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It’s a lifestyle
David Baird and Lara Wyatt discuss the importance of personality, organization, flexibility, and having fun on a commercial shoot

It was the necessity to come up with a 
career option out of high school that drove 
David Baird to lean towards photography 
as a source of income. His family’s affinity 
for taking photos, as well as his interest in 
“creating stuff” like woodwork and drawings, 
were elements that lead him into experimenting 
with a camera, and, after high school, he 
landed an assistant’s job at Christchurch studio 
Senior Johnstone photography. He went on 
to travel overseas for four-and-a-half years, 
working with photographers in London, and 
now he’s back in Christchurch with his wife 

Claire, two sons (17 and 15 years old), and his 
nine-month-old daughter, and his photography 
business is as busy as ever.

One of his recent commercial projects has 
been shooting an extensive campaign for 
Hughes Development’s Faringdon subdivision 
in Rolleston, Christchurch. The subdivision 
oozes that sense of family, fun, energy, and 
indoor-outdoor living that is craved by many, 
and it was Baird’s mission to capture striking 
images that communicated this essence of 
living. The opportunity to shoot this campaign 
was brought to Baird’s attention through the 

agency Imagic, which came up with a series of 
themes and ideas that it wanted to communicate 
to people who saw the billboards around town 
or the advertisements in their local newspaper.

“Faringdon is all about lifestyle — I think 
its tagline is ‘love your lifestyle’, [it’s] about 
community and affordability. [Imagic] had a 
whole lot of things it was trying to tell, but one 
of them was affordability — like, if you buy 
there, you’ll have an extra how many thousand 
to spend on a scooter, for example,” Baird 
explains of the brief that Imagic set for the 
campaign. 
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Baird had the brief in his hand about a week 
prior to the set shoot date, so ensured he set 
aside a bit of time to scope the area out for great 
spots that would suit specific elements of the 
brief. He said that being organized and making 
sure you know what you’re doing, and where 
you’re going to do it, are great time savers for 
when you actually get to the day of the shoot. 
Being prepared like this came in handy for a 
specific shot in the campaign — the image of 
the Vespa riders.

“The client came to me [on the day of the 
shoot] and said, Where are we doing this one?, 

and I was able to say to him that we’re going 
down to this corner here where there’s a nice 
curve, and we’ve sussed it out, and it’s got all 
these buildings in the background — a lot of 
pre-planning helps you on the day,” Baird says.

Although working tightly to the 
specifications that the brief implied, Baird 
quickly points out that you’ve got to be 
prepared for things to be changed a bit along 
the way, depending on the situations you may 
come up against. 

“I’m quite flexible — I’m quite good with 
coming up with what people want, and solving 

problems to get people what they want … as 
always, there are minor changes once you start 
shooting — especially when working with 
animals!” he says.

The animal that Baird is referring to was in 
a specific shot that was supposed to look like 
a dog chasing after a tennis ball, and pulling a 
woman along the pavement as he strains against 
his leash. Visualizing what he wanted to 
achieve was the easy part — it was getting the 
dog to participate in a manner that would allow 
for this to be captured that was a bit tricky.

“It’s not a simple shot to create, we tried to 



shoot it all in one, but it just didn’t work. The 
lady was great to work with, but the dog … so 
I ended up shooting it in three parts: the tennis 
ball, the dog, and the lady walking with the 
lead in hand,” Baird says, explaining how he 
organized the workaround shoot.

But working with animals is definitely not 
something that Baird is averse to — in fact, it’s 
an element of his photography career that he 
enjoys a lot. It’s just about understanding what 
amount of cooperation you will be able to get 
from your furry subject.

“I have worked with animals a lot — I like 
it, but it’s never easy. Sometimes you get lucky, 
and sometimes you don’t. I guess it comes 
down to experience … you sort of know how 

they’re going to react. Like my dog, for 
example, doesn’t like my flash lights at all. If 
I set up the stand without anything on it, it’ll 
just run away and hide,” Baird tells us.

In the shot of the dog chasing the tennis 
ball, Baird is actually lying on the footpath 
and the tennis ball is being thrown over his 
head — at one point, Baird said that the dog 
was clambering all over him.

“Which was fun,” he says assuredly. “It 
makes for a fun day.”

Speaking of fun, a room entirely filled 
with feathers sounds like a nightmare for 
the person responsible for cleaning up the 
studio — however, Baird recounts how 
enjoyable shooting a pillow-fight scene can 
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We love four legged friends and have plenty of established parks, 
reserves and other green spaces fi lled with recreational facilities unique 
to Faringdon - it’s a great way for families to get exercise. And when 
you‘ve got around $50,000 extra to play with compared with buying in 
Christchurch - that’s decades worth of dog biscuits and vet bills covered.

Off  the leash!
417m2 sections 
priced from $155,000

656m2 sections
priced from $175,000

STAGE 14 SELLING NOW!



photographersmail.co.nz | 17 

be: “We had feathers everywhere; we filled 
up the room; basically the whole floor was 
covered in feathers and pillows by the end of 
it — great! Actually, I think the client cleaned 
most of it up …”

As well as actually enjoying your time on a 
shoot, and making it an enjoyable experience 
for everyone, an essential element in the 
success of this campaign was getting across the 
personalities of the people in the photographs. 
It’s a shoot to show life, energy, and excitement, 
so being able to get that across to the viewer 
was important.

“It all comes down to the personalities 
of the people that are coming across in the 

photos, and I think 
that’s what they are 
wanting to show 
more. That’s what I 
try to capture where 
I can and get into 
people’s faces to try to get that personality right 
in front of the camera so that you get it across,” 
Baird explains.

The campaign started back in January of 
2015, with four or five images being taken in 
a one-day shoot. A repeat performance was 
executed in the middle of the year, and there’s 
still another round that Baird is looking forward 
to. Until then, Baird will continue with an 

abundance of commercial work that he has in 
the pipeline, and he can take great enjoyment in 
rounding a corner on his daily commutes and 
seeing one of his creations blown up to billboard 
size on the side of the road — or perhaps he’ll 
book in that portraiture work with a difference 
that he’s been wanting to work on as a personal 
project to add to his portfolio. To see more of 
Baird’s work, head to davidbaird.co.nz.


