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Fashion Photography Working Environment

Fashion photography is a form of advertising but specialists in this field rarely
photograph anything else. It is probably the most competitive part of the industry to
break into and because it appears the most glamorous it is also the most popular.
General advertising photographers in the West End probably outnumber fashion
photographers in a ratio of about five to one.

It is very unusual to find a fashion photographer who will take on an inexperienced
assistant. They tend to employ people who have already worked with advertising
photographers using models.

Fashions are constantly changing and to a certain extent fashion photography reflects
these trends. There are a variety of styles. Photographs taken for " The Face " or " ID "
magazine are unlikely to be suitable for "Woman's Own". Some of the newly
established photographers claim that the prestige magazines like Vogue have not
changed their style of presentation over the past five years. (This may be sour grapes,
however such magazines tend to stay with established photographers.)

A fashion Photography session has a completely different feel to a still life. The
photographer organises the whole team of helpers, which may include a stylist,
make-up artist, hairdresser, location finder and a series of models. The client, art
director and others may also be present. Having brought some kind of order to this
apparent chaos, the photographer must be able to get the best out of the model.

Fashion work is about capturing an expression, a movement, an atmosphere. The
precision of a still life is impossible to achieve. In fact, capturing the detail of the
clothes will be sacrificed for the mood of the photo. (13) One school of fashion
photography has taken this to ridiculous lengths; three-quarter-length shots may be
captioned 'Shoes by...” or a photograph containing excessive hand movement, blurring
every detail of the wrist, will be entitled, 'Watch by...” Such work attempts to capture an
atmosphere so that the clothes and accessories become desirable because they are
associated with a particular style or lifestyle for example fun and sporty, soft, gentle and
romantic or wittily sophisticated.

It is essential to be able to establish a rapport with the model. Music may help to create
atmosphere, but photographer and model must be able to work well together.

Sometimes a fashion photographer will run through a lot of film just building up to a
single photograph that is usable.

Many photographers test out models before an important campaign. Newly established
photographers spend much time running such test sessions. This means that the model,
stylist, photographer and anyone else involved will not be paid. Each gives his or her
service freely for work that may prove useful for their respective portfolios. They are
also testing out each other for any future commissions.

Some photographers have favourite models, with whom they find it easy to work.
Fashion work is photograph on location or in the studio. The photographer must be able
to cope with both situations.
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Fashion photography of a more restrained nature is used for mail order companies.
Detail in the clothing is more important here, and more attention will be given to
capturing this. Many new photographers take shots for general magazine and
newspaper articles. This is known as editorial work.

Many photographers are attracted to advertising or fashion because the work is lucrative.
Some of the heavyweight-advertising photographers earn up to 2,000 per day. This is
the exception, but big fees are paid for prestigious campaigns like drinks advertising.

A certain amount of controversy surrounds the payment of such high fees, but some
people would argue that they are justified. They are paid to those photographers who
have established a reputation for excellence and such a reputation is probably based on
years of hard word.

To certain extent one’s reputation is only as good as the last piece of work. You need to
get the best you can while your style is fashionable in a very fickle world.
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The Duties of an Assistant

The ideal assistant anticipates the needs and requirements of the photographer and
responds accordingly. Assistants work the hours required (including unpaid overtime
without notice) for little financial reward. In return they build up a series of contacts and
a store of knowledge and experience for when the time comes to establish their own

~ small business.

Photographic duties in the studio may include: (14)

e Setting up the required camera together with the necessary filters, lenses and
accessories.

e Setting up the lighting, checking that flash tubes and bulbs are working and
that sufficient power points and extension leads are available.

e Setting up reflectors and masks as required.

e Loading film (usually single sheets in dark slides for large format work).
Delivering and collecting exposed film from the processing laboratory.

e Taking Polaroid’s and meter readings. Keeping a written record of these.

e Ensuring sets are correctly built, props are available and elements are
correctly positioned and clean.

Photographic duties on location are likely to include those listed above and also:
e Checking access to the location, i.e., road routes, and train timetables, etc.
e Organising safe storage and transportation of film and equipment.

e Setting up on location.

Administrative duties may include:

e Dealing with clients and back-up staff. Listing names and telephone numbers of
those involved in a shoot (make- up artists, models, stylist, etc.)

e Taking accurate telephone messages.
e Filing details of shoots, invoices and banking cheques.

e QOccasionally typing letters, etc.

General duties may include:
e General messenger work.
e Making tea and coffee. Organising breakfast, lunch or dinner.
e Keeping the studio clean, tidy, well maintained and decorated.

e Helping to insulate the photographer from unwelcome intrusions.
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Duties will vary depending on the level of trust a photographer places in his or her
assistant. A first assistant will generally perform the photographic duties outlined
above. The second assistant will carry out the administrative and practical duties.

There is likely to be an element of overlap. If a photographer has only one assistant then
that person will be expected to perform all functions.

A freelance assistant will be employed on the day of the photography session to carry out
a selection of the photographic duties. The freelancer will be expected to be immediately
useful to the photographer with only a minimum of super-vision.

There is, of course, no “perfect” portfolio for everyone, nor is there a magic formula for
creating one. Every photographer’s portfolio presents a different problem and solution
simply because every photographer is different.

The nearest thing you can get to a perfect portfolio is one you’ll get by critically
analysing your direction and your markets, along with a raft of personal variables such as
your interests, temperament, priorities and goals. And then by putting your samples
together in a powerful presentation. That’s a tall enough order. Don’t try to make it
perfect, just powerful.
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What Makes a Portfolio Powerful?

There are so many different opinions on this subject that it is easy to get confused. The
truth is that there is plenty of room for a variety of treatments. But while opinions and
styles may vary, there are certain principles of human psychology and selling strategy
that govern every successful portfolio and these can’t be changed.

The work has to be good. You need to be absolutely ruthless in choosing your samples.
What clients end up using and publishing may not always be that great, but what makes
them want to buy your work is seeing pictures that, as they say, “knock them out™
Stanley Carp, a well known photographer advise: (14) Stanley Carp, 1984, p 12. “Show
five pictures that are sensational, five that are terrific, five that are wonderful and five
that are very, very good.”

The work must be relevant to the interests and needs of the clients you show it to. This
doesn’t mean you must tailor the portfolio specifically for every client but that you need
at least a minimal awareness of what the client does and what he or she is using in
pictures, and make sure you have a good proportion of work in your portfolio that will be
of interest to him or her.

Your samples must demonstrate convincingly that your work can be an advantageous
choice for the client on the particular kind of work you want to get.

Your subjects must be organised so that they deliver a clear message to the client of just
what it is that you do and what subjects, styles, and techniques you have to offer.

Your presentation and its physical form, must be efficiently designed, attractive, and easy
to look through. ;

Having a basic understanding of the mentality of your client is just as important as
knowing your direction and your markets.

e What makes them tick?
e How do they operate?
e What are their problems?

If you try to understand what a client wants and then fill your portfolio with images that
will solve that client’s problems. you will be off to a good start.

Unfortunately, many unseasoned photographers regard art directors as incomprehensible
creatures with inscrutable reasoning. Established photographers usually have a fairly
direct understanding to a client’s mentality, but beginners tend to see clients as an
unknown quantity, intimidating and possessed of a mystical power to say yes or no. This
attitude doesn’t help you to think very creatively when working on your portfolio.

I have often heard photographers say that you never can tell what a client will want.
You show them, something you think they’ll be crazy about and they pass it by without a
word. Then they love something you think is way off the mark.
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There is no way to outguess them. But there's much more to it than that. It's true that we
can't know in advance all the thinking that influences a client's decisions and that every
client has his or her own predilections and prejudices. But by large, there's a lot we can
know to guide us, and beyond that, it is possible and necessary, to understand clients.
You must grasp their needs and problems and prepare a portfolio that will go over well
with a majority of them.

Fashion and Beauty - each of these fields represents a world unto its own, requiring a
special kind of knowledge and approach. You can't become a successful fashion
photographer by just taking an occasional fashion picture, or because you "like
photographing beautiful women." It takes a mental and emotional rapport with the
fashion world. The smallest difference in design, color, or hem length may change the
way a fashion photographer will handle the picture.

Beauty photography is also highly specialized. Just because a photographer can shoot a
pretty face does not mean he or she is a beauty photographer. Excellent lighting for skin
tones is the all-important quality that clients look for, along with the ability to achieve
perfection in every detail of makeup.

Both beauty and fashion photography require the use of first- class makeup artists, hair
stylists, clothes and prop stylists, as well as good models. If you plan on entering this
field, make sure those professionals are available in your locality.

Your markets for fashion work include: (15)

e Department stores, for daily newspaper advertising (usually in black and white)
and for store fashion catalogues.

e Advertising agencies that handle fashion accounts.

e Agencies that specialise in catalogue production, including both heavy-sell,
volume-priced merchandise (in which quantity 1s more important than quality)
and fine designers fashion and accessories.

e National fashion magazines, which offer excellent showcases for photographers'
works.
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Warren du Preez the South African Fashion
Photographer

Warren du Preez has photographed to the top in Europe with photographers that capture
the prevailing mood and style at the close of the century. He is arrogant yet vulnerable,
bruised but steady on his feet, sensual but sharply focused, a bad boy and a philosopher,
the stuff of women's dreams.

He had a dark childhood: his parents were divorced, (16) because his father had to put
food on the table and pay the bond it meant the sacrificing of his creative drive in
photography but it was his father's sacrifice that prompted Warren to go into it. He won
a scholarship to Jeppy Boy's High, and there the pattern developed.

Later the military service taught him enough. He did a physical training-instructor
course, for him it was the hardest thing he has ever done both mentally and physically,
that’s where he got most of his discipline. He was drawn to things artistic. Dan Swart
was his art teacher but later he clashed with him and was kicked out of art class for six
months. He mixed with progressive young Jo' burgers and people from the
Johannesburg School of Art and Ballet; they were given what he always crowed for the
freedom to explore their vision and to be flourish.

The South African designer Keith Schultz was one of Warren's early influences and one
of the most important people in his life, Schultz encouraged Warren to trust and
develop his originality. Then there was Frederica on Italian architect he met on his
travels; she introduced him to a society of talented people. Now he was for the first time
exposed to masses of art and culture and to a fringe cinema movement.

A lot of Warren's work is inspired or influenced by Stonley Kubrick, David Lean,
Alfred Hitchcock and the filmmaker Jim Jarmusch. Painting and sculpture also
influenced his work. He moved London in 1990,

On being male in the 90's his androgynous boy, he thinks of himself as male and female
because his uncomfortable with the idea of having to be dominant in relationships with
woman and he don't fit the old way of male provider. He also believes to be male today
means being in tune with our androgyny, but being unafraid to express a love for
women.

On women, well his drawn to them who are trouble, the kind who will keep him slightly
off balance, it prevented him of getting bored. It doesn't matter where he goes he never
stop watching women. In his pictures, he tend to produce something real and
representative of the way women silhouette subtly sexy, confident, someone with
attitude and who relies on her personality more than her looks.

When he works, his vision is far more mimic than photographic he observe in a
two-dimensional way, the way you watch a film, remaining still and looking for the
little moments like when the model scratches her backside. This he supposes is making
of him a voyeur.

In London it takes seven or eight years to build a name to the stage where you can
complete with the best in the world.

Warren's career is now going the way he wants it to go.
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He said: (17) “I'm lucky enough to be able to make my hobby pay, but then you make
your own luck™.
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Check - Jacket and Scarf

This photograph is taken in a studio with a Konica, 100 ASA film for colour prints. A 28
- 80 mm Pentax lens With a Pentax z 20 camera.

I have only used one main light from the right side of the model. The idea of this
photograph was to advertise the warmth you can get from a Check Jacket and scarf for
those cold winter days. The model’s orange — red finger - nails added to the warm feeling
of the photograph. One’s eye resemblance warmth with the colours of red, orange and
yellow.
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Marching

My model for the day was a dancer with an excellent body, so I decided to use her to my
advantage. 1 covered her body with my fingerprints, using Moir’s food colouring,
crimson red and apple green. She had spots all over her body while standing in front of a
blue spotted background. This gave a camouflage soldier feeling to the setup, with the
black boots and cowboy hat we decided to do the march thing! Advertising the boots. A
Tudor 100 ASA colour print film and 28 — 80 mm lens were used. Using two lights one
in front of the model and one behind her. To add some strength to the advertisement |
used three photos instead of one to give the viewer a feeling of movement “ marching .
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Mermaid skirt

Again the 28 — 80 mm lens was used, with only one strong main light in the right
diagonal back corner of the model. Advertising the skirt that made fashion highlights on
the beach this summer. The nude resemblance the mermaid from the sea, the creased skirt
adds a bit of texture to the photograph, and the high heel silver shoe, adds some glamour
to the skirt, it made the skirt of more importance. While the soft focus on the nude gave

the photograph a more feminine side.
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Leopard

Konica 100 ASA film for colour prints, 70 — 300mm Sigma Auto Focus lens on a
Pentax z 20 camera. Here I went for that big contrast look. Advertising leopard
material clothes (skirt and scarf) using a model with the most innocent look. One warm
light (yellow umbrella) was used, to give a warm natural feeling to the photograph and
a tan tone to the skin. The contrast is what gives power to this photograph because
when you hear leopards you immediately associate it with a wild, or a more erotic style.
Instead it is that innocence that captures the eye.
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Black and white in colour

AGFA 100 ASA colour film. 28 — 80 mm Pentax lens.

Black and white clothes can be surprisingly effective when photographed in colour. Not
only is the contrast of tones graphically dramatic but the starkness of the clothes often
highlights the delicate tones of the model’s skin and hair.

This photograph looks like a still-life fashion photo, but I did use a model to put on the
white denim jacket. | then used plain black net to put over the white denim by hanging
the net around my model’s neck. At first it looked like a fancy clown outfit, but by using
a strong light from the left, and coming in closer with the camera it started to look very
interesting through the lens. The blown out white on the left of the picture does not
disturb me at all, because of the vertical black lines across the white, it only adds to the
photograph by giving it more contrast.
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Between red roses

Outdoor locations may vary, but it demands an ability to work with the environment.
And no matter what the surroundings actually are there must still be elegance, style and
atmosphere necessary for a successful fashion photograph.

AGFA 100 ASA colour film. 70 — 300 mm Sigma Auto Focus lens on a Pentax z 20
camera.

An UV filter and Polarising (PL) filter.

(UV) colour — achromatic; factor —1; Absorbs ultraviolet rays to eliminate fogginess.
Renders landscapes and seascapes shape and colour. Also used as a lens protector.

Polarising filter (PL); colour — grey; factor — 2.5 —3.0. Removes or reduces reflections
from non-metallic surfaces, darkens blue skies while increasing colour saturation,
penetrates haze. Rotates the filter in its mount until the optimum effect is obtained.

The photograph was taken in a bed of roses in Bloemfontein. Again the simplicity of the
picture lies in the contrast between the colours, the model wearing a black and white top
with leave patterns, being surrounded with red roses. In the pose she was actually
kneeling between the roses, we had quit a difficulty with the thorns! But in the end the
photograph tells a story of a person searching for something or someone in the paradise
of life. Sometimes in fashion work it only adds to the photograph if it tells a story.
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Step by step

AGFA 100 ASA colour film. 70-300mm Sigma Auto Focus lens on a Pentax z 20
camera.

No filters and flash were used.

This photograph was taken at the Sand du Plessis Theatre in Bloemfontein on it’s
beautiful marble steps on a late summer afternoon day, with the sun shining through the
windows of the theatre, giving me just enough light to take the photograph without the
use of a flash. The clumsy pose of the model is what makes the photograph interesting
and successful. You can say it is a photograph of formal fashion clothing, advertised in
a formal environment with a funny clumsy pose.
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Spring Follows

AGFA 100 ASA colour film. 70 — 300 mm Sigma Auto Focus lens on a Pentax z 20
camera. UV and PL filters.

The photograph session took place on a farm near Bethlehem, early on a winter morning,
it was still quit misty outside. The environment was a total domination of khaki — weed.
With the yellow — brown background, the environment almost look like the Karoo.
Advertising a winter formal dress, with birds and flower patterns in the Karoo, gave the
photograph a story of nature: that spring with its beauty, follows after winter.
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