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CREEN INNOVATIONS (SI) has 
been one of the most active com-
panies in the projection space 

over the past few years. Technologies like 
its Black Diamond ambient-light–rejecting 
products spawned a new product category 
for screen companies, and its Zero Edge 
design has had a similar impact. 

Moving in a different direction, the 
company is once again filling a void within 
the market. SI’s new Slate screen was con-
ceived as a more affordable, multimedia 
screen solution that allows a wider group 
of consumers to step into performance 
projection systems.

Slate was developed by the company to 
provide many of the same characteristics 
of its Black Diamond solutions, including 
65 percent light-rejection capabilities, as 
well as a choice of configurations — Motor-
ized, Zero Edge and Fixed Frame — and 
sizes up to 200 inches in a 1.78:1 (16:9) 
format. The company says the 1.2-gain 
Slate is 4K compliant, and dealers can 
order custom sizes. 

Sending me a 100-inch 16:9 Zero Edge 
Slate screen, I was able to compare it to 
the company’s popular Black Diamond 
by swapping one for another in my media 
room. Dealers will find the Slate Zero Edge 
is easy to install. The screen ships in one 
large box with a smaller box for the mount-
ing hardware. The installation process is 
pretty similar to mounting a picture frame: 
I located the position of the wall brackets 
and once secured, my wife helped me lift 
the fixed-frame, Zero Edge rear channel 
onto the flange-type mount. 

I went through my BenQ projector’s 
settings to make sure that everything was 
set before beginning my evaluations, and as 
part of the setup, I took some measurements 
of the Black Diamond and Slate screens.

The first thing I noticed with the Slate 
was how the images seemed to pop more 

compared with the Black Diamond. The im-
ages looked crisper and brighter, and once I 
took brightness measurements using some 
IRE windows, I was validated in finding the 
images ranged from about 15 percent to 
25 percent brighter with the Slate than the 
Black Diamond. Naturally this contributed 
to improved contrast performance. 

Conversely, the Slate did not retain as 
much contrast as the Black Diamond once 
I turned on the lights. It maintained a solid 
image, but ambient light (predictably) 
did affect the Slate more than the Black 
Diamond. 

The more I watched cable shows such 
as Penny Dreadful, Netflix shows like House 
of Cards and Orange Is the New Black and 
Blu-rays that included Planes, the more 
impressed I became with the Slate’s perfor-
mance — and re-assessed it as much more 
than a value-minded screen product. 

Doing A/B comparisons to my motor-
ized Stewart FireHawk, I think SI has 
really stepped up to challenge what is a 
benchmark product in multimedia screen 
technologies. And I can say that I like the 
Slate more than the Black Diamond. 

I looked at some other test patterns to 
see if I could see any color shift, hot spot-
ting or other issues that I couldn’t see with 
real-world content. My search came up 
empty, which further increased my infatua-
tion with the product.  

Slate should be an easy product for deal-
ers to sell. It offers strong multimedia per-
formance in a variety of room conditions, 
and when you combine its image quality 
and relatively lower price point, it all adds 
up to a great value. In fact, I could easily see 
the Slate surpassing the Black Diamond to 
become SI’s most popular product.  
screeninnovations.com
MSRPs vary depending on size 
and configuration. 
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A Full Slate of Unexpected Value 
BY ROBERT ARCHER

SI Slate
PROS: Nice image quality in a vari-
ety of environments, and Slate is 
priced at reasonable levels.
CONS: Maybe SI could offer an 
acoustically transparent version. 

ce pro verdict

Screen Innovations says that a 100-inch Slate 
16:9 model carries a retail price of $1,799.


