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The Best Brand Is You



Take Time to Contemplate

Learn more: 
PPA.com/CommercialFocus

Gain clarity with PPA’s resources for commercial photographers. 

• Curated Education Curriculum

• Equipment Insurance

• General Liability Insurance

• Data Loss Recovery

• Contracts & Releases

• Networking on theLoop

• Sales & Marketing Tools
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Upgrade, 
completed.

Don’t sit on it. Sell it.
More than half of us have 
camera gear we no longer use.
Sell your gear and upgrade
your visual storytelling. 
Trade up for new adventures.

Do you have unused 
camera gear? MPB is 
the largest global 
platform to buy, sell
and trade used gear.
Get an instant quote

See mpb.com/info/unused-tech-survey for more details.
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Paradoxes, contradictions, constraints: They all sound problematic. But 
what if we considered them gateways instead of obstacles?
 During his work on the theory of relativity, Einstein is said to have contem-
plated how an object could be simultaneously moving and at rest. Can a 
thing be what it is and what it is not? Such a thought experiment makes some 
people anxious and others invigorated. Researchers say it’s a matter of mind-
set that determines which camp we fall into. For some people, contradictions 
and constraints stoke creativity. If we can be comfortable living with the 
psychic tension that comes from holding competing ideas, we can free our-
selves to dream up unlikely scenarios that just might turn out to be diamonds. 
 Through her research, organizational behavior professor Ella Miron-Spektor 
has determined that performance is elevated in people who embrace the 
duality inherent in paradox. They’re more creative, fl exible, and produc-
tive. People who hold a paradox mindset “gain energy from tensions that 
nurture their creativity and satisfaction,” she says. If we can get beyond the 
discomfort that’s created by ambiguous scenarios and confl icting truths, 
that’s when we start to embrace the complex beauty of reality and our 
potential to explain or enhance it. 
 When we give deliberate thought to contradictions, we break down assump-
tions. And what are assumptions if not roadblocks to innovation and crea-
tivity? Experiments show that even non-paradoxical thinkers can improve 
their creativity if they fi rst consider some paradoxical statements.
 Paradoxes, contradictions, and constraints are aids to creativity because 
when predictable paths are blocked, we’re challenged to innovate, and this 
is when we can create something new as a solution. Legendary animator 
Chuck Jones laid down rules for himself—constraints—about how he would 
write Road Runner cartoons. The Road Runner could not harm Wile E. 
Coyote except by saying “Meep, meep,” for example, and he couldn’t leave 
the road. The very idea that constraints give us greater freedom is an in-
triguing contradiction to consider.
 Paradox is Jeremy Lock’s stock in trade (“Feeling the Love,” page 70). Love 
may not be the fi rst motivation that comes to mind when you consider the 
work of a longtime Air Force photographer. But it’s there in his images: 
beauty in chaos, strength in the wounded, and dignity in the forgotten. 
The contradiction inherent in Cassandra Jones’ work is that it was only 
due to a great personal loss that she stepped beyond her role as scientist to 
embrace her life as an artist (“Enchanted Forests,” page 50).
 We don’t excel in spite of the paradoxes, contradictions, and constraints 
before us. We excel because those conundrums demand that we look be-
yond what’s plainly visible and dare to dream of what’s next. Can a thing be 
what it is and what it is not? Such is the question—and the opportunity—for 
the scientist, the artist, the creator.  •

Jane Gaboury
Director of Publications  

Paradoxically Invigorating
PROBLEMS ARE OPPORTUNITIES

editors@ppa.com

@OurPPA

@OurPPA

@ourppa

EDITOR’S NOTE
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Hover your phone camera over 
the code for unique content that 
didn’t make it into this issue.

ppa.com/ppmag
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Artful Mechanics
FOR LOVE OF BIKES

FOREGROUND
By Amanda Arnold

It’s just one component of the bicycle—the mechanism that moves the chain so the 
gears can be switched—and yet the derailleur has evolved greatly in construction, 
design, and aesthetics over the decades while performing exactly the same func-
tion. Bicycle aficionado Robert D. Jones is so fascinated by the mechanism that 
he created the series “The Dérailleur Project” to document its attractive design. 
 After collecting the mechanisms from cycling buddies and experimenting with 
the best way to photograph them, Jones elected to shoot from above. For each 
image, the derailleur was placed on a white background surrounded by white 
foam core boards held in place with light stands. He used a Nikon D800 with an 
AF-S Nikkor 24-70mm F2.8G ED lens and Nikon strobes—two SB-900s, one SB-800 
and one SB-28. “The strobes were perfect for the job because they’re small, pow-
erful, and have a wide range of adjustability,” he explains. “I placed them differ-
ently inside the foam core box to best capture the details of each derailleur.”  
 His biggest challenge was dealing with the highly reflective quality of the derail-
leurs and their varying shapes. This meant tailoring the light position for each object 
to open shadows and reduce highlights as well as doing extensive post-production 
work to bring out the best in each derailleur. Jones’ work resulted in two calen-
dars, in 2015 and 2016, and more recently a book: “The Dérailleur Project.”  •
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Revealing the Invisible
EXPLAINING CHRONIC ILLNESS

“They read like Greek tragedies,” says 
fine art and portrait photographer Patri-
cia Fortlage of the stories women share 
about living with chronic illnesses. 
 Fortlage has a chronic immune dis-
order called Myasthenia gravis, which 
makes even simple tasks such as get-
ting dressed and brushing her teeth 
laborious. She wanted to share her ex-
perience via photography—“the insur-
mountable pain and suffering, along 
with oppression and gaslighting.” Not 
to mention grief for the loss of health 

as well as the friendships that dis-
solved as her illness sometimes forced 
her to isolate herself. “Many of us are 
becoming invisible, retreating to the 
safety of our rooms,” she says. 
 She didn’t want the series to limit her 
to one type of photography, so she 
delves into documentary as well as 
conceptual images, still lifes, portraits, 
and landscapes. “I love humor, so there 
is a bit of cheekiness thrown in for 
good measure.” Her biggest challenge 
was the physical. “I can no longer 
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bend or squat without exacerbating 
my disability, so I had to find work-
arounds for images where I wanted to 
ideally shoot from a low angle.” 
 “What I like most about the project 
is that it seems to be resonating with 
people,” she says. “That tells me it is 
a story worth telling. And that gives 
me hope that this little seedling of 
information could sprout into some 
changes as to what people with chron-
ic illnesses and disabilities experience 
going forward.”  •

WHOOPS
ADDRESSING MISTAKES 

Made a mistake with a client? It happens. 
Follow these three steps, advises Entrepreneur magazine.

From the outset, 

establish a standard 

of trust and open 

communication with 

clients by regularly 

checking in with 

them to make sure 

they understand 

your process. 

Encourage them to 

ask questions and 

express opinions. 

Once you realize 

you’ve made a 

mistake, leverage 

that standard of 

candid communi-

cation by openly 

and immediately 

admitting your 

error then offer-

ing a solution. 

Reflect on your 

mistake and 

reevaluate your 

processes to 

prevent the same 

error from 

happening again. 



16   PROFESSIONAL PHOTOGRAPHER

FOREGROUND

INSPIRED WORDS
USE YOUR CORE

“My biggest advice is to be personally 
congruent and authentic in your work and 
photograph what you absolutely are head-
over-heels in love with. Because if you love 
it, people will feel that and love it, too, and 
you will find your people. I think so often 
we just get caught up in the noise of what 
everybody else is doing. And the real power 
that we have as creators, as artists, is the 
soul inside of us, that personally congruent 
core. That super authentic core is the big-
gest driving force behind creating art, and 
creating art is a service to others.”

—CASSANDRA JONES 
(See “Enchanted Forest,” page 50.)    

About You
MAKE IT PERSONAL

What should you write on the About Me page 
of your website? Focus first and foremost on 
why you do what you do, advises Creative 
Boom magazine. Answer these three ques-
tions about yourself:
 • What led you to found your business? 
 • Why are you passionate about your work? 
 • How well do you solve a problem? 
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PPA DEGREES
Where technique, art, and service 

come together.

Join the exceptional community 
of  PPA degree-holders.

Show them what you’re made of.
PPA.com/Degrees
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If you’ve ever received disapproving looks 
or unkind comments from people when 
expressing yourself, don’t worry. No one 
who ever left their mark on this world was 
someone people considered to be nor-
mal. History doesn’t remember average 
individuals. In fact, consider any person 
who’s contributed to the world in a sig-
nificant way, whether in a political are-
na, critical thinking, or creativity, and 
you’ll notice they’ve been considered odd.
 Salvador Dalí once drove a car filled 
with cauliflower and walked an anteater 
around Paris. Leo Tolstoy denounced the 
look of a rich man and took to wearing 
peasant clothes. Michelangelo and Steve 
Jobs considered bathing a health haz-
ard. Albert Einstein filled his pipe with 
tobacco from cigarette butts he picked 
up off the ground, and Charles Dickens 
believed he was being followed by char-
acters from his novels.
 Why do those who have changed the 
world in some way seem to think differ-
ently than everyone else? In a 2011 Scien-
tific American article, Harvard professor 
Shelley Carson writes that people who are 
highly creative often have odd thoughts 
and behaviors and vice versa. She says 
both creativity and eccentricity may be 
the result of genetic variations that in-
crease cognitive disinhibition—the brain’s 
failure (or ability) to filter out extraneous 
information. Unfiltered information that 
reaches conscious awareness in the brains 
of highly intelligent people who can proc-
ess this information may lead to excep-
tional insights and sensations. During 
moments of insight, cognitive filters 
relax and allow ideas on the brain’s back 
burners to leap forward into conscious-
ness. It also seems to cause behaviors 
that are often considered odd.
 People who possess this variation 
may dress idiosyncratically, their speech 
patterns may be out of the ordinary, they 

may respond ineptly in social situations, 
their emotional responses may be inap-
propriate, they may believe in supernat-
ural phenomena, and they may be hard 
to get close to physically and emotion-
ally. But according to Carson, these 
people “are very often high functioning, 
talented, and intelligent.”
 We don’t have to avoid being thought 
of as odd. Trying to do so may only stifle 
the creativity that’s within you. If you feel 
you’re a little weird, own it. Let those 
thoughts you’ve been afraid to explore 
rise to the surface and see where they 
lead you. I’ve seen profound results when 
someone ignores the naysayers and 
moves forward with their gut feelings. 
Listen to that inner voice when you feel 
it has something to say. What’s the worst 
that can happen? How would you feel if 
someone else developed an idea that you 
yourself were too timid to pursue?
 Life is too short not to put everything 
on the table, and regrets are the hardest 
things to live with. The fear of failure is 
one of the best reasons to follow your 
intuition. Nearly every person who’s 
achieved success has failed more times 
than they could count.
 Many leading corporations now have 
chief innovation officers on their lead-
ership teams, and many Fortune 500 
companies put employees through cre-
ativity training to stimulate out-of-the-
box thoughts.
 My oldest and best client over my 40-
year career has been mentalist Craig 
Karges, who has performed amazing 
feats of magic for audiences around the 
world. He claims we use only 10 to 20 
percent of our brain capacity. Maybe it’s 
time to put fear aside and see what that 
other 80 percent is capable of.   • 

Mark Campbell owns Prestige Photography & 
Video in Wheeling, West Virginia.

Stop Trying to Fit In
NEVER FEAR BEING WEIRD

By Mark Campbell, M.Photog.Cr., CPP, API

PRESIDENT’S MESSAGE

18   PROFESSIONAL PHOTOGRAPHER



SIGMA’s broad spectrum of 
full-frame mirrorless zooms 
covers 14mm to 600mm.

Dynamic at 
Any Distance

All lenses protected by a 

4-Year USA Warranty
Learn more at

sigmaphoto.com

The new 70-200mm F2.8 DG DN OS | Sports joins the 
14-24mm and 24-70mm F2.8 DG DN | Art as SIGMA’s 
third professional F2.8 zoom for full-frame mirrorless. 
Three lenses, any assignment, any light.

And that’s just the beginning. Find the perfect lens for 
whatever you shoot — portraits, landscapes, wildlife, 
or family memories — within SIGMA’s Art, Sports, or 
Contemporary lines.

How can you tell which SIGMA lenses are made for 
mirrorless? Look at the name: DG means full frame and 
DN indicates a mirrorless-exclusive design. DG DN lenses 
are engineered for optimum performance on full-frame 
L-Mount and Sony E-mount cameras.

Explore SIGMA zooms and view all DG DN lenses at 
sigmaphoto.com/DG-DN
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MERITED

ABOUT THE IMAGING EXCELLENCE COLLECTION: The Imaging Excellence Collection comprises photographs chosen by trained jurors 
as being the best of the best in PPA’s Merit Image Review. The Imaging Excellence distinction is awarded to compositions that successfully address the  
12 elements of a merit image. ppa.com/mir

NOTE: Lighting diagrams shown here are not to scale.
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ON THE COVER

This is Getting Out of Hand
Erica Lane Harvey, M.Photog.M.Artist, CPP
Erica Lane Photography
Rapid City, South Dakota

CAMERA & LENS: Nikon Z 9, Nikkor Z 85mm f/1.8 lens
EXPOSURE: 1/125 second at f/13, ISO 200 
LIGHTING: Erica Lane used a Godox AD600 with a 5-foot octabox as a main light. 
POST-CAPTURE: In Adobe Lightroom and Photoshop, she did compositing, then hand painted the image using a Wacom tablet.
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“White Feather”
Photo Print on ILFORD B/W Paper sealed under Acrylic Glass 
16.5x22" | Floater Frame Basel, white matt | printed and framed by WhiteWall.com

Bringing photography to completion
When an image becomes visible as a print, it transforms from an abstract idea into reality. For WhiteWall, 

that means that a picture is only complete once it is hanging on the wall. We achieve perfection through 

craftsmanship, innovation, and use of the very best materials. Our award-winning gallery quality is always 

accessible to photo enthusiasts both online and in our stores.

Gregory Prescott
“White Feather”



Start Today:
PPA.com/CPP123

Rise above the competition by becoming
a Certified Professional Photographer.

Master technical skills in 3 simple steps:

Declare your candidacy

Take your exam

Submit your technical image evaluation

There’s even a FREE CPP prep
curriculum to help you get started.

Gain confidence and justify your prices
by becoming a CPP!

Elevate
Your Craft

1
2
3
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6 Branding Truths

82% of consumers feel 
more positive about a brand 

after reading 
customized content. 
Creating and posting 

meaningful content elevates 
the profile of your brand 

and conveys your values to 
consumers.

Color improves brand 
recognition by up to 80%.

When you’re consistent with 
the color palette you use on 

your logo, online content, 
and marketing materials, 
consumers identify your 

brand more easily.

5 to 7 impressions are 
required for people to 
remember your brand.

No one will recognize your 
brand if you don’t get it out 
into the world. It takes more 
than five exposures to your 

brand before people connect 
the dots. 

Consistent brand 
presentation can increase 

revenue by up to 23%.
Send a uniform message 
in product packing, social 

media posts, websites, and 
promotional materials about 

your brand and its value 
to consumers.

10 seconds is all it takes for 
people to form an opinion 

about your logo.
Logos are small but mighty. 

A great logo needs to 
be simple, effective, and 

unique. It must be related 
to your brand to grab 
consumers’ attention.

94% of people are 
highly likely to recommend 
a brand they’re emotionally 

engaged with.
A brand that establishes

a positive emotional 
connection can position 

itself favorably with 
consumers and get referrals.

Source: smallbizgenius.net



Dropped Like a Bad Habit
CHANGE YOUR PATTERNS TO CHANGE YOUR LIFE

By Jeff Kent

SUCCESS
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When we think about making a change 
in our lives, we often think about habits. 
These little subconscious processes dic-
tate so much about our daily lives, and 
they’re easily identifiable when we want 
to alter the course we’re taking. 
 But changing habits can be difficult. 
It’s not just a matter of will: Neurosci-
ence and behavioral psychology are in-
volved, and we’re often fighting against 
our brains’ natural tendencies when we 
try to disrupt ingrained behavior. 
 Owen Fitzpatrick has been studying hab-
its and behavioral change for more than 
two decades. The globetrotting psycholo-
gist is an authority in how to shape behav-
ior through belief—a topic he’s examined 
in nine books and through presentations 
to hundreds of prominent organizations. 

MAXIMIZE THE PRODUCTIVE
Not all habits are bad, of course. Optimi-

zing our behavioral patterns includes 
identifying and leaning into the good 
habits we already practice. “Optimi-
zation is about looking at what you’re 
already doing, getting down to the micro 
actions, which are your habits, and then 
determining if there’s a way to make 
them better,” explains Fitzpatrick. 
 Maybe you already have a good habit 
of getting up early to get a jumpstart on 
your workday. Once you’re up and in 
your workspace, can you build in more 
efficiencies to optimize the time you’ve 
given yourself? Perhaps you could knock 
out simple, routine tasks, like answering 
client emails or doing billing.
 Behavioral change also involves deter-
mining which habits are leading to prob-
lems then taking action to fix them. Some-
times changing habits is about replacing 
them. Sometimes it’s about creating new 
ones. Sometimes we just have to stop 

Owen Fitzpatrick online
owenfitzpatrick.com



destructive habits. To sort this out we 
need to be aware of all our habitual act-
ions. “Your habits lead up to your rou-
tines. And your routines will then dictate 
your experiences and what results you 
get in your everyday life,” says Fitzpatrick. 

REPROGRAMMING CONNECTIONS
In an effort at efficiency, our brain cre-
ates shortcuts to make things easy and 
automatic. Whenever there’s change, 
these shortcuts get rerouted and require 
a lot of cognitive resources. “In other 
words, our brains have to work really, 
really hard whenever we change some-
thing,” says Fitzpatrick. 
 When it comes to changing a habit, 
we’re essentially reprogramming these 
connections, and we need to ask a num-
ber of questions:
 • What is going on in my life that I want 
to change?
 • What happened to cause me to want 
to make a change? 
 • Do I really want to change? 
 • What habits are leading me down my 
current path?
 • What habits do I want to change?
 • What new habit do I want instead? 
 Be clear on the answers to these ques-
tions, allowing yourself no ambiguity 
around what you’re trying to change and 
why. Having the discipline to change a 
habit can be difficult, so understanding 
why you’re doing it is critical for main-
taining your motivation.
 With these questions answered, the next 
step is preparing to execute a change in a 
specific way. This entails devising a clear 
plan of how you’ll engage in the habit-
changing process, when and where you’ll 
do it, and how you’ll measure success. This 
includes preparing yourself for likely obsta-
cles and plotting how you’ll deal with them.  

AN ARCHITECT OF CHANGE 
Once you’ve answered these questions, 

PPA.com/MIR 
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you’re in prime position to become an 
architect of change. Three tips: Make the 
change clear, make it fun, and make it re-
warding. If you can create a process that 
makes the change you’re embarking on easy 
and enjoyable, you’ll have a greater chance 
of success. Fitzpatrick recommends a 
few techniques to advance this process.  
 Organize your environment. Set up 
your surroundings to make the new habit 
easier and the old habit more difficult. Let’s 
say you’re trying to get up early and go 
for a run before work. Lay out your run-
ning clothes the night before so your path to 
the new behavior is easier in the morning. 
 To discourage a negative habit, set up 
your environment to make that behavior 
more difficult. One example comes from 
Google, which encouraged employees 
toward healthier eating by putting the best 
food options up front in the break rooms 
and moving less healthy options to less 
convenient locations. People still had a 
choice, but the environment discouraged 
one behavior while encouraging another. 
 Stack your habits. Habit stacking is 
a way to package multiple productive 
behaviors to encourage adoption of a 
new, positive habit. Maybe you already 
drink plenty of water each day, and you 

want to develop a new habit of stretching 
your muscles. Every time you refill your 
water, stretch. Refill your water, stretch 
again. If you’re refilling your water five 
or six times a day, you’re also stretching 
that often. By stacking the new behavior 
on top of your existing habit, your brain 
connects the two and you’re more likely 
to continue them both.
 Bundle your temptations. Tempta-
tion bundling involves pairing some-
thing you look forward to with a new 
habit you’re trying to develop. If you’re 
trying to develop a habit of walking a 
couple of miles a day, you might increase 
your motivation by listening to your 
favorite podcast while walking. Here’s 
the trick: Allow yourself to listen to that 
podcast only while you’re walking. If you 
want to hear the next episode, go for 
a walk. By pairing these activities, you 
create an association between walking 
and your favorite podcast. The desire 
to listen to the podcast is motivation to 
engage in the new behavior. 

BELIEVE IN YOURSELF
One of the most common questions 
about behavioral change is how long it 
takes to acquire or discontinue a habit. 

Bad question, notes Fitzpatrick, “That 
question implies that you’re waiting for 
the time that you don’t have to work at it 
anymore. If you’re doing that, then your 
mindset is already messed up. You’re 
already thinking to yourself, This is going 
to be a pain, I just want to do it until the point 
I don’t even think about it. 
 Instead of looking for an end date to 
the habit-changing process, reset your 
thinking about the behavior and how it 
relates to your identity. Frame the new 
habit as part of who you are. “Whenever 
you believe you’re a certain type of per-
son, it’s easy for you to do the habit that 
fits into that identity,” explains Fitzpat-
rick. “Whereas if you don’t believe you’re 
that type of person, even if you engage 
in a new habit, you will eventually go 
back to your old way of doing things.” 
 If you don’t believe you’re a healthy 
eater but you’re actually eating healthy, 
a process known as cognitive dissonance 
eventually emerges. This happens when 
there is tension between two sets of 
competing beliefs. The brain tries to 
alleviate this tension, which may lead 
you to revert to old behavior that’s more 
in line with your beliefs about yourself. 
To make a positive change, adjust your 
mindset about who you are and who you 
are becoming. 

SET THINGS UP FOR SUCCESS 
To motivate yourself or others to make a 
change, the change needs to be import-
ant and it needs to be urgent. If you’re 
trying to help your staff implement new, 
positive habits at your studio, create a 
compelling vision for them. Help them 
understand why the change is critical to 
the business and why it needs to be done 
in a particular time frame. Circle back 
to the why to help with motivation, be 
clear about how the new behavior can be 
implemented, and outline the obstacles 
you might face together. Then establish 
a way to track progress so everyone can 
feel a sense of control when it comes to 
implementing the change. “By doing all 
of that, you’ll set everyone up for suc-
cess,” says Fitzpatrick.  •





Show Up How You Want To Be Seen
YOUR BRAND SHOULD BE TRUE TO YOU

By Stephanie Boozer

SUCCESS
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After the dark days of the 
COVID-19 lockdown followed 
by the national shock and out-
rage at the killing of George 
Floyd, LaJune King found her-
self in a fearful new reality 
that overshadowed her normal 
effervescence. She was afraid 
for her husband to take his rou-
tine Saturday morning drive in 
his vintage car, of him being 
profiled, of him being in the 
right place but at the wrong 
time. Determined to rise above, 
King reshaped her fear into 
determination and an oppor-
tunity to shift her purpose 

and her photography. She 
wanted to be a bright light for 
herself, her family, and for 
other people of color.
 “I literally changed how 
I took photos,” she says. “I 
wanted to change the way 
people look at Black families, 
at people of color, at Black 
women in business. I wanted 
to be the change that I want-
ed people to see.”

REAL PERSONALITY
Earlier in her photography 
journey, King felt compelled 
to conform to certain ideas 



about being a family photog-
rapher, she says, thinking that 
if she came across as “too eth-
nic” people might not want to 
book her. She gradually learned 
that shying away from her true 
self was hurting her business. 
Showing her real personality 
shifted her gravitational force 
by pulling in like-minded cli-
ents. King began showing up 
on social media and in front 
of clients as her authentic 
joyful self. She wanted to be 
seen for her real self, not as a 
watered-down version who 
was attempting to fit into a 
set of societal expectations. 
 In 2020, she started posting 
more on TikTok, feeling that 
Instagram had become a place 
where perfection reigned. She 
found an enthusiastic audi-
ence. Posts began going viral 
and King found herself in a 
better financial position to 
open Blk Stry Studio, a 2,500-
square-foot bright and airy 
space. She revamped her 
branding to reflect her person-
ality and focused her messag-
ing on celebrating joy and au-
thenticity with every session.
 “I want to be seen in a posi-
tive light as best as I can,” she 
says. “I want my clients to have 
proof that their joy was put 
into this world, that I see it, 
and that I can capture it with 
my camera. Being seen is huge.”

THE RIGHT CLIENT
Based in Frisco, Texas, King 
focuses on families, lifestyle 
portraits, and personal brand-
ing headshots that celebrate 
clients’ defining characteristics

PPA.COM/PPMAG   MARCH 2024   29
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 and uniqueness. Her mes-
sage of changing the narra-
tive and bringing joy forward 
is peppered throughout her 
website and branding, en-
couraging clients to let their 
guard down and be real in 
front of her camera. 
 “I bring people out of them-
selves, help them put some 
life behind their photos,” says 
King, who was awarded Frisco 
Enterprise magazine’s 2023 
Best of Frisco Portrait Photog-
rapher Readers’ Choice Award. 
“When I look online at pho-
tos of people’s kids looking 
perfect, I’m like, Whose life 
is like that? I want candids 
as authentic as possible. If 
your kid is not looking at the 
camera and has his fingers in 
his nose, that is real life!”
 King’s Pink Starburst 
Experience has made her a 
standout in the Dallas-Fort 
Worth area, so much so that if 
she’s out in public it’s not un-
common for someone to call 
her out as the “pink Starburst 
lady.” The idea stemmed from 
her favorite candy and a de-
sire to give clients a fun thank 
you gift. Knowing it was com-
mon for high-end wedding 
photographers to gift clients 
something lavish after their 
experience, King thought it 
would be fun to give clients 
something meaningful that 
was quintessentially her, 
something memorable with 
a handwritten note following 
their session. After finding 
out she could purchase bags 
of pink Starburst candies, King 
reached out to the candymaker

in 2020 for permission to 
reference the brand in her 
marketing. Not expecting 
much, she went to Costa 
Rica for spring break, and 
ultimately returned to find a 
surprise package full of pink 
Starburst swag and T-shirts 
from the company. 
 “It was amazing,” she says. 
“Now people see me and 
think of pink Starburst!”
 Letting clients and poten-
tial clients see who she is has 
been her best tool for attract-
ing customers who under-
stand her and her work. When 
she’s teaching and speaking, 
King pushes that point, not-
ing that the key to attracting 
the right client for you is to 
create the right experience. 
 “If you work with someone 
who is not ideal for you, then 
you can’t create the best ex-
perience,” she says. “But that’s 
also an important way to learn. 
Sometimes people are put 
into our lives to disrupt us and 
see how we handle it. When 
I work with someone who’s 
a little more difficult, I try to 
find out how I can grow from 
that experience and make it 
right next time.”

IDEAL EXPERIENCE
King coaches photographers 
to uncover who they are and 
how they can create an ideal 
experience, by closing their 
eyes and thinking back to a 
perfect experience they’ve 
had in a retail or service situ-
ation. It doesn’t have to be a 
luxury experience like Neiman 
Marcus; it can be any setting 
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where the service and sur-
roundings were just right. 
 “What did that look like and 
feel like for you from start to 
finish?” she says. “That is what 
you have to give to your clients.”
 Along similar lines, King 
advises photographers to 
put themselves in the place 
of their clients by running 
through their email work-
flows to understand what the 
process looks and feels like 
from their perspective. Is 
there enough information? 
Is enough of your personality 
coming through? Are you 
communicating what clients 
want to hear?  
 To make sure she’s always 
on target, King regularly 
asks for client input. “Always 
be open to feedback,” she 
says. “If you’re consistent 
with your work and creat-
ing a good experience, you 
shouldn’t be afraid. But if you 
do have one bad review, make 
sure the next client doesn’t 
experience that, and thank 
your client for letting you 
know.”
 King’s ability to take nega-
tive experiences and situa-
tions and reshape them into 
avenues for growth and posi-
tive change is essential to her 
success as well as her happiness.  
 “A keyword for me is joy,” 
says King. “I love people think-
ing of me for the pink Star-
burst experience, me wearing 
pink, my pink nails. I’m show-
ing up how I want to be seen.”  •

Stephanie Boozer is a writer in 
Charleston, South Carolina.
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You’ve envisioned a session on location and just have to find the right spot for it. 
Here are some considerations to keep in mind when scouting a site.  

FEASIBILITY

Is it a private or public location, and 
would permissions or permits be 
required to photograph there? 

Is it reasonable to expect that you 
won’t be disrupted by people who 
aren’t involved in the session? 

Are safety precautions necessary due 
to issues such as traffic, slick rocks, 
or sheer drop-offs?

Any wildlife or insect risks? Does any-
one in the client or assistant group 
have insect or plant allergies that 
could require emergency assistance?

What level of mobility is needed to 
reach the location?

Could there be other photographers 
trying to use the same location at the 
same time?

PRACTICALITY

How close can you park, and how far 
is the location from the client’s home 
and your studio?

What is the terrain like if there’s been 
recent precipitation? 

What kind of shoes will subjects be 
wearing in the photos? If they need to 
change shoes on site, is there some-
where suitable to sit?

Is there a restroom close by?

Are electric outlets available?

Will you need to bring water, sun-
screen, sun shade?

If the client brings a bag or other 
personal belongings, is there a safe, 
clean spot where they can set aside 
their items during the session?

AESTHETIC

Does the appearance of the location 
support the story you want to tell 
about your client?

Is the location uniform and does it 
fulfill the client’s desired look? Check 
for anything out of place such as 
a modern element in an otherwise 
rustic setting. 

Where will the sun and shade be at 
different times of day and seasons?

Are there any buildings or structures 
at the location that enhance or de-
tract from the setting?

Is there commercial branding, signage, 
or art that would require you to obtain 
licensing? Could such items be digital-
ly removed in post-production?  •

Thanks to PPA members Julie Kubal, Jo Anne Richards, and Kenneth Johansen for their contributions.

How to Vet a Location
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The Swiss Army Knife of Light
REVIEW: ELINCHROM THREE MONOLIGHT

By Ellis Vener
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Swiss-designed and Swiss-made, the battery-
powered 261-watt-second Elinchrom Three 
monolight brings twice the power of the 
Elinchrom One. The design, function, and 
performance of this fl ash make a compel-
ling argument for investing in modern, 
high-quality lighting instruments. You get 
a compact fl ash with exposed fl ashtube de-
sign, a near limitless light modifi er mount, 
a 20-watt bicolor LED modeling lamp, 
on-demand fan cooling, and a rugged—but 
not waterproof—build. It delivers a six-
stop output range, short fl ash duration, 
a built-in 20 channel/four group Skyport 
receiver, an internal battery capable of 
delivering up to 525 full-power fl ashes (up 
to 11,250 at minimum power), plus a fi stful 
of other features.
 Along with through-the-lens and high-
speed sync modes, you can choose manual 
output in one-third or one-tenth stop 
steps across the light’s six-stop range (261 
to 7 watt-seconds). HSS works in both TTL 
and manual control modes. The Elinchrom 
Three also features two fl ash duration 
ranges. When you need to prioritize freez-
ing subject motion, switch to Action, sig-
nifi ed by the running man icon in the fi rst 
menu on the light’s touch-sensitive user 
interface, to shorten the fl ash duration. 
In Action mode, the color temperature is 
roughly 450 Kelvin higher. In images taken 
in the HSS shutter speed range, I measured 
a color balance shift in the tint (green/
magenta) up to 10 points toward the green 
using the eyedropper tool in Lightroom on 
raw Nikon Z 7II fi les.
 The Elinchrom Three lets you specify the 
output level in three ways: the Elinchrom 
scale, the European 1-10 scale, or in watt-
seconds. The table (next page) shows the 
relationship among the three scales and 
the range of t0.1 fl ash duration. 
 The 20-watt LED (output equivalent to 
a 120-watt quartz-halogen at full power) 
has four modes: freely adjustable, pro-

Pros
• Versatility

• Mount compatibility

• User interface and design

Cons
• Price

• Slight noise from the built-in cooling fan
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portional to the flash setting, Visual Flash 
Confirmation (VFC, which turns the 
modeling light off when flash fires until 
the flash is ready to fire again), and off. 
The modeling light has six color tempera-
ture presets: 2,700K (soft white tungsten), 
3,000K (warm white tungsten), 3,200K 
(standard tungsten), 5,000K (direct sun), 
5,500K (daylight), 6,500K (overcast sky). 
At 5,500K, the CRI rating for the modeling 
lamp is 95, with a runtime of 90 minutes 
at full power and 10 hours at minimum 
power. 
 For me, one of the most appealing 
aspects of the Elinchrom One and Three 
lights is the versatility of the modifier 
mount. Unlike virtually every flash in the 
monolight category, which incorporate a 
proprietary locking mount, Elinchrom has 
increased the system’s versatility by giving 
the cylindrical front half of the lights a 
diameter of 3.9 inches. This makes it a per-
fect match for the classic Profoto mount, 
which has been the safest and most ver-
satile light modifier mount since the late 
1960s. The safety factor is due to the design 
of the mount—a pair of steel bands secures 
the wide rubber collar around the body 
of the light, locking the modifier and light 
into one unit. With Profoto-mount hard 
reflectors, sliding the collar along the body 
of the flash adjusts both the beam angle 
and center-to-edge falloff of the light. 
 For the One and Three, Elinchrom 
makes a line of OCF modifiers. These 
include a wide-angle reflector for umbrel-
las and barn doors and a set of color domes 
(red, blue, green, yellow, amber, and ma-
genta) instead of the standard frosted dif-
fuser/flashtube protector. There are three 
Rotalux Go soft boxes: a 14x30-inch strip 
box, a 22x30-inch recta, and a 24-inch 
octa. Using the Elinchrom Profoto adapter, 
which is included in the Elinchrom Three 
kit, you can use the extensive line of 
Elinchrom standard mount light modifi-
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To create the dramatic lighting in this impromptu portrait, I set the Elinchrom Three 
to TTL and HSS control mode and modified the light with a Plume Wafer 75 soft box. 
I angled the light toward the subject and feathered it back toward the Corvette, just 
enough to bring out the car’s sleek lines and to complement the reflection of the sky 
on the hood and front window. 

 Elinchrom  European Watt-seconds Color t0.1 Action t0.1
 Scale 10 Scale

 0.1   4.8      7.1 1/1,550  1/8,500

  1.1 5.8 14 1/1,100  1/6,260

 2.1 6.8  28 1/760   1/8,100

  3.1  7.8  57 1/550  1/2,830

 4.1  8.8  114 1/320  1/1,580

  5.1 9.8 227 1/265   1/620

    5.3  10 261 1/255        1/440

ELINCHROM VS. EUROPEAN
WATT-SECOND POWER AND FLASH DURATION

10

5.8

6.8

7.8

8.8

9.8

4.8
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For this still life, I used an Elinchrom standard 8.3-inch reflector on the Elinchrom Three, which was set to manual control mode, and I set the 
output using the Elinchrom Transmitter Pro. To get the deep focus, I used a Nikon Z 7II in Focus Shift mode for capture, processed the raw 
files, and used HeliconFocus software to create the composite of 15 focus-stacked frames. 

ers: soft boxes, inverse soft boxes, shallow 
and deep umbrellas, and hard reflectors.
 If you need additional light modifier op-
tions, you can access another wide-rang-
ing family of light modifiers by adding an 
inexpensive ($40-$45) third-party Profoto 
to Bowens-S adapter. 
 The Three uses Elinchrom’s Skyport ra-
dio system to sync with cameras, and while 
there is no connection port for sync cords, 
there is a built-in optical eye. For hands-
off primary control of the Three, along 
with the Skyport Pro, Elinchrom’s Studio 
Bluetooth app lets you control the flash 

The light weight and 
portability of the 
Elinchrom Three 

make it easy to move 
the light around to 

change the direction 
and quality of light.



from iOS, Android, macOS, and Windows 
systems. 
 Skyport Pro transmitters are made for 
Canon, Fujifilm, Nikon, Pentax, and Sony 
cameras and have 20 channels and four 
groups per channel. With a claimed interi-
or range of 196 feet (60 meters) and up to 
650 feet (200 meters) outdoors, the system 
works reliably in all but the most radio-
unfriendly environments. As with all radio 
systems using the 2.4 GHz bandwidth, 
traffic on nearby 2.4 GHz wireless systems 
may impact wireless performance. 
 An internal built-in 41.04Wh lithium-
ion battery powers the Elinchrom Three. 
Elinchrom lists three capacity specs for 
the battery: full and minimum capacity, 
both with and without the modeling light, 
and runtime for the modeling light only. 
Without using the modeling light, a fully 
charged battery delivers 525 full-power 
(261Ws) flashes and up to 11,250 flashes at 
the minimum energy setting (7Ws). With 
the modeling light at full power, these 
numbers drop to 420 and 9,000, respec-
tively. If you want to use only the modeling 
light and not the flash, runtime ranges 
from 90 minutes at full brightness and up 
to 10 hours at minimum power. Recharg-
ing a fully drained battery to full capacity 
takes 100 minutes in fast charge mode 
(automatically engaged when the light is 
powered on) or 135 minutes with the light 
powered off. While shooting, connecting 
the light to the supplied 65-watt charger 
gives you unlimited flash capacity and 
runtime.
 Included in each Elinchrom Three kit 
are the 65-watt AC watt charging block and 
USB-C PD cable, an Elinchrom reflector 
to Profoto adapter, frosted OCF diffuser/
flashtube and modeling light protector, 
and an elegant hard-sided carrying case 
for $999.99. The Dual kit includes two of 
everything and a backpack instead of a case 
for $1,899.99.  • 



Nikon Z8 Mirrorless Camera
NIZ8 | $3,996.95

FUJIFILM  continues to challenge the expectations of medium format mirrorless 
cameras with the GFX100 II. By incorporating a powerful new 102MP sensor and 
X-Processor 5 image processor, this camera not only serves as a commanding 
second iteration of FUJIFILM’s fl agship model but proves to be an elite and 
accessible mirrorless option for photographers and fi lmmakers alike.

FUJIFILM GFX100 II Medium Format Mirrorless Camera

FUGFX1002 | $7,499.00

Sony a7R V Mirrorless Camera
SOA7R5 | $3,898.00

Panasonic Lumix G9 II Mirrorless Camera
PADCG92 | $1,897.99

Visit BandH.com for the most current pricing

Learn, Explore and
Buy at the Largest 

Photo Retailer Call an Expert Today
800-947-9964

Free Expedited Shipping 
on orders over $49*

*Applies to In-Stock Items. Some restrictions may apply. See website for details. NYC DCA Electronics Store Lic. #0906712; NYC DCA Electronics & Home Appliance Service Dealer Lic. #0907905; NYC DCA Secondhand Dealer – General Lic. #0907906 © 2024 B & H Foto & Electronics Corp.



Canon EOS R6 Mark II 
Mirrorless Camera
CAER62 | $2,499.00

HP 16” ZBook Studio G10
Mobile Workstation

HE978Y9UA | $2,999.00

Pelican 1535AirTP Wheeled 
Carry-On Hard Case

PE1535ATPB | $409.95

Apple 14” MacBook Pro 
(M3, Space Gray)

APMBP14M304G | $1,799.00

Peak Design Carbon Fiber
 Travel Tripod

PETTCB5150CF | $599.95

Profoto 
A2 Monolight

PROFOTOA2 | $995.00

DJI RS 3 Pro Gimbal 
Stabilizer Combo

DJRS3PC | $1,099.00

Canon PIXMA PRO-200 Wireless 
Professional Inkjet
CAPP200 | $599.00

Meural 27” Canvas II Digital Frame for 
Art, Photos, and NFT Crypt

MEMC327BL | $699.99

Sigma 70-200mm f/2.8 DG DN 
OS Sports Lens (Sony E)
SI7020028SE | $1,499.00

Godox V1 Flash 
for Canon (N,F,S,P,O)

GOV1C | $259.00

DJI Air 3 Drone Fly More 
Combo with RC 2

DJAIR3FMCRC2 | $1,549.00

800-947-9964 |  BandH.com

BandH.com
Where you will fi nd information 

on over 400,000 items

Cash in or Trade up
Used Equipment

We Buy, Sell, and Trade

Visit Our SuperStore
420 Ninth Avenue

New York, NY 10001



THE GOODS

Ready for the Big Wide World
REVIEW: SIGMA 10-18MM F2.8 DC DN CONTEMPORARY LENS

By Joan Sherwood
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For most photographers, an ultra-wide-angle lens is a niche tool, something you 
need for a specifi c job, not one of your regulars. You don’t want to spend a lot 
of money for a tool you don’t use often, nor do you want to add a lot of bulk or 
weight to your equipment case. The Sigma 10-18mm F2.8 DC DN Contemporary 
lens fi lls that niche with the capacity to deliver.
 It’s currently the world’s smallest and lightest f/2.8 ultra-wide-angle zoom 
lens designed for mirrorless ASP-C cameras. If your mirrorless is a full-frame, 
you can still use this lens, but you’ll get a signifi cant vignette around the edges at 
10mm unless you engage an ASP-C crop mode or crop in post. On my Sigma fp 
camera, this means the focal range is a 15-27mm full-frame equivalent based on 
the fi eld of view described to the sensor, and a 1.5X APS-C crop factor, resulting 
in a 2,840x2,560-pixel resolution capture. On the higher-resolution Sigma fp L 
camera, it would be 6,240x4,144 pixels.
 Sigma’s Contemporary lenses are more economical than the top-of-the-line Art 
series and tend to be smaller and lighter. The Sigma 10-18mm F2.8 DC DN C is a 
mere 9.2 ounces, measuring 2.8 inches in length and 2.4 in diameter. The includ-
ed petal-type hood is petite and features a push-on design. This on/off method 
isn’t intuitive; I had to go to the instructions to fi gure it out. Once I knew what 
I was doing, on and off were simple operations, but I never got the hang of revers-
ing the hood to fi t back on the lens for minimal storage size. The push-on design 
uses a spring lever mechanism that’s unique among camera manufacturers, and 

Pros
• Bright aperture

• Lightweight and compact

• Price

Cons
• Push-on hood is tricky

With a minimum focusing distance ranging from 4.6 inches at 10mm to 7.6 inches at 
18mm, the Sigma 10-18mm F2.8 DC DN Contemporary lens allows you to get close to a 
subject and still capture a wide composition. This image was taken at 18mm focal length. 
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the design allows the hood to be thinner 
and smaller. 
 The lightweight and compact design 
make this lens good for travel, on-the-go 
video, and content creation. You could 
easily fit this into a waist bag along with 
another lens without feeling like you 
were lugging unnecessary weight. 
 At the 10mm focal length, the optical 
design allows you to focus at just 4.6 inches 
(11.6cm) from the image sensor plane and 
has a maximum 1:4 magnification ratio, 
allowing close photography with distinct 
background separation. The lens features 
13 elements in 10 groups in an inner-
focus system with a stepping motor. 
 Auto and manual focus are smooth, and 
the optical design minimizes focus breath-
ing. The stepping motor is quiet for video 
use. With its f/2.8 constant aperture zoom, 
the lens does well in low light, for video, 
and to create a shallow depth of field.
 I enjoyed testing the 11.6-centimeter 
minimum focusing distance at the wide 
end of the focus range. Since that mea-
surement is from the sensor plane, you’re 
nearly touching the object with the lens 
at that distance, yet you can still get a 
remarkably wide background around 
and behind the subject.
 I also took advantage of having the ultra-
wide-angle lens to try some star trail pho-
tography. I took a set of 99 10-second 
exposures at f/5.6, ISO 800 and blended 
them together with pleasing results.
 The Sigma 10-18mm F2.8 DC DN 
Contemporary is a nifty ultra-wide-
angle lens that’s lightweight, compact, 
and affordable at $599. If you want to 
add wide-angle work to your repertoire, 
this is a great lens to get creative with. 
It’s available in L-Mount, Sony E-Mount, 
and Fujifilm X Mount systems. It’s com-
patible with camera functions such as 
electronic image stabilization and aber-
ration correction.  •

A wide-angle lens works wonderfully to capture a leafless winter tree canopy in long 
exposures to create star trails in a night sky. This image is a blended composite of 99 
10-second exposures. 

At 10mm there is no visible lens distortion in the vertical lines of this cityscape. If an APS-C 
crop has not been applied to a full-frame capture, pincushioning is visible in the outer 20% 
of the left and right sides. (See ppa.com/sigma-10-18mm.)
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HOW BRIAN BERKOWITZ BUILT A PATH 
TO ARCHITECTURAL PHOTOGRAPHY

BY JEFF KENT

Leading Lines

BRIAN BERKOWITZ
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rowing up with a wedding photographer father, Brian Berkowitz thought 
that professional photographers did weddings and portraits, maybe had a 
couple of small sidelines, and that was it. But as an adult, a series of events 

led the Long Island photographer—who initially followed in his dad’s footsteps—to 
discover architectural and interior photography. His eyes opened to a fascinating 
field with new creative avenues he previously didn’t know existed. Today, Berkowitz 
is considered one of the preeminent architectural photographers in the New York 
area, with a specialty in retail store photography and commercial work with brands 
such as Gucci, Rolex, Louis Vuitton, and others. 

DOOR TO REAL ESTATE
Working as a wedding photographer in 2012, 
Berkowitz was creating some HDR exposure 
fusion portraiture for highly saturated bridal 
portraits with a unique look. An owner of a 
studio he’d been contracting with asked if he’d 
be interested in applying the technique to real 
estate photography for a friend who was an 
interior designer. “That was it for me,” recalls 
Berkowitz. “I fell in love with shooting the built 
environment and found a passion for architec-
ture and design that I didn’t know I had.”  
 From there, Berkowitz started researching 
architectural photography and associated 
career options. That research led him to real 
estate photography—doing shoots for real 
estate agents to help promote properties for 
sale—which he soon realized was a good way to 
get a foot in the door for architecture and inte-
rior photography. “Real estate photography has 
a lower barrier to entry,” he says. “And most 
professional photographers can do a real estate 
shoot with the equipment they already have.”
 Berkowitz identified a couple of business ap-
proaches to real estate photography that could 
work. The first is the volume option, which in-
volves doing five to 10 shoots a day in rapid-fire 
succession. The second is more of a boutique 
option, maybe one property a day, working 
on higher-end listings and producing a more 
refined product. 
 Berkowitz leaned toward the boutique model 

and gradually built up a client list of some of the top real estate agents on Long Island. 
He was able to land contracts with successful agents because he understood an under-
lying truth about real estate photography: Although the job is to help sell houses with 
striking imagery, an important secondary purpose is to help agents get more listings. “We’re 
providing marketing content for agents to go out and get their next listing,” he explains. 
“The agents use the photographs to pitch new potential listings. It allows them to show 
sellers that they have a dedicated photographer producing high-quality work to help 
sell their home; they’re not just walking around snapping pictures with their phone.”  

INTO ARCHITECTURE
Real estate photography provides a natural steppingstone into architectural and inter-
ior design photography. Architects and interior designers need photographs of their 
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projects, but not all projects have the bud-
get for a full-fledged commercial shoot. 
But skilled real estate photographers can 
provide a quality, budget-friendly option 
and, in turn, set themselves up for ad-
ditional work on the commercial side of 
architectural and interior photography. 
 To step into architectural work, Berko-
witz says most photographers can get 
started with the gear they already possess. 
Essentials include a camera body, a wide 
zoom lens (15-35mm is a good option), 
and a tripod. Berkowitz recommends 
bracketing exposures to provide the ide-
al exposure combination and learning to 
edit images using different brackets. 
 It’s also critical to learn the basic rules 
of architectural photography, which are 
founded in representing the space so it 
appears true to reality. Straight lines are 
particularly important. Vertical lines 
should be vertical, horizontals horizontal, 

not converging in a manner that a view-
er wouldn’t see if they were looking at 
the scene in real life. “It’s obvious when 
a shoot hasn’t been done professional-
ly because there are converging lines, 
crooked doorways, or horizontal lines 
that aren’t level,” says Berkowitz. “In 
those cases, it’s clear that someone shot 
the image with a phone or did it quickly 
and didn’t know what they were doing.” 
 Architectural clients want photo-
graphs that show the room as it appears 
when someone walks in or a building as 
it appears when seen from outside. Pho-
tographers can help ensure this true-to-
life perspective by mounting their cam-
era on a geared head to verify a perfectly 
level shooting surface. 
 For interior shots, Berkowitz likes to 
bring in at least a little detail from out-
side the windows, assuming the scene 
out there is appealing. If there’s an ugly 
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wall covered in graffiti, he’ll blow out the 
windows a little more in the exposure 
to hide the outdoor scene, but even in 
those cases it’s important not to over-
expose so that windows appear as an 
amorphous white blob of light. 
 Berkowitz photographs most interiors 
with natural and available light, typically 
using off-camera flash only to address a 
problem that natural lighting won’t solve. 
For instance, if the sun is shining into 
a room and producing a halo around the 
window but the architect wants to fea-
ture the millwork around the window, 
he’ll use a flash and bring down the expo-
sure to compensate for the added light 
to avoid the halo effect and clearly show 
the window detail. Or on cloudy, gloomy 
days he might place flashes outside the 
windows to mimic sunlight shining in. 
 “These are techniques that go beyond 
architectural photography as well,” says 
Berkowitz. “For wedding and portrait pho-
tographers, they can elevate the work.” 
Let’s say you’re photographing a bride 
and groom in a great venue with interest-
ing architectural features. “You want to 
make sure you’re including those but also 
shooting them in a way that is accurate, 
with good lighting, and without converg-
ing lines. If you’re more aware of those 
kinds of details while shooting, it brings 
your portrait and wedding work up a 
notch, and it can help you appeal to an-
other level of client.” 

RETAIL NICHE
As his work in architectural and interior 
design photography expanded, Berkowitz 
carved out a niche with retail establish-
ments. It began with a series of shoots 
for what was Google Business View, 
which led to a contract with a luxury 
mall on Long Island and, eventually, to 
photographing stores for luxury brands.  
  Retail store photography represents an 
interesting and somewhat untapped 
subset of architectural photography, com-
bining elements of interior photography, 
marketing, and commercial product pho-
tography. Clients use the images for me-
dia related to store openings, to show-
case store decor for holidays or special 
events, and for website store locators 
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and online listings. It’s a fast-paced field, 
with images being used to announce 
openings or for time-sensitive publicity. 
Often, Berkowitz photographs a store 
early in the morning before its launch 
“because a store will never look as good 
as it does the morning it opens,” and de-
livers the images later that day. 

MAKING IT HAPPEN
When photographers ask him about get-
ting into architectural photography, Ber-
kowitz recommends starting, like he did, 
with real estate photography. “Most people 
that have a camera, a decent zoom lens, 
and a tripod can probably go out and start 
shooting some basic real estate photogra-
phy right away,” he says. There is a lot of 
technique that needs to be learned, but op-
portunities abound with real estate agents 
who are eager to work with photogra-
phers for professional images, especially 
if you offer to do an initial shoot or two 
for free while working on your technique. 
 Then practice, practice, practice. Pho-
tograph your own home if you need to. 
Stage some shoots and work on lighting, 
leveling the camera, and depicting spac-
es accurately. Build a portfolio of sample 
shoots, and then you’re ready to start 
approaching paying clients. 

 All the while, do your research. There 
are abundant resources available to learn 
and hone the skills necessary for archi-
tectural and interior photography, includ-
ing YouTube tutorials, photography blogs, 
and podcasts. In fact, Berkowitz has hosted 
the Shooting Spaces podcast for the past 

several years and has 180 episodes dedi-
cated to real estate photography.
  “Building any business is a lot of work, 
but it isn’t that complicated,” says Berkowitz. 
Take each step, use steppingstones like real 
estate photography, improve your techni-
ques, and things will develop from there.”  •
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DREAMY SCENES 
MADE FOR BABY 

AND CHILD 
PORTRAITS

BY AMANDA ARNOLD

Enchanted
Forests



PPA.COM/PPMAG   MARCH 2024   51

IM
A

G
E

S
 ©

N
O

E
L

L
E

 M
IR

A
B

E
L

L
A

 P
H

O
T

O
G

R
A

P
H

Y
 / n

o
ellem

irab
ella.co

m



52   PROFESSIONAL PHOTOGRAPHER



PPA.COM/PPMAG   MARCH 2024   53

IIt’s not uncommon for photographers to send out dozens of 
proofs following a baby or child portrait session. But for Cas-
sandra Jones of Noelle Mirabella Photography in Grande Prai-
rie, Alberta, the number is much lower: four to 10 images per 
client. Each of those images is the result of a planned, detailed 
concept she and the client agree on before the session. The cli-
ent commits to and pays for a print of each concept before the 
session has even been completed. 
 It’s a unique way of doing business but one that’s necessary.  
“It takes me so long to put these sessions together,” Jones says. 
“There’s an incredible amount of planning that goes into every 
single session.” When a client books with her, she conducts a 
pre-session interview—either by phone or in person—to get to 
know the client and determine how best to serve them. She 
wants to know their story, how she might incorporate mean-
ing or symbolism into their photos, how they’d like the photos 
to be structured, and how they’d like their loved ones to be 
seen and remembered. The client agrees to a specifi c num-
ber of images—between four and 10—and then Jones develops 
the concepts. “We leave room for magic,” she says, but for the 
most part, it’s a detailed scheme that she OKs with the client 
pre-session so there are no surprises.  
 The process requires “a huge level of commitment for both 
me and my clients,” says Jones. She can’t risk taking on clients 
who may not follow through with a purchase. That’s why she 
requires the minimum order commitment of an 8x12-inch 
print of each concept she creates. Most clients go bigger once 
they see the work, she notes, purchasing at least one piece of 
wall art for their family. Some clients purchase wall art for 
each image she creates. 

LOOKING FOR BEAUTY
Jones came into photography after the heart-wrenching loss of 
her fi rst daughter. At the time, she was working toward a master’s 
degree in clinical psychology. “I didn’t even think I had any artist 
in me,” she says. “I was more of a scientist and researcher.” But 
sorrow overwhelmed her, and she elected to take a leave of ab-
sence from her studies. That’s when she bought her fi rst DSLR. 
“I just challenged myself to get out into the world and look for 
beauty every single day and capture it, and it became my ther-
apy,” she says. “I never wanted to leave therapy, so here I am.” 
 In retrospect, Jones sees that her style was established from 
the fi rst moment she picked up a camera. “I am more skilled 
now, I have more tools now, and I have refi ned the process, 
but when you look back at my earliest work that I ever created, 
I was doing a lot of the same things I am doing now,” she says. “I 
grew up off the grid on a farm out in the middle of nowhere, and 
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my mom used to sew our paja-
mas and we had little knit pixie 
suits and little smock dress-
es, and so much of my work 
is just being inspired by the 
environment that I was raised 
in—in this beautiful, absolute-
ly stunning farm, remote, in 
the middle of nowhere, where 
there were no distractions 
and we lived off the land. … 
When I had my own babies, 
I tried to curate a world for 
them that pulled the best 
parts of my childhood togeth-
er and the things that were 
the most nostalgic to me and 
that just naturally filtered 
into my work, and that is how 
I have the style that I have.” 
 She thinks the cohesiveness 
of her style is in part thanks 
to doing all her own editing 
from scratch. “I don’t use 
presets or actions, and this 
helps to give me a lot of con-
trol over how I want my final 
images to look.” Wardrobe is 
essential to her style and is 
included with the sessions, 
which usually incorporate a 
couple of wardrobe changes. 
“Most of my wardrobe is cus-
tom made,” she says. “A lot of 
it comes from the Miou knit 
shop.” She’s also begun doing 
her own embroidery work 
on dresses as well as experi-
menting with felting.  
 Color, another essential to 
Jones’ photography, is one 
way she connects her ward-
robe choices with the natural 
surroundings of portrait loca-
tions. “I’m pretty obsessed with 
color,” she says, and admits that 
color theory came naturally 
to her without study. For those 
who struggle with it, she sug-
gests learning about color the-
ory through adobecolor.com, 
which has excellent tools that 
enable you to pair colors to see 
what they look like together. 
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She uses complementary col-
ors, split complementary col-
ors, mono-chromatic colors, 
repeating colors. “I use colors 
in every combination you can 
possibly think of. I don’t limit 
myself. But everything is plan-
ned out in advance and it’s 
very, very thoughtfully plan-
ned out,” she notes. The colors 
of the wardrobe must coordi-
nate perfectly with the colors 
of the natural environment.  
 Though Jones has a number 
of tried-and-true locations 
she returns to time and time 
again, she consistently chal-
lenges herself to find new ses-
sion locations. “I location scout 
as a daily habit,” she says, “al-
most every single day in the 
spring, summer, and fall.” It’s 
part of her lifestyle to take walks 
on nature trails and picnic in 
the park, always keeping her 
eyes peeled for new locations 
and assessing known loca-
tions to see whether they are 
looking particularly pretty or 
a bit barren. That one beauti-
ful tree in that one beautiful 
scene that was perfect last 
year may be withered this 
year, she notes. “It is different 
from season to season, and it 
is different year to year. Ev-
erything is constantly chang-
ing and ebbing and flowing 
and evolving, so I really have 
to be on my toes and contin-
ue to look for new little nooks 
of magic all the time.” 
 Not only does she note the 
status of the environment 
but also the light and the 
weather and how they will 
affect the scene.  “Not every 
location is magical when it’s 
cloudy or when it’s sunny. It 
depends on how the location 
is structured, what your tree 
line looks like, how much dis-
tance that you have, and what 
kinds of trees you are deal-

ing with—whether they are 
deciduous or coniferous—or 
whether there are mountains 
in the background or hills 
or a flat landscape.” When 
scouting, she keeps notes on 
her phone mapping out each 
tree, shrub, and bush, as well 
as where the light is best.

MANIFESTING
Jones admits she’s not a num-
bers person but does have one 
business tip for budding pho-
tographers: Don’t put every-
thing you earn back into the 
business. “When I first started 
out, I put everything back into 
the business and [in hindsight] 
I was really wasteful,” she says. 
She put all her earnings into 
purchasing additional ward-
robe and props she didn’t need. 
It can be difficult not to put all 
your money where your pas-
sion is, she admits. “I would 
encourage people to pay them-
selves as artists and not put 
everything back into the busi-
ness from day one. It took me 
a long time to learn that—like, 
years.”  
 In 2020, Jones added an-
other source of inspiration to 
her business: After a 10-year 
search, she and her husband 
purchased land in the near-
by countryside dotted with 
trees and abundant with the 
wildflowers of her youth. “My 
acreage is my little slice of 
heaven. I feel like I manifest-
ed that place in my mind and 
then fate brought the acreage 
to my doorstep,” she says. “It 
was one of those things that 
was absolutely meant to be. It 
is the place that I go to just re-
juvenate and be with nature.” 
She’s sprinkled about 30 
pounds of wildflower seeds 
throughout the property, she 
laughs, and can’t wait to see 
what is reaped over the years. 

 Eventually, she and her hus-
band hope to build a home 
on the land, but for now it’s 
simply a place to explore—in 
the summer she’s there every 
day, she says—and to host a 
majority of client portrait 
sessions. “[Clients] drive out 
there with me and they are 
like, ‘Wow, how does this

exist here? Because it’s so 
pretty. The forest is nice-
ly spaced so light can come 
through and you can frolic 
between the trees, and it’s 
just magical.” It reminds 
Jones of the farm she grew 
up on as a child—of the land 
and the life that has always 
inspired her work.  •
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OFF-BEAT STORIES SUIT 
CHRISTIE HEMM KLOK 
JUST FINE

BY ROBERT KIENER

SPIRIT
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IIt’s a sunny August morning. 
Photographer Christie Hemm 
Klok is standing at the base 
of a 150-foot ponderosa pine 
tree in California’s Boggs 
Mountain Demonstration 
State Forest, about 75 miles 
north of her home in San 
Francisco. She’s carrying an 
assortment of cameras and 
lenses and is wearing thick 
leather gloves, sturdy hiking 
boots, gaiters, a white hard 
hat, an orange vest, and a 
sturdy harness. 
 As an experienced forester 
loops a thick climbing rope 
through a carabineer on the 
climbing harness that’s cinched 
around her waist, she looks up 
to watch another climber clam-
ber up the stately pine tree. 
In a few moments she’ll begin 
ascending 150 feet to the top 
of the same tree to photo-
graph the forester as he col-
lects pine cones for a state-
sponsored reseeding project.
 As she recounts the story 
from her home, she remem-
bers that scene from 2021: “I 

was terrifi ed. I knew I was in 
good hands with the experi-
enced climbers, but I’d never 
climbed any tree before, 
much less one that was 150 
feet high.”
 She smiles. “But there is an-
other reason I was so scared. 
This was my fi rst—my very 
fi rst—photography assignment 
from National Geographic. And 
I knew I couldn’t blow it.”
 She didn’t. 
 She climbed the tree. And 
for almost four hours Hemm 
Klok and a lighting assistant 
carefully moved through the 
ponderosa pine tree’s canopy, 
photographing the climbers 
collecting seeds that would 
eventually help restore forests 
scorched by wildfi res. The 
story, the fi rst of several she’s 
since done for National Geo-
graphic, featured a wide vari-
ety of Hemm Klok’s images 
online and ran to great acclaim. 

NO FEAR
While her aerial debut for Na-
tional Geographic was one of 
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Hemm Klok’s most dramatic 
commissions, the 38-year-old 
has built a reputation as a free-
lancer known for her will-
ingness to take on the most 
challenging assignments. Her 
work has been published in 
National Geographic, The New 
York Times, The Atlantic, Wired, 
Inc., Playboy, Smithsonian Mag-
azine, and more. 
 She’s known for bringing 

a strong narrative voice and 
story sense to her editorial 
work. Says Marisa Schwartz 
Taylor, senior photo editor at 
The New York Times, “In addi-
tion to her technical talents, 
Christie has that rare ability 
to bring very different ele-
ments of a story together so 
they all fit perfectly and tell 
that story in a unified way.” 
 After graduating with a 

degree in photography from 
Pasadena’s ArtCenter College 
of Design in 2010, Hemm 
Klok began freelancing but 
admits she lacked career di-
rection. She worked as a bar 
manager, in a cheese shop, 
as a freelance photographer 
for local magazines, and as an 
intern with California-based 
documentary photographer 
Lauren Greenfield. CHRISTIE HEMM KLOK
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 After the birth of her son in 
2013, Hemm Klok took a job 
as an associate photo editor 
at Wired magazine, where she 
worked for almost two years 
assigning stories for the mag-
azine and website as well as 
doing in-house photography. 
“Looking back as a freelanc-
er, the great part of my time 
working at Wired was that I 
got to see how the sausage 

was made,” she remembers. 
 “I was in the room with 
editors when conversations 
with—and about—photogra-
phers were taking place. So, 
when I began freelancing 
again I could read between 
the lines when it came to get-
ting hired or not hired. This 
helped me develop a relent-
less spirit when it came to 
selling myself and my work. I 

learned not to be afraid of re-
jection and when—and when 
not—to keep pitching.”
 She smiles as she remem-
bers sending hundreds and 
hundreds of emails and post-
cards to photo editors and 
getting just a few responses. 
“But I learned to keep trying 
and eventually developed a 
few relationships with photo 
editors that eventually blos-

somed into work,” she says.
 She kept in touch with Na-
tional Geographic photo editor 
Samantha Clark after several 
of her story ideas were reject-
ed. “She was always willing to 
give me advice and I would 
incorporate her ideas into my 
next pitch,” says Hemm Klok. 
“Then, two years after first 
writing her, she gave me my 
first assignment with National 

“I think doing personal work is so important for 
photographers who want to develop or hone their own 
style or aesthetic. It is also something you can send out 
when introducing yourself as you market and look for 
assignments. I like to say, Make the work you want to get.”
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Geographic, the seed collect-
ing, tree climbing story. If I’d 
given up, if I hadn’t been re-
lentless, I’d never have gotten 
that assignment.”

FINDING A STYLE
Another benefit of working 
for the fast-paced Wired: Un-
derstanding the difference in 
photographing for a web-
site. “I quickly learned how 
important the website aspect 
of stories was,” says Hemm 
Klok. “So often we think of 
how our work is going to look 
in a print layout and ignore 
the importance of also shoot-
ing for a website. But a free-
lancer who understands that 
a client may need an image 
that will work in many differ-

ent formats and sizes for the 
inevitable changes that occur 
on websites as stories morph, 
gives them an advantage.”
 At Wired, Hemm Klok pho-
tographed in-house assign-
ments intended to resemble 
the style of other photogra-
phers to fit in with an existing 
story. “Essentially I was copy-
ing other photographers,” she 
says, so after leaving the maga-
zine she felt a bit lost. “I wasn’t 
totally clear on what my own 
preferred aesthetic was.” 
 To remedy that and dis-
cover and develop her own 
style, she began a personal 
project that would reflect her 
voice. Over a year, between 
freelancing jobs, she photo-
graphed the women fire-

fighters of the San Francisco 
Fire Department (SFFD). 
She wanted to depict their 
strength and also had anoth-
er reason for the portraits 
project: “I had the chance to 
make my own mistakes, work 
through my processes, and 
perfect my lighting and pos-
ing,” she says. “This project
gave me the time to experi-
ment and even make mistakes. 
Plus, I got the chance to hang 
out with some very cool peo-
ple for a year!”
 The book, “The Women of 
the SFFD,” was self-published 
in 2017 to coincide with the 
30th anniversary of the de-
partment’s hiring of the first 
female firefighter. “Doing the 
book taught me so much,” 

says Hemm Klok. “I think do-
ing personal work is so impor-
tant for photographers who 
want to develop or hone their 
own style or aesthetic. It is also 
something you can send out 
when introducing yourself as 
you market and look for as-
signments. I like to say, Make 
the work you want to get.”

WEIRD STORIES 
Thanks to what New York Times 
senior photo editor Marisa 
Schwarz Taylor describes as 
Hemm Klok’s “enthusiasm to 
explore a new story,” she’s been 
receiving an increasing num-
ber of assignments described 
as off-beat or even weird.
 Hemm Klok recalls a New York 
Times photo editor contacting 



PPA.COM/PPMAG   MARCH 2024   65



66   PROFESSIONAL PHOTOGRAPHER



PPA.COM/PPMAG   MARCH 2024   67

her in 2019 and saying, “I’ve got 
a story that needs strong crea-
tive direction, and so I’m hop-
ing you’ll be available to cover 
this one.” Says Hemm Klok, 
“The editor explained that 
there was something she de-
scribed as ‘a raisin mafia,’ and 
she wanted black-and-white 
photos that had a film noir 
aesthetic to them to illustrate 
the piece. I loved the challenge, 
and although I knew nothing 
about the photographic style 
or subject of the story, I im-
mediately said I’d do it.”
 Hemm Klok did a lot of re-
search on the film noir genre 
of photography and its era. She 
also read about the raisin busi-
ness controversy so she would 
be able to suggest scenes and 
settings. The high-contrast 

black-and-white images she 
photographed turned out to 
be some of the most popular 
she’s ever produced. “Sud-
denly, I was getting emails 
from strangers praising my 
pictures. It was the first time I 
was flooded with fan mail.”
 Another offbeat story for 
Smithsonian Magazine, on fig 
hunters in California, also re-
quired hours of research on 
both figs and the people who 
search for and collect the fruit. 
“Again, this was a topic about 
which I knew absolutely noth-
ing, even though it was in my 
backyard,” says Hemm Klok. 
 After reading, research, 
and collaborating with the 
article’s writer, Hemm Klok 
felt she knew at least enough 
to talk intelligently with the 

fig hunters she was hoping to 
photograph. “It’s so import-
ant to do the research so you 
can have a dialog with your 
subjects. That gets them ex-
cited, and they can trust you 
because they can see you care 
about what they care about.” 
 The story, “Gather the Wild 
Figs” won an American Soci-
ety of Magazine Editors award 
for best photography in 2023. 
And there’s more, says Hemm 
Klok. “Before I began my 
research, I had no idea how 
figs were even pollinated. But 
now I know a lot about figs. 
And I see the ones I have in 
my own backyard through 
different eyes. This job is so 
much fun.”  •

Robert Kiener is a writer in Vermont.
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JEREMY LOCK 
SEES BEAUTY 
IN EVERYTHING

BY ERIC MINTON

Feeling  the     love
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n 2004, PBS invited a group of Civil 
War reenactors to take part in its 
documentary series “Slavery and the 
Making of America.” U.S. Air Force 
photographer Jeremy Lock, then sta-
tioned at Charleston Air Force Base, 
South Carolina, had been photograph-

ing the reenactors in his free time 
and accompanied them to the set. Lock 
knew to remain low-key and out of the 
way, but as he “bounced around” taking 
photographs, he noticed the cinematog-
rapher keeping a close eye on him. At 
the end of the shoot, Lock apologized if 
he’d interfered in the filming. “No,” the 
cinematographer replied. “I was watch-
ing you to see where my next shot was 
going to be.” 
 “I took that as a huge compliment,” says 
Lock, whom PBS subsequently hired 
to take production shots for the series. 
Lock hears a variation of that compli-
ment a lot, he says. Watching as Lock 
goes about his business, people know his 
images will be special. Call it his work 
ethic, but a more apt description would 
be his play ethic. 
 “That’s what I consider all my photog-
raphy: Unless it’s a paid gig, I play,” Lock 
says. “Playing to me means being able to 
create, learn something, see the world 
differently, and excel, get better.” And 
have fun. “Every time I pick a camera up, 
I want to be like a kid opening a present. 
It’s like going through Christmas every 
day when I get to look at the images.” 
Even when he’s in combat.

MEANT TO LOVE
During his 21-year Air Force career, Lock 
was named Military Photographer of the 
Year a record seven times, four more than 
anybody else. Upon retiring from mili-
tary service in 2013, he settled in Dallas 
and established a portrait studio to sup-
plement photojournalism assignments 
for clients such as the U.S. Department 
of Veterans Affairs, American Airlines, 
Airpower Foundation, Mercury One, 
and the Texas Department of Public 
Safety. His images have been published 
in National Geographic, Time, The New York 
Times, and The Washington Post; he strings 
for Reuters; and his honors include 
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awards from World Press Photo, Nation-
al Press Photographers Association, and 
the Oasis Photo Contest.
 Not bad for a man who joined the Air 
Force to be a medical X-ray technician. 
Assigned instead to work as an image 
processor for U-2 spy planes, seeing  those 
images emerge in the darkroom convinced 
Lock to see the world through a camera 
lens. He put together a portfolio, applied 
for reassignment as a photographer, and 
the Air Force sent him to the photojour-
nalism program at Syracuse University.
 In a Zoom call from his Dallas home, 
Lock has a look of wide-eyed wonder as he 
recounts his career, the mentors who in-
spire him, and the stories he’s told in single 
photographs and series. These images span 
the world, his 30-year career, and a wide 
array of subject matter, from the hunt for 
Osama bin Laden in Afghanistan to vet-
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erans hunting elk in Idaho; from NASCAR 
to Calcutta cab drivers; from the after-
math of earthquakes in Japan and Haiti 
to dancing cowboys in Costa Rica; from 
portraits of Medal of Honor recipients to 
portraits of headhunters in India; from 
pilots navigating the skyways to divers 
working under the waves. 
 Lock’s passion for humanity is the 
common denominator in his images. 
“Humans are meant to love and not 
hate, and that’s with everything I pho-
tograph,” he says. “Even in war, there’s 
beauty amid all this death and destruc-
tion. I choose to look for those beautiful 
bits of life unfolding in front of us even 
in bad times.” 
 Though he does commercial assign-
ments, he prefers working for causes, 
such as military veterans’ services and 
nongovernmental organizations, or devel-
oping his own projects, including cham-
pioning African children with severe 
scoliosis. His interest in Calcutta cab 
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drivers is documenting a subculture 
heading for extinction at the hands of 
online ride services, though he also admits, 
“It’s self-serving because it’s fascinating 
to me, and I want to learn and soak it 
up. I could read a book but, wait, I can 
be there, witnessing it.” Thanks to his 
Air Force retirement pay, Lock uses his 
photography earnings, including the oc-
casional sales from his online art gallery 
ranging from $750 to $20,000, to finance 
his special projects. 
 His passion is more than an abstract no-
tion: It is his photographer’s playbook. “To 
pat myself on the back a little bit, people 
look at my website, they look at my work, 
and they feel something. That’s the No. 
1 comment I get,” he says. “To me that’s 
the biggest compliment. There’s a reason 
why I clicked that photograph, there’s a 
reason I was there for that. I want you to 
feel something.” Reaching that goal is a 
process with three go-to principles every 
time he picks up the camera:

 • Fill the frame. “You’re showing the 
viewer what you want the viewer to see. Do 
I want the viewer to see the ceiling in my 
shot? No. So don’t put it in your image.” 
  • Control the background. “Am I put-
ting that viewer’s eyes to where I want 
them to see? What’s distracting in the 
background?”
 • Watch for the moment. “If you do that 
every time, soon you’ll just be pulling 
that camera up and your mind will auto-
matically fill the frame and control the 
background because you’ve seasoned your-
self, and you’re just watching for that 
moment,” he says. Watching is noting 
situations and body language but also 
something specific to Lock: “It’s really 
watching and caring what’s going on 
within what you’re documenting.” Some-
times there aren’t moments, like two 
people walking on a mountain or a guy 
walking a flightline. “So how do I bring 
you into it? By pulling back and mak-
ing this into a beautiful picture. Maybe 

there’s a cloud, or maybe these human 
beings are this big”—he holds his thumb 
and finger a half-inch apart—“on this 
big vast mountain,” he says sweeping his 
hands wide. 
 Photographing combat is no different 
than photographing other genres, from 
sports to pet of the week, he says. For 
each story, he knows he needs at least 
an overall scene-setter, a portrait, and 
some kind of interaction. It plays in his 
mind like a movie script. “I’m out on pa-
trol, I need an overall: there’s guys roll-
ing down in a Humvee. Who are they? 
There’s their eyes, their portrait of who 
these people are. What are they doing? 
They’re serving the Iraqi community, 
so there’s the nice medium shot of some 
interaction.” Even in combat he’s looking 
for the moment, though when “big ac-
tion” happens, the adrenaline-fueled 
Lock will get about 200 medium shots of 
the action going on. “Then the adrenaline 
starts coming down and I’m thinking, 
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OK, now I can start moving around and 
getting more of the story.” Lock photo-
graphed a lot of sports to train for war 
photography, learning how to anticipate 
and situate himself for the image. “We 
were on a night patrol. It was black, and 
we’re moving and, oh my gosh, there’s 
a lamp up there that they’re all going to 
go under. I know I can steal that light to 
create an image.”

 He points out that his job was to be 
a photographer, not a war fighter. “To 
this day I’ve had no greater honor—no 
greater picture—than my job of getting 
to show what our brave men and women 
do for our country,” he says. In Iraq in 
2006, Lock earned a Bronze Star Medal 
for continuing to photograph through 
two firefights and providing life-saving 
aid to a wounded Iraqi policeman in one 

of those firefights. During a sniper at-
tack, Lock photographed a wounded 
Marine’s evacuation under fire, then 
drove the Humvee in the counterattack.
 
TRULY INQUISITIVE 
In all his years with Combat Camera, Lock 
never used a flash or strobe. He started 
experimenting with additive lighting in 
his Dallas studio and began creating a 
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DATE: Jan. 11, 2017
LOCATION: Ghana
SUBJECT: Getachew Akalu Agebrehna, 16, of 
Ethiopia, diagnosed with congenital kyphosis, in 
a portrait for the Foundation of Orthopedics and 
Complex Spine
CIRCUMSTANCES: “On a work trip for a client in 
Ghana, I decided to stay in the country for about a 
week after my work was done and find a story so I 
could play. I say play because that’s just what it is: 
a time when I can explore, study, connect, imagine, 
create, learn, and have fun with what I love with 
no pressure, just for the love of storytelling. The 
opportunity to photograph at a scoliosis hospital 
fell into my lap.
EQUIPMENT: “I am not a tech guy—my friends and 
mentors are amazed I can push a button. I see some-
thing in my mind and want to create it using what I 
have with the best of my ability. Based on the 
camera data embedded in the image: Nikon D800 
(second favorite camera I have ever owned behind 
the D850 I’m currently using); 92mm, so maybe a 
24-120mm zoom; 100 ISO, 250th shutter, 16 f-stop, 
and two rented lights with umbrellas or soft boxes. 
 “I worked with the doctors, staff, and children for 
about a week documenting their daily lives. I fell in 
love with the children, who came from all over Africa. 
Their communities regard them as demons, and most 
are hidden from society, which only worsens their 
condition. These kids are sent to this hospital for a 
life-changing surgery alone—no family or friends—
and must depend on each other through the good 
times and bad. For example, I saw Getachew cry and 
touch his friend going back for surgery. I didn’t 
photograph that moment, but it inspired me. Since 
my retirement from the Air Force I had been play-
ing around in the studio learning light. I realized 
here I had these beautiful humans, and I could 
capture who they really are by taking their por-
traits. At the market the next day, I bought a piece 
of cloth that I used for the background and hung it 
in the hospital. Using a few hospital connections, I 
rented two portable lights and modifiers. My vision 
was to capture their essence by lighting their fac-
es—their heart and emotion that makes them who 
they are—and a second light to give a glimpse of 
the deformity they are battling through. I distinctly 
remember watching Getachew through the lens, 
waiting for him to show me the tender moment of 
wishing his friend well in surgery. I patiently waited 
quietly with the camera to my face uncomfortably 
long until he showed me his own vulnerability and I 
snapped the photo. This was the first time I became 
a portrait photographer, using light to capture the 
essence of a person, a story in a single frame.” 

> ANATOMY OF 
AN IMAGE
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AWARD WINNING

Jeremy Lock won three Military Photographer of the Year 
(MPOY) awards in a row, capping off his 21-year Air Force 
career with a total of seven. No other military photographer 
has won more than three. His first came in 2002, then back-
to-back in 2005 and 2006, another in 2008, and a final 
back-to-back-to-back run from 2010 to 2012. The bulk 
of his wins came after his last deployment to Iraq in 2006; 
the years following saw him photographing the U.S. military’s 
contributions to disaster relief efforts around the world, includ-
ing the 2010 earthquake in Haiti and the 2011 tsunami in Japan. 
 He’s most proud of his 2005 win while stationed at Royal 
Air Force Menwith Hill, a small Air Force outpost in North 
Yorkshire, England. Working for the base newspaper, he filled 
his MPOY competition package with images of base person-

nel interacting with residents of the area. This included 
young adults with Down syndrome whom the base host-
ed for Christmas parties and Special Olympics. “I did a 
series following a girl with Down syndrome,” Lock says. He 
included images of a dunk tank at the base fair and a girl 
experiencing her first day of school. For the combat images 
category, he photographed an annual joint training exercise 
with the Army. 
 “And I’m competing with war images,” Lock says. “We 
always heard that Combat Camera always wins.” His win 
proved great images can be captured anywhere. “It’s what’s 
outside your front door,” he says. “Go down your street and 
take a left instead of the right you always take, and then 
take another left. See what’s there.” 

>
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signature style of portraits that hews 
to his overall photography mission: to 
make the viewer feel. “I hope in my por-
traits that you see there’s impact, there’s 
purpose with these people.” He uses a 
black or white background for timeless-
ness and singles out the individual on the 
canvas. He uses a single large strobe on 
the face and a small flash at the back as a 
kicker. He sets the ISO as low as possible—
100-200—and the aperture as high as 
possible— f/16-f/22. “I want you to see 
every little hair on that person’s face,” 
he says.
 Listening to his subjects in portrait 
sessions is akin to watching his subjects 
on photojournalism assignments: It’s 
how he captures a feeling. Lock has be-
come so enthralled with the aural form 
of human touch that he developed a 
podcast called “Last Letters.” 
 “It is the best storytelling I’ve ever 
done, and it’s not from doing this,” he 
says as he mimes pressing his finger 
on a camera. “It’s from listening and 
speaking,” his finger moving from the 
imaginary shutter button to his ear and 
his mouth. “As a human being I’m truly 
inquisitive about other people. There’s 
so much going on in the world, and 
whether you’re right, left, purple, pink, I 
don’t care. Can’t we as humans sit down 
and talk with one another and have a 
conversation, not me hearing you but 
not really hearing you because I can’t 
wait to tell you about me?” 
 He’s produced 83 episodes of “Last 
Letters,” in which his subjects write a 
letter as if tomorrow is their final day 
on earth. “What would you say and who 
would you say it to?” Lock explains. 
Then he records a conversation in his 
home based on the letter. Episodes in-
clude Medal of Honor recipients, Navy 
Seals, an Elvis impersonator, a Dallas 
cop with paraplegia after being shot in 
the line of duty, and a woman born to 
a heroin addict who gave birth to her 
while chained to a prison bed. “It’s been 
incredible,” Lock says. “And then I do the 
portrait sessions with them.”  •

Eric Minton is a writer and editor in 
Washington, D.C.

JEREMY LOCK

See more images with this story
ppa.com/jeremy-lock 

Or hover your phone camera 
over the code
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Unlock Your Full Potential
9 MEMBER BENEFITS YOU SHOULDN’T MISS

A friendly reminder for seasoned PPA 
members and newbies alike: The follow-
ing are the top PPA benefits you should 
take advantage of ASAP, according to PPA 
Director of Member Value and Experi-
ence Gerard Wright-Bullard. 
 1. Equipment insurance: Available 
to Full and Life members, this policy 
takes less than 10 seconds to activate. 
With up to $15,000 in total coverage, full 
replacement value of equipment, and a 
$350 flat deductible, it’s a no-brainer to 
activate this coverage. 
 2. Indemnification Trust: Have you 
ever had a client say you messed up? 
Don’t worry, PPA has your back. The 
Indemnification Trust will offer advice, 
direct help, and even cover some costs. 
Plus, with Ontrack Data Recovery, you 

can recover lost images. It’s not if but 
when you’ll need this benefit in your 
corner.
 3. Education: The education library is 
a treasure trove. Dive into video classes, 
curriculums, and webinars on all things 
photography at any time.
 4. Professional Photographer magazine: 
Product reviews, profiles, captivating 
imagery, and educational content are 
delivered every month in this award-
winning publication. Stay abreast of the 
latest in your profession and be inspired 
by colleagues. 
 5. Contracts and forms: Ready-to-use 
customizable contracts, model releases, 
print releases, NDAs, and more are avail-
able for download.
 6. Sales and marketing tools: Get 

e-books, brochures, and price list tem-
plates to make marketing a breeze.
 7. Copyright: Protect your creative 
work with an extensive library of copy-
right templates. If someone infringes on 
your images, PPA has the tools to help 
you stand up for your rights.
 8. Community: Join the conversation 
on PPA’s online forum, theLoop, where 
photographers connect, share tips, and 
find answers. And don’t forget Imaging 
USA, the perfect occasion to reconnect 
with mentors and friends.
 9. Certification: Boost your knowledge 
in the fundamentals of your craft, and 
market your services with confidence. 
Show the world and your clients why 
your prices are worth every penny.  •
ppa.com/benefits
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The PPA customer care team is well equip-
ped to assist members with a wide range 
of inquiries. The most common questions 
pertain to member benefits, insurance de-
tails, and the certification process. Here’s 
a selection of some of the most frequently 
asked questions as well as the answers. 

Q: Does the PhotoCare Plus package 
include drone coverage, and are my 
employees covered?
A: Yes. The PhotoCare Plus equipment 
insurance provides coverage for drones 
and unmanned aircraft systems up to 
$100,000. This comprehensive policy 
also extends to a member’s employees 
regardless of the employees’ member-
ship status. It covers a wide range of 
scenarios, including mysterious disap-
pearances, with full replacement cost 
value and no tiered deductibles.

Q: I want to get the certified profes-
sional photographer credential. 

What does that process look like?
A: To begin your journey, complete the 
CPP candidacy form and pay the $200 
application fee. This gives you two years 
to fulfill the exam and image evaluation 
requirements of the CPP credential. The 
online exam costs $25, and the image evalu-
ation kit is $35. CPPs are required to re-
certify every three years by acquiring 15 
continuing education units in that time.

Q: Is it necessary to retake the exam for 
CPP recertification?
A: No. To recertify, earn 15 CEUs over 
three years and pay the $100 fee. That fee 
is waived if you attend Imaging USA those 
three consecutive years.

Q: When can I expect to receive my cri-
tiques from a Merit Image Review?
A: Critiques from the MIR, essential for 
photographers interested in receiving 
feedback on their images, are typically 
delivered within three weeks of the review, 

which occurs on the second full week of 
each month, February through November.

Q: How can I find a PPA workshop 
near me?
A: On ppa.com, navigate to the Education 
tab, select Live Education, and then 
choose Photography Workshops. Work-
shops are held in the spring and fall. Regis-
tration for spring sessions opens March 
7. You can search by location and in-
structor name to explore class offerings.

Q: Does PPA provide legal advice?
A: No. Legal advice is best left to prac-
ticing attorneys. But PPA does offer legal 
information to photographers with 
guidance to resources that may help 
reduce costs when seeking legal advice 
from a qualified attorney.
 PPA’s customer care team is available 
to assist members Monday through Fri-
day from 9 a.m. to 6 p.m. Eastern Time: 
csc@ppa.com or (800)786-6227.  •

AT YOUR SERVICE 

EXPERT ANSWERS 
TO YOUR TOP 
QUESTIONS
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Tight Crop
CAN YOU FIND THE FULL IMAGE IN THIS ISSUE?

Check your answer here 
ppa.com/fragment-march24
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Stronger Together
Join Your Local Association
Photographers helping photographers is what Community Networks are all about. 
These local creative communities nurture and provide the support and tools to help 
you grow. As a member of your local Community Network, you will:

There’s never been a better time to get involved. After all, it’s together that we thrive.

• Connect with peers and mentors

• Sharpen your skills by competing in 
your local image competitions

• Earn merits towards your PPA 
degree by attending or speaking at a 
PPA Merit Program

• Get recognized, build credibility, 
and set yourself apart

• Give back to your photographic 
community

• And much more!

Find a Community Network Association near you:

PPA.com/Community-Networks


