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BIO: 

Wasik joined the Roomlinx Executive 

Management team in August of 2005 

after executing the merger of his com-

pany, SuiteSpeed with Roomlinx. Cur-

rently Wasik is responsible for leading 

Roomlinx, which includes the develop-

ment and market penetration of 

Roomlinx’ newest product, Roomlinx 

Interactive TV. Roomlinx Interactive TV 

provides HD Hollywood movies, high 

speed internet, HD specialty content, in-

ternational and U.S. television program-

ming, music, MP3 player connectivity, 

business productivity tools, concierge 

services, games and more via the in-room 

flat screen television. Roomlinx also sup-

ports 25,000 internet connected (wired 

and wireless) hotel rooms throughout the 

US and Canada. 

 

Prior to the Roomlinx merger, Wasik was 

the CEO/Founder of SuiteSpeed Inc. a 

wireless Internet provider within the hos-

pitality market. Having launched 

SuiteSpeed in late 2002, Wasik was re-

sponsible for defining technology archi-

tecture, market direction, and the overall 

vision for this fast growing WiFi com-

pany. Since starting SuiteSpeed, Wasik 

has expanded the company’s geographi-

cal coverage from its Denver backyard to 

serving hotel chains and independents 

across the U.S. Under his direction, 

SuiteSpeed was on Mercury’s top 100 

fastest growing companies list for 2003 

and 2004. 

 

Wasik is also the Founder and Chairman 

of the Board of TRG Inc. an IT consult-

ing company. Having launched TRG in 

late 1997 with no outside funding, Wasik 

has been responsible for the overall sales 

and marketing effort, and defining TRG’s 

overall vision. Under his leadership, the 

company achieved average growth of 

300% per year, over the first four years 

with positive EBITDA. Since starting 

TRG, Wasik has expanded the company’s 

billable resources from 6 consultants in 

1997 to 60 consultants in 2000 serving 

Fortune 500 corporations across the U.S. 

Wasik has managed over 60 people in 4 

offices throughout the United States. 

 

Wasik was nominated for the 2005 Ernst 

and Young Entrepreneur of the Year 

award and currently sits on the Editorial 

Board for Hotel Executive publication. 

 

Company Profile: 

Roomlinx, Inc. (OTC: BB-RMLX) the 

hospitality in-room expert providing 

Internet-based interactive TV products 

designed to increase revenues and brand 

loyalty for hotels, resorts, and other prop-

erties, utilizing premium content and 

applications demanded by today's trav-

eler. Roomlinx offers a custom solution 

that is scalable with profitable business 

models for both limited, full, and luxury 

brands. 

 

Interview conducted by: 

Lynn Fosse, Senior Editor 

CEOCFOinterviews.com 

 

CEOCFO: Mr. Wasik, what is your fo-

cus at Roomlinx today? 

Mr. Wasik: The focus at Roomlinx today 

is to aggressively capture market share 

within the hospitality industry with our 

interactive TV product.  

 

CEOCFO: Would you tell us about your 

flagship product; what do you provide? 

Mr. Wasik:  Roomlinx interactive TV 

provides the convergence of PC and TV 

in the hotel room. We have proprietary 

software, hardware, and an Ad platform 

that we install in hotels. It was built with 

a four-pronged approach, one, it’s a vir-

tual concierge, two, it’s an in-room enter-

tainment system, three, it’s an in room-

business center and four, it’s a revenue 

opportunity for both the property as well 

as Roomlinx. Our product embraces the 

changing consumer habits. Consumers 

are bringing their content with them 

whether it is a DVD or an iPod, we offer 

a media console that allows them to plug 

in their iPod to listen to their own music, 

watch their own movies through the 

HDTV and they are also going online to 



get their content. Roomlinx allows guests 

to surf the internet through the HDTV in 

the hotel room, sign into Netflix, hulu or 

CBS.com and watch the content they are 

used to watching at home on demand. 

 

CEOCFO: Where is the industry in em-

bracing the total concept of what you 

have and what is the competitive land-

scape? 

Mr. Wasik: We have been received ex-

tremely well at the corporate level within 

the hospitality industry. We are an ap-

proved provider for major hotel compa-

nies, signed an exclusive agreement with 

Kessler Hotels, and were selected as the 

Global Technium Challenge winner. IBM 

is now reselling our product and the ma-

jority of customers that have us installed 

are installing or planning to install addi-

tional properties. From a mar-

ket share perspective there is 

one major competitor that has 

the largest market share in the 

hotel space, but this is tradi-

tional pay-per-view movies, 

which we believe is a dead 

model. From a product stand-

point, we haven’t really seen 

any competition within the 

space. 

 

CEOCFO: Given the economy 

and given that most hotels have 

been suffering, who is install-

ing your equipment now or how 

do you get them to pay atten-

tion and look forward? 

Mr. Wasik: Kessler Collection has 

signed an exclusive agreement. They 

have over ten 4 or 5-Star properties 

throughout the US.  We are also in the 

process of doing a case study for the 

Sleep Inn in Minot, North Dakota. They 

have been able to maintain their average 

daily rate where their market segment has 

dropped by $10. They have also increased 

occupancy where their market segment 

has dropped. Our product will have a 

significant impact on the revenue oppor-

tunity for the property and we are proving 

that today, which makes the sale of our 

product much easier, even in a down 

economy. 

 

CEOCFO: Are you installing some type 

of hardware? 

Mr. Wasik: The hotels typically have 

their own LCD TVs, so we are leveraging 

those in the rooms, but we do bring in a 

media console that sits at the TV. It is a 

small box that includes a DVD player, a 

USB port, and it has the ability to 

download and process rich Internet con-

tent. We also have a proprietary remote 

control and a wireless keyboard. 

 

CEOCFO: You mentioned IBM is resell-

ing through their agents; how do you 

reach your customers? 

Mr. Wasik: Multiple ways. First, we 

attack the large hotel corporations di-

rectly by establishing relationships with 

their executives with a goal of becoming 

an approved vendor and ultimately a 

brand standard. In addition, we have 

value-added resellers that have pre-

existing relationships with hotels and 

hotel companies, giving us greater feet on 

the street to penetrate the market quickly. 

 

CEOCFO: What is your revenue model? 

Mr. Wasik: There are actually multiple 

models and each sale may be different 

depending on the hotel’s needs and 

wants. We derive revenue from hotels for 

the equipment purchase and installation 

along with on going support and software 

fees. We derive additional revenues from 

guests purchasing products through the 

Roomlinx iTV system and revenues from 

charging local and national advertisers to 

advertise on Roomlinx iTV. We also have 

revenue sharing models to split revenue 

with the property. 

 

CEOCFO: Do you envision a time when 

this will become standard in virtually all 

hotel rooms? 

Mr. Wasik: I do. I think this will be a 

standard in hotel rooms. Whether there is 

a premium price on that hotel room or 

not is up for debate. There is certainly a 

value to what we are offering, and hands-

down the number one button clicked on 

our system is the internet. We provide 

full internet access and that is where 

guests are going. They are going online 

to download pictures to Facebook; they 

MapQuest before they go somewhere; 

they also read a restaurant review before 

they go out to eat. We offer Internet-rich 

features simply and easily, through our 

interface on the hotel TV. 

 

CEOCFO: With cell phones having in-

teractive capabilities today, are you con-

cerned that it will take away the value of 

what you offer? 

Mr. Wasik: No, I think it em-

braces the value. Guests expect 

information at their fingertips. 

If you have a choice in your 

hotel room to turn the TV on 

and get that information right 

at your fingertips on a 50-inch 

screen versus a 3-inch screen, 

you are going to choose the 

TV. I will go into the hotel 

room at one of our properties 

and I will turn on the TV. I 

will already have my email up 

on the big screen, and I will 

have my music playing in the 

background. I have quick ac-

cess to the information that I 

am accustomed to on my phone; it is just 

on a nicer display and sounds and looks 

terrific. 

 

CEOCFO: You have expanded into 

Mexico is that correct? 

Mr. Wasik: Correct!  

 

CEOCFO: Tell me more about that, and 

do you see more international growth? 

Mr. Wasik: We have a lot of interna-

tional inquiries. US citizens travel to 

Mexico, especially to the Cabo resort we 

are installed in, the Casa Dorada Resort 

& Spa, where about 60% of their occu-

pancy is from California alone. People 

want to stay connected when they are out 

of the country. We offer them an easy 

way to do it and it is bundled into the 

room rate. Also, The TV programming in 

Mexico is limited, so if we can offer mul-

“There are 4.4 million hotel rooms in the US, we 

are currently showing top-line revenue of be-

tween $50 and $150 per room per month. So, if 

you do the math and we only get 10% of the 

market share that is 400,000 rooms. Let’s say we 

are on the low end and we are generating $50 

per room per month, that takes our $7 million 

market cap company to what I believe is going 

to be easily over a $100 million market cap with 

even less than 10% US market share. There is 

huge opportunity and we don’t have to own the 

space. And we haven’t even talked about the 

advertising potential.” - Michael S. Wasik 



tiple entertainment options in a resort, it 

is a win/win. 

 

CEOCFO: What is the financial picture 

like at Roomlinx today? 

Mr. Wasik: We just did our 3

rd

 Quarter 

numbers and our revenues are up over 

20% and our gross profit is up over 80% 

for the 9 months ending September 30

th

 

2009 compared to 2008. The primary 

reason our gross profit increased is due to 

the higher recurring revenue margins 

with our interactive TV product. We typi-

cally sign four or five-year contracts with 

our customers and generate around 55% 

or 60% gross profit on our recurring 

revenue. Again, it is up 80%, nine 

months ending this year compared to last 

year. That is where our focus is going to 

be, so I am extremely excited about the 

potential. 

 

CEOCFO: Make the case to potential 

investors; why should they be paying at-

tention to Roomlinx? 

Mr. Wasik: We have a product that is 

not only going to take the hospitality in-

dustry by storm, but there is also a con-

sumer opportunity. The margins are ex-

tremely strong, nobody has been able to 

successfully blend the internet with the 

TV and our product does this and has 

phenomenal opportunity. From a revenue 

perspective, I will put a few things into 

perspective. One, there are 4.4 million 

hotel rooms in the US, we are currently 

showing top-line revenue of between $50 

and $150 per room per month. So, if you 

do the math and we only get 10% of the 

market share that is 400,000 rooms. Let’s 

say we are on the low end and we are 

generating $50 per room per month, that 

takes our $7 million market cap company 

to what I believe is going to be easily over 

a $100 million market cap with even less 

than 10% US market share. There is huge 

opportunity and we don’t have to own the 

space. And we haven’t even talked about 

the advertising potential. We have sur-

veys that have come back from some of 

our customers that have shown that 

guests are spending more time on our 

interactive TV than watching regular TV 

in the hotel room. So, from an interactive 

advertising perspective, we believe there 

is huge opportunity from ecommerce as 

well as advertising on our system. We 

have not even begun to tap into those 

revenues. 

 

CEOCFO: So we should expect good 

things ahead! 

Mr. Wasik: We should, and we just did 

an announcement today that Marilyn 

Crawford has joined our advisory board. 

If you do a little background check on 

her, you will see that she is certainly no 

slouch. She is not going to get involved 

with a company that does not have unbe-

lievable potential and she will help us get 

there quicker with her connections. 

 

CEOCFO: Final thoughts, what should 

readers remember most about Roomlinx? 

Mr. Wasik: Remember that there is a 

huge opportunity, and that the product is 

proven within the hospitality industry. 

We went through a nine-month program 

with IBM to get certified before they em-

braced us. Remember the potential. At 

the end of the day, you want to invest in a 

company that has strong potential to be 

the next big thing that will change how 

people communicate and how they do 

their business. We believe we have that 

product. 
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