
















We've seen it coming for 
years now and have been 

pretty vocal about the reasons for 
it all. Some think that we’ve lost our 
marbles to speak out against a ven-
erable institution like the Nation-
al Association of Broadcasters con-
vention and expo. But it’s not just 
us, the facts back up why companies 
like Avid and Apple felt that they can 
move their marketing dollars else-
where for better effect and impact. 
They can.

What’s the message behind it 
all? Money. Big money. From sourc-
es very close to the situation, we 
have learned that Apple calculates 
costs of supporting their NAB pres-
ence that costs in the millions. But 
with the democratization of video 
has come commodity pricing of the 
tools — read: really low prices and 
even lower profit margins. Transla-
tion: it’s going to take an incredible 
amount of new sales to break even, 
let alone turn a profit against mil-
lions in expenses. They don’t.

So, companies like Avid, who 
bowed out last November, and now 
Apple, who announced officially on 
February 7th that they were opting 
out of the Vegas party, are looking 
to spend their money elsewhere.

These companies are not alone: 
Sony opted out of Comdex years 
back. And MSNBC.com recently an-
nounced that even the venerable 
Consumer Electronics Show is look-
ing for a new home due to the way 
that Las Vegas hotels and business-
es jack up the prices when the big 
shows roll into town. The story is at 
www.msnbc.msn.com/id/22549735

In the movie Network starring 

Peter Finch as a news anchorman, he 
grows weary of the state of things 
that one day he urges his audience 
to go to their windows and scream 
out, “We’re mad as hell and we’re 
not going to take it anymore!”

There’s a message there.
NAB keeps raising the rates, 

along with its partners. Our full 
page in last year’s Show Daily cost 
us $3,850. This year, they wanted 
around $7,200 according to the price 
sheet. No thanks, we’ll pass.

Las Vegas businesses also can’t 
resist the prospect of easy mon-
ey and, according to MSNBC’s arti-
cle, raise room rates as much as five-
times more than off-show dates. 
Between these disparate parties, 
they seem to be in a race to find the 
buyer’s “breaking point.” Well, it 
seems they have finally found it.

Avid and Apple both alluded 
to the fact that according to their re-
search, the money could be spent 
elsewhere with better result. These 
two companies have powerful mar-
keting departments and they also 
draw on trusted research organiza-
tions that produce realistic reports 
of where the market is at today.

If you are a business that shows 
at NAB, you can do your own math 
but as for ours it goes like this: ac-
cording to Google Analytics track-
ing, we get well over 750,000 total-
ly unique visitors in a month. That 
is well over seven-times the number 
of people that register for NAB. It’s 
much higher than that if you com-
pare it to those that actually take the 
time to show up. At present, we are 
like seven NABs happening concur-
rently, every month, year round. So, 

following last year’s show, we con-
cluded we would not be back and 
told NAB so last Summer.

In Apple’s case, there was a time 
when they needed NAB to assuage 
suspicions that Apple wasn’t seri-
ous about the professional broad-
cast market. But just as we conclud-
ed that we already have most of the 
NAB floor traffic and a lot more be-
sides, Apple seems to have come 
to the same kind of conclusion: the 
number of boxes they will sell is not 
all that different whether they show 
or don’t. They’d have to sell an in-
credible number of units to justi-
fy that one and even more to turn a 
profit.

It is a well known phenomenon 
that Apple users will line up for the 
Next Big Thing whether or not the 
company shows at NAB or doesn’t. 
Avid buyers are a lot like their Apple 
cousins, a bit more jaded and road 
weary perhaps, but most Avid users 
will buy Avid in the end.

So two giants have sent NAB a 
message and the message is: your 
prices are out of line with the reali-
ty of the way business is done today. 
There are other more cost efficient 
ways to reach people. There are me-
dia-rich corporate websites, there 
are third-party sites like the COW, 
there are roadshows and a myriad 
of other means. NAB is not the only 
game in town anymore.

The businesses of Las Vegas are 
being sent the same message.

Will they listen? It doesn’t seem 
so. Prices are up, even though with 
two giants leaving, attendance is 
guaranteed to be down.
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connect to higher quality HD

With industry-renowned, independent-frame DVCPRO HD and master-quality, full-raster  
10-bit 4:2:2 AVC-Intra* compression, Panasonic’s affordable AJ-HPM110 field recorder/  
player is the perfect choice for IT compatible, multi-format HD and SD production.

Whether used with Panasonic P2 cameras or with other cameras or decks with HD-SDI  
output (including 23.98/24psf), the HPM110 offers long record times. Using six 32GB P2 
cards, this workhorse can record for 4 hours in 1080p/24 and 8 hours in 720p/24. It also 
offers multiple frame rates, 1080 and 720 support, up/down conversion, 24p pull-down 
removal and real-time playback of 720p variable frame rates (over/under cranking). 

And you’ll benefit from the speed, flexibility, and reliability of P2 HD’s solid-state, tape-less 
workflow and the backing of a 5-year warranty.** So get connected to the future of HD  
production with the HPM110.

For more information, please visit us at www.panasonic.com/broadcast . 

The most versatile 
HD field recorder 
at any price.

© 2008 Panasonic Broadcast

when it counts

Extensive AV/IT connections, including HD-SDI, IEEE 
1394 and USB host mode, assure a fast workflow. 

* Full capabilities of optional AJ-YBX200 AVC-Intra board described at www.panasonic.com/broadcast
** 1 year standard warranty plus additional 4 year warranty (if registered within 30 days of purchase)
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