Sensafions!

Seeing your picture in print may not be your
personal ambition, but what about a picture

of your day spa or one showing the work you do there? According to leading
beauty pros, providing custom photography for your business does more than
preen a few artistic feathers; it gives consumers a tantalizing glimpse into the
services you offer, the mood of your business and, naturally, your spa.

“Images supplied by manufacturers are beautiful, but they don’t say anything
specific about your business,” says Dwight Miller, a NAHA recipient,
Intercoiffure “Guest Artist of the Century” and creative consultant for beauty
manufacturers. “When expertly done, custom photography can deliver a pow-
erful message about your business while increasing the attention you receive
from local, regional, national and even international press.”

Producing dynamic photos for your day spa involves far more than snapping
a shot of a gorgeous model. “A beautiful photo doesn’t necessarily sell a serv-
ice or product,” says Robert Lynden, president of Sole Icon Productions in Los
Angeles; beauty and fashion photographer for I’Oréal, Matrix, Sebastian and

other companies too numerous to mention; and director of television com-

Photographer: Robert Lynden; Hairstyling: Dwight Miller; Makeup: Christian McNally

mercials and promotional films for feature motion pictures. “The world is
already inundated with pretty pictures. You want to produce an image that
makes a strong statement about your business, while being creative and eye-
catching. The newest Clairol ad campaign contains a perfect example of this:
a brush with a bright orange flower instead of bristles, with the tag line, ‘A
stroke of color genius.” Anytime you’re flipping through a magazine and come

This innovative mirror shot could be used with a ' , ' [,
across this ad, you’ve got to stop and check it out.

headline such as “Look good from every angle.”
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Courtesy Donato Salons and Spa

Before you begin planning

your shoot, decide when

and where you’re going to

use the photos.
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Budgeting Wisely

“The cost of doing a photo shoot can
be dramatically offset by carefully plot-
ting how you’re going to turn your pho-
tos into money,” says John Donato,
president of Donato Salons and Spa in
Toronto, Ontario, Canada; Canadian
Hairdresser of the Year; editorial artist
whose work has graced the covers of
Vogue, Elle and Harper’s Bazaar; and art
director for photo shoots for numerous
global beauty companies. “This means
deciding when and where you're going
to use your photos before you ever
spend a single dollar on the actual
photo shoot.”

Donato says that you can bolster your
success by making your photos an inte-
gral part of your marketing efforts for:

e Print ads, direct mail and flyers
® Web sites

® Press releases and media kits

® Brochures and menus

e Posters for the salon/spa

e Portfolios

¢ Business cards



While there are many ways to draw

attention to your business, free publici-
ty is the quickest way to drive customers
through your door. “I’ve found that edi-
tors are always looking for photos to fill
space in their publications,” says
Donato. “When you have your own
images, you can receive plenty of pub-
licity for your day spa at the local and
regional levels. National magazines can
be a little more challenging, but that’s
fine. At the very least, your photos will
make editors remember your business
the next time they do a compilation of
top day spas across the country, or need
an expert opinion on which spa services
are most popular in your area.”

Donato advises that whenever you
submit images, you need to do these
three things.

e “For years, | sent 35 mm slides to the
press. Now [ send my pictures out on
disk, along with 5- by 7-inch laser
copies, so editors can readily see the
contents of the disk and the details
of my work.” [DAYSPA editors agree
that this is the very best way to sub-

mit images and add that images for

publication must be scanned at a

resolution of 300 dpi or higher.]

e “All your photos should be
retouched and good to go. This
makes it easy for editors to see
and use your best work.”

® “Always package your work with
a short, beautiful history of what
the image is illustrating and state
that it’s for immediate release.”
You may not be able to control a

lot of things in your life, but you

can control your photo shoot bud-
get. “The budget is always a scary
thing,” says Lynden. “Nobody has
money to burn these days, not even
big companies. Whatever figure
you decide on for your photography
budget, make sure to base that fig-
ure on a minimum of two shoots a year

—four if you emphasize hair services —

since images can age quickly in terms of

audience impact and style.”

A photo shoot can cost $100,000 or
$2,000, depending on how adept you
are at wheeling and dealing. “If you’re
getting everyone at a reasonable rate,
you should be able to produce a photo
shoot for about $5,000,” says Donato.
“If you're trading services and using
newer talent, this figure would be con-
siderably less.” Whatever the cost,
Lynden cautions you to carefully
establish how much retouching is
included in your photographer’s fees
and exactly how much it will cost if
more is needed.

To get the best people for the least
amount of money, John Sahag, owner of
John Sahag Salon in New York City and
one of the most sought-after editorial
stylists in the world, offers this insight:
“When people say they’re willing to
work for ‘free,” they’re really expecting
to get something in return. This could

be working with a photographer they

A photo
shoot can
cost $100,000
or $2,000,
depending
on how
adept you
are at
wheeling and
dealing.
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Courtesy John Sahag Salon

Holding the shoot at
your spa, instead of a
costly studio, can save
you big bucks.
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admire, or getting a picture or tear
sheet for their portfolio. To make this
work for everyone, always make sure
they get whatever it is that’s important
to them—within reason, of course—in
exchange for donating their time to
your photo shoot.”

“Photographers will tell you they
make $5,000, or even $20,000, a day,
but don’t be put off by their fees,” says
Miller. “All photographers have open
days they need to fill. They also know
that you're a small company with a small
budget. Most will take these things into
consideration and cut you a deal.”

Major companies frequently rent
costly studio space for their photo
shoots where the layout and equipment
present an ideal situation. Even so,
Lynden says that you can hold your
shoot at your day spa to trim a big
chunk off your expenses. “I've over-
come a lot of challenges when shooting
in a less-than-ideal location,” he says.
“Once | shot a magazine cover in a
hotel room in Hawaii. I needed more
distance, so I put the model in the bath-
room with a backdrop hung over the
shower curtain, and shot her down the
hallway from the living room. You can

do a lot of things in a small area when

you think of your space creatively.”

Popular—not necessarily famous—
models can fetch more than $2,000 a
day, but you can still get good models
for a tenth of that price. “Many talent-
ed up-and-coming models will work in
exchange for pictures or tear sheets,
particularly when you’re working with
an excellent photographer,” says
Donato. “We also save modeling costs
by using house models, an arrangement
where we maintain their cut and color,
in exchange for their modeling ser-
vices.” And remember the power of
your spa: You may not have a lot of
money to pay your talent, but you could
certainly swap their services for a mas-
sage and facial.”

“Chances are good that you have
stylists and makeup artists working for
your company,” says Donato. “If you
don’t, offer talent in your area the
opportunity to work with a good pho-
tographer in exchange for tear sheets or
a picture. You can do this same thing for
up-and-coming fashion stylists—the
talent that brings clothing to the shoot.
Fortunately, many spa shots don’t
involve clothing, allowing you to use a
towel or a linen sheet and eliminate the

need for a fashion stylist altogether.”



Project Timeline

Dwight Miller, former international

artistic director for Matrix, Zotos
International and Pivot Point Inter-
national, now working out of Santa Fe,
New Mexico, has done thousands of
photo shoots during his 40-year career.
His timeline is naturally compressed
since he’s well seasoned and has the
connections to get things done quickly.
“When you first start doing photo
shoots, though, give yourself plenty of
time to develop your concept, assemble
your team, communicate your vision
through words and pictures, and make
adjustments to your vision based on
your team’s feedback,” says Miller.

Here’s a logical countdown:

Six months out. A successful photo
shoot begins with a strong concept that
ensures a powerful, cohesive message
for the audience. How do you hit upon
the right concept? Our masters of this
craft explain:

Sahag: “You should develop a con-
cept for your photo shoot that’s based
on your business and your target market.
Having an avant-garde photo represent
a business catering to 40-something
women, for instance, wouldn’t be a

good idea.”

Miller: “Start conceptualizing your
project by collecting pictures you
admire in fashion and beauty maga-
zines, and even fine art photos. You
aren’t going to copy them, but you can
use them for inspiration.”

Donato: “l categorize the images I
collect by inspiration: composition,
clothing, photography style, hair and
makeup.”

Lynden: “Be careful not to limit
yourself. You can also be inspired by
things that have absolutely nothing to
do with beauty. It could be architec-
ture, interesting body language, stylized
furniture, or in the case of one of
Miller’s most memorable works, shat-
tered glass.”

Donato: “You need to put a little
twist on your concept to get people’s
attention. You can show the edgier side
of bridal fashion, for instance, by creat-
ing a picture in the style of those done
for the magazine Elegant Bride. We
recently did this for our business by hav-
ing our bridal models wear bright green
wigs. The brides-to-be will come to your
business because of the spirit and eye-
catching style of your photography, but
chances are they’ll still ask for tradition-
al services.”

Four months out. Contract with
the photographer of your choice. How
important is the photographer to your
project? According to our pros, this
team member isn’t anything; he or she
is nearly everything to your shoot.

Donato: “If it’s your first shoot, and
you're working with a good photographer
and model, you could look like a hero at
the end of the day. To help this happen,
never hire a wedding photographer or a
friend of a friend who works at the Ford
plant during the week.”

Miller: “Always scrutinize a photog-
rapher’s portfolio before making a

commitment. Look for a photography

Many
tfalented up-
and-coming
models will
work in
exchange

for pictures or
tear sheets.
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Think about your marketing
message and clientele as you

Photographer:
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choose your model and stylists.

Photographer: Robert Lynden; Hairstyling: Dwight Miller; Makeup: Christian McNally

i
Robert lynden; Hairstyling: Ginger Boyle; Makeup: Jane Cohen; Schwarzkopf USA

style that closely resembles what you
want for your own photos. If you don’t
see it, then don’t hire that person.”

Lynden: “You should also look for
someone who relates easily to people
as you and your team will be working
closely with this person. Too, the pho-
tographer has the closest contact with
the model and is responsible for bring-
ing out the best in her work. Once
you’ve found the right person, share
your concept and bounce ideas back
and forth until you have a detailed
concept of what you’re visually going
for, and what you want to accomplish
with your photos.”

Three months out. Assemble the
team and begin collecting model
sources. A photography team consists of
the art director, photographer, hairstyl-
ist, makeup artist, fashion stylist and
assistants.

The art director—usually the day spa
owner or manager—is responsible for
conceptualizing the end result, recruit-
ing the team, supervising the actual
shoot and controlling the budget.

“To have the best possible shot at
success, you want to gather talented
people who will create the right energy
for your shoot,” says Miller. “If you have
one person who isn’t as committed as
your other team members, or makes it
difficult to get everyone moving in the
same direction, then your whole shoot
can be jeopardized. Anytime this hap-
pens, you need to replace that person.”

Donato: “Chances are good that styl-
ists and makeup artists working for your
company want good tear sheets or pic-
tures, so look in your own backyard first.
If you admire their work, then invite
them to do hair, makeup or fashion for
your shoot.”

Miller: “Using people who are already
working at your day spa will have a pos-

itive impact on future photo shoots
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because you're building a long-term
team. If this isn’t possible, look for
makeup artists in boutiques, department
stores and neighboring salons.”

Donato: “In all cases, you can find
great talent by networking with your
photographer.”

Without a good model, the entire
photo shoot can be a flop. Our pros stress
that unless you find that rare person
who’s a natural in front of the camera
and knows how to visually convey your
message, save your modeling school
sources and Aunt Phoebe’s beautiful
niece for less expensive projects.

Donato: “Good sources for finding
quality models are modeling agencies,
photographers and your own house mod-
els. You can also find retired models
through modeling agencies and photog-
raphers. In many ways, the latter works
best, since there are many beautiful
retired models in their 30s and 40s who
more accurately reflect the demograph-
ics of your business.”

Two months out. Bring the team
together. This meeting marks the last
opportunity you have to alter your core
concept without delaying your project.
Meeting(s) held at this time allow you
to share your vision and receive creative
input from your team that can help
mold, or even re-mold, your concept.
This is also the time to set your photo
shoot date, about two months away.

Miller: “While words can tell your
team members what you’re looking for,
only pictures can let everyone visualize
exactly what you have in mind. Bring
the pictures that you've collected for
your concept to all your team meetings.
Always listen to your team’s feedback
and be willing to incorporate their
ideas into your plan. If one team mem-
ber comes up with an idea that you’ve
already thought of, it’s okay to give that
person credit. Too, don’t overlook a
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10 Creative Tips

1. Practice by holding mock shoots
using a 35 mm camera and a few
volunteers. "You're much betfer on
your 100th haircut than you are on
your first, and the same holds frue

for photo shoots,” says Sahag.

2. "Avoid using jewelry, unless it's

pertinent to the shoot: Keep it
understated; a turquoise necklace
in a Southwestern shot, perhaps,”
says Miller. “Never have your
model wear both earrings and a
necklace unless it's an ad for a

jewelry store.”

3. Nine out of 10 models don't look

good smiling,” says Miller. “Resist
encouraging her to say ‘cheese’

for the camera.”

4. "Hair for photography doesn't

have fo last, so put your hairspray

back in your bag,” says Miller.

5. "When people are donating their

fime for the shoot, it's tempting to
break open a keg to make it seem
more like a party,” says Sahag.
"Don't do this or your pictures will
suffer. Doing a photo shoot is seri-

ous work, and so it should be.”

6. "Don't keep using the same mod-

els,” says Miller. “Build up an
inventory of different faces and
photography styles to keep your

work looking fresh.”

7. "looking through a photographer’s

lens helps you refine your vision
for future shoots,” says Sahag. ‘It
also helps you catch defails that
would diminish the final result—like

a strap needing to be adjusted or

too much fullness on one side
of the hair.”

8. “The art director should stand behind
the camera while the photographer
is shooting,” says Miller. “To get the
same one-dimensional perspective as
the camera, make a circle with your

fingers and thumb, and view the

shoot through that circle.”

ks
Dwight Miller, NAHA recipient and

creative consultant, prepares model
Isabelle for a shoot.

9. "Sometimes the focus will drift
during the shoot,” says Miller.
"As the art director, it's your
responsibility to call for a
quick break and get everyone
back on frack. To do this without
causing hard feelings, you need
to perfect the art of being a
benevolent dictator.”

10. “Resist the temptation to
tell a model if she puts her fingers
in her hair one more time, you're
going to break one of them,” says
Miller. “Instead, remind her nice-
ly—even if it's the tenth time—and

calmly fix her hair.”
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Courtesy Amos Professional, Korea; Hairstylist: Dwight Miller; Photographer: Michael Tamarro

Your stylists can help you create a variety

of looks to reflect your spa—even with
the same model.
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single person. I've gotten some of my
best ideas from the shampoo person
who has yet to cut a client’s hair.”

One month out. Choose your model:
“You need a model who will support your
concept, whether you'’re going for a sexy,
fresh or softly relaxing shot,” says Sahag.
“To make the best choice, take a snap-
shot of every model you think might be
right for your concept and show these
pictures to your photographer before
making a commitment. If you don’t do
this, you could end up with someone the
photographer strongly feels is wrong for
what you want to accomplish.”

Miller: “Hold a model call, or inter-
view vyour candidates separately.
Narrow the field by considering how
appropriate they are for what you're
doing rather than by how much you
like their skin or hair. You should also
look at every picture in a model’s port-
folio. If she has only one or two great
pictures in her book and the rest are
mediocre, chances are very high that

you won’t get outstanding results by

using her services. She has to have a
series of amazing shots.”

One week out. Final team meeting.
This is the time to touch base with
every team member to ensure that
everyone has everything they need to
do their jobs and that the project is
going smoothly.

Donato: “Reiterate the time, the steps
of the shoot and your vision. It’s also help-
ful to do a few run-throughs, using mock
models to ensure you aren’t burning up
precious hours at the shoot trying to get
the hair, makeup or mask just right.”

Miller: “Make sure that everyone is
still on the same page in terms of what
you want to accomplish.”

Show time. You've prepared yourself
and your team, so go for it!

One week post-production. After a
shoot, a lot of people think, “Wow, we did
so great today,” but Miller insists that you
should wait until you get the film back
before giving yourself a big pat on the
back. “When the photos are available,
call a meeting and have everyone on your
team study the pictures with a critical
eye,” he advises. “Look for balance, mood
and execution of the shot, as well as indi-
vidual parts like hair, makeup and fash-
ion. Instead of being critical of everyone’s
work, encourage your team members to
be their own critics by placing the photos
in the center of a table and then sur-
rounding them with topnotch photos
from fashion and beauty magazines. How
do your pictures stack up? Do they look
amateurish? Do they look fabulous? This
acid test will tell you and your team a lot
about what you need to do next time to

produce fabulous work.” [

J. Elaine Spear is a former salon owner,
a DAYSPA contributing editor and a
spa/salon consultant to major corpora-

tions. She’s based in Santa Fe, NM, and
can be contacted at FabFashion@aol.com.





