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THE PARAMETERS OF IMAGE MAKING HAVE SHIFTED DURING THE PANDEMIC. BRANDS AND RETAILERS ARE HAVING TO ADAPT WITHOUT LETTING THEIR IMAGERY LOSE APPEAL

With the closure of photo studios and showrooms, the implementation of social distancing rules, as well as the cancellation of runway shows, fashion businesses must think of new means to produce their lookbooks and product imagery. One solution, as seen in the examples of giants such as ASOS, has been to send products to models at home, who style and shoot themselves. In other cases, models are shot by photographers via FaceTime – an approach adopted by Good American. Others, such as plus-size and maternity fashion brands Eloquii and Storq, have given more creative license to the influencers they work with to produce visual assets. 

This shift to ‘real’ and informal private spaces in fashion imagery is adding to the ‘everyday’ connotations of fashion. Models can be seen lounging on cushions with coffee mugs in hand: a familiar act for most. Many photos have an unprofessional ‘snapshot’ aesthetic. This strand of imagery is chiming with the new sensitive tone, one that prioritizes authenticity, humanity and safety over overt luxury. The renewed focus on the ‘personal’ fosters consumers’ connection to brand identities, and spurs purchases. Most of us – who don’t have the luxury of a professional makeup artist, stylist or art director when we take photos – are spending a lot of time within the confines of home, so we can relate much more to fashion models now, who are doing the same thing.

But does this mean a drastic shift in marketing? In a sense, recent years of blogging, street photography, and influencer-led imagery has trained us for this value shift. 

Retailers should capitalize on this shift. One example to follow is the ITK store in Latvia. On its website, you’ll see the results of a Zoom photoshoot, showing co-founder Artem Belikov at home (a very relatable small apartment at that, complete with bicycle and messy coffee table) dressed in the shop’s collection as he performs everyday activities: exercising, reading a magazine, strumming a guitar. With budgets slashed, this vastly reduces the cost of marketing materials. Why not go even further, and involve your clientele in the process, just like brands such as Storq have done? This way you also foster a closer bond with your customers – the most valuable asset. 



