiary volcanic 
rock and breccias are found, both rock forms 
are principal contents of the upper plate of 
the Whipple Mountains. The mountains 
neighbouring the area in the eastern consist 
of metamorphic rock.
Both regions dispose of, additionally to 

the major gold deposits, a relevant portion 
of rock containing silver in a potentially 
high extent: An average of 5.68 grams of 
silver per ton has been detected, making the 
area of the Millennium Project even more 
attractive.
The Elevator is closely following the 

evolution of Falcon Gold Corporation.

FALCON 
GOLD

In this issue we wanted to 
give you a brief summary 

and retrospective of the 
deals that caught the most 

attention of our team. 
On the following pages 

you’ll find a small review 
of several deals as well as 

the latest developments as 
the projects are thriving to-
wards success. As some of 
these opportunities remain 
available for investment to 
some extent, you can write 

to us if you wish to know 
more invest@hept.ch 
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AXTON 
URANIUM  
ELEVATOR VII

Axton is a U.S. based exploration and 
mining corporation with a focus on Uranium. 
The company has a Swiss management team 
and is backed by a panel of internationally 
experienced geologists. We featured Axton 
in our October issue and believe that this 
particular company has a substantial pro�t 
potential due to a low 
overhead business 
model and opportunistic 
investment approach. 
The potential today is threefold: the growing 
demand for the underlying commodity 
Uranium; the base currency of the investment 
is U.S. Dollar which may be a valuable in 
the long run due to the current, substantial 
weakness; and thirdly, the company has 
planned a listing on the AMEX in the medium 
term and anticipates solid share price growth 

upon listing.
Since our introduction of Axton Uranium 

Corp, the company has acquired its �rst 
participation in a Uranium mining project 
called “Big Muddy”. The Big Muddy 
Uranium Project is located on the western 
border of the San Rafael Swell adjacent 
to Muddy Creek, approximately 25 miles 
northwest of Hanksville, Utah. The land 
position comprises two Utah State Mineral 
Leases, which collectively total 1,159.48 acres 
in Emery County, Utah. The paleo stream 

channel-�ll uranium 
mineralization at Big 
Muddy is typical of 
classic higher-grade 

Triassic sandstone- and conglomerate-hosted 
uranium deposits in the western United 
States, which have been one of the most 
proli�c sources of uranium in the country. 
There is an interesting potential in this 
deal and we are pleased to see the progress 
as forecasted by the management team 
several months ago. 

Swissalis Group AG, Zurich (www.swissalis.
ch), is specialized in o�ering exclusive private 
placements (pre-IPO) in gold, silver and 
uranium stocks. The company is a leading 
partner for private equity shares of high-
potential start-up companies in the mining 
sector. All projects feature very interesting 
return assumptions in a relatively short time 
span.
The selection of projects is based on profound 

research conducted by international expert 
teams of geologists, who carefully evaluate 
the potential of each property. The company 
thus combines in a unique way longstanding 
experience and expertise in �nance with the 
professional know-how in the gold, silver 

and uranium mining business and a network 
of high-quality contacts in the US, Canada 
and South America.
Track record of successful IPOs: Hemis 

Corporation (www.hemiscorporation.
com) was listed on the Nasdaq OTC BB in 
December 2006. Tecton Corporation (www.
tectoncorporation.com) will be quoted 
shortly; the company is currently waiting 
for the trade symbol to be issued. Aurum 
Corporation (www.aurum-corporation.com) 
has been successfully �led for the listing 
on the Nasdaq OTC BB and noti�cation is 
expected soon.
Swissalis Group AG, as a prime broker for 

resource investments in Zurich, introduced 
the Elevator to the previous pre-IPO 
placement o�erings of Axton Uranium Corp. 
as well as Falcon Gold Corp. 
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EXTRAVAGANZA
MOSCOW 

2007 

The World’s most famous luxury 
exhibition – Extravaganza – celebrated its 
5th Anniversary at the Manege in Moscow 
last month. Companies from more than 35 
countries showcased the very best, most 
exquisite, products and services for the 
Moscow elite.
The opening ceremony took place on the 

25th of October, during which the guests 
were showered with golden confetti and 
champagne. The organisers blew out the 
candles and the show had begun.
Extravaganza Moscow – is a closed door, 

by invitation only, a�air. The organisers 
do not seek widespread publicity. The 
company’s slogan is «Only those that 
should, do know about us».
Extravaganza is a true celebration of 

luxury. From the luxurious “Garage 1” 
Bentleys, bearing the Extravaganza logo, 
parked outside of the Manege, to several 
unique vehicles showcased at the event: 
Carver One – an unusual combination of 
sports automobiles and and motorcycles 
with great power and manoeuvrability; 
GG-Quad from Moto Park; Spyder 
roadster from Rosan. The Maxx Evolution 
company had two amazing Porsches “with 
a di�erence” on display –  with racing 
tuning worth $1,500,000.
Top managers of leading Russian and 

foreign companies gathered for the 
second year at the CEO Summit 2007.  The 
sponsor - Ri�a Views B.S.C. delivered a 
speech about investment possibilities in its 
country and luxury golf-resort projects. 
Lunch for delegates was sponsored by 
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Playground – a property developer 
from Mauritius. 
In between sessions, delegates 

could relax in the Forbes Business 
Lounge and network amongst each 
other while enjoying delicacies 
provided by Café des Artistes, 
French co�ee from Carte Noire and 
Hennessy cognac.
Contracts totalling 150 million 

Euro were agreed during the event 
with many more to follow.
The closing cocktail party on 27 

October was undoubtedly one of 
the most colourful events in the 
Moscow calendar. Fascinating 
singer Jasmine, delighted fans with 
her performance, while brilliant 
eastern dances cast a mesmerising 
spell on the evening. Champagne, 
wine and stronger beverages were 
lavishly served throughout the 
evening.
This year’s non-stop stage 

entertainment programme was 
particularly enjoyable and diverse, 
ranging from luxurious fur 
fashion shows by famous Helen 
Yarmak, tasting of Louis Royal 
VSOP cognac from Veld 21, a 
show of re�ned Cerruti bag, to tea 
ceremonies. Guests were charmed 
by the showmanship and dancing 
skills from GALLADANCE and 
could participate in a master class 
of Argentinean tango. But the 
highlight of the programme was 
the VASSA fashion show – its 
elegant yet minimalist costumes did 
not leave Muscovite fashionistas 
indi�erent.
The next Extravaganza Moscow 

will take place in October 2008. The 
�rst edition of the Extravaganza 
Mumbai will be launched next 
February at the Grand Hyatt Hotel 
Mumbai.
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WHAT TO DO WITH YOUR BONUS 
BY PATRICK GRUHN

The Sony Vaio VGN TZ21XN/B is like the “little 
black dress” – everyone should have one! It �ts 
everywhere with its slim and compact design. At 
the same time it is highly e�cient due to an Intel ® 
Core ™ Duo processor and over 2GB RAM. Last but 
not least, it dazzled us with battery autonomy of 
over 7 hours. More info on www.sony.com  

The Motorola Q9h is 
the latest “o�ce for the 
pocket”. Read your 
emails, manage your 
agenda, view documents, 
PDFs, images, make and 
watch videos on the 
2”4 screen, or listen 
to music in excellent 
quality. The Motorola 
Q9h is the perfect 
blend between business 
and pleasure! More info on  
www.motorola.com

The year’s end is approaching quickly and with that comes that jolly reward for all the hard work we’ve 
put in to make a di�erence in your clients’ lives. You surely deserve your bonus and we have a few ideas for 
you what to buy with it!

The Samsung LE-52M87BD, is a must for any entertainment enthusiast. Our team concluded that its design, 
quality and price is unrivalled; featuring full HD and a contrast of 15’000:1, this sharp looking toy in its 
shiny black frame should have its place on every living room wall and the 52” (132cm) screen will make you 
feel like you’re in your own private cinema. More info on www.samsung.com  

BECAUSE THERE IS SO MUCH MORE TO LIFE

OUR TEAM OF EXPERTS PROVIDES ACCESS 
TO THE BEST SOLUTIONS IN PRIVATE EQUITY, 
ASSET MANAGMENT AND VIP ADVISORY.

Grand Rue 114, CH-1820 Montreux
Phone: +41 21 944 11 80

Fax: +41 21 944 11 83
www.hept.ch

hept@hept.ch
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A discrete tsunami is under way as private 
equity �rms face ways to be more transparent 
and introduce more formal corporate governance 
structures. Change is far from uniform with US 
houses taking the lead, but there is a de�nite trend. 
Indeed, growth in size, visibility and economic 
importance make this change inevitable. In this way, 
private equity �rms are both reacting to pressure 
and paving the way for future growth. There is a 
great story for the industry to tell.
Accounting and regulatory changes are playing a 

critical part. Private equity has to make ‘fair value’ 
valuations of portfolio companies (whether is US 
GAAP or IFRS). While this increases the volatility 
of reported performance, it follows a trend towards 
making far more formal and holistic assessments 
and disclosure of risk. As a consequence, it 
creates greater competition for the Private Equity 
industry, and leads the industry to enhance its 
unique ability to improve portfolio companies’ 
operating performance. Private equity managers 
are focusing on enhancing their ability to create 
economic value through strategic advice as well as 
practical assistance in important transitions such as 
expanding into new countries.
The private equity industry is in the midst of a 

dramatic evolution in size and in�uence. Less well 
appreciated is the beginning of a discrete tsunami 
in transparency and corporate governance. This 

will transform it from a low pro�le, private 
industry dominated by a deal-making culture 
into one that conforms to a far greater extent with 
the norms of public listed markets. The industry’s 
greater size and visibility, as well as its potential 
desire to access public equity markets are the 
drivers of this trend. Accounting and regulatory 
changes are reinforcing such shift. Private Equity 
General Partners (GPs) are approaching this trend 
in a variety of ways. At the industry level, both 
PEIGG and IPEV have conducted a review of 
transparency and disclosure with the intention of 
establishing a voluntary code. Individual groups 
are beginning to take actions ranging from 
boosting their corporate governance structures 
through to adopting ‘fair value’ accounting for 
portfolio companies. The major Private equity 
houses are leading the move calling upon the 
expertise of independent third party to assist 
them in their periodic valuation and disclosure 
for investments held in their portfolio.
This is a signi�cant change for a traditionally 

discreet industry that has tended to create value 
through the unique skills of its principals. It has 
focused on acquiring businesses at the right price, 
improving operational performance and then 
selling them o�. Leading GPs have relied on their 
impressive historical returns to attract ongoing 
capital from investors. However, little information 

THE RANSOM OF SUCCESS? 
TRACKING FAIR VALUE  
AND TRANSPARENCE:  
A CONSEQUENCE OF THE 
PROPORTION OF THE  
ECONOMY INFLUENCED BY THE  
GROWTH OF PRIVATE EQUITY. 
BY CEDRIC BERARD
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has been shared publicly. Yet, the industry’s growth 
means this is changing: fund raising is at a record 
high and likely to remain so – forecast global fund 
raising will reach US$ 450 – 500 billion in 2007, 
up from US$ 404 billion in 2006. Such growth has 
propelled private equity beyond its discrete setting 
into the spotlight.
As the proportion of the economy in�uenced by 

private equity grows, a wider group of stakeholders 
is demanding greater disclosure. These demands 
for disclosure have been loudest in Europe, where 
private equity business models have clashed 
with Continental Europe’s stakeholder models 
of capitalism. Yet, European Private Equity 
�rms lag their US counterparts when it comes to 
matters such as independent portfolio investment 
valuation and disclosure. As a result of the lack of 
transparence, politicians and unions have called 
for curbs on private equity activity. In addition, 
with the PE industry becoming a mainstream asset 
class, a wider range of investors are now allocating 
assets to private equity funds, as part of their asset 
allocation process. These institutional investors 
are pushing for greater disclosure, as well as more 
formal corporate governance. In particular, as GPs 
list Permanent Capital Vehicles (PCVs) on stock 
exchanges, they have to report more frequently and 
to a wider audience. Even more importantly, GPs’ 
management �rms themselves are listing, which is 
signi�cant in terms of the transparency it will force. 
Industry leaders today expect most major �rms to 
become public companies over the next few years.
The move to ‘fair value’ accounting and increased 

disclosure are having an impact. Evolution in 
accounting practices and �nancial services 
regulation are forcing change. 

Value creation
As private equity grows, it is beginning to 

concentrate far more on creating value in portfolio 
companies through building their pro�ts. Some 
�rms have identi�ed how they can help portfolio 
companies to improve performance. Typically, they 
are providing strategic advice, as well as help with 
management recruitment, expansion overseas and 
purchasing economies of scale. At a time when 
globalization is posing signi�cant challenges for 
many companies, there are many examples of private 
equity assisting portfolio companies in making the 
crucial transition to a new environment. GPs are 
not obsessed with quarterly earnings of portfolio 
companies. They understand a company’s earnings 
may be volatile, and instead they focus on longer 
term goals. CEOs of portfolio companies have said 
that they value the insights of the private equity 
industry. GPs operate across jurisdictions and 
industries and are able to use their unique expertise 
to improve �nancial performance, broaden market 
opportunities beyond traditional domestic focus 
and increase employment opportunities as a result. 
Studies have shown that private equity is good for 
economies in the medium-term. In particular, this 
is attributed to the strong alignment of interests 
between GPs and portfolio company managements. 
GPs recognize that appropriate �nancial engineering 
does not in isolation provide longer term value 
creation. Private equity houses have signi�cant 
internal resource charged with helping to guide 
strategy and facilitate operational improvements at 
portfolio companies. They are doing this primarily 
because �erce competition for deals means they 
have to pay high prices. Therefore, they have to 
create value by promoting pro�table growth.

These changes have a de�nitive impact on the 
Private Equity industry: fair value and transparence 
rede�ne the boundaries and unique competitive 
advantages of the Private Equity industry.

fund raising will reach US$ 450 – 500 billion in 2007, up 
from US$ 404 billion in 2006. Such growth has propelled 
private equity beyond its discrete setting into the spotlight.
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The fund industry has long been an area of intrigue 
and mystery; some generated by self-interested 
fund managers and �nancial participants, some a 
re�ection of a degree of incredulity caused by the 
amounts involved, and some genuinely related to 
the complexity involved in establishing investment 
structures.
Many readers may have considered using funds as 

investment vehicles only to �nd the time, cost and 
lack of skills make this an overwhelming task.  A 
Geneva based fund facilitation and service company, 
JP Fund Services S.A., may have a solution for you. 
General Manager, Dominic Lawton-Smith states 

“We have invested in exceptional structures and 
expertise to ensure we know the business inside 
out; this way we can take much of the fund 
creation burden away from fund and investment 
managers”
What advantages are there in a fund structure?   
A fund is a speci�c investment vehicle which uses 

pooling of investment money in a structure enabling 
a fund manager to make investment decisions 
bene�ting all investors equally, but in proportion 
to their investment.   This has huge advantages over 
traditional asset management where investments 
are allocated to individual accounts during the 
course of trading enabling an asset manager to 
grow the business by concentrating on strategies 
and attracting new investors rather than 
spending valuable time on administration.  
It also provides the opportunity to establish 
a track record, to attracting new capital.
Hedge funds are a specialist type of fund 

appropriate for all the following:

investments

gearing and sophisticated trading strategies

management space

Until now there have been a number of entry 
barriers into the hedge fund space. These are 
individually, or a combination of, price, time 
to market, required expertise (including legal, 
compliance and regulatory).  Normal market 
minimum capital levels for administration and 
prime broking services also exclude a great number 
of investment and asset managers from organically 
developing a fund business.
Julian Stockley-Smith, joint CEO, noted there was a 

great opportunity to create structures for the lower 
end of the prospective fund management industry, 
resulting in development of a specialised structure 
to establish funds at levels previously unattainable. 
This includes streamlining trading services and 
increasing the scope and range of market access, 
often through the use of online trading platforms
The JPFS solution is broadly a facilitation 

exercise o�ering open and closed ended Cayman 
Island domiciled fund structures, bank accounts, 
broking and execution services, multiproduct 
trading platforms.  The company also o�ers full 

we have invested in exceptional 
structures and expertise to ensure 

we know the business inside out

HOW TO START 
A HEDGE FUND
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administration services including:

administration and performance fees

“Our people have many years of diverse �nancial 
markets experience” says Peter Kristensen, joint 
CEO.  “We can draw on this experience and a vast 
number of industry contacts built up over the years 
to ensure fund managers are receiving a top quality 
structure, free of the hassles that most entrants to 
this industry experience”.  
In addition, there is a wide geographic scope 

with business representation and relationships 
in Europe, USA, Asia and Australasia.  While 
provision of regulatory, compliance and taxation 
advice in these jurisdictions is not part of the 
business relationships with experts in these �elds 
means the search process for these types of services 
is dramatically reduced.
JP Fund Services is based in Geneva with 

associated companies in the Cayman Islands, home 
of approcimately 85% of the world’s hedge funds 
and an o�ce in the USA.  The company is a member 
of ARIF, a major Swiss Self Regulatory Organisation, 
and prides itself on an uncompromising approach 
to compliance with all regulatory and business 
“best practices”.

Rue de la Gabelle, 6, 1227 Carouge,

Geneva, Switzerland

Tel: +41 22 304 14 41

Fax: +41 22 304 14 48

Email: info@jpfs.com

Web: www.jpfs.com 

Contact Information
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It is no wonder HR Owen is such a successful 
dealership; not content with selling me two 
Lamborghinis and a Carrera GT in the last 
year and a half, more recently they decided 

I was a prime target for an even bigger �sh. It was 
not long after I had taken delivery of the CGT 
when another phone call came through from them.  
Dominic Lancaster, the head of Jack Barclay Bugatti 
in London, arranged for a private jet to take my wife 
and I over to the factory at Molsheim, in the top 
right hand corner of France.
The closest airport to my house is Stansted, but 

we had to travel to Luton for this particular �ight, 
which is still close enough to be a short trip. When 
we arrived glasses of champagne were waiting, 
and who am I to complain at that? As the plane sat 
refuelling on the apron, we sat inside and refuelled 
ourselves on some seriously 
delicious sandwiches. 
Also in attendance 
were the two pilots; 
a couple of young 
chaps who were 
more than happy to 
explain to us all the 
fancy goings on in the 
cockpit. For a techno-
junkie like myself, it 
was fascinating. But the 
best bit about private 
jet travel is not having 
to mess around with 
passport control, or stand 
in line as your shoes are 
checked for threatening 
toothpicks or explosive nail 
�les.  Less than a minute 
after leaving the terminal 
building we are safely on 
board, and preparing to taxi 
onto the runway.

At the other end there is an alcantara lined VW 
people carrier waiting with a Bugatti henchman, 
who whisks us swiftly o� to the chateaux.  Yet more 
champagne awaits us at the castle, along with a 
phalanx of Bugatti’s top brass.  A bit of small talk 
later we start the factory tour.  It looks as if there 
are only about twenty or so people who work in the 
factory, which is a good job as we are introduced 
to each and everyone one of them during our walk 
around.  Surprisingly Julius, my chaperone for the 
day, doesn’t mind me snapping away with 
the digital camera; I guess all the 
secret prototypes are hidden 
away in a di�erent 
part of the 

BUYING A BUGATTI 
WRITTEN BY ARASH FARBOUD FOR LUSSO MAGAZINE
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building at the moment. Julius is a patient man, 
and he puts up a brave face as I ask question after 
question – I bet he has heard them all before.  As 
wander through the factory, I can see almost every 
stage of the car’s build.  The most fascinating has 
to be the marriage of the engine & gearbox. As I 
stand in awe, drinking in the awesome engineering 
details, I notice the titanium bolts holding the 
two main components together. After what I had 
thought was a pretty innocuous comment about 
them, I am handed a set to take home as a present. 
That doesn’t happen in any other factory I’ve ever 
looked around! After a quick look at the power 
testing rig, where each of the car’s 1001 horses is 
veri�ed to be in rude health, it is o� to the �nal 
stage, where one specimen is just being completed. 

Here for once I am not allowed to touch – this car 
has undergone its ultimate 1238 point check, and 
is covered in angel’s �lm, ready for transportation 
to its new home.
Of course, all this factory stu� is interesting 

enough, but when there is a fresh looking Veyron 
sitting outside in the stable-cum-showroom, just 
waiting to be driven, it all seems to drag just a 
tiny bit. The torture is extended for just a while 
longer as we sit down for a bite of lunch, rounded 
o� with superb chocolates. Eventually a new man 
is introduced to me – Pierre-Henri Rafanelli. Mr 
Rafenelli was a boyhood hero of mine, when he 
raced in both F1 and Le Mans, and so having him 
as my chau�eur and instructor for the rest of the 
day is an incredible experience.  After settling in 
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the car, Pierre-Henri explains what he feels the 
machine is all about. In a heartfelt Gallic way, 
he tells me about the unlimited development 
budget, the lack of true competition from other 
supercars, and what he refers to as “The Beauty & 
The Beast”. The Beauty is the exterior of the car, 
which is admittedly striking, although possible 
not classically beautiful, and The Beast is that 
massive engine sitting just over our shoulders.
No matter what you say about the car’s handling, 

which turns out to be superb, it is the engine 
which really de�nes the experience.  With 16 
cylinders, 4 turbochargers and two intercoolers, 

the minimum of 1001bhp is easily produced.  
When you combine that with an incredibly 
sophisticated and smooth 7 speed DSG gearbox, 
the result is a turn of speed that left me speechless 
the �rst time I experienced it, and every time after 
that it was only swear words that came to mind.
Soon enough it was my turn, and, wanting to 

experience the full performance,  I had to ask 
Pierre-Henri how likely the local police were to 
throw me in jail. “They know we are here, but we 
are careful and respectful”. That was good enough 
for me, and soon enough I am being goaded into 
some serious speeds – I dare not look down at the 

Soon enough it was my turn, and, wanting to experience 
the full performance, I had to ask Pierre-Henri how likely 

the local police were to throw me in jail. 
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dials for a second.  Back at the factory we prepare 
for a 0-100mph run. Five seconds later it is all 
over. In this car going fast is so easy it is almost 
ridiculous, and in such luxury too; it boggles the 
mind.  Stopping is no trouble either, and I love 
the huge wing on the back, which �ips up like 
the �aps on a 747 to help with hauling us back 
down to a sane velocity.
On the plane home all I can think of is whether 

it is worth the money, and what else can I eBay 
to get together a £200k deposit needed to con�rm 
an order.  The �rst question is answered on my 
second visit to the factory. I am there in the CGT, 
a friend has his Enzo, and a Pagani Zonda is also 
tagging along for good measure.  The way the 
Bugatti blows past us all on the autoroute left 
me in no doubt – the bank manager was getting 
a call as soon as I was back home.  Strangely 
enough I was in the queue at a McDonalds drive-

thru when I actually placed my order. I doubt 
if a Bugatti sales manager has ever had to wait 
for con�rmation as the customer picked up their 
Happy Meal before…
As it stands now, I think the car will be 

turning up in the middle of next year, and I 
am trying not to think about the staggeringly 
huge balance payment that will then be 
due. In comparison to that, the £24k it costs 
to insure pales into insigni�cance.  All the 
same, I went through similar feelings with 
the CGT, and I have loved every minute of 
that car. Some people call me crazy – I think 
the only real answer to that is “Thankyou” 

Arash Farboud is a contributing editor for 
Lusso Magazine (www.lussoluxury.com) 
and is the owner and founder of Arash Cars 
(www.arashcars.com)
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rolf lukaschewski

Rolf Lukaschewski, who was born in Schleswig (Germany) in 1947, 
started his career in Germany after completing his education in the 
fine arts with excellence at the Art School of Cologne. His swift 
entry into the art world was accompanied by expositions in Paris 
as well as the purchases of several of his works by the F.N.A.C. in 
Paris. 

During the following years he exhibited his work through galleries 
in New York, London, Berlin, Zurich, Paris and Frankfurt. He 
established himself in the art world as one of the biggest German 
post-war expressionists, working in the tradition of Otto Dix and 
Max Beckmann, two men who are renowned for their achievements 
in the expressionist movement. 

In 1993, he moved to Montreux, located on the shore of Lake 
Geneva, Switzerland. Through his portraits of celebrities such as 
James Dean, Marilyn Monroe, Marlene Dietrich and great political 
and social leaders such as Dr. Helmut Kohl, Michael Gorbatshov 
and other celebrities he distinguished himself as an outstanding 
artist of his time and earned great appreciation. He strived to 
incorporate the key personalities of our contemporary world in his 
art work and convey them onto his canvas, to document the world 
events of the present and the past. 

Today, he ventures to unite elements of the Pop Art movement as 
well as expressionism in order to create a new style which he calls 
positive expressionism. Lukaschewski is now generally considered 
to be the great successor to the German Expressionists. Over the 
years, he has indeed built up a collection of works of exceptional 
potency and quality. At present, his work reflects the flashy society 
we live in. With bright colours and expressive strokes he creates 
paintings that are at once valuable and enriching to our eyes and 
the environment they are presented in. In 2007 he looks back at 60 
years of a full life and over 30 years of contributing to the world of 
art. 
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SAVE BIMINI 
The islands of Bimini may not be the most well 

known in the Bahamas, but they are undoubtedly 
among the most unique.   Situated on the edge of 
the Gulf Stream, and located less than 50 miles o� 
the coast of Florida, Bimini’s beauty has inspired all 
who have ventured there. Explorer Ponce de Leon 
landed in Bimini in his search for the Fountain of 
Youth, and some still believe the islands posses this 
mythical well.   In the early 1900’s, famed author 
Ernest Hemmingway helped establish Bimini as the 
Big Game Fishing Capital of the World.  Years later, 
Dr Martin Luther King Jr. would visit the islands to 
gain inspiration from the tranquil beauty, and in fact 
wrote some of his famous speeches during his stays.   
Researchers have even claimed evidence of the Lost 
City of Atlantis can be found on a mysterious “road” 
just o� Bimini’s shores. As rich as Bimini’s history 
is, it does not compare to the islands’ ecological 
splendor.  The foundation of Bimini’s spectacular 
wildlife, both above and below the water, stems 
from the lush mangrove wetlands that make up a 
large portion of this tiny island group.   Commercially 
important species, such as spiny lobster, queen 
conch and bone�sh, all use Bimini’s mangroves as 
nursery habitat, eventually moving out to replenish 
thousands of square miles of sea �oor.   Bimini’s 
mangrove forests are also home to an abundance of 
endangered species, such as the smalltooth saw�sh,  
hawksbill turtles, and a unique endemic snake 
called the Bimini Boa. Amidst all of this beauty 
and mystique lingers a severe and imminent threat.  
Developers of the Bimini Bay Resort & Casino, in 
an attempt to pro�t from Bimini’s close proximity 
to the US, are destroying the very essence that has 
made the islands so special. The Bimini Bay Resort & 
Casino is a multi-million dollar development that, if 

completed, will destroy one of the most ecologically 
important areas in the Bahamas.   In the year 2000, 
Bimini was designated as the highest-priority site 
in the Bahamas for a Marine Protected Area.  Now, 
even in the face of local, national, and international 
opposition, the Bimini Bay Resort wants to replace 
the area designated for protection with an 18-hole 
golf course. After several years of seeing their 
pleas to the developers and the government go 
unanswered, the people of Bimini organized the 
Save Bimini campaign.    The Bimini Bay Resort has 
done an impressive job of disseminating propaganda 
to promote it’s further encroachment, but the Save 
Bimini campaign has one major asset on it’s side, the 
truth. 
The Save Bimini campaign has gathered more than 

enough information to prove how truly unsustainable 
and destructive Bimini Bay’s plans are, they now 
need help in turning that information into power. 
The Save Bimini campaign needs your help.  This is 
one campaign where every voice, and every dollar 
donated, truly makes a di�erence.   The people of 
Bimini need your help in telling the developers and 
the government of the Bahamas that the Bimini Bay 
Resort & Casino will destroy the island’s future, 
while completely disregarding it’s past.   
 If the development is limited to where it is 

now, Bimini’s remaining wetlands will be spared, 
including the area designated as a Marine Protected 
Area.   Saving Bimini’s mangroves will ensure a 
sustainable, productive, and prosperous future for 
the people who live there.  If we all help, in any way 
we can, there is still time to Save Bimini. 
www.savebimini.org 

Inset: Before.  
Below: After.

Please contact our 
Swiss Headquarters:

Grand Rue 114
CH-1820 Montreux

Phone: +41 21 944 11 80
Fax: +41 21 944 11 83

www.hept.ch - hept@hept.ch

London Registered Office:

Saint John Street 145-157
London EC1V 4PY
United Kingdom

THANK YOU

We thank you for taking interest in 
our publication and hope that you 
enjoyed reading the content of our 
magazine. If you wish to get more 
detailed information about either 
one of the presented projects, 
please be sure to contact us at your 
convenience.

Should you have questions, remarks 
or ideas we would be glad to receive 
your feedback.

If you would like to advertise with us 
for the next edition or if you wish to 
submit a project for review we are 
at your disposal to discuss all the 
possibilities.

The next edition is scheduled for 
March 2008 and all material must be 
submitted for review before February 
15th 2008.

Thank you for your time

TM


