Shooting the Midway:
Linda Kramer at the Carnival

NOVEMBER
2007

&
Photo by
Linda
Kramer

R s s ¢ oAl A N ey o P b

g T R L R A R R R B T A sy K TS T L TP iPe

BEYOND THE FSA: RUSSELL LEE AND WAL I(I-R I-VAN&



FineArt Ink]Jet Media

s———

Rosemary Ferreira
Hartford Art School

Hahnemuhle USA is proud to announce the winning schools for
the 2007 Lumijet sponsorship contest. The four winning schools
are College for Creative Studies, Cypress College, Hartford Art
School and Texas Woman'’s University. Each of these schools will
receive Lumijet paper for the 2007-2008 school year also, one
lucky student from each school will win a scholarship towards a
solo exhibition.
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World View of Global Warming
Antarctica: Lox Under Fire
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fter our September issue arrived at

schools we heard from Kerry Puck-
ett of North Carolina’s Appalachian
State University, who had visited a Web-
site we recommended in the magazine’s
Web Crawler story (“Weather Man”).
We were mystified that Puckett had “major
ethical issues” with the site—until we
realized that we had given readers the
wrong URL. We inadvertantly turned |
worldviewofglobalwarming.org, a Web-
site maintained by conservation photog-
rapher Gary Braasch, into a dot-com.
And the dot-com version is, as Puckett
pointed out, just a commercial Web por-
tal, perhaps contrived to draw traffic
away from Braasch’s site. We even
showed a screen grab from this impostor
rather than Braasch’s information-rich
site (left). We apologize for the mis-
take—who knew that such a distinctive
URL would come in both flavors?—and
we also encourage you to visit Braasch’s |
worldviewofglobalwarming.org. ‘

Preservation of a photographic nature

is the focus of this issue’s feature on
Russell Lee, one of the numerous social |
documentary photographers who |
worked for the Great Depression’s Farm
Security Administration. Obscured by
such big FSA names as Walker Evans
and Dorothea Lange, Lee doesn’t get the
credit he’s due both for his Depression-
era photographs and his other, little-
seen work. That wrong is remedied by a
new monograph from the University of
Texas Press that reproduces Lee images
few of us have ever seen, including the
sampling beginning on page 14. UT
Press has also generously allowed us to
reprint the companion essay by late
critic and curator John Szarkowski,
whose take on Lee’s work is characteris-
tically brilliant.

Russell Hart, EDITOR
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Above left: Three
pages from Gary
Braasch's World

View of Global

Warming Website.
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PRIVACY STATEMENT

Below left:
Philip-Lorca
diCorcia’s
disputed
photograph.

CAN YOU LEGALLY PUBLISH OR EXHIBIT A PHOTOGRAPH OF ANOTHER
PERSON WITHOUT GETTING PERMISSION? IT DEPENDS ENTIRELY ON HOW
THE IMAGE ENDS UP BEING USED. BY MICHELLE BOGRE

\,ou’ve taken a street photograph and you didn’t get a model
release because you thought you wouldn’t need one. Now you
want to publish your picture, which contains recognizable people.
Can you? It all depends on where and how you intend to publish it.
When published, your image might violate someone’s right to privacy.

Anyone who intentionally intrudes, photographically or other-
wise, upon another person’s solitude or seclusion can be sued by that
person for invasion of privacy. This said, the right to privacy is not
absolute. In the legal world it is weighed against the general public
good. American courts are more forgiving of photographs used in a
way that benefits society, such as in news reporting, editorial com-
mentary, or art. The courts recently reaffirmed this by dismissing a
much-publicized lawsuit brought by a Hassidic Jew against Philip-
Lorca diCorcia, who photographed the man walking through Times
Square without his knowledge or consent. Though the portrait was
widely exhibited, even the man’s argument that such a “graven image”
violated his religious beliefs didn’t hold legal water.

.
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Photographs used commercially without a model release, on the
other hand, are much more likely to be considered an invasion of
privacy in a lawsuit. If you want the option of selling your images
for advertising or stock photography (which often ends up as adver-
tising), and they contain recognizable people, always get a model
release, keep it forever, and figure out a reliable system to match it
with the image. If your photographs are strictly editorial, and you
never intend for them to be sold for advertising or trade uses, you
can rely on a few general rules.

First, you can photograph almost anything that's visible from a
public place, even if what is visible is on private property. If you
are standing on a sidewalk or other public space and can clearly
see into a balcony or window—a private space—from that position,
you can also photograph whatever you can see. (There are some
post-9/11 exceptions to this rule: You are not allowed to photo-
graph government buildings, bridges, tunnels, water towers and the
like without permission from authorities.)

A person occupying a private place that is plainly visible from a
public place can have no “reasonable expectation” of privacy,
according to the law. If you can see a person stark naked through a
window or on a balcony (celebrities most definitely included), you
can photograph them without fear of liability. But a person who has
built a high wall to shield her house from the street probably has
an expectation of privacy, and a right to it, even though you might
be able to see into the house with your telephoto lens if you
shimmy up a tree and crawl out on a limb that extends over the
wall and into the property.

Taking pictures in public spaces that are privately owned, such as
malls and building lobbies, is a different story. You can photograph
freely in these places, and the people in them don’t have an expecta-
tion of privacy. However, the property’s owner can ask you to leave
unless you stop taking pictures, and if you refuse you are trespassing.

In most circumstances you are allowed to photograph the
exteriors of private buildings. Yet many photographers who do this
are often intimidated by owners or security guards who demand
that they leave and even relinquish their film or memory card. If
find yourself in this situation, remember: You have every legal right
to take the picture. |

FLICKR BICKER: HOW A CHURCH PICTURE LEDTOA |

\__me—"SNm>-_ Alison Chang used to be a typical 15-year old girl from Dallas. Now a Google search of her

name yields more than 16,000 hits. That's because an advertising agency working for Virgin
Mobile ran an Australian ad campaign using a picture of Alison taken by her church youth
counselor, Justin Wong (left). They got the image from Wong's Flickr Website, where he had

DUMP YOUR
PEN FND

posted it along with his 11,000 other photographs. By doing so, the photographer agreed to a
special license (Google “Creative Commons”) that allows anyone to use his pictures in any way,
as long as he is credited. But no one thought to ask Alison’s permission, Wong included. Her
first reaction when she saw the ad was an online comment: “Hey that’s me? no joke. i think i'm
being insulted.” And now she’s suing Virgin Mobile USA for invasion of privacy.
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Three new cameras designed to inspire. Starting with the totally new . With a
2ll-megapixel full-frame CMOS sensor, dual "DiGIC III" Image Processors. and a 3-inch LCD monitor, it's far and
away the most remarkable camera Canon has ever created. The newly redesigned 10.I-megapixel lets
photographers take the next leap forward, with its DIiGIC lll Image Processor and 6.5
frames-per-second shooting. Along with the exceptional with its
blazingly fast 10.5 frames-per-second shooting and 10.I-megapixel CMOS sensor,
Canon makes the creative process easy. rewarding and. most important, inspiring.

To get more inspired about the Canon EOS system, go to: www.usa.canon.com/dlc ‘ m a g eA N YW A R E

£o win a trip to Super Bowl XLII. Contest ends 12/2/07.

©2007 Canon U.S.A., Inc. Canon, EOS and DiG!C are registered trademarks of Canon Inc. in the United States. IMAGEANYWARE is a trademark of Canon. Al rights reserved.



