
PLUS

TAKING HIGHDEF 
TO GREATER 

DEPTHS
by Masha Nordbye

LIVE HD: 
Designing the 

Grammys®

an article by Allan Wells

HIGHDEF 2003:  
A Year in Review

by Tom Fletcher

HD 
BEGINNINGS

VOL. 6  ISSUE  2    $5.95

The Latest in HD News
including Chris Chinnock’s

HDTV FORUM

h
ig

h
d

ef
.c

o
m

HDTV Consumer Front
B Y  DA L E  C R I P P S

HD 
BEGINNINGS

An Interview with
MARK CUBAN

PLUS

TAKING HIGHDEF 
TO GREATER 

DEPTHS
by Masha Nordbye

LIVE HD: 
Designing the 

Grammys®

an article by Allan Wells

HIGHDEF 2003:  
A Year in Review

by Tom Fletcher



MORE CHOICES. MORE LATITUDE. MORE POSSIBILITIES.
Introducing the expanded KODAK VISION2 Color Negative Film family.
Now you can choose from more film stocks than ever. All offering
superior shadow and highlight detail. Excellent tone scale and flesh-
to-neutral reproduction. And created for both traditional and digital post.
KODAK VISION2 Motion Picture Films. Keep exploring. To learn more,
visit kodak.com/go/vision2.

VISION2 100T 5212/7212 VISION2 200T 5217/7217 VISION2 Expression 500T 5229/7229 VISION2 500T 5218/7218

KODAK VISION2 Motion Picture Films. What’s next.

THE FUTURE IS 
WIDE OPEN.©
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create your story

The Tools. The Technology. For Any Production.

D I G I TA L  M O T I O N  P I C T U R E S

Visit www.sony.com/DMP

© 2004 Sony Electronics Inc. All rights reserved. Reproduction in whole or in part without written permission is prohibited. Sony is a trademark of Sony.



c o n t e n t s

N E W S

Taking Highdef to Greater Depths  
by Masha Nordbye

F E A T U R E
Mark Cuban, HD Beginnings: Part One   
by Conrad Denke

Live HD: Designing the Grammys®  
by Allan Wells

Spectres Revealed Through HD  
by Carol Freeman

HD at Real Screen Summit by Carl Mrozek

HDTV, the Consumer Front by Dale Cripps

HDTV Forum: New Options for DTV 
Content Delivery by Chris Chinnock

mOcean Packages Monsters for VOOM  
by Kevin Aratari

Super 16 to HD on “One Tree Hill”  
by Bob Fisher

Highdef 2003:  A Year in Review   
by Tom Fletcher

Smile, You’re on HDTV! by Maryann Ridini

Vol. 6, Issue 2
HighDef Magazine is published quarterly, free for professionals in all areas of  video and film production, 
nationally by American Press Services, 2247 15th Avenue West, Seattle, WA 98119.  PUBLISHER: Conrad W. 
Denke  EDITOR:  David W. Thompson  PRODUCTION: Gina Griffin Hanzsek  DISPLAY ADVERTISING: Call 
David Thompson at 1-888-282-1776 or e-mail david@HighDef.com. Deadline for advertising  mechanicals 
is fifteen(15) days prior to publication date. Current and back issues and additional resources, including 
subscription request forms, are available on our website: www.HighDef.com. Send address changes to: 
HighDef Magazine, 2247 15th Ave. West, Seattle, WA  98119.  PRINTER: Leatherback Printing a division of  
Leatherback Publishing, Inc. 1-800-776-0698, www.leatherback.net.

HD 3D at the Super Bowl  
by B. Sean Fairburn

HD Stormchasers for NOVA/PBS Special  
by Brian Cali

6

8

12

16

18

20

22

26

30

32

36

38

40

42

44

46

Sony Dreams Project: Magic  
by Derek Grover

Band Pro Turns 20 and Celebrates a 
Surprise from Zeiss by Cyndy Burton

8

44

38

26

18

12



adlib
That’s usually when the magic happens. 
The freedom of unlimited takes, variable
frame rates, instant viewing, plus the 24fps
filmic quality of the VariCam™camera. Explore,

experiment and expand your opportunities
with VariCam HD Cinema™. It’s liberating. 

To see the “ad lib” endings from the Panasonic
photo phone commercial, shot with VariCam,
go to panasonic.com/hdcinema, or for more
information call 800-528-8601.

© 2004 Panasonic Broadcast



N E W S
ACCELERATION OF DIGITAL 
CINEMA IN ASIA
Christie announced the installation 
of the first 2K resolution projectors, 
the Christie CP2000 digital cinema 
projector, in Beijing, China as well as 
in Taiwan. State-owned China Film 
Group Corporation had already 
established 54 digital sites and plans 
to establish another 50 by the end 
of 2004. “We’re seeing an explosive 
growth in the Chinese digital cinema 
market that is due in large part to the 
local government’s strong support for 
digital technology,” said Phil Wu, Sales 
Manager, Christie China.

PANASONIC INTRODUCES 
REAL-TIME 3D
Panasonic has introduced the AV-
CGP300, a high definition capable real-
time 3D graphics processor designed 
for on-air sports and live graphics. The 
flexible multi-format graphics system 
offers real-time rendering of broad-
cast-quality 3D graphics in 1080i, 720p 
and 480i resolutions; real time render-
ing at 1080/24p is optional.

ARTBEATS ADDS NEW HD 
FOOTAGE TO ROYALTY FREE 
COLLECTION
Artbeats, a renowned leader in roy-
alty-free stock footage, announced 
that it will release a variety of new 
High Definition stock footage col-
lections at NAB. With more than 50 
HD titles currently available, and ten 
more scheduled for release at NAB, 
Artbeats boasts the industry’s largest 
library of high-quality, royalty-free HD 
stock footage for film, video and multi-
media professionals.

FUJINON TO DEBUT NEW 
HDTV ENG/EFP ZOOM
Fujinon will debut  a new zoom lens 
at NAB. The lens has the longest 
focal length (137mm, 274 with a 2X 
extender) and the widest angle of 
view (64.5 degrees at 7.6mm) in its 
field. It was designed for high definition 
news and remote video production 
to complement 2/3-inch HD video 
cameras.

ACCUSCENE COLOR HD 
VIEWFINDER
AccuScene Corporation Ltd. 
announced the immediate availability 
of its new High Definition (1280 x720, 
24 bit color) 2-inch, integrated view-
finder for Sony HDW-F900 and Sony 
HDW-750 cameras. Driven from the 
camera’s VF output, this high-resolution 

viewfinder fills a missing link in the HD 
production chain with comprehensive 
real-time image monitor and control 
functions.

PBS TO LAUNCH PBS HD
PBS now features a 24/7 channel con-
sisting of HD and widescreen content 
with the launch of PBS HD. The chan-
nel will be available from local PBS 
stations that have transitioned to digital 
broadcasting, and through local cable 
systems that have agreed to retransmit 
the digital signal of their local public 
television station.

TNT TO LAUNCH HD 
CHANNEL
Turner Broadcasting will debut TNT-
HD in May 2004, a Highdef version of 
the popular TNT cable network.

VOOM LAUNCHES HIGHDEF 
NEWS CHANNEL
VOOM, the all-HD satellite network 
launched by Rainbow has introduced its 
first 24/7 HD news channel, HDNews 
(HDN) 

CBS ADOPTS SONY’S HDCAM 
SR
Starting in the 2004-2005 television 
season, CBS says it will accept HD 
content on Sony’s HDCAM SR format, 
making the Tiffany network the first 
commercial broadcaster to adopt the 
format for both acquisition and delivery 
of Highdef material. 

NBA JAMS WITH LEITCH
The NBA did its best rim-rocking jams 
in HD, in part due to equipment sup-
plied by Leitch Technology. The National 
Basketball Association’s “All-Star 
Jam Session,” held Feb. 12-16 in Los 
Angeles, made extensive use of Leitch 
equipment during the temporary bas-
ketball “theme park” that spread over 
an area of 350,000 square feet.

GRASS VALLEY REPRISES 
ROLE IN ACADEMY AWARDS
Grass Valley helped televise the 
Academy Awards ceremony for the 
second time, assisting Pittsburgh-based 
mobile production company NEP 
Supershooters and ABC in broadcast-
ing the event live simultaneously in SD 
and 720p HD. Additionally, ABC’s pre-
show coverage was broadcast in HD 
for the first time.

CBS TEES UP FOR HD GOLF 
BROADCASTS
With a long-term sponsor in place, 
CBS recently announced that it will 

broadcast 13 major PGA tour events 
this season, totaling 80 hours, in 
Highdef.

FOOTAGEBANK LAUNCHES 
FULL MOTION CLIPS
FootageBank, announced the launch 
of its newly enhanced web site www.
footagebank.com where customers can 
now search and preview HD motion 
clips online. FootageBank has incor-
porated a technical architecture that 
streamlines the process for custom-
ers so they can save time, money and 
effort without losing any of the quality 
or customer service they require.

ROYALTYFREEHD WEBSITE 
LAUNCHED
Boston-based RoyaltyFreeHD 
announced the launch of its website. 
The company specializes in Royalty-
Free High Definition stock motion 
imagery. RoyaltyFreeHD initially will 
feature the work of broadcast design 
company Ozone Studios, supplier of 
RF Motion Content for Getty Images. 
info@royaltyfreehd.com

FUTURE FRONTIERS: MARS 
IN HD
Twist Branded Content and Dv-ent 
Artist Group recently teamed up with 
the Science Museum of Minnesota to 
produce and post the first in a series 
of high definition programs. “Future 
Frontiers: Mars” is a 20-minute HD 
production that celebrates the Mars 
Exploration Rovers Mission and reveals 
many of the details behind the $820 
million NASA project.

GEARHOUSE AND CANON 
LENSES
As part of its ongoing global HD strat-
egy Gearhouse Broadcast has invested 
over a million dollars in the full comple-
ment of Canon HD lenses. Additions 
include multiple quantities of XJ100’s, 
XJ72’s, HJ40’s, XJ25’s, HJ21’s and HJ11’s. 
Upgrades were also made to their 
standard definition stock substituting 
J21 with J22 lenses.

HDNET AND NASCAR
NASCAR and HDNet announced a 
three-year partnership for NASCAR’s 
first Highdef television package. This 
landmark deal features 15 live high defi-
nition telecasts for a total of 18 races 
from the NASCAR Grand National 
Division, a tier of NASCAR regional 
racing series which includes the Busch 
North Series and West Series. HDNet 
will produce and broadcast the package 
in 1080i HDTV.  HD
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Mark delivers the keyonte 
address at the CEDIA 
Expo 2003, (Custom 
Electronics Design and 
Installation Association) in 
Indianapolis Sept. 5, 2003

Part One
8

B y  C O N R A D  D E N K E ,  P u b l i s h e r

Earlier this month I had the opportunity to interview Mark Cuban, co-founder, chairman and president 
of HDNet. It was so interesting I thought you’d like to hear it all so we’ve divided it up into two issues. 
Here’s part one:

CD: Give us a little about your background.

MARK CUBAN: My background is pure technology. I started by selling PC’s and integrating 
them into Local Area Networks. In 1983 I started a company called MicroSolutions which was 
one of the larger systems integration companies in the country and we specialized in writing 
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software, integrating computers, and hooking them all up into local networks. Then I sold that to 
CompuServe in 1990 and then I did various investments for awhile. Then in 1995 I started, with 
a partner, Broadcast.com. We did audio and video streaming over the Internet. We were the first 
company to do that and we were the first destination site for streaming media.

We wouldn’t originate content but we’d take library content and make it available on the net. 
And then we’d also do live events, live corporate events, which might be a sales meeting or a 
shareholders meeting, recording conference calls, whatever it may be. And we also did entertain-
ment content as well. So if someone had produced a video on bridge, we’d have a video up on 
that. We also broadcast live sporting events, live radio stations, live TV stations for that matter.

CD: So you’re used to being a pioneer. Some people say you’re just some rich guy.

MC: Oh no. When I started MicroSolutions I had nothing. I was living with 6 guys in a 3-bed-
room apartment. I mean, I was starving.

Mark Cuban, 
HD Beginnings: 



Todd Wagner, left, and 
Mark Cuban in 1999.  
The two built Broadcast.
com into a leader in the 
hot Internet market.
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CD:  You did well when you sold Broadcast.com 
to Yahoo. What did you do first with the money?

MC:  I bought the Dallas Mavericks. I’ve been a 
huge basketball fan since I was a little kid. And I 
went to a game and I sat there thinking, “I could 
do better than this.” It was one of those Homer 
Simpson type moments where you hit yourself in 
the forehead and go, “doh!” I put my money where 
my mouth was and went out and bought it.

CD:  Has it been worth it?

MC:  It’s been a blast. It’s just something I’m pas-
sionate about. On the production side, you’ll talk 
to people who are fanatics when it comes to color, 
fanatics when it comes to getting the shot for a 
certain event. I’m a fanatic with technology and for 
my basketball team. And the passion comes out. 

We could sit here and talk about the merits 
of all kinds of different technologies. Some 
things I’m religious on and some things I’m 
not. That’s no different than anybody else, 
it’s just in the sports business, it happens to 
make the papers.

CD: So after the Mavericks, can you give us 
an idea how HD came into your life?

MC:  Well, it started from Broadcast.com 
actually. High Definition is really just a 19.4 
megabit digital transport. And I saw the over 
the air Highdef signal as a way to stream 
media as an alternative to the Internet. In a 
digital world, bits are bits, and you can trans-
port them in a variety of different ways. You 
can use the net, you can use cable, you can 
use satellite. That was back in the mid 90’s 
and it was a little bit too soon for HD, and 
the standards weren’t set and it was pretty 
tough to try to do something like that.

CD: But you did have the idea then?

MC: Oh yeah. But not so much from 
a broadcast network perspective or creating an 
HDNet. It got me into understanding what was 
going on in the HD industry and as I started getting 
into the industry and understanding what was going 
on, there was a continuous refrain about Highdef. 
“Looks great, too expensive.” It didn’t matter if you 
were on the production side or if you were on the 
reception side. The equipment to produce was too 
expensive. There were too many open issues and 
the television sets were too expensive. After I sold 
Broadcast.com, I moved into a new house and I got 
DirectTV with Highdef set up. I found myself going 
to their HD loop, channel 199 over and over again.

CD:  You were just watching this loop in Highdef?

MC:  Yeah. And so I understood the Highdef 
industry, but I never really looked at it from the 

perspective of creating the channel. But once I got 
it, the consumer side at home, I started watching 
this thing over and over again and I thought, “What 
am I, just a freak?” Here I am glued watching the 
same 90 minutes over and over and over. Then I got 
online and started talking to people that had HD. 
You know, you go to the home theatre stores or 
whatever and the people that did have them were 
doing the same thing. And that’s when the light bulb 
went on. I said OK. Let me look into the consumer 
side of the Highdef world a little bit more closely. 
And so I started going into the Best Buys and very 
quickly realized that digital televisions were basically 
just like personal computers. It’s got a processor, 
chips, specialty chips; it’s got a screen, and instead 
of a keyboard, it had a remote control. But the key 
element there was because of that, it was going to 
follow the same price performance curve as per-
sonal computers. The prices were going to come 
down very quickly and the performance was going 
to go up very quickly. So everybody was saying that 
the TV’s were really expensive and that’s why they 
didn’t want to get in the business. It was clear as 
day that the TVs weren’t going to stay expensive, 
that they were going to get very cheap. At one 
point in the not too distant future analog television 
was going to go away. Forget the government man-
dates, it was more from a perspective of why in the 
world would anybody, A: buy an analog television 
that was the same price as a digital television and 
B: why would anybody make analog television sets 
knowing that the prices were going to be the same 
if not more than the digital equivalent? And that’s 
exactly what’s happening.

CD:  And you saw this partly because you’d had 
experience with technology rapidly changing.

MC: Exactly. And so you combine that with the 
fact that the stock market at the time was down so 
all the public companies that controlled the media, 
you know, the cable networks weren’t looking to 
make investments that didn’t have an immediate 
return. It wasn’t like the late 90’s where if you just 
said the word “technology,” your stock prices went 
up $20. This was the exact opposite where if you 
said “High Definition” people had the perception 
that it was not an immediate return so public com-
panies were going to avoid it at all costs.

CD: So instead of you following the crowd, you 
saw that as an opportunity.

MC:  Yeah, because it meant that my potential 
competition was going to avoid getting into the 
business, yet the size of the market was going to 
grow far more quickly than people anticipated and 
then the third element, you know, traditionally when 
you create a cable network or a digital network, 
whatever you want to call it you go back to some-



Mark signing a basketball 
for HD fans at a Highdef 

event at Starpower, a 
Dallas-based custom 

home theater retailer 
and installer; Nov. 2002
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body’s library and you just license it as inexpensively 
as possible. You look at any of the new networks 
that have been created, and that’s basically the 
modus operandi.

CD:  That’s what Ted Turner did.

MC:  Turner all the way up to the new urban 
African American channel. They just go back and 
license. You look at Lifetime, the Hallmark channel 
playing all the stuff they’re playing. But then you say 
OK. If you were going to do Highdef, could you 
do that? And if you have any regard for the quality 
of the product, you couldn’t because the majority 
of the stuff that was available had been shot on 
tape. And anything shot on tape, I don’t care what 
anybody says about up converting, a viewer that 
watches Highdef for more than a couple days can 
tell the difference. So that was one issue and that 
also meant that the bigger media companies were 
going to hold back on converting their traditional 
cable networks to Highdef because a big part of 
their schedule was based on product shot on tape. 
So that was going to be another inhibitor. And 
then on the second part, product that was shot on 
35mm was available, but it was expensive.

CD: So how did you see that as an opportunity?

MC:  Well, because it meant that it would be hard 

to compete. I could go in there and license whatev-
er content in HD was available and then start cre-
ating a core competency of originating content so 
that I would be the person with the biggest library. 
And it wasn’t like you could just take those thou-
sands of hours that all the major media companies 
had and just convert them. Either they were tape 
and were worthless or they were already licensed 
and they didn’t have Highdef rights sold, so that cre-
ated confusion. Or it was 35mm and it was going to 
be expensive, even if the price per hour to convert 
came down, the total cost because of the number 
of hours involved, was going to be enormous.

CD: O.K. so you see this great opportunity and 
then…

MC: I had the money. Fortunately I ran into Phil 
Garvin who runs Colorado Studios as well, and Phil 
had the technical expertise and, you know, one of 
the things that we could do was take advantage of 
originating sports programming in HD. And Phil had 
the technical expertise to go out there and build 
two of the first Highdef trucks. So that’s what we 
did.  HD

So that was the beginning of HDNet. Next issue we’ll 
hear more from the billionaire who loves Highdef.



Tom Campbell’s passion is exploring our planet’s 
last great wilderness frontier—the oceans. And, 
as one of the world’s most intrepid marine cin-
ematographers, he travels the globe to practice 
his specialty—and this includes jumping into frigid 
shark-infested waters with only a steely nerve 
and his Sony HDW F900 CineAlta camera. This 
former USMC Force Recon Marine combat diver 
has logged over 35,000 dives, and jokes that he 
truly has the job to die for! Taking Highdef to 
greater depths, Tom has had his camera to well 
below 200 feet in some of the most remote 
locations on the planet. 

I first met Campbell about four years ago 
when I was directing an underwater documen-
tary in Japan. Tom’s enthusiasm for HD and his 
efforts to work within the budget convinced us 
to work in the format—and the underwater 
footage proved spectacular. Tom jokes that he 

was reborn after his first HD experience:  “I pri-
marily shot underwater on 16mm and DV Cam 
video. About 6 years ago, I was invited by Richard 
Andrews, President of Vidfilm in Los Angeles, to 
come and take a look at HD on a big screen. I 
was literally blown away when I saw the quality, 
the depth of field, the sharpness and colors. I just 
couldn’t imagine anyone not wanting to work in a 
format this extraordinary.” Campbell soon invest-
ed in HD gear and began learning all he could.

As a marine documentary filmmaker 
Campbell has learned how to maximum his cam-
era’s potential.  “One of the big advantages of the 
F-900 camera is the ability to switch frame rates. 
Even though we have shot topside features in 
24p, we opted to shoot most of our documen-
taries in the 1080i/60 (59.94) format. This faster 
frame rate eliminates any ghosting or artifacting 
with motion underwater.”

Over the years, Campbell’s Santa Barbara-
based company has worked with numerous TV 
and film companies, as well as with a number 
of private foundations. Last year, Campbell was 
included in a National Geographic special that 
featured the world’s top nine cinematographers/
photographers. He has won numerous awards 
for the quality of his imagery, and is a big stick-
ler for exact lighting. “I think that if something is 
worth shooting, it’s worth shooting right. The HD 
format gives us the ability to get absolutely tack 
sharp pictures; and, in our work, we don’t just 
want to be close, but to be spot on.” Campbell, 
along with fellow cameraman, Dennis Coffman, 
use Closed-Circuit Rebreathers (instead of the 
usual SCUBA), which emit no sound or bubbles. 
This allows the crew to stay at certain depths 
for up to six hours. A longer bottom time and a 

B y  M a s h a  N o r d b y e

A rare species of Clown 
fish (Spinecheek Anemone 
fish) Papua, New Guinea
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Taking Highdef to Greater 



40-minute tape load make it easier to adjust to 
different water situations and capture unpredict-
able wildlife.

As an underwater HD pioneer, one of the 
initial problems Campbell faced with the camera 
was the ability to white balance. “Once we got to 
depth, we lost much of the light factor. The whole 
critical issue underwater is what you do with 
light because of the loss of color. For example, in 
the first 15 feet of depth, you loose all your reds. 
And red is a very dominant color underwater. 
We could work with color in the camera menu, 
but we also found that by having a Servo Filter 
switch installed, we could use a Red Filter to 
bring back a certain amount of reds. So, in com-
bination with using a UR Pro Filter, designed and 
distributed by Amphibico of Canada (who also 
make our underwater housings), we could start 
with a higher level of red and then, with minor 
modifications in the camera menu, adjust the 
picture to proper levels. We always use a DSC 
color chart and work on getting absolutely spot-

on color correction in the field, saving time and 
money in post.”

Campbell also works with a Macro-port 
system and HD Canon Lenses, which allow him 
to capture creatures so tiny that they can hardly 
be seen with the naked eye. An animal the size 
of half your fingernail can fill half the screen and 
be captured in absolutely perfect color. “This 
has certainly opened new visual doors for us,” 
explains Campbell. “For example, we were 
working on a show called VENOM. While look-
ing through the viewfinder, I saw a snail crawl-
ing across the sandy bottom. Suddenly this tiny 
microscopic shrimp walked across the snail, 
and started to clean it. When we showed this 
behavior on a big screen to a marine biologist, 
he was absolutely flabbergasted. This tiny shrimp 
had green legs and bright red eyes. The biologist 
exclaimed that he had no idea that those colors 
existed and that the animal looked like this. So, 
Highdef has also opened up another dimension 
for science.”

The Imperial Shrimp has a 
symbiotic relationship with 

the spotted Nudibranch, 
which is poisonous to 

other fish. In exchange for 
cleaning and feeding off the 

Nudibranch, the shrimp is 
protected along the way.
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After years of experience, 
Campbell feels that there is no 
better medium than working in 
a digital format. “HD cameras 
are perfect for what we do and 
the pictures are turning out to 
be absolutely stunning. I just 
couldn’t do it that well with 
my movie camera.” In addition 
to Campbell’s extensive HD 
stock library (also represented 
by FootageBank in LA), he has 
recently published a book using 
still frames taken directly from 
his HD footage. Campbell has 
just completed filming at Truk 
Lagoon, Micronesia for The 
History Channel’s first ever 
show in High Definition. He also 
has a multitude of other projects 
that run the gamut from work-
ing as the DP for an upcoming 
feature film and on using his 
stock footage for underwater 

(Top) Few people would 
consider it a reward 
to have such a close 
encounter with an 
enormous 15-foot White 
Shark. However, in South 
Africa, Tom Campbell 
considers it an amazing 
opportunity to get the 
best footage possible. 

(Right) Fire Coral reef 
surrounded by Anthias 
reef fish, Pempa Island, 
Africa

adventure shows with Genius 
Entertainment in San Diego, to 
creating a series of documen-
tary (edited by EC Productions) 
and book materials with the 
Geneva-based Save Our Seas 
Foundation.  HD

Email: onscuba@silcom.com or 
visit www.tomcampbell.com
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Since the recent introduction of our HD-EC, Electronic
Cinematography lenses, more cinematographers and
rental houses have developed a relationship with Canon. 
It’s not surprising. Our HD-EC lenses are designed
from the ground up to provide outstanding performance
and greater function for DPs, operators, and ACs.

Featuring the most advanced focus rotation angle and
significantly improved markings, Canon’s HD-EC  zoom
lenses (HJ21x7.5B KLL-SC and HJ11x4.7B KLL-SC) and
primes (FJ5, FJ9, FJ14, FJ24 and FJ35) share a uniform
design concept, which achieves a consistent “Canon
look,” and minimized focus breathing. Fall in love today.

HJ21x7.5B KLL-SC HJ11x4.7B KLL-SC

For more info:  Call 1-800-321-HDTV
(In Canada: 905-795-2012) 

http://www.canonhdec.com
Canon and Canon Know How are registered trademarks of Canon Inc.  ©2004 Canon USA, Inc.

Maximize Your 24p Performance.

FJ9
FJ35

FJ24

FJ5

FJ14

More Cinematographers 
Are Falling In Love With Us.

More Cinematographers 
Are Falling In Love With Us.



Dale Cripps is the 
publisher of HDTV 
Magazine, the first 
publication in the 
world dedicated to 
the consumer of High-
Definition programming 
and hardware, and the 
founder and president 
of the High-Definition 
Television Association 
of America. He has 
been involved with 
the development of 
HDTV for 20 years and 
is a member of the 
Academy of Digital 
Television Pioneers. 
He is the winner of 
that organization’s 
prestigious Press 
Leadership Award –- 
the highest honor the 
industry bestows – for 
the year 2002.
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Highdef Survey Results
HDTV Magazine conducted a short survey of 
HDTV receiver owners following the Super Bowl 
held Sunday February 1, 2004. The survey was 
designed to gauge the awareness and impact of 
Super Bowl advertisements shown in the new 
high-quality widescreen HDTV format. This is 
the second year in which a small number of the 

event’s commercials were 
produced and delivered in 
HDTV. In sharp contrast to 
previous years the number 
of viewers able to see the 
Super Bowl ads in HDTV has 
dramatically increased (esti-
mated to be over one mil-
lion). Eleven out of fifty of the 
sponsors for this year’s Bowl, 

held in Houston, Texas, and televised by CBS, 
produced and distributed their ads in HDTV. 
Those ads were considered superior by 91% of 
those surveyed. 

The haunting question for advertisers has 
been; will the incremental expense for producing 
in HDTV pay a dividend? The survey showed that 
viewers had more favorable attitudes towards 
ads produced and delivered in HDTV then for 
those finished in the lower standard. “The AOL 
ads looked very weak,” said a viewer about one 
advertiser not using HDTV. “It seems cheap and 
cheesy to sponsor an HDTV program with 4:3 
advertisements,” said another.

The survey comments were most reveal-
ing, Those comments showed that all HDTV 
produced and delivered ads carried a stronger 
appeal over those produced and delivered in the 
lower standard. HDTV viewers are highly sen-
sitized to quality. A favorable disposition for any 
HDTV content is closely tied to the care taken in 
the production of it.”

Advertisers are in danger of losing touch 
with the rapidly growing higher income mar-

kets by any disregard they show for the HDTV 
viewer’s appreciation of picture and sound quality. 
An entirely new and fiercely loyal quality culture 
is building up around the HDTV set. 

 
Here are some comments from the 
survey:  

“The visual clarity and added sound quality 
just make the ad that much more appealing. I 
was much more into the HD ones, because they 
made me feel like I was still watching my wanted 
programming, or a movie.”

“The (HD) ad gets the person’s attention 
and draws them in to watch it and not change 
the channel.” 

 “The quality just forces one to focus on the 
screen.” 

 “Non-widescreen calls attention to the fact 
that they are different – inferior – to the pro-
gram content. This is asking for zapping”

“IMPACT – seem much more likely to leave 
a lasting impression on the viewer.”

”They grab your attention.”
“HDTV is here now and they should get on 

board. Ads are much more striking in HD.”

HDTV Magazine is the first consumer publica-
tion covering the HDTV transition. HDTV Magazine 
is available online and is distributed daily to 6000 
HDTV monitor and receiver owners throughout 
North America.  hdtvmagazine@ilovehdtv.com 
www.ilovehdtv.com

— Dale
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When I first heard we were producing the 46th 
Grammy® Awards in Highdef, I was relieved. 
After all, our design firm, Mighty Dots, created 
the graphics for the 45th Grammy® Awards, the 
first major award show produced in HD. It was 
a great challenge, but we learned quite a bit and 
it was a classy look. This year would be easy, we 
thought. We would freshen up the look, keep 
the traditional, upscale image that the Grammys® 
have been known for - no problem. Then came 
the nominations.

“50 cent”? Eminem”? Outkast”? So much for 
tradition. It didn’t take long to realize we were 
starting over. Producers John Cossette, Walter 
Miller and Ken Ehrlich were also ready for a 
change, choosing a design by our Gabriel Schroer 
that blended the multi-image trend with a free-
form, “street-wise” feel, all while preserving the 
Grammy® brand.

You might think that “grungy” graphics would 
be a poor showcase for high definition. You might 
also think the free-form style would be easier to 
produce for HD as there is little worry about 
detail. Right? Wrong. Like scenic or makeup, every 
detail of a graphic can be scrutinized in HD. As 
Design Director Vincent Jimenez points out, “In 
SD, you can create the grunge look by intention-
ally being a bit sloppy. But in HD, it just looks 
sloppy! Every bit of texture and noise had to be 
specifically created or it looked like a mistake.”

For the foreseeable future, all HD broadcast 
design will likely need to protect the 4x3 “cen-
ter-cut.” Fortunately, our Grammy® design made 
protecting the 4x3 area much simpler than if we 
had created a more structured look. We were 
determined not to just push all of the design into 
the center of the screen as is largely done in HD 
sports design. The free-form look allowed us to 

B y  A l l a n  W e l l s

Live HD: Designing the Grammys®

Image courtesy N.A.R.A.S. ©2004
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design some value-added elements into the 16x9 
area.

Another limitation that we turned to our 
advantage was the lack of HD music video clips. 
We discovered last year just how bad SD video 
could look when you upconvert it and put a 
pristine HD frame around it. Our goal was to 
keep the video at its SD size; thus the multi-
image design in the clip packages.

Having established the design parameters, 
work began on base elements using Dual 2-Ghz 
Macintosh G5’s running After Effects 6. Some 
good news-bad news regarding After Effects 
in HD: several 3rd party filters are resolution 
dependent and don’t run in HD (surprise!). But 
according to Gabe, “We completed the entire 
project with only the Production Bundle filters. 
Absolutely NO 3rd party plug-ins were used.” As 
the 2D work progressed, CG artist Colin Cheer 
was choreographing the trophy. We chose to re-
animate this year at 1500x1500 pixels to allow 
for maximum flexibility in final compositing.

Speaking of final compositing, we had a 
looming issue that needed a resolution. Gabe’s 
design included tightly integrated and treated 

video windows. Do we build the packages or 
deliver elements to post? If so, how? After discus-
sions with editor Booey Kober, we agreed the 
Avid|DS was the ideal platform to complete the 
process. We delivered each graphic in several lay-
ers as Quicktime movies with embedded mattes, 
providing special mattes for each video insert.

Upon completing the primary graphics pack-
age, we enjoyed more perks of creating in HD. 
The production designers wanted to integrate our 
graphics into the set as translights. An HD still was 
very print worthy and held up well at 13’ wide.

Finally, aside from my day job as Executive 
Producer at Mighty Dots, I am also one of the 
Technical Directors on the Grammy® Awards. 
If I could offer advice to anyone about to tackle 
their first HD project, it would be to listen and be 
ready to learn. Multi-camera HD production is still 
in the discovery stage and every aspect is a col-
laborative process. We worked closely with every 
department from production and video to scenic 
and lighting to make a successful HD graphics 
package that would not only promote the music 
industry, but the HD broadcast industry as well.  
HD  Designing the Grammys®
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Super 16 to HD
O n e  T r e e  H i l l

“OneTreeHill-1” – 
Pictured (left to right): 
Sophia Bush as Brooke, 
Chad Michael Murray 
as Lucas Scott, Crew    

Have you heard that Super 16mm film image 
quality isn’t sufficient for airing in high-definition 
format? You can decide for yourself by watching 
One Tree Hill on an HD screen.

The episodic series is co-produced by Tollin/
Robbins Productions and Warner Bros. Television 
in Super 16 format at practical locations and 
on stages at Screen Gems Studio in Wilmington, 
North Carolina. It is post produced in HD. The 
series airs letterboxed in 16:9 HD format in some 
markets and also on traditional NTSC screens. 

The cinematographer is Billy Dickson, ASC 
who has compiled credits for some 40 televi-
sion films and more than 250 hours of episodic 
programs. He has earned two Emmys and four 
Outstanding Achievement Award nominations 
from the American Society of Cinematographers 
for his work on the Ally McBeal series. 

One Tree Hill chronicles the lives of a group 
of teenagers in a North Carolina town. Much of 
the story takes place at night, often in large exte-
rior locations. Dickson’s modest camera package 
includes a couple of vintage Panaflex Elaine bod-
ies and a set of Canon high-speed prime lenses 
and a few zooms. His film palette consists solely 

o n  

of the new KODAK VISION2 Color Negative 
Film 7218. Dickson explains that the new 500-
speed film gives him the flexibility to shoot in 
virtually any light. 

 “Darkness can be a great tool for story-
telling and lighting is part of the performance,” 
Dickson says. “It sets the mood. Lighting faces is 
especially important on television because the 
audience sees the same people every week. It’s 
a form of illusion created with light and film to 
make the magic happen and reveal the souls of 
characters.”

The film is shipped to LaserPacific Media in 
Los Angles where the negative is processed and 
transferred to HD for editing. Final timing is done 
by Bruce Pearson, a veteran colorist, who began 
his career as a film timer at the MGM Studio lab. 

“I have tremendous respect for cinematog-
raphers,” Pearson says. “I try to get inside their 
minds, and anticipate how they see scenes. Once 
you get to know a cinematographer’s taste, you 
can be true to their vision.” Pearson, impressed 
by the nuanced quality of  Super 16 on HD, 
observes that with HD finishing the series is des-
tined for posterity.  HD
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Creative advertising agency mOcean was retained 
by Rainbow Media Holdings to complete the 
launch package for Monsters, one of 21 commer-
cial-free, HD channels created for VOOM, the sat-
ellite service launched in October 2003. Targeting 
today’s rapidly growing HDTV audience, VOOM 
offers a comprehensive array of HD program-
ming throughout the United States. 

mOcean designed, created and produced 
the original launch package for Monsters, the 
VOOM exclusive channel all about scary movies, 
which is taken to an extreme level by the power 
of HDTV. mOcean’s work included the produc-
tion of the logo system, on-air identity, promo 
package, and interstitial elements. 

mOcean Creative Director Steve Kazanjian 
said, “Not only was the client willing to push the 
boundaries of network packaging, they were 
also very focused on using the HD platform to 
its fullest: emphasizing subtle color separations, 
fine point lines and 5.1 Surround Sound. The end 
result is a package that will definitely generate a 

b y  K e v i n  A r a t a r i

buzz in the industry.”
Kazanijian added, “The creative spark actually 

came from a handful of mid-20th century mon-
ster posters that we have hanging in our offices. 
We wanted to create a fusion between the 
tongue-in-cheek sensibilities of the key art of that 
time and the promise of today’s HD technology. 
We designed modern poster interpretations of 
classic monster paradigms such as ‘Metropolis,’ 
‘Destruction from Outer Space,’ ‘The Island that 
Time Forgot,’ ‘The Demented Psychopath’s Lair’ 
and the classic ‘Southern Cemetery.’ This imagery 
helped to lock in the network’s tagline -- ‘It’s 
Alive’ -- with the all-new animation, as each post-
er actually ‘comes alive’ as we move through it.”

He continued, “Technically, we used a com-
bination of 2D compositing, 3D character anima-
tion and classic hand-drawn illustration. The end 
result is an HD network package unlike anything 
else currently on the air. mOcean’s entire creative 
team is very proud of the end result for this 
great project.”  HD22

VOOMmOcean Packages Monsters for
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To paint a great picture, the artist needs a great canvas. It must be
durable, able to withstand the test of time. It must display ideas
and color without intruding. A great canvas becomes transparent,
always around but never in the way.

A cinematographer needs a great canvas, too. In the world of HD
and 24p video, lifelike color and resolution become the filmmaker’s
paint. Durable and trustworthy videotape become the artist’s 
canvas. Great videotape becomes transparent, always working but
never in the way.

In the studio or on location, for shooting or post, choose Fujifilm
High Definition videotape. For more information, contact your
Authorized Fujifilm Dealer or see us on the web at www.fujifilm.com.© 2003 Fuji Photo Film U.S.A., Inc.
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“Arctic Mission,” Boat 
sailing by iceberg, 
Discovery HD Theater

Discovery’s HD Theater announced ambitious 
plans to more than double their HD program 
library by early 2005 at the Real Screen (non-fic-
tion TV) Summit in Arlington, Virginia. “Our plan is 
to have in excess of 1000 hours of HD program-
ming in inventory by the end of 2004, compared 
with over 400 hours today. We exceeded last 
year’s goal and hope to do the same this year 
as well,” said Shana Vickers, manager of develop-
ment and production at Discovery HD Theater. 

To achieve their goals HD Theater is work-
ing closely with Discovery’s analog networks 
(TLC, Animal Planet, Travel, Discovery, etc) “Our 
founder, John Hendricks, has recommended that 
our major analog channels produce 20% of their 
programming in HD. We look at an HD upgrade 
column in the budget to cover their added costs. 
These can range from 20-40% of the overall 

budget. HD Theater is interested in programs in 
all genres, like adventure, wildlife, travel, geogra-
phy, science and technology, health and lifestyle.” 
Vickers commented. She also added that some 
programs are acquired and others are commis-
sioned, specifically for HD Theater, like 2 hour 
long travel docs in the (World) Atlas series and 
Arctic Mission among others.

While all programs for HD Theater broad-
cast in 1080i, other formats can be used for origi-
nation. These include 720p, 1080/ 24p and 25p 
and 35 mm film. HD Theater will not accept pro-
grams with more than 25% of the content origi-
nated on super 16. To insure that all producers 
meet the technical standards, Discovery technical 
staff work with them starting early in the produc-
tion process. Discovery also holds periodic HD 
workshops for producers around North America 

B y  C a r l  M r o z e k
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and the UK. These are geared especially for pro-
ducers just cutting their teeth with HD Theater.

Speaking for UK-based Tigress Productions, 
Exec. Producer Graham Booth said the biggest 
challenges they have faced producing in HD have 
been with the durability of the field cameras 
themselves. “These (HD) cameras generate a 
lot of heat –which can be a real problem when 
shooting in warm climates. In general, we don’t 
find them as durable as betacam cameras,” he 
said. Tigress currently has more than 40 hours of 
HD programs in the works, many of them for 
HD Theater.

Signs of growth in HD programming 
abounded at the Summit.  PBS senior engineer 
Lewis Zager outlined technical standards for 
PBS’ new DTV pipeline, “PBS HD Channel.” PBS 
currently has upwards of 120 hours of HD pro-
gramming in their library and plans to add anoth-
er 15-20 hours of new HD and widescreen pro-
gramming to the PBS HD Channel per month in 
‘04 from various sources. Key providers will be 
major production centers like WGBH, WNET, 
WETA, etc. However, acquisitions and co-produc-

tions are other opportunities open to indepen-
dent producers, explained PBS’ Jan McNamara. 
As many as 120 PBS stations are expected to 
be offering HD Channel by this summer accord-
ing to Zager.Japan’s NHK also seemed open 
to working with independent producers from 
around the globe. “Japan now has 6 HDTV net-
works. This year 50% of their programming must 
be HD, and more next year. At NHK, our goal 
is 90%. We are  searching around the world for 
new programs of all kinds, -but of very high qual-
ity,” said NHK  senior producer Ikuko Suzuki. 

To facilitate the apparent upsurge in demand 
for HD programming by broadcasters, there was 
an HDTV marketplace at this year’s Real Screen 
Summit – a dedicated HD screening library 
featuring licensable programs. They spanned the 
universe from Future Frontiers: Mars, by Twist 
Films (Minnesota) to earthly deserts, Kalahari-The 
Flooded Desert, by Wild Logic LLC.  HD

Carl Mrozek is a videographer/writer/producer/
owner of Eagle Eye Media HD and is reachable at 
eagleye@localnet.com.   

“Arctic Mission, “ 
Discovery HD Theater
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Kelly (Lauren Birkell) 
begins to confide in her 
therapist, Dr.  Halsey  
(Dean Haglund).

Revealed Through HD
b y  C a r o l  F r e e m a n

Spectres

Spectres is a feature film about 
16-year old Kelly (Lauren Birkell), 
who’s unable to make a mean-
ingful connection with anyone 
around her. Hoping a change of 
scenery will help, her Mother 
(Marina Sirtis) rents a house for 
the summer. After a series of 
ghostly encounters in the house, 
Kelly tries to understand what 
the spirits want. A disturbing 
revelation lays ahead that ends 
Kelly’s life as she knows it.

Robert Ballo, Shadowland’s 
producer and cinematographer, 
shot Spectres entirely in HD. 
“We wanted to have a look that 
worked with the ghost story 
aspect of this picture and HD 
was the best way to achieve this.”

“There’s a sense of mel-
ancholy in the prologue, so we 

wanted a feeling of aloneness 
and distance between charac-
ters. We used a ‘floaty’ camera 
movement on a jib arm and lit 
scenes with deep shadows as 
characters went through dark 
spots and then reappeared. This 
created a feeling that they were 
entering a world of ghosts. One 
of the strengths of HD is shoot-
ing in low light with lots of dark 
shadows. As the film progresses, 
there’s a feeling of hope as we 
open up the shadows.”

“During post-production, 
Red Gypsy Animation did a 
number of special effects with 
the ghosts. On-line was done at 
Post Solutions/Victory Studios 
with Walt McGinn as the color-
ist. The on-line really brought the 
show to life as we added a vari-

ety of tones and looks to help 
communicate the story. One 
major effect was the cool desat-
urated feel in the prologue into 
warmth and brightness as the 
characters travel from one loca-
tion to another. For our ghost 
dream sequences we added a 
motion blur and a kind of skip 
bleach ‘contrasty’ look. When we 
projected the picture in front 
of 400 people on a fifty-foot 
screen, the audience could feel 
the emotions of the characters 
coming off the screen.”  

Spectres made its world 
premiere at the closing night 
gala of the Sci-Fi London Film 
Festival, and its U.S. premiere at 
the Cinequest Film Festival in 
San Jose.  HD
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 Highdef:A Year in Review

January
At the North America 
International Auto Show in 
Detroit, 7 out of 10 major 
exhibits used High Definition for 
their trade show displays.

For the first time in the Festival’s 
history, all of Sundance’s Film 
theaters are equipped for digital 
HD playback to accommodate 
the large percentage of HD 
originated and HD mastered 
movies.

February
The ASC (American Society of 
Cinematographers) recognizes 
Robert Primes, ASC, with the 
Outstanding Achievement 
Award in the Episodic Television 
Competition for the Wing and a 
Prayer episode of “MDs,” shot in 
24p HD.

March
ESPN launches their ESPN HD 
channel. Multiple HD trucks are 
built to serve ESPN and other 
networks rapidly growing HD 
broadcast sports needs. Fletcher 
Chicago retools its Sports 
Department by purchasing over 
25 Panasonic HD cameras and 
develops innovative HD POV 
cabling system with Telecast Fiber. 

Bowling for Columbine made 
Academy Award history as 
the first film, shot primarily in 
HD24p, to win an Oscar.

Sony Electronics’ and Young 
& Rubicam’s “Dreams” series 
continued with the premiere of 
the second collection entitled 
“Dreams ’03:Joy,” consisting of 
eight short subjects shot in HD 
by some of the top commercial 
directors in the country.

J. Michael Brinkman, Vice 
President of Strategic Business 
Development for Panasonic 
Broadcast and Television died 
suddenly in Santa Clarita, 
California. Michael was a great 
champion of HD production 
technology.

April
Landmark Theatres and 
Microsoft announced that they 
are equipping 177 screens in 
all Landmark Theatres across 
the United States with Digital 

b y  T o m  F l e t c h e r

Tom Fletcher, Vice-
President of Marketing 
for Fletcher Chicago, 
has been instrumental 
in developing Fletcher 
Chicago as one of the 
nation’s leading High 
Definition equipment 
resources. Tom is 
world renowned for 
his dedication to 
the advancement 
of HD acquisition 
having presented 
at the International 
Broadcasting 
Conference (IBC), 
National Associations 
of Broadcasters 
(NAB), Cannes Film 
Festival, Sundance 
Film Festival, and 
National Association of 
Television Programming 
Executives (NATPE).

Cinema playback systems 
using Windows Media 9 
Series technology. The goal 
was to open distribution for 
independent filmmakers by 
affording exhibitors with tangible 
cost savings and flexibility in 
booking smaller films.

A Dalsa Origin HD camera 
was unveiled at NAB. The 
prototype features an optical 
viewfinder, a 4k x 2k sensor, 
variable speeds and accepts 
PL mount lenses yielding the 
depth of field consistent with 
today’s 35mm film cameras.

24P Goes To War: Director 
of Photography and Marine 
Combat Camera Officer 
CWO2 B. Sean Fairburn, SOC, 
shoots 24p HD footage of 
Ground Combat Element using 
Sony F-900 and Fujinon HD 
Glass while accompanying Delta 
Company, 1st Tank Battalion, 7th 
Marine Regiment, 1st Marine 
Division from the breach at the 
Kuwait border to the tank battle 
crossing the bridge to Baghdad, 
taking the camera through the 
rigors of live combat for the 
Marine Corps.

June
George Lucas’ Star Wars 
Episode III begins principal 
photography using HDCAM 
SR Dual Link 4:4:4 (HDC-F950 
camera, HDW-5000 VTR) with 

 J. Michael Brinkman32
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Fujinon lenses and Evertz’s 
meta-data conversion.

James Cameron’s Ghosts of the 
Abyss opened in IMAX 3D 
theaters – shot in 24p. 

The Wachowski Brothers’ 
final two installments of their 
blockbuster Matrix trilogy, Matrix 
Reloaded and Matrix Revolutions, 
use HDCAM in the creation of 
many of their highly regarded 
special effects.

July
Director Robert Rodriguez’s 
Spy Kids 3D: Game Over opens 
in theaters, grossing over $32.5 
million in the first weekend. 
This inventive, colorful and well-
received family feature was shot 
using the same HD technology 
James Cameron utilized on 
Ghosts of the Abyss.

August
Production for the new Fall 
Television Season begins with 
more than 40 shows being shot 
in HD.

September
Once Upon a Time in Mexico, 
directed by Robert Rodriguez, 
opens to positive reviews, many 
complimenting Rodriguez on the 
high quality of his aesthetic look. 

With a reported budget of 
$29 million, the HD feature 
opens with over a $23 million 
weekend box office.

FOX Broadcasting Company 
announces that it has 
adopted Sony’s high-definition 
HDCAM SR™ technology for 
all of their network program 
delivery.

Arriflex introduces D-20 
Digital Camera at IBC. The 
camera features an optical 
viewfinder, a 35mm-size 
CMOS sensor, 1080p, and 
variable speeds. Delivery is 
2005-2006.

October
Major League Baseball’s new 
campaign “I Live for This” shot in 
HD and aired during the World 
Series, is directed by Peter 
Gilbert, nonfiction spots.

Eastman-Kodak acquires Laser-
Pacific, a leading HD post facility 
in the country.

November
Seeking to complement high 
audio quality with striking 
visuals, shows such as WTTW’s 
Soundstage, featuring artists 
such as Lyle Lovett, Tom Petty, 
and Farm AID, and music DVD 
releases like titles from Neil 
Young, Sheryl Crow, Train, the 
George Harrison tribute concert, 
and Billy Corgan all were 
acquired with Sony HD cameras.

December
Robert Altman, “The Company” 
opened December 25th shot in 
24p in Chicago.

David Fincher produces 
“Gamebreakers” spot for Nike 
using Thomson’s Viper camera.

WGN-DT announces all their 
Cubs, White Sox and Bulls 
home game telecasts will 
be produced in HDTV. Trio 
Video, WGN’s supplier, rolls 
out “Tango,” their premier HD 
mobile unit on December 31st  
2003.

Larry Thorpe, who many credit 
as most influential person in 
bringing 24p High Definition to 
life, announces his retirement 
from Sony Electronics after 
22 years. In his tenure at Sony, 
Larry was a leading force in the 
development of, first, analog 
HD recording in the early 
1980s, and then digital HDCAM 
and HDCAM SR recording 
beginning in the late 1990s.  HD
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Above:  “Ghosts of the 
Abyss.” Above right:
“Once Upon a Time in 
Mexico.” Lower right: 
Larry Thorpe
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Astro WM-3004

Evertz ECAS-HD-1394A 

OConnor 
Ultimate 2060

Chrosziel Mattebox, Follow Focus & Q/R Baseplate

Band Pro has been supporting
high definition cinematography
since its inception. Scouring the
globe, we offer the most innovative
equipment for high definition
shooting. We’ve built our reputation
on names like Astro, Chrosziel,
Evertz, & OConnor, whose
pioneering engineering has
pushed the industry forward.

Because at Band Pro Film &
Digital, we concentrate on the
art of technology so you can
focus on the art of filmmaking.

Astro WM-3004—You’ll appreciate the bright and clear image on this true HD 6" monitor. What sets this
technology apart from the rest is that it’s the only combination Waveform/Vector Scope/Picture Monitor in one.
Plus it monitors 16 channels (L-R) of embedded Audio. All in an elegant 3 pound package that perches atop the
camera body.

Chrosziel Modular HD Mattebox, Follow Focus, Q/R Plate & Color Viewfinder Mod—
Chrosziel’s versatile HD mattebox for 4x5.65 filters uses Modular Filter Stages so the unit can be configured
specifically for each job. The system allows the use of up to 3 independently rotating filter stages at a time.
The follow focus works ideally with today’s digital lenses. Chrosziel also offers a significant enhancement to
Sony’s HD color viewfinder, the 530-01ACVF.

Evertz ECAS-HD-1394A—This Fiber-Enabled Camera Adapter System is ideal with Steadicam, cranes, jibs, under-
water & challenging locations. Provides uncompromised, full bandwidth 2-way HD or SD & Firewire video, audio, time
code, communications & full camera RC, over a 2-way fiber connection via one thin cable up to 2 miles! The combo fiber
adapter/down converter neatly sandwiches between the camera & battery with an internal 50 pin digital camera interface.

OConnor Ultimate 2060—The same features that make OConnor the number one fluid head for motion
picture production also apply to high definition. Smooth fluid control, precise counterbalance adjustment and
“cine-style” accessories make OConnor the first choice for production, whether it be film or high definition.

NAB booth #C7115, Cine Gear Expo & IBC

w w w . b a n d p r o . c o m

Chrosziel Color VF Mod



While traditional methods for 
delivery of Digital TV signals – ter-
restrial broadcast, satellite and 
cable – will continue to dominate 
the market, some new approaches 
may soon offer more options to 
receive DTV.

For example, how would you 
like to receive Digital Broadcast 
Satellite (DBS) programming via 
ground-based microwave towers instead of from 
space-based satellites?  Such a system may offer 
some relief to the signal problems many users 
experience with satellite broadcasts when the 
weather turns bad.  But critics think it may open 
up a can of worms in terms of interference with 
satellite transmissions as the new service oper-
ates in the same spectrum. And, there are lots of 
law suits flying around this technology known as 
MVDDS, or Multi-channel Video Distribution and 
Data Service.

While no MVDSS service has been rolled 
out in the US to date, the technology got a 
shot in the arm recently as the FCC auctioned 
off rights to 192 licenses to the spectrum band 
already used by DBS operators. Holding back 
commercialization is an appeal by Northpoint 
Technology, the company that promoted the 
new service but elected not to participate in the 
recent FCC auction. Northpoint lost an initial 
patent claim against MDS (a bidder that won 60 
licenses and committed $4M to the FCC). The 
company also has a second law suit pending in 
federal appeals court, asserting it should have 
received the broadcast spectrum for free.

Meanwhile, DBS providers DirecTV and 
EchoStar both filed briefs in this case arguing that 
service will cause unacceptable interference to 
their subscribers. But EchoStar at least is hedging 
its bets by backing South.com, a company that 

won 30 licenses for seven markets.  Not wanting 
to be left behind, DTV Norwich, which is 49% 
owned by Cablevision, the eighth-largest cable 
MSO, won the country’s five largest markets and 
41 others for a total of $85M in license fees.

Another new delivery system is coming 
from USDTV. The idea is to provide digital cable 
TV content by broadcasting it to homes instead 
of using cable. USDTV says it can piggy-back the 
signal onto high capacity broadcast signals allow-
ing consumers to receive the content in their 
homes using an antenna.

USDTV has teamed up with Chinese con-
sumer electronics company HiSense, who is pro-
viding the funding to build 500K “over-the-air” set 
top boxes. It plans to roll out the service to 29 
major US markets in 2004.

USDTV already has several hundred sub-
scribers who pay a one-time charge of $99.95 
for the terrestrial digital receiver and $19.95 a 
month for the cable-like service, which includes 
HD programming. They currently offer free instal-
lation and price guarantees of no subscription 
cost increases for two years. Digital receivers 
from USDTV are also capable of receiving ATSC 
signals from local over-the-air broadcast television 
stations.

So options are on the horizon, but we will 
have to wait and see if they can gain any real 
traction in the market.  HD

Chris Chinnock is 

President of Insight 

Media, a market 

research company 

specializing in 

the projection 

display industry. 

chris@insightmedia.info

hdtv
New Options for DTV Content Delivery

Forum
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"The new Army campaign was a challenge of immense scope--nine months of shooting in the desert, in 
the snow, under water, and in the air.  We needed someone who was experienced in film and highly 
knowledgeable in 24PHD, someone with the talent and energy who, like the Army Rangers motto, 
'Always Forward,' could keep the crew and the project always moving forward, and thinking forward, 
about the technology, the images, and most importantly, the story.  We found that in cinematographer 
Dan Waymack."

WWW.WAYMACKANDCREW.COM
1.800.WAYMACK



The NBC Agency, the full-service multi-award 
winning advertising team that made “Must See 
TV” a household slogan and reinforced the term 
“appointment television” for NBC programming, 
and Premier Retail Networks (PRN), creator of 
the world’s largest in-store media networks, have 
successfully partnered on a nationwide crusade 
designed to educate consumers on the benefits 
of high-definition (HD) television — what it is, 
what are its advantages and features in compari-
son to analog television.

The initial idea for the campaign began 
with PRN, who currently supplies customized 
programming in both analog and HD formats in 
all Best Buy, Circuit City and Sears stores across 
the country (the PRN network is in over 2,000 
stores nationwide and achieves over 12 million 
gross impressions each month as measured by 
Nielsen Media Research).

“We wanted to support our retailers’ 
efforts and enhance consumer satisfaction by 

providing valuable information about HDTV 
and HD programming,” commented Charlie 
Nooney, Chief Executive Officer of Premier 
Retail Networks.  “Previous research from the 
Consumer Electronics Association (CEA) relayed 
that most consumers remained confused when 
it came to HDTV.  Only 27% of general consum-
ers surveyed by telephone described themselves 
as very or somewhat familiar with HDTV.  Only 
46% surveyed online had read about or seen 
HDTV in a retail store. Noting a lack of consum-
er information on HDTV, we felt compelled to 
create a campaign that would bridge the HDTV 
educational gap.”

“As soon as we learned about PRN’s plans, 
we  wanted to be their creative partner,” says 
Vince Manze, Co-President, The NBC Agency.  

Added Co-President, John Miller, “The fact 
that most of NBC’s scripted programming is pro-
duced in HD, we felt it was important to show 
the viewers how the programming would look 
in HD.”   

The first “High-Definition TV Information 
Campaign,” which premiered in PRN stores in 
August 2003, was produced by The NBC Agency, 
PRN and CEA.  The series of entertaining pro-
mos featuring NBC stars Tom Verica (“American 
Dreams”) and Neal McDonough (“Boomtown”) 
dealt with the fact that a regular analog television 
image is made up of 150 thousand pixels in a 4 
by 3 aspect ratio.  HDTV’s wide screen format 
in a 16 by 9 aspect ratio dramatically increases 
the pixels to one to two million, thus making for 
a larger, significantly sharper image, such as that 
seen in a movie theatre.  The spots also relayed 
that many HDTV programs will be broadcast 
in multi-channel digital surround sound with a 
digital signal audio quality better than audio CDs.  
To reinforce the significance between the two 

Smile,
B y  M a r y a n n  R i d i n i

Yo u ’re  o n  H D T V !
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Chris Baranski and 
John Larroquette 

demonstrating analog to 
HD aspect ratio

technologies, the promos are placed side-by-side 
in stores enabling consumers to experience the 
difference firsthand.

The new campaign, which premiered in 
February 2004, features well-known NBC 
stars Kelsey Grammer (“Frasier”), and John 
Larroquette and Christine Baranski (“Happy 
Family”).  In the tradition of the first series of 
promos, the new spots continue to educate 
about HDTV and its benefits and features in 
comparison to analog television. 

“The first campaign received such spectacu-
lar ratings from consumers as well as Nielsen,” 
said John Miller. “It was a natural progression to 
produce a second round of spots.”  

Added Manze, “We enjoyed the creative 
challenge of dealing with the important technical 
information that we needed to address to make 

the spots as informative as possible, and yet at 
the same time entertaining.”

“Last August we tested viewership in our 
stores to find out how the spots were working 
and our Nielsen numbers were up 40!,”  says 
Charlie Nooney, Chief Executive Officer of 
Premier Retail Networks.  “The recall for the 
HDTV custom spots was at 46%, which is nearly 
double that of in-home recall.”  

Additional research from the first campaign 
showed that 94% of shoppers who saw the 
custom programming appreciate the in-store 
network more and find it the most important 
information source when deciding to purchase an 
HDTV — even more important than friends and 
family (75%).  Of the shoppers who saw the HD 
set, 59% said they were more likely to buy an 
HD set in the next year.  HD 39



The Super Bowl in Houston this year brought 
together two teams that fought hard in a noble 
effort to determine the best in the league. I had 
the opportunity to be part of a talented crew 
shooting the game in HD 3D using the Sony 
“T” cameras through F-950’s recording on an 
HDCam SR at the end of a Fiber optic line in a 
mobile truck. The program will be transferred to 
IMAX 3D as a trailer.

The complete package including truck was 
provided by Plus-8 Digital.

All this was the work of Steve Schklair with 
the help of Peter Anderson, ASC master of 3D 
and large format cinematography. We worked 
with Steve Andrich and Brad Smith of NFL Films, 
who directed and operated the two rigs.

The project was intended as a proof of con-
cept with a newly designed, more versatile 3D 
beam splitter rig allowing for a smaller total pack-
age that could be flipped over to shoot low to 
the ground, operated off a fluid head, and hand 

HD 3D at the 

held. It uses zoom lenses that are mapped and 
linked by a Bernie Box that controls focus, iris 
and zoom so that they exactly match using one 
handheld controller.

In addition Metadata can be fed back down 
the fiber line to be recorded elsewhere for visual 
effects shots. Gary Ushino and Steve Mann did a 
fine job of aligning the cameras. It was made easi-
er by design enhancements from Peter Anderson.

So, two rigs with two cameras each, “Right 
Eye” and “Left Eye”, set to shoot the biggest 
television event of the year in 3D. Four men per 
rig; Operator, Focus/Iris, Interocular/Convergence, 
and Utility, carrying two F-950 bodies and batter-
ies on his back while wrangling cables.

I was asked to operate the camera hand 
held for the pre-game warm ups. We modified a 
PRO vest with hinge plate to help distribute the 
weight for tilting under the 75 lbs. I enjoy being 
the “Chuck Yeager” of HD.  HD

Super Bowl
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The United States has the 
world’s highest incidence of 
tornadoes. Most of these storms 
occur in a region known as 
Tornado Alley that stretches 
across the Midwestern and 
Southern states. The Hunt for the 
Supertwister, a new NOVA/PBS 
documentary, profiles the latest 
research in tornado prediction, 
with the goal to provide more 
warning for all tornadoes, espe-
cially “supertwisters.”

Shot with Panasonic’s AJ-
HDC27 VariCam HD Cinema 
camera, the program was 
produced by Thomas Lucas 
Productions, Inc., with Tom 
Lucas as producer/director 
and Rich Lerner as Director of 
Photography. Lucas was the co-
producer/director and Lerner 
the co-DP of the acclaimed 
1985 NOVA special, Tornado! 
That show has been credited 
as the inspiration for the block-
buster film, Twister.

The documentary, which 
aired on March 30th, features 
noted researchers Howie 
Bluestein and Joshua Wurman 
of the University of Oklahoma 
– rival stormchasers who have 
perfected the art of tracking 
down tornadoes with instru-
ment-laden vehicles designed 
to gather data as close to the 
churning twisters as possible.

Lucas chose to work with 
Panasonic’s VariCam because 
it replicates the key features of 
film-based image acquisition, 
including 24-frame progressive 

b y  B r i a n  C a l i

f o r  N O V A / P B S  S p e c i a l

HD
images, time lapse recording, 
and variable frame rates (4-fps 
to 60-fps in single-frame incre-
ments). Given the stormy condi-
tions, another essential piece of 
equipment was Spintech’s Rain 
Deflector (RD) system.

“Of all the HD cameras, 
I prefer the way the VariCam 
looks; it has great hand-held-abil-
ity—critical for this shoot—and, 
very importantly, it offered us 
variable frame rate and shutter 
options,” said Lucas. “VariCam’s 
value as a low-cost imaging 

medium—roughly $60 for 
46 minutes of video—can’t 
be overstated. We could take 
advantage of a much longer roll 
time than one could afford with 
film to capture the ever elusive 
lightning strike that would take a 
great landscape shot and make 
it amazing.”

Post-production included 
off-line edit with Avid Express 
Pro, followed by an HD conform 
at NOVA, using the series’ Avid 
DS system.  HD

Stormchasers
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Given one word, a couple of Sony F-900’s, 10 
tapes and no budget, what could you come up 
with? That is exactly what eight of the country’s 
top commercial directors were asked to find out.

The third annual Sony Dreams Project has 
just wrapped with mixed reviews and eight 
very different, very compelling short films. The 
brainchild of Ken Yagoda, a VP for the advertising 
agency Young & Rubicam, “Dreams” was devel-
oped to provide a showcase for commercial 
directors to ply their talents of story telling in a 
longer format and afford them the opportunity 
to experiment with the Sony HDCAM for the 
first time.

Elma Garcia, a well-respected commercial 
director for more than a decade was one of 
the few chosen for this year’s showcase. “I was 
lucky enough to be chosen by Ken and was very 
excited. We were given one word (Magic), ten 
tapes and a mandate to produce a four-minute 

short film that defined the word. We had to fund 
the project ourselves and the only assistance we 
received was from the camera rental houses that 
carry the HDCAM. Both Panavision and Fletcher 
loaned us full Sony F-900 camera packages and 
provided us with much appreciated technical 
support.”

Elma recounts, “Shooting this film was quite 
a task. The story revolves around a 14-year-old 
boy (Quinn) who was born legally blind and 
orphaned in Bombay, India. In 1997 he was 
adopted by a family in Wisconsin and recently 
became the youngest child to receive a guide 
dog. We shot the movie semi-documentary 
style with some exterior scenes taking place in 
extremely harsh winter conditions.”

The winter conditions posed some concerns 
for the crew who had little, if no experience with 
the HD format. “We had a pucker factor while 
shooting some of the scenes, the guide dog is a 

Magic
Sony Dreams Project:

b y  D e r e k  G r o v e r

Elma Garcia, Director 
“Quinn” Sony Dreams 
Project 2004
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black Labrador and Quinn was wearing a black 
snow suit and we were shooting in a blizzard. 
Talk about contrast,” said Garcia. “We relied on 
our DIT to set-up the cameras and set the stop 
because of our inexperience with the gear. I was 
so happy when we got reports back from post 
that there was detail in both the snow and the 
black dog.”

Ms. Garcia’s unique style of directing allowed 
her to fully explore the capabilities and limitations 
of the camera. “I usually operate myself and often 
act as my own DP,” said Garcia.  A graduate of 
the Brooks Institute of Photography, Elma rates 
her expertise in the photographic imaging pro-
cess as fairly extensive. “I operate myself because 

it gives me the opportunity of really concentrat-
ing on the image. Shooting with the HDCAM for 
the first time was a bit disconcerting because of 
the small black and white viewfinder. It was dif-
ficult to judge focus and see detail.”

Elma approached this project with an open 
mind and the vision of the story. “I was a bit 
intimidated by the equipment at first and not really 
sure what the end product would look like. But 
after the final edit, I’m pleased with what we got.”

All eight films in the 2004 Sony Dreams 
Project will be presented at the Ziegfeld Theatre 
in New York and the DGA Theatre in Los Angeles.

Derek Grover, HD Director of Photography and CEO, 
Hollywood Digital Imaging, LLC.  HD



When Amnon Band opened his first office in 
Burbank, it was clear his new company wouldn’t 
blend in. That wasn’t his style. From the bright 
magenta logo to the progressive offerings, 
Band Pro was bound to make a dif-
ference in the competitive broadcast 
equipment market.

Band Pro opened just as the 
networks scaled down in-house 
camera departments leav-
ing a new breed 
of independent 
owner/operator. 
They needed 
their own gear 
and they hoped 
to stand out from 
the pack. So, in addition to Sony 
Broadcast and standard accessory lines, Band 
Pro offered other innovations. Film-style tools 
like Alfred Chrosziel matteboxes, Tiffen filters, 
MicroForce zoom controls, etc., gave Band Pro 
clients a creative edge.

High definition has been an important focus 
for Band Pro from the beginning. Their clients 
embraced the F900 Cine Alta camera system-
-outfitted with Band Pro’s signature film-style 
accessories. When HD work slowed after the 
initial burst of activity, Amnon discovered that, 
according to cinematographer friends, the exist-
ing glass wasn’t up to filmmaker’s standards.

 Amnon took on the challenge. Band Pro 
became a marketing partner and exclusive dis-
tributor for Carl Zeiss.  In 2001, DigiPrime® 
lenses helped HD acquisition reach unprec-
edented quality levels. Today, the DigiPrime family 
includes eight fixed focal length lenses, from 5mm 
to 70mm. Since their inception, more DigiPrime 
lenses have been sold than any other prime for 
HD cinematography. However, missing from the 
mix was a zoom that would incorporate the 
famous Zeiss feel and performance.

And that’s exactly what Band Pro will 
premiere at NAB 2004. The new 6-24mm T1.9 

DigiZoom™ optimizes the potential of cutting-
edge 2/3” electronic cinematography cameras. 
Surprisingly compact (under 10” long) and 
lightweight, the DigiZoom is ideal for handheld, 
remote, Steadicam and studio configurations. 
With an 11” MOD (from lens front), the new 
zoom offers close-focusing ability.

DigiZoom borrows many of the DigiPrime 
design innovations, like a 95mm front diameter, 
integral gears and bright oversized, windowed 
cine scales. The Carl Zeiss Internal Focusing 
Design ensures top performance--center to 
corner--over the entire focus and zoom range, 
consistent C.G., and no breathing. The back-focus 
mechanism provides accurately maintained focus 
scale calibration across the focus range. And like 
DigiPrime lenses, the zoom is engineered for 
optimum low light use, with the aperture fully 
open. Naturally, the DigiZoom is built to accu-
rately color match and seamlessly intercut with 
images made with the DigiPrime family. 

Today, Band Pro has offices in Burbank, Tel 
Aviv and Munich and has sold more 24p high 
definition cameras than any Sony sales partner. 
Happy 20th Birthday, Band Pro.  HD

and Celebrates a Surprise from Zeiss

b y  C y n d y  B u r t o n

Band ProTurns 20
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Car no.116:  Day 2, San Felipe 250

“Our assignment? Make Hell look good.”

a sleepy town on

the edge of the Sea of Cortez awoke to

the demonic growls of the 18th Annual

Tecate SCORE San Felipe 250. A grueling,

250-mile race that covers some of the

most extreme terrain Baja has to 

offer. Unforgiving hillsides. Extreme

temperatures. Clouds of choking dust. 

Or what some of the locals call 

“El Patio de Recreo del Diablo” or

“The Devil’s Playground.”

Our assignment? Make hell look good.

Fortunately, we came prepared. Only one

camera system could take on El Diablo

on his own turf: a little miracle called

the fully digital Cineflex© HiDEF©. The

Cineflex© HiDEF© is a revolutionary,

versatile, gyro-stabilized digital camera

system that is the lightest, highest 

performing, most compact, fully-digital

camera platform available in the world.

Designed around Sony's HDC-950 and

the new HDC-F950 cameras, the Cineflex©

HiDEF© utilizes a variety of superior

lenses, such as Canon and Fujinon's HD

zooms, and Zeiss' new Digi Primes.

We chose the wide focal range of the

Canon HJ11x with a built-in 2x extender.

By doing so, we were not only able to

zoom in close enough to see the driver,

but pull out far enough to see the car,

the mountains and the ocean, all in one

shot. And because the Cineflex© HiDEF©

camera system can roll +/- 45 degrees

and pan 360 degrees, we shot long

seamless panoramic footage that any

DP would sell his soul for.

For 4 hours, we buzzed at 120 mph,

10 feet off of the ground, chasing a

hurling cage of metal and fiberglass

over fire and brimstone, dodging 

30-foot Saguaro cacti along the way. 

And how did the Cineflex© HiDEF© Camera

System perform? Like nothing in hell

could stop it. Not the heat. 

Not the sand. Not the wind. 

We just fired it up and 

shot to our heart’s 

content without worry-

ing about vibrations, 

degree of bank, or stopping to reset.

And the irony of it all? Although the

drivers below us were going through hell,

we have to admit, to us, the Cineflex©

HiDEF© camera system was a little slice

of movie-making heaven.

Better luck next time El Diablo.

For more information call :
1.866.HELINET (435-4638)
www.helinetcinema.com

At 6:00 AM,



DP Ron Fortunato shot a 9-minute music 
video in HD for Sidney Lumet with 35mm 
film lenses using the P+S Technik PRO35 
Digital Image Converter. Here’s what he 
and HD video technicians Abby Levine 
and Barry Minnerly have to say: 

RON FORTUNATO: “I thought the 
whole idea of the PRO35 was weird 
and I wasn’t sure what to expect. 
Sidney usually likes a lot of depth of 
field, but a shallower depth of field was 
the look we wanted for this modest 
production budget, so we tested the 
PRO35 and gave it a try.”

“We shot a tenor singing an aria 
from the 1835 French opera, La Juive, 
in an old synagogue in Manhattan. 
Most of it was interior. There was a 
potential problem with flare in the 
morning with the two east-facing 
windows. Using a traditional video 
lens would have been a problem. I 
used the PRO35 with a 40mm Zeiss 
T2.1 lens and a Sony HDW-F900 
camera and it looked great.”

“HD alone has too much depth of 
field but this look was filmic, like what 
I’m used to. I usually shoot at around 
T2.8. With the PRO35, you lose a stop, 
but it wasn’t an issue. My normal light 
package for any low budget feature  
is HMI and Kino Flos®. That same 
lighting was sufficient. All I did was 
light for maybe another half a stop for 
the equivalent of about 200 ASA film. 
The engineers were blown away over 
the look we got.”

ABBY LEVINE: “Preserving 35mm 
optical characteristics in HD is huge. 
It satisfies the creative requirements  
of an entire community of people who 
have worked in film for years. Some 
film guys feel shackled having to use 
video tools, and other optical adapters 
just don’t work.”

“I like that there’s no time-
consuming back focusing needed  
for each lens because it’s part of the 
PRO35. Once a prime lens is on and 
the PRO35 has been back focused, 
you’re done. You use all the markings 
on the film lens. And, being able to 
set your lens to a stop you like and 
then to set exposure independently 
using the aperture control on the 
PRO35 is a really neat thing. The 
PRO35 is so much better than I 
imagined any such device could be.”

BARRY MINNERLY: “HD technology 
keeps moving ahead with more color 
space and higher resolution, but you 
still can’t get the depth of field that 
35mm prime lenses get. There’s a 
huge difference in the look of HD 
with the PRO35. Video engineers who 
haven’t experienced this just don’t 
know what they’re missing.”

Abby Levine and Ron Fortunato, ASC

“Want a film look with HD?
Then you have to use 35mm film lenses.”
I shoot 16mm, 35mm and 24p. Shooting 24p with 35mm film lenses definitely pushes HD to the next level.

Ron Fortunato, ASC, a DP since 1982, was 
nominated for an Emmy Award in 2001 for  
100 Centre Street, the acclaimed hour-long 
dramatic cable series produced, written and 
directed by Sidney Lumet.

Digital Imaging Technician Abby Levine is  
a leading expert in HDTV production and post. 
Recent credits include Annie Lennox-Solo,  
Target spots, Our Town starring Paul Newman  
for Showtime. 

Digital Imaging Technician Barry Minnerly’s 
recent credits include Saturday Night Live parody 
spots using the PRO35 and Hope and Faith, a 
pilot for ABC.

The PRO35
Digital Image Converter works

with any 35mm Arri PL-mounted
prime or zoom lens.

Munich, Germany        www.35digital.com

ZGC Inc.
Exclusive North American Distributor
264 Morris Avenue
Mountain Lakes, NJ 07046
Phone: 973-335-4460   
sales@zgc.com   www.zgc.com




