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CONCLUSION
/[REALITY.

The depiction of reality is always subjec-
tive, no matter how much one strives for
objectivity. While photographs are created
by a machine (which simply records the
light as it bounces off its subjects and
technically, nothing more) they can often
feel as though they are the most honest
and direct method of expression. But
photographs are also crops of a scene or
person, chosen and edited specifically and
personally by the image-maker. Yet
photography is trusted and believed as it
feelslike a direct proof of reality. Because
of this emotional trust that we have in
photographs, they can be manipulated and
still not lose their credibility. The duality
between the subjectivity and objectivity
can be used intentionally to create a
desired effect.

Commercial photography is, to a certain
extent, always fake. There is always a
particular product being promoted, a
setting that was either specifically chosen
or built, and most often a subject, a model
or a person chosen; these elements are
used intentionally with a specific purpose,
and thus are practically always a fabrica-
tion, no matter the extent to which they
deviate from reality. But the images do not
need to feel like a fabrication, as a sense of
authenticity can too be manufactured.
Many tools can be employed to create and
further enhance images with a purpose.
However, as these tools develop, the
public also begins to catch on to the

methods used by the image-makers. It is
up to the editors behind the magazines
and campaigns that surround us to control
the methods of manipulating a reality, and
to fine-tune them when the old methods
begin to produce adverse effects.

Thus, as technology develops, not only
does manipulation become more acces-
sible and more occurrent, but the public
becomes more aware of it too. This
awareness creates a need in the creative
industry for new ways of showing a reality,
as reality is a relatable and valuable way of
promotion. At the turning point, we had
an audience remarkably prepared for
recognising fakes, and yearning for
something more real, and an industry
aware that they were in the spotlight, and
needing a new way to present themselves.
This gave rise to a new style in commercial
photography, a faux amateur style, one
that creates a new sense of real. The
seemingly do-it-yourself aspect creates a
sense of authenticity, despite being
commercial and used deliberately. It is
used in high-end magazines, promoting all
sorts of accessible and high-end brands,
and it feels dirty, naughty and subversive
- these new images evoke a sense of
voyeurism and intrusion, an emotional
response that leads us to believe that they
must be real... but still, it is a manufac-
tured reality once again.
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