Business Brainwaves

A picture is worth 1,000 words — so make sure
your product photos say words like ‘style’ and
‘quality’ rather than ‘cheap’ and ‘tacky’

WHY PAY APHOTOGRAPHER these days, when
everyone has a digital camera capable of taking
perfectly good pictures? It’s a valid question — but
there are countless not-so-happy couples who rue
the day they took that approach to their wedding
photos. They will tell you the answer lies in two
words: quality and reliability.

Neville Gill is a marketing consultant
specialising in the gun trade; his client list includes
Browning, the CPSA, Mendip Shooting Ground
and Promatic clay traps. He says: “If you want
to communicate a brand or product you need to
have superb images — that’s where a professional
photographer is a must.”

difficult to get right. “But with a good briefing you
can get great results — when the new Shogun was
launched, Mitsubishi Motors commissioned Gill
Marketing to develop a range of advertorials for
the shooting press. Working with a professional
photographer, Glyn Howells, we produced shots
that were crisp and in focus.”

Another difficult area, says Neville, is working
with wildlife and animals — but he’s found that if
you can allow a photographer the time to take the
shots then you often get the right result. “The grouse
in heather shot was taken by Nigel Housden. I have
used this shot in several different media to create the
right effect — in Promatic’s new Huntsman brochure
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He says that all too often companies think that
they can rely on their own digital cameras which
they think will do the job. “Nine times out of ten the
end result falls short of the brand’s imagery and in
the long-term damages the brand. I can think of one
campaign recently which did just this and the results
were badly shot images in poor light.”

He continues: “Wherever possible I will use a
professional photographer as I know that the end
result will be better for the client and the brand. A
photographer needs careful art direction on the day,
or excellent briefing beforehand. By doing this one
gets the correct end result with in focus shots that
work, with files the right size that will reproduce
well in a number of mediums.”

Neville says that action shots are important for
certain types of product, but can be particularly

Grouse in Heather by Nigel Housden
Brocock Contour by Nigel Allen
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and on the Francis Lovel website.”

Matthew Davison is a pro photographer who
has worked closely with Neville Gill and others in
the gun trade — clients include Francis Lovel and
Springer Cottage Gunslips. Based in Exeter, he is
a shooter himself and in the season photographs
shoot days and countryside events. He has a fully
equipped studio, but also works on location — some
of his product photography for Springer Cottage, for
instance, was taken in the outdoors.

Matthew charges around £400 per day, and there
is a limit to how many products can be photographed
in a single day. So is it worth it? Howard Rudkin of
Springer Cottage Gunslips thinks it is: “We invested
in professional photography because we wanted to
raise the game when it came to our branding and we
have seen great results in terms of sales. Matthew’s

photography shows the
detail and the quality of
our handmade products.”
Matthew, of course,
agrees: “Professional
pictures raise the profile
of your products and
speak to your customers,”
is how he puts it.

In the
airguns, Nigel Allen is
highly respected for his

world  of
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photographic work, although
nowadays he concentrates

on editing Airgun Shooter

magazine and doesn’t take on

new photographic commissions.

Nigel began reading airgun magazines as an
11-year-old. “In those early years, I would skate
over the words in articles and adverts, but analyse
the pictures in minute detail. I probably learned
more about airguns from pictures than I did from
words!” he says.

Following his father’s footsteps, Nigel
developed a keen interest in photography. “Being
somewhat of a perfectionist, I'd spend hours setting
up pictures — the angle, the lighting, the supporting
props — but it was time well spent.” Nigel became
editor of Arrgunner magazine in 1993, and quickly
realised how difficult it was to get good images of the
products he wanted to feature — so he set up his own
photographic studio called F-Stop Photography.

“Quite by accident, the magazine became a
showcase of my work,” he says. “Gunmakers began
asking for duplicate images, and even commissioned
me to undertake their product photography for
the marketing side of their business. It sort of
snowballed from there — on the one hand I'd be
testing the equipment for a magazine article, and
on the other I’d be photographing it for an advert,
catalogue or flyer.”

Nigel acknowledges his interest in shooting
helps him to show air rifles at their best angle, but
says that a lot is down to the technical aspects of the

shot. “Air rifles, being very long and thin in shape,
need certain photographic techniques applied to
them in order to keep them looking sharp, especially
if they’re angled to the camera. In the days of film,
I used expensive tilt-and-shift lenses, but since I
switched to digital in 2002, I now achieve much
of this by software techniques. To my mind, the
photographer’s skill in the ‘digital darkroom’ is
what takes an average snapshot and transforms it
into a stunning image.”

Nigel bemoans the tendency for manufacturers
to cut corners on product photography. “Sadly, the
affordability of digital cameras has meant everyone
and his brother is able to ‘take a picture’, and many
manufacturers have seen this as an opportunity to
save costs and employ the services of an enthusiast,
rather than a professional. Yes, they’ll get a
digital photograph — but it won’t be as good as a
professionally-taken one, which will have had as
much work done on it in the post-processing stages
as in the initial set-up in the studio.”

“Just like me all those years ago, the airgun
audience of today is interested in the minutiae — the
nooks and crannies of the magazine, the muzzle
crown or inside the trigger guard — and a printed
image which fails to show all this through the
ineptitude of the photographer will fail to impress

them.”

Neville Gill is happy to provide assistance with photographers and art direction.
Tel: 01491 832 617, www.gillmarketing.co.uk
Glyn Howells can be contacted on Tel: 01822 860279, www.glynhowells.com
Nigel Housden is on Tel: 01263 860789, www.pinsharpphotography.co.uk

Matthew Davison, Tel: 01392 881 978, www.matthewdavison.com
Nigel Allen is not currently taking photographic work;
he is editor of the monthly Airgun Shooter magazine.
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