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The Least Expensive, Most Versatile Lighting Modifier | Michael Corsentino
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THE

LEAST EXPENSIVE,

LIGHTING MODIFIER

MOST VERSATILE

with Michael Corsentino

Model: Candice Bernard
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The Least Expensive, Most Versatile Lighting Modifier | Michael Corsentino

First, let’s discuss the pros and cons of umbrellas. They’re often maligned for their light spill and lack of precise 
control compared to softboxes, beauty dishes and the like. In the right situations, this is a positive. Sometimes the 

bounce-back white interior, bounce-back silver interior and bounce-back with front-facing diffusion material. 
That means that with an umbrella, you get the option of direct or indirect strobe orientation (facing toward or 

In addition to their versatility, umbrellas work equally well with strobes or speedlights, requiring no additional 
expense for a speed ring. In fact, most strobes come with a built-in umbrella receptacle. Speedlight users need 
only an inexpensive tilt swivel bracket with a built-in umbrella receptacle to be up and running.

by sliding the umbrella closer to or farther away from the strobe. The closer the strobe is to the center of 
the umbrella, the more focused the light, which translates into a harder quality of light with more contrast. 
Conversely, moving the strobe away from the center and positioning it at the widest part of the umbrella creates 
a less focused, softer, broader light. 

Lastly, umbrellas are lightweight and compact, making them easy to use on a boom stand, light enough for an 
assistant to hold for an extended period of time and easy to transport. While this article focuses on their use in the 
studio, umbrellas excel on location for many of the same reasons listed above. The one caveat is wind. As with 

or away from the subject) all play a role in the quality of light created. Once those decisions are made, it’s all 
about choosing shoot-through or bounce-back, the interior fabric (white or silver) and whether or not to use 
diffusion fabric.

uses an opaque black exterior/silver interior fabric stretched over a shoot-through umbrella. The combination of 

it positions the strobe in an indirect position with respect to the subject. In other words, with bounce-back, the 
strobe faces into the umbrella and away from the subject’s position. In many cases, this results in a softer lighting 

accentuated with a white interior. 

a convertible umbrella. With many models available for close to or under $100, this humble tool is arguably one 

versatile.

shoot featured here, I used a 41-inch Lastolite 8-in-1 Umbrella, clocking in at $113. What makes this umbrella 

ways to use this tool.

PROS AND CONS

BOUNCE-BACK WHITE

White bounce-back umbrella overhead: By positioning 
the model and keylight with the white bounce-back 
umbrella close to the background, I was able to 
illuminate it via spill light. 

White bounce-back umbrella overhead: By varying 

the background, I was able to control the amount of 
background illumination.
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The Least Expensive, Most Versatile Lighting Modifier | Michael Corsentino

Here, the same attributes as bounce-back white apply, but with considerably more contrast and light output. This 

your strobe/speedlight, this is the way to go. That said, silver bounce-back is the one iteration I ended up not 
using for this shoot. When you need it, you need it. The Lastolite 8-in-1 Umbrella I was using has a separate 
insert that’s used to convert the umbrella from white to silver. Your mileage may vary depending on the model 
of convertible umbrella used, but the lighting effect will be the same.

to the subject. Combined with its indirect strobe orientation and white interior fabric, the addition of diffusion 
material further softens and broadens the light, creating the softest possible lighting effect. Essentially this turns 
the humble umbrella into a makeshift octabank with all the upside and none of the expense.

BOUNCE-BACK SILVER

BOUNCE-BACK WITH DIFFUSION SCREEN

the images with the model facing toward the keylight 
and others facing away from it, I was able to create 
a variety of captures with light that varies in softness 
and brightness. I get a brighter but still soft look with 
diffusion and the model facing the light.

the umbrella with a white interior and front-facing 

the model opens up shadows under the chin and in 
the eye sockets. Opposite the keylight was a 4x8-foot 

model’s face. We switched the keylight to the left side of of the images with the model facing the keylight and others facing away from it, I was able to create a variety 
of captures with light that varies in softness and brightness. With the model facing away from the keylight, 
the effect is softer, more diffuse and not as bright. Im
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The Least Expensive, Most Versatile Lighting Modifier | Michael Corsentino
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With the opaque black outer fabric removed and its diffusion fabric-covered frame revealed, a convertible 

indirect bounce-back variations described above, shoot-through umbrellas use a direct lighting method. The 
strobe is positioned facing the subject. The light is surprisingly pleasing rather than harsh, with no overly bright 
hot spots you might expect. Of the variations discussed, shoot-through umbrellas provide the least degree of 
lighting edge and precise control, and they spill light everywhere. As you’ll see, these attributes can be turned 
into positives when you know where, when and how to use them.

SHOOT-THROUGH

classic clamshell beauty lighting effect.



20
   

S
h

u
tt

er
 M

ag
az

in
e 

. F
eb

ru
ar

y 
20

18

21
   

b
eh

in
d

th
es

h
u

tt
er

.c
o

m

The Least Expensive, Most Versatile Lighting Modifier | Michael Corsentino

classic over-and-under clamshell lighting pattern. You can see that, despite the strobe facing directly into the 
umbrella and toward the subject, the lighting is pleasing and well suited for beauty. 

Here the umbrella was used as a bounce-back, with white interior and front-facing diffusion fabric. I moved 

shadowed side of the face. Changing the position of the keylight from the camera position to the side of 
the model introduced shadow for a moody vibe. The indirect strobe orientation, bounce-back lighting and 
diffusion fabric created a softer lighting effect. 

white background and another set with a slightly darker dove-gray background. It was easy to control the 
illumination on the background, in my case the white cyclorama wall in my studio, by simply varying the 

is from the background, the less light that spills onto it and the darker it gets. To create the dramatic lighting 

this, I simply instructed Candice to stay just behind the back edge of the umbrella.

BEAUTY

SOFT PORTRAIT

FULL-FIGURE FASHION: TWO WAYS
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The Least Expensive, Most Versatile Lighting Modifi er | Michael Corsentino

Michael Corsentino is an Orlando, Florida-based editorial fashion and portrait photographer. In 
addition to his busy shooting schedule, Michael is a passionate educator, teaching workshops 
domestically and internationally. He is an author of two books, writes a monthly lighting 
column for Shutter Magazine and is a regular contributor to Photoshop User magazine and 
JointheBreed.com.

michaelcorsentino.com

LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at
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If you take just one thing away from this article, it should be that you don’t need a ton of expensive gear to create 

like a convertible umbrella.

SIMPLE TOOLS, AWESOME RESULTS

By moving the model and keylight with a white bounce-back umbrella farther from the background, I was able 
to lessen the spill light and create a darker background.
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with Dustin Lucas
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Branch Out With Beauty Retouching | Dustin Lucas

BASIC TONING IN ON1 DEVELOP 

1

2a 2b

3

4

5

6a 6b
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Branch Out With Beauty Retouching | Dustin Lucas

BASIC COLOR IN ON1 DEVELOP 

7 8

9

11a 11b 11c
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Branch Out With Beauty Retouching | Dustin Lucas

SKIN RETOUCHING TOOL 

14

15b15a

16 17

18a 18b

19 20

21a 21b
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23

24

25 26
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ATTENTION TO DETAIL

27a 27b

28a 28b

29 30
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FINAL TOUCHES WITH PHOTOSHOP
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Branch Out With Beauty Retouching | Dustin Lucas

Dustin Lucas is a full-time photographer and educator focused on the wedding industry and 
the academic world. After achieving his master of fi ne arts degree, a career opportunity opened 
once he began working with Evolve Edits. Through teaching photography classes and writing 
about photography, Dustin continues to expand his infl uence on art and business throughout 
the industry.

evolveedits.com

LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at

THE RESULTS

SIGN UP FOR A PREMIER MEMBERSHIP

$400 VALUE | USE CODE SMBONUS2
*new accounts only

*

FOR PEACE OF MIND AND UNLIMITED COLOR CORRECTION

LEARN MORE AT EVOLVEEDITS.COM/PREMIER

EVOLVE PREMIER // $199 PER MONTH

Im
a

g
e

 ©
 E

m
ili

o
 A

ze
ve

d
o

 P
h

o
to

g
ra

p
hy

Im
a

g
e

s 
©

 S
a

lv
a

to
re

 C
in

co
tt

a
 P

h
o

to
g

ra
p

h
y44 Before 44 After



4
3 

  b
eh

in
d

th
es

h
u

tt
er

.c
o

m

Featuring

44

54

66

76

86

96 

108 

120

130

144

154

166

180

192

| Are You a Photographer or a Marketer? You Have to Be Both! with Sal Cincotta

| Better Sales Through Variation with Scott Detweiler

| The Top 5 Marketing Mistakes You Need to Stop Making Now with Jonathan Tilley 

| 4 Ways to Make More Money with Vanessa Joy

| Creating the Perfect Sales Machine in 2018 with Michael Anthony

| Photography Blogging: 8 Ideas for Your Next Post with Skip Cohen

| Making Money in Your Pajamas with Audrey Woulard

| How to Win the Clients You Want with Fabio Laub

| Taking Care of Your 20% with Christine Yodsukar

| Open More Doors Through Better Sales Messaging with Paul & Melissa Pruitt

| Managing Middle Management: Booking Commercial Clients with Gary Hughes 

| Convincing the Unconvincible: Client Education That Works with Phillip Blume 

| 3 Steps to Elevating Your Worth with Joey Thomas

| Inspirations from Our Readers

THE

EDITION
SALES & MARKETING



4
5 

  b
eh

in
d

th
es

h
u

tt
er

.c
o

m

4
4

   
S

h
u

tt
er

 M
ag

az
in

e 
. F

eb
ru

ar
y 

20
18

with Sal Cincotta



Are You a Photographer or a Marketer? | Sal Cincotta
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Without marketing, you are dead on arrival. There is no greater truth in business. I know that’s not what you 
want to hear. I am not here to sugarcoat things. I know you want to believe that if you only offer the best product, 
you’ll hit your stride and end up killing it out there. But the sea of broke photographers should be a sobering 
sight to you. 
 
Marketing is messaging. It’s that’s simple. Don’t overcomplicate it, which is easy for us to do. Yes, it’s social 
media, it’s bridal shows, it’s magazines, it’s networking, but all these things can be described in a single word: 
messaging

Blah blah-de-blah blah. No one cares or even hears you. 
 
Let’s get real: Most of our clients are not art majors. They rarely set foot in an art museum. They couldn’t tell 
the difference between a bad image, good image or great image if it hit them on the head. This is not a dig at 
them, it’s a dig at us. Stop assuming they know. Market to them! Tell them what makes a great image. Tell them 
why you are better than the $50 Groupon photographer. Tell them why they should hire you and not their friend 
with a camera. 
 
I had a wedding show just two weeks ago. A bride walked into my booth and said she needed a wedding 
photographer. “You’re in luck,” I told her, “because I just happen to be one.” We laughed and started talking 
about her day and the importance of engagement pictures. 

She told me she’d had a friend take their engagement pictures, and didn’t think she needed professional ones. 
RED ALERT. RED ALERT. My senses started to tingle. This is going to be a nightmare if I am competing 
against her friend with a camera. I immediately went into the pros and cons of her friendographer. She stopped 
me and said she completely agreed with me. She hadn’t seen a single one of the engagement shots, and they 
were taken three months before. Now her wedding was in two months, and she had no idea if her friendographer 
would show up to shoot the wedding.

“She hasn’t returned a single call over the last month!” said my potential bride client.

“That’s a pretty shitty friend,” I said. 

The friendographer turned out to be her cousin. Holy shit! Can you imagine? She made it pretty easy for me to 
explain why we were worth it. 

This is just one example of clear messaging. I wasn’t trying to convince her my photography was better. Art 
appreciation is subjective. Instead, I spent my time messaging the other aspects of my studio. It’s safe to assume 
that if they contact me, they already like my work. 
 
Here are some ways to become a better marketer. 
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Find your product market fit. Be consistent. 

Your eyes are probably rolling to the back of your skull right now. 
 

what problem you are solving in the marketplace. Do you even know? Solving a problem they don’t have is 
going to lead to your business disappearing and you being broke. If you want to repair VCRs for a living, you 
might want to come up with a better dream—there just aren’t that many ironic hipsters wearing out the belts on 
their vintage video recorders. 
 

offer a service that helps them document the most important day of their lives with an album and other art that 

  

Do your clients even know this is a potential problem? If not, then you have to educate them as to why this is 
important to them, much like I did with my bride. You’re going to trust the most important day of your life to a 
friend who’s doing it for free—and who might not show up? 
 
If you are merely offering a thumb drive of digital images, I would seriously question what problem you are 
solving and the value of that service. This is why you see shoot-and-burners on Groupon for $50. 

The biggest mistake in marketing is when your messaging is all over the place. You can’t be high-end, but have 
a website that looks like your daughter did it for a high school project. Your website matters. As does everything 
you do. You must be consistent across your brand, website, social media, photography, the way you dress. 
 
This is probably one of the most important lessons I have learned over the years. We are a high-end studio. We 
treat our clients to the high-end experience they have come to expect when dealing with high-end brands like 
Louis Vuitton or Mercedes-Benz. 
 
Our messaging is consistent at all times. It doesn’t matter if we are advertising on Facebook or in a local 

family heirloom. We message it on our site. We message it face to face. We message it with our imagery and 
shooting style. 
 
Clients are not smart enough to discern the difference or connect the dots in your messaging. There can be no 
gaps in the messaging. Be clear and consistent. It’s one of the easiest things you can do, but so many ignore it 
or get lazy.  

Establish your value proposition. 

value are you bringing to the table? Beyond the fact that your work looks pretty good, why am I hiring you and 
not your competitor? 
 
Is it your personality? Is it your product offerings? Is it your professionalism? Is it your unique style? 
 
I don’t know what your answer is, but I know if you don’t have one that resonates with your clients, you will 
struggle. Why? Because you are now just a guy/gal with a camera, and they are a dime a dozen. 
 
You must establish clear messaging around this. It should be easily articulated and visible in everything you do. 
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Marketing is messaging. How are you getting the word out? Are you using the “build it and they will come” 
marketing strategy? How’s that going? Yeah, it doesn’t work. You have to keep marketing all the time, and to 
anyone who will listen. They need to know who you are and what you do. Connect with vendors, give them free 
headshots, give them free pictures of their venue. Show them why you are the one to work with in your market. 
 
Here’s an important thing I’ve learned over the last 10 years. I spend just 15 percent of my time shooting but 
85 percent of my time marketing. That’s right. The sooner you accept this reality, the sooner you will get to the 
place you want to be. If that’s of no interest to you and you want to shoot 85 percent of the time, that’s possible 
too, but you will need to hire someone dedicated to marketing your business. Growth doesn’t happen on its own. 
 
If you spend more time being a marketer, you could see immediate results. Get out there and tell your story. 

Sal Cincotta is an international award-winning photographer, educator, author and the publisher 
of Shutter Magazine. Sal’s success is directly tied to the education he received in business 
school. He graduated from Binghamton University, a Top 20 business school, and has worked 
for Fortune 50 companies like Procter & Gamble and Microsoft. After spending 10 years in 
corporate America, Sal left to pursue a career in photography and has never looked back.

salcincotta.com

LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at

FUJIFILM, INSTAX and SHARE AN ORIGINAL are trademarks of FUJIFILM Corporation and its affiliates. ©2017 FUJIFILM North America Corporation. All rights reserved.

FujifilmInstax.com;       Facebook.com/FUJIFILM.INSTAX;       @Instax;       @fujifilm_instax_northamerica

  life of
the Party

NEWNEW

Get the word out. 
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Product Review | 17hats

LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at

Upgrade your client experience, optimize your time and gain an edge over the competition with 17hats—an all-in-
one application that can simplify your business and give you back time and control. 

Embed 17hats Lead Forms wherever you get leads. Upon 
receiving a new lead inquiry, the system automatically 
triggers a lead response. That means all leads are responded 
to within minutes. 
 

Streamline your booking experience and deliver one email 
that includes your quote, contract and invoice. Pair that with 
online payment processing, and you are sure to close more 
accounts in 2018. 
 

With Client Portal, your clients have a beautifully designed 
and secure location where they can review and complete all 
of their important documents. Quotes and contracts are at 

invoices all in one place.
 
Never again will you need to resend important documents or project details, which saves you time—while giving 
your client experience a valuable upgrade. 

Get started today 
with a free trial at www.17hats.com.

Why 17hats?
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Better Sales Through Variation | Scott Detweiler

with Scott Detweiler

BETTER SALES THROUGH

VARIATION
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Most of the articles I see on increasing sales revolve around pricing strategies, approaches to marketing and, 
especially, in-person sales because of their immediate and considerable impact. But these articles don’t get to the 
heart of why we have trouble increasing sales: There might not be enough sellable images.

10 pictures are genuinely unique? If Jimmy is smiling in one (and in focus), how many similar photos do we 
require? We need to present the client some options for each pose and expression, but we must also learn not to 

you have nailed a shot with a few options and need to move along to the next major scene. In collections or 

permutations as possible in the shortest reasonable timeframe. 

every single picture, and that would probably set some sales records. Unfortunately, subtle variation will need to 
be part of each session, if only to catch Mr. Angry Eyes at his best when he accidentally smiles, but we also need 
to show off his epic and well-known RBF. Assume from here on out that we know we need a few expressions in 
each scene, but we are going to limit ourselves to just a few shots.

All too often, I see photographers plant themselves across from the client and bang on the shutter button as the 
client sits there making minor adjusments. Standing in place and shooting happens more often with a backdrop, 
as folks tend to feel limited and don’t ponder how to make more variety. Each of those poses might not be much 
different from the other, and in a sales session, it will become apparent as a few prints seem to cover the vast 
majority of the image diversity. 

the clock to get as many workable, sellable images as quickly as possible. Luckily, there are a few simple 
strategies you can follow to increase your unique image count and capitalize on that shiny new pricing folio you 
are handing the client.
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KEEP THE OPTIONS IN CHECK
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In an ideal universe, we want to get as many sellable images in the shortest amount of time. Moving to a new set 
and changing clothes takes a while and can eat into the session time. What if we could get unique shots without 

images of Jimmy can you devise in 10 frames and in the shortest amount of time? Most of us can do this by 

a book. All of these are great and unique, but they also take a long time. Can we increase the number of sellable 
unique images in other ways, or combine all of them to create a pile of sellable photos?

CREATING VARIETY
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Better Sales Through Variation | Scott Detweiler

The Z pattern is an exercise that is typically performed outside the studio. With a paper sweep or backdrop, it 
doesn’t work as well, but can be done if you are mindful of the edge of your paper and you remember you can 
rotate the model (funny how often people forget this!).

Start with your camera in landscape and take a shot with the subject in a scene that features the landscape or 
building where the model is seated. For example, if they are standing next to the St. Louis Arch, your shot 
would encompass that structure or a large part of it. Next, move to the right (or left) and zoom in, catching a  
three-quarter shot of the client. By moving to the side, we are changing the background of the photo. The next 
shot is another few steps to the right; now you are zoomed into something like a headshot. We can repeat this 

of shots.

In another example, imagine shooting a high school senior on location on a farm, a typical scene here in 

background to one with an abandoned barn to one where the sun is over his shoulder. These can all be captured 
quickly depending on where you decide to set up your shot. By thinking ahead and knowing you will want to aim 

executives. Or, if you have the kind of wicked clouds often associated with sirens and people running to storm 
cellars, get some low angles to catch that incoming storm while holding onto your light stand with an iron grip.

We should end up with at least three landscape and three portrait images, all of which are sellable, and all shot in 
well under a minute. If you are in a place with 360 degrees of freedom, you could repeat this process until you 
get dizzy. I also tend to work in a few shots that have the sun behind the client, which often results in a lovely 
silhouette or one that adds interest when combined with a strobe. Don’t forget some options with a macro, which 
are beautiful choices for boudoir, brides and newborns. I repeat this Z series for every new location, and even in 
the same area if there are plentiful options available. I do this for most of my sessions, and it works amazingly 
well for boudoir.
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Better Sales Through Variation | Scott Detweiler

Planning your shooting in this way can easily double your total sellable images, which should have a direct 

without moving, and you can increase your sellable images without increasing your session times.

Scott is a conceptual portrait photographer based in Milwaukee, Wisconsin. Along with his 
original approach to portraiture, he excels at fashion, boudoir and occasionally weddings. When 
he’s not shooting, Scott turns his studio into a classroom where he holds workshops on subjects 
like lighting, conceptual work and boudoir.
sedetweiler.com
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When looking at a typical portrait, we have 
learned to identify some basic lighting patterns 

loop and Rembrandt are common and pleasing 
on human faces. If you don’t know these terms, 
now is a perfect time to look them up (or catch a 
portrait lighting class at ShutterFest). 

Each lighting pattern offers a very different 
view of the same face. And each pattern also has 
broad and short versions. For example, we can 
shoot the Rembrandt lighting pattern from the 
lit cheek (the broad side) or the one in shadow 
with just the triangle of light toward us (the short 
or narrow side). Both work, but one is much 
moodier than the other. The key here is that they 
both look incredibly different and only require us 
to move to the opposite side of the client. If you 
are working the Z series, you will end up with a 
variety of both.

WORKING BOTH SIDES OF THE LIGHT

Not all clients enjoy the narrow/short side of the light, but I have seen sales soar because clients love it. This is 
especially true in boudoir and newborns. For newborns, the narrow side is well suited for black-and-white macro 
shots of lips and toes. The light doesn’t need to move, and we don’t have to wrestle a sleeping baby; we can just 
get off our butt and move to the narrow side of the set.

of the client. I have sold large prints of clients walking down paths with their dog and other poetic images that 
don’t even show their face. Think of them like book covers, and realize these are potential sales you might have 
been overlooking. Making an easy artistic choice for such a huge difference should be low-hanging fruit for 
image variety.



IPS SESSIONS

CULLING

ORDER TRACKING

ROOM-VU

EVENT DASHBOARDS

SINGLE UPLOAD

DUAL-VU

SLIDESHOWS

N-VU.COM/IPS
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The Top 5 Marketing Mistakes You Need to Stop Making Now | Jonathan Tilley
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The Top Five
Marketing
Mistakes

You Need to Stop Making Now
with Jonathan Tilley
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The Top 5 Marketing Mistakes You Need to Stop Making Now | Jonathan Tilley

“If I write a weekly blog about how much I love photography, which camera to use and when, and how I

“If I do a webinar or a Facebook Live where I teach others how to be a pro photographer, then I’ll show

“If I upload all of my imagery to royalty-free stock photo websites, then my dream clients can download 
my images for free, use them however they please, credit me for my work—and then when they want more, 

MARKETING MISTAKE #1

MARKETING MISTAKE #2

MARKETING MISTAKE #3
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The Top 5 Marketing Mistakes You Need to Stop Making Now | Jonathan Tilley

“If I throw together a website that doesn’t work on mobile devices, at least that’s better than 
giving away my work on royalty-free stock photo sites—and I’ll call it something catchy like 

“If I give discounts, go on Fiverr or do free work for the exposure, I’ll get my foot in the door, make an 
amazing impression—and then, when things really get rolling, I’ll raise my prices so that dream clients 

MARKETING MISTAKE #4 MARKETING MISTAKE #5

ONE RIDICULOUSLY SIMPLE MARKETING STRATEGY
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The Top 5 Marketing Mistakes You Need to Stop Making Now | Jonathan Tilley

Jonathan is a personal-brand strategist who helps creative people shine online and share their 
talent with the world at JonathanTilley.com. His TEDx Talk “What Creativity Is Trying to Tell You” 
has inspired hundreds of thousands of creatives to turn thoughts into things, and his online 
courses have helped creatives build six-figure businesses. Jonathan believes there is far too little 
art in the world because creatives aren’t taught how to promote their careers without feeling like 
a starving artist. That’s why he enjoys traveling the world sharing his knowledge with the creative 
community at conferences, events and workshops.

jonathantilley.com



scalbums.com

OFFER YOUR CLIENTS

SOMETHING

UNIQUE

THE SIGNATURE COLLECTION
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4 Ways to Make More Money | Vanessa Joy
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2017 was a year of change for the photography industry. I kept hearing photographers and videographers 
complaining about bookings being down for the year. The reason for that can be myriad, so we’re not going 
to delve into marketing methods or the state of the photography industry. That can be saved for the next 
“excusitis” pity party.

I’ve always said the best way to make more money is to work more with the clients you already have—the 
ones who love your work, trust your judgment and have already given you their business. It’s much less work 

Here are four ways you can make more money without spending any money at all.

email them to my clients with a note saying, “You can add this stuff on if you want.” Boom—$20K in my 

The best part about this isn’t even the money. It’s the fact that I’m now providing a full photography service 
to my clients. Without blatantly offering things like wall art, album upgrades, parent gifts and so on, you’re 
leaving your clients with empty spots on their walls or drugstore prints. Offer them everything they want. 
Don’t make them go it alone. 

1. DO AFTER SALES
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One of the scariest things for photographers is raising prices. I constantly tell people to raise their prices, 
especially when someone books their highest package. But did you know that you can make more money 
without raising your prices?

This requires a little bit of math and analysis. If you don’t already know your cost of sales and cost of 
business, check out the free tutorial at BreatheYourPassion.com/money. You’ll need to know both for this 
quick moneymaking exercise. Another good idea is to take a look at your expenses. It’s incredible how much 
money you spend that you don’t even realize you’re spending. I like to keep track of my books in 17Hats and 
QuickBooks Online.

you can stop hemorrhaging money for things you probably don’t need. Cutting costs allows you to make more 
money per job without the fear of raising your prices. As long as you do it in a way that doesn’t noticeably 
change your level of quality, it’ll probably be a good move for your bottom line.

2. INCREASE YOUR PROFIT MARGIN
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Photographers have to compete with the widening number of photography products available to consumers. 
While you can preach until the cows come home about the differences between the canvases you provide and 
the ones they can snag with a Groupon, sometimes you just can’t sway them.

A sure way to overcome this is by having products that they can’t get anywhere else—things like deep matte 
paper, acrylic prints, metals and specialty frames that can be found only at professional printing labs like 
Miller’s. Feel free to embellish on the products as well. I like having my clients feel the deep matte paper  
and then tell them how it feels like their pictures are printed on rose petals. It’ll be hard for them to Google 
that one!

advantage of this simple idea.

Post your printed work. We create gorgeous displays. Canvases, albums, prints—whatever! When you get a 
product in, photograph it and post it on your social media. Make a blog post about your products. You can also 
put up a gallery of them on your website. I just snap a few shots with my iPhone half the time.

Displaying the types of things that clients can do with your photos helps them fall in love with them long 
before you ever get them in front of your camera. It shows off your work in new ways and helps them make 
the decision to book you. 

I have a gallery dedicated to “Albums & Art” at www.vanessajoy.com. I direct new leads to it and mention it to 
my clients a few months before their wedding. By the time they come in for their album session, they’re fairly 

3. EXCLUSIVE PRODUCTS

4. MAKE THEM FALL IN LOVE
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4 Ways to Make More Money | Vanessa Joy

automatic email to all of my brides on their anniversary, offering them a 25 percent off coupon to their online 
gallery just in case they still have some photos they want to print. It takes me no time at all, and they can take 
it or leave it—and I don’t feel pushy about it. 

If you’re a studio that does repeat business, use this same methodology to encourage clients to come in to 
update their family photos, headshot or whatever type of photography they originally came in for. Or, two 
years after the wedding, you can do what I do and casually mention that you do maternity photos as well—
whatever works for you to get them in your door again.

vanessajoy.com

Vanessa Joy has been a professional wedding photographer in New Jersey since 2002, and an 
infl uencer in the photographic community for years. Since starting VanessaJoy.com in 2008, 
she has taught photographers around the globe at almost every major platform in the industry 
(LearnPhotoVideo.com). Vanessa has been recognized for her talent and business sense at the 
renowned industry events CreativeLIVE, Clickin’ Moms, WPPI and ShutterFest. Her peers love 
her informative, open-book style of teaching.

LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at

BONUS TIP: DON’T STOP AFTER THE WEDDING

ONLY AVAILABLE AT YOUR 
AUTHORIZED TAMRON USA RETAILERwww.tamron-usa.com

SP24-70  F/2.8 G2

SP 24-70mm F/2.8 Di VC USD G2 (Model A032)

Di: For full-frame and APS-C format DSLR cameras

For Canon and Nikon mounts

Exquisite performance. Meticulous details.
Introducing the new high-speed 

standard zoom lens SP 24-70mm F/2.8 G2.

©Oliver Gueth   Focal Length: 62mm   Exposure: F/5.0 1/125th sec   ISO: 250

Im
a

g
e

s 
©

 V
a

n
e

ss
a

 J
o

y



87
  b

eh
in

d
th

es
h

u
tt

er
.c

o
m

Im
a

g
e

 ©
 M

ic
h

a
e

l 
A

n
th

o
n

y

86
   

S
h

u
tt

er
 M

ag
az

in
e 

. F
eb

ru
ar

y 
20

18

Im
a

g
e

 ©
 M

ic
h

a
e

l 
A

n
th

o
n

y

Creating the Perfect
Sales Machine in 2018

with Michael Anthony



Creating the Perfect Sales Machine in 2018 | Michael Anthony
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 • CUSTOMER EXPERIENCE • 
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Michael Anthony is the owner of Michael Anthony Studios, a wedding photography studio 
based in Los Angeles. He has won multiple awards in international image competition for his 
creative use of light, storytelling and environmental portraiture. The fi ve-member team at 
Michael Anthony Studios photographs around 60 weddings and over 200 portrait sessions 
a year.

michaelanthonyphotography.com

LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at
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with Skip Cohen

PHOTOGRAPHY 
BLOGGING:
8 IDEAS FOR 
YOUR NEXT POST
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Your website is about what you sell. Your blog is about what’s in your heart. You’ve seen me write that a lot.

You shouldn’t be in the photography business without a blog. I’m not suggesting you can’t make it with just a 
website and a great reputation, but a good blog gives you the power to enhance your role in the community. It 
helps you reinforce your passion, sincerity, integrity, expertise and trust.

Here are some key ingredients in the recipe for success.

Post fresh content at least twice a week. A blog’s success is about building readership, and you can’t do that by 
posting every other full moon. Choose two posting days and then stay with them for at least six months, and 
never miss a post.

“But Skip, I start getting busy and can’t keep up with it!” The answer? Build a stash of material in advance. I’ve 

you’ve got at least 20 posts in your stash. This content will bail you out when you get too busy or just don’t feel 
like writing.

English teacher looking to moonlight. Somebody who loves writing will have no problem listening to an idea 
you have for a post and producing an article based on your words and ideas.

The foundation for success of your blog is the content your target audience wants to read. For most of you, that 
means moms and brides, since women make 98 percent of the purchase decisions to hire a photographer in the 
portrait/social category.

Your topic range is huge, anything that’s helpful to your readership. Here are a few of my favorite suggestions.

There are things you do every day that you take completely for granted, but Mom 

and storytelling, just to name a few. Show examples of before and after, which 
helps establish your expertise as the photography expert in the community. 
Don’t be afraid to show examples with cellphone pics. The purpose 
is to raise the bar on the quality of images they’re capturing on their  
own equipment.

You don’t have to give up your secret spots, but share a few places in 
your community as great places to shoot.

This is one of my favorites because no matter where you live, there’s 
something going on of interest to your readers. When you post about 

You’re spreading the word while standing out as more than just 
another business in town.

Do follow-up posts on as many events as you can attend, which puts  
you in the position of being able to walk the talk. You’re not only 
attending the event, you’re demonstrating your skill set as a storyteller 
and photographer.

It’s a slow time of year for business for many of us, but that doesn’t mean you shouldn’t be busy. In fact, it’s just 

your blog.

YOUR BLOG

CONSISTENCY

CONTENT IS KING

PHOTOGRAPHY TIPS

PLACES TO PHOTOGRAPH

COMMUNITY EVENTS
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blog with a short post about why you enjoy this establishment or the person being featured. When the post runs, 
give a copy to the subject to share.

as a photographer. This is assuming your skill set is top shelf and you know how to light and shoot a wide-angle 
environmental portrait. If you don’t have the technique down yet, keep practicing and put this idea on the back 

Second, your subject becomes your ambassador. Most people like being in the spotlight, especially businesspeople. 

This kind of content is easy because it’s the environmental portrait that’s doing most of the talking. All you need 
to do is share some text about why this is one of your favorite places or people in your area. 

sushi place I’ve written about several times on TripAdvisor. We’ve become friends, and they want me to create 
a unique roll and put my name on it!

share a little about your own frustrations in life, but you have to do it in a way that’s not offensive. Share some 
of your frustrations about your kids growing up too fast, not enough quality time with your family or there never 
being enough time in the day. Then include some ideas on how to solve these challenges.

including all the different hats she wears.

So many of you have turned your blogs into nothing more than an extension of your galleries. You’re caught up 
in what I call riptide marketing. Because you feature images from every session or event, you can’t stop without 
offending your client, especially if you live in a small community. 

Here’s the solution. Show fewer of your images. Use the ones you do share to point out another lesson in 
photography. Talk about what to wear for a portrait, the time of day, a special location or technique you used to 
capture the image. Stop showing everything you shoot.

This is especially helpful in planting ideas like framed prints, slide shows and canvases into potential clients. 
If you think nobody wants to print your images, wander over to my blog (SkipCohenUniversity.com) and 
read Michele Celentano’s December episode of “Why?” Michele shares a piece she wrote several years ago 

she wrote.

This is one of my favorites because it’s like the old “Subliminal Man” sketch on SNL. Share some of your old 
images and talk about how fast kids grow up, how quickly families change and how important memories are.

a memory.”

Now think about your role as a photographer. It’s perfect for Throwback Thursday content and being able to 
remind your readers the important role photography plays in their lives.

COMMUNITY PROFILES

GET PERSONAL

SHARE YOUR IMAGES

THINGS TO DO WITH PHOTOGRAPHS

THROWBACK THURSDAY
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up a few messes around your business, especially your blog. If you don’t jump on these things now, in May when 
you’re too busy, you’ll be saying, “You know what I should have done?”

As my wife Sheila likes to remind me, “Don’t should on yourself!” 

Skip Cohen is president and founder of Marketing Essentials International, a 
consulting fi rm specializing in projects dedicated to photographic education, marketing 
and social media support across a variety of marketing and business platforms. He founded 
SkipCohenUniversity.com in January 2013. He’s been actively involved in the photo 
industry his entire career, and previously served as president of Rangefi nder/WPPI and 
Hasselblad USA. He has coauthored six books on photography and is involved in several 
popular podcasts, including Weekend Wisdom.

skipcohenuniversity.com

LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at
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Product Review | ACI Dynamic Foil Press Cards

LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at

With foil press cards, you can add some additional revenue to any client offering. They’re perfect for thank-you 
cards, graduation and birth announcements, and more. Use your imagination when you add these to any of your 
packages. What makes them so unique is that foil can be added to any element of a card. It’s the perfect way to 
customize your client offerings to get them excited about buying. 

Details:

· No templates needed—use any design!
· You decide what elements in your design are made into foil. 
· Choose foil text or graphics on one side of any card.
· Available on postcards, folding cards and Artistry Cards.

· On folded cards, choose foil on the inside or outside.
· Foil is available in gold, silver, red and rose gold.

· Turnaround time is two to three days.

Right now, you can buy one set of Foil Press Cards and get a second set free. The offer is valid from 2/1/18 to 
2/28/18 using promo code BOGOFOIL18.

Why ACI Dynamic Foil Press Cards?
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For more information, visit acilab.com/foil-press-cards
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Making Money in Your Pajamas | Audrey Woulard

Sales and marketing are two things that professional photographers struggle with at some point in their career. If 
the two were easy to master, the percentage of failing small businesses would be a lot lower. When you market 

What is marketing? It’s basically the action or business of promoting and selling products or services. You can’t 
sell anything until you promote it. Promotion is marketing. How you promote ties directly into sales.
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I often see photographers work on their pricing before they put together a solid marketing campaign. I’ve been 
a full-time professional photographer for 16 years. One thing I’ve learned is that when I know who my ideal 

maximize sales. 

When I began, digital images weren’t all the rage. I had to learn how to sell prints. I also didn’t have a studio. My 
guiding principle early on was very simple: I would not leave my family at home to pursue something I wasn’t 
being paid well for. I love photography, but not enough to be a starving artist.

Im
ag

e
 ©

 A
u

d
re

y
 W

o
u

la
rd



11
4

   
S

h
u

tt
er

 M
ag

az
in

e 
. F

eb
ru

ar
y 

20
18

11
5 

  b
eh

in
d

th
es

h
u

tt
er

.c
o

m
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Identify your ideal client. What are her attributes? Your ideal client isn’t just someone who will spend money. I 
care most about my perfect client’s personality. That’s a major attribute that’s often overlooked. Photographers 
who want to market to families often describe their ideal client as a mom in her early 30s with one or two small 
kids who all live in a big house. 

But this is such a small piece of the puzzle. Their personality determines how they eat, dress, talk, interact 

point but who will allow me to run my business the way I want to. I knew that I could sell precisely how I wanted 
to and make the same amount or more as everyone else.

to sell to them in my pajamas. This means that after the shoot, I wanted to go home. When it was time to present 
and sell my images, I still wanted to be at home. Although I have a gorgeous studio in downtown Chicago, I had 
little desire to sit in my studio projecting pictures on a screen showing clients different crops while they sipped 
on a glass of wine. I use my studio to shoot in, and that is it.
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Making Money in Your Pajamas | Audrey Woulard

In my business, I sell prints and albums. I have clients who have huge 30x40-inch and larger images on their 
walls. I have clients who have 5x6-foot prints leaning on the walls of their foyer. I was able to sell all of these 
products online. There is a method to the madness. You can’t just plop the images online next to your online cart 
and hope for the best.

We always hear colleagues say you have to do in-person sales (IPS) to sell the wall portraits. That may be true 

because one has to learn how people think when they are shopping online. 

There is an art to selling online, and it requires marrying the experience to the personality of the client. A client’s 

present your product will have little effect on how much they are willing to pay. If Louis Vuitton can sell a $3,000 
purse that you can’t touch and feel online, then you can sell a wall portrait online as well. It’s all about learning 
who your client is and how to present your product to maximize your sales.

I admit I am a big-time shopper and lover of fashion to the point that I am a VIP at a few luxury fashion houses. 

how people think and act when they are deciding to make a purchase, regardless of the cost. There is a process 
everyone goes through the minute they identify something they want.
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Making Money in Your Pajamas | Audrey Woulard

I am excited to share my sales insights at this year’s ShutterFest Extreme. I’m often asked about my sales 
methods, and I usually shy away from the topic because there are no quick answers. And then there are the 
photographers who think you’re crazy for not doing IPS. When photographers learn that I sell online and then 
hear my averages, they are often confused. Most think I merely plop my images online and hope for the best. 

At ShutterFest Extreme, I will break down my entire process. I will map out how I decoded how my market 
shops, and how I applied that thinking to achieve online portrait sales for a $2,800 per-client average. Even if 
you never sell a portrait online, the class will show you how shoppers think, and there will be plenty of tips for 
in-person sales too. 

Who wants to sit in their studio watching their client drink wine while looking at your images? I prefer sitting at 

Audrey Woulard is a portrait and commercial photographer specializing in tween portraiture 
who works out of a natural-light loft in the Loop of downtown Chicago. She is an industry 
speaker and educator, traveling the world to share her knowledge with other photographers.
alwphotography.com
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How to Win the Clients You Want | Fabio Laub

with Fabio Laub

HOW TO

WIN
CLIENTS

YOU

THE

WANT
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How to Win the Clients You Want | Fabio Laub

Let’s be real: Bad clients do not really exist. If anything, a bad client would be one who never knocks on your 
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The famous adman Washington Olivetto (of W/McCann, formerly W/Brasil) once said in an interview  
 

weddings in a week. And we were successful, because we reached 150 weddings in a single year back in 2011.

 
believed I was throwing this away. I confess that maybe even I thought so. 
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into your work. That can include how you conduct sales sessions, little things like snacks and drinks before a 

Fabio Laub considers himself a contemporary of other Brazilian photographers like Camile 
Butcher who have taken a more journalistic approach to social photography. He has had a 
successful studio in Brazil for nearly two decades. Fabio lives for emotional reactions to his work, 
and says photography is “not solely for remembering, but also for reliving.”

fabiolaub.com
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Taking Care of Your 20% | Christine Yodsukar
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Taking Care of Your 20% | Christine Yodsukar

The old 80/20 rule states that 80 percent of the effects come from 20 percent of the causes. In business, this 
means that 80 percent of your business comes from 20 percent of your clients, so it makes sense that we should 
take extra special care of our clients. Look back through all of your clients from 2017. Who were your best 
clients? They could be the ones who spent the most with you, the ones who worked with you the most frequently 
or the the ones who spent an okay amount with you but were the exact people or companies you want to work 
with. These are the ones you want to pay special attention to. Here are some ways to take care of your 20 percent.
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I have found over the years that the longer I build my business relationships with people and companies, the more 
our personal relationships grow. I used to think this was wrong and unprofessional, but it has actually become 
a huge part of my business relationships. Get to know the people you are doing business with. Keep jokes and 
conversations appropriate, but allow yourself to connect with them on a human level. Everyone is trying to do 
their best at life, and we all want real human connection.

It makes a huge impact when you personally deliver things to clients who live within driving distance. It makes 
them feel special and shows that you go above and beyond for them. Deliver their artwork orders, holiday gifts 
and even a bottle of champagne to celebrate their purchase of a new home, the start of a new business or a 
landmark birthday. 

For clients who are not local, you can hire someone to do the personal delivery for you. For my clients in Los 
Angeles, I hire a friend and fellow photographer to deliver artwork. Some of my clients have seen her multiple 
times and feel like she is just as much a part of the Yodsukar family as I am, so they look forward to seeing her. 
Nothing says you value someone like giving them your time. 
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Social media has made people lazy. A phone call just to say hi is a rarity and a welcome change from texting and 
messaging. I love calling my past clients to check in on them and see how they are doing. If they bought artwork 
from me over the past year, I ask them how they are enjoying it. Their excitement is the best feeling in the world.

I also like to call my clients if I hear that they have gone through a hardship recently. Even if they are unable to 
talk or answer the phone, just knowing you cared enough to actually call has a huge impact. People never forget 
how a person makes them feel. 
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Taking Care of Your 20% | Christine Yodsukar
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Gifting is a way to show your clients you’re thinking of them. You can give gifts as a thank you, for the holi-
days and to celebrate something big and exciting happening in their business or life. Extravagant gifts speak for 

Many of my in-person sales sessions happen online because so many of my clients are not local. But for my best 

understand that I do not do this for everyone. Going the extra mile for them (or extra thousand miles) shows how 
much my team and I value them. 

Thoughtful gifts are just as impactful as extravagant gifts because they show time and energy were used to pick 
out the gift, rather than simply swiping a credit card. One of our wedding couples loved to joke about the fact 
that he drinks cosmos and she drinks whiskey neat. We got them a custom cocktail glass engraved “HIS” and 
a whiskey glass engraved “HERS.” They posted a photo of the glasses with the caption “The best news a silly 
couple can get when they shoot their in-no-way-serious engagement photos? Photographers who show up with a 
gift that proves they GET IT. If you’re getting hitched, hire the Yodsukars for your photos. You won’t regret it.”
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I’ve snagged many of my top clients by giving my time or my talent before they gave me their business. I worked 
for free or at a lower rate than normal to get in the door. 

In September 2017, I ran a promotion offering free portrait sessions to celebrate my husband’s birthday. One job 
I booked during that promotion turned into two sessions at a total of $9,000. We landed a company client that 
we now work with monthly by approaching them about a video we were doing about their product, and wanting 

history. We continue shooting videos for them. 

To get valuable new clients, you have to believe in yourself and the value you can bring to them. 
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To free up your time and energy so you can focus on your top 20 percent clients, you might need to let some 
clients go. The ones to let go are the problem customers. You know the ones: They have endless issues with you 
and the work you do, they require two or three times as much attention as your other clients and what you put 
into the relationship doesn’t seem to outweigh what you get out of it. It’s time to let them go. This allows you to 
focus more on your best clients, the ones bringing you 80 percent of your business.

Personal connections will never go out of style. Showing your clients that you care about them as people and not 
just as clients goes a long way. Dumping your problematic clients will free up valuable time and resources that 
you can devote to your best clients—and your best clients will bring in more clients just like them. 

Find ways to add personal touches and enrich your professional relationships to grow your business and make 
the work you do so much more enjoyable. 

Christine hails from Boston and currently splits her live/work/play time between Los Angeles, 
Portland, Oregon, and the rest of the world. Along with her husband and business partner, she 
took her wedding business from $100 weddings to a six-fi gure income in three years. She’s 
passionate about sharing her knowledge and can be seen frequently on WeTV as a wedding 
photography expert.
theyodsukars.com

LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at

Im
a

g
e

 ©
 C

h
ri

st
in

e
 Y

o
d

su
ka

r



14
2 

  S
h

u
tt

er
 M

ag
az

in
e 

. F
eb

ru
ar

y 
20

18
The List | February 2018

Tamron’s SP 24-70mm F/2.8 Di VC USD G2 
achieves top image quality and performance. At 5 
stops, it provides the highest image stabilization of 
any lens in its class thanks to its Dual MPU system 
that also yields excellent focusing speed and 

release lock, TAP-in Console compatibility and 

tamron-usa.com

you to help your clients (and make more 
money) by offering you a complete solution 

client galleries, mobile apps, and is completely 
customizable. Sign up for early access today!

n-vu.com/ips

from Westcott featuring an integrated rotatable 
speedring for attaching nearly any softbox.  The 
included barn doors and diffusion cap have 
magnetic attachment for easy control of the light 

dimming makes this light extremely user friendly. 

fjwestcott.com/solix

Grand Folio Boxes - an amazing Album 
alternative! This elegant customized black box 
has clean lines, but is special enough to display. 
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with Paul & Melissa Pruitt



Open More Doors Through Better Sales Messaging | Paul & Melissa Pruitt

In our experience coaching and mentoring photographers, most photographers don’t like doing sales. Here are 
the most common reasons:
      

• They have never had to sell anything before and feel they lack experience.

• They have had bad experiences being sold things and don’t want to do the same to their customers.

• They don’t like talking about themselves or feel insecure about the value of their product or services.
      
Sales can be scary. Sales means different things to different people. For some, sales can feel pushy or slimy. What 
comes to mind when you think car salesman?
      
This is not the most positive way to look at sales. It can create internal challenges when it is time to sell your 
own services or products. 
   
We reframe selling as sharing, which is a much more positive approach to sales. If you have a good product or 
service and believe it can help others, why wouldn’t you want to share it?
      
If you hold back on sharing, you might prevent someone from having a good experience. When you look at 
selling as sharing, it shifts your mindset that selling is a good thing that you need to do in your business, and it 
doesn’t have to be so daunting.
      
Selling begins with your message and how you share what you have to offer. When the messaging is done  
correctly, your potential clients will be seeking you out for more information.
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Open More Doors Through Better Sales Messaging | Paul & Melissa Pruitt

 The OPEN method is a way of looking at the buying 
process a person goes through. OPEN stands for “oblivious, 

pondering, engaged, need.” By understanding this method, you can 
adjust the way you communicate with your potential clients, depending on 

where they are in the buying process. Not all clients are in the same stage of 
buying, so the way you communicate with them should vary.

don’t need your service and don’t even know about you. This is the majority of people. They don’t need 
photography right now.
      
The people in the oblivious stage are the biggest pool of people. When you create your ads or posts on social 
media, it’s like going to the mall with a megaphone and shouting, “Hey, I’m a photographer. Do you need 
photography?” This is a random method of communication, basically cold calling.
      
You don’t know who you’re talking to, you’re just blurting your message out into the world. All of us go through 
a journey in the buying process. When you hit people in the oblivious stage, they don’t need photography, so 
it’s a total waste of time trying to convince them that they need you. It’s not smart marketing because you will 
be spinning your wheels and spending your energy talking to people who don’t need or don’t know they need 
your services.

In the second stage of the OPEN method, they are a bit closer to making a buying decision, but are still in 
the early stages. They are farther along than those in the oblivious stage, who have no clue or desire for 
photography services.
      
Those in the pondering stage are experiencing some sort of life event. Photography services are typically needed 
during major life events. Getting pregnant, having a baby, getting married, getting divorced, getting a new job...
these are all major life events that could lead to a photography need. So now that this life event has happened, 
they are starting to think about photography. 

In the third stage of the OPEN method, individuals are looking for a photographer. It could be a high school 
junior looking for a senior session, a mom who will be giving birth soon and needs to line up her newborn session 
or a newly engaged couple looking for vendors. 

spend money.
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Open More Doors Through Better Sales Messaging | Paul & Melissa Pruitt

True entrepreneurship is a marathon. You have to nurture relationships and let go of the need for instant 

your community.
      
When you understand the OPEN method and the thought process of people in the different stages of the buying 
journey, you’ll know how to tailor your communications. Your communication style will be more effective. 
You’ll build trust with those in the earlier stages of the buying journey, and then be able to target those who are 
closer to making a buying decision. 

Paul and Melissa Pruitt are the cofounders of the Photographer Entrepreneurs Association, 
which provides branding, marketing and sales resources, done-for-you services and business 
photography education. Together they provide support and mentoring to photographers and 
speak nationally on small business solutions. Paul and Melissa are the authors of the Amazon 
best-selling book PROFITographers: Creating a Successful Photography Business. They help 
their Facebook community of over 16,000 photographer entrepreneurs and host a weekly show, 
Tog Talks, about the business of photography.

PhotographerEntrepreneur.com

We tend to do most of our messaging toward individuals in the need stage. We share information about sales or 
events we are hosting to convince these people to buy. But our messaging is overlooked most of the time because 
the majority of the people we talk to are not yet in the need stage.
             
Think about how you would feel if you were solicited on a regular basis. You would probably unsubscribe from, 
unfollow or delete that person. You would probably be annoyed and turned off. So with this in mind, think about 

      
Look at your messaging. Are you knocking everyone over the head with solicitations? Are you sharing 
content your potential customer would be interested in? Put yourself in the shoes of the consumer. What are they 
struggling with? What are they thinking about? What’s their life about? What are they going through right now? 

couple or the bride? What are they struggling with? How could you connect with them even before they get 

when it is time to select a photographer. 
    

Think of their wedding prep needs. What would be a valuable piece of information they’d be willing to trade 
their email address for? By providing this vital information, you are helping them and building trust over time. 
So as the individual gets closer and closer to getting engaged, they already know who you are and you become 

rations and challenges of wedding planning. You’ve been nurturing that relationship the entire way.
        
Perhaps there is an article of interest you can provide to couples looking for a location for their engagement 
session. Maybe an article about topics a couple should talk about before getting married. You will create trust so 
that when it is time for them to look for a wedding photographer, they know where to go.

Some of this can include curated content. As long as you cite the original author, you don’t have to come up with 
your own content. You can talk about the article, video or other content from your own unique perspective. Give 
them tips to help them with their challenges and speak in their own language.
      
None of this information has to deal with photography. But sharing it makes you the expert and builds trust.
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LIGHT TUNNEL SETUP

LIGHT TUNNEL SETUP LIGHT TUNNEL SETUP

A year ago, we decided to do something drastic. We stopped marketing for portraits and weddings. The bookings 
started to slow down and then eventually dried up enough that we took them off our website completely. Scary? 
Yes. Crazy? Maybe. We have more than replaced that lost income, but we had to overcome some major hurdles. 

next. After a lot of trial and error, we have developed some solid concepts to help portrait photographers bid on 

to think differently.
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you won’t book that same job again—and return clients are what make a commercial photography business 

Order ink for the copier, get paper towels for the break room, hire a photographer for the convention. That’s you. 

For a large company, photography isn’t an emotional decision, like hiring a wedding photographer. You have to 
approach these interactions without ego or emotion if you want to book consistently. 

and fuzzy. 

A bride wants warm and fuzzy. The 28-year-old post-graduate middle manager who emailed you about 

See the difference? 
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Managing Middle Management: Booking Commercial Clients | Gary Hughes

communicating and bidding with commercial clients.

1. Be direct. 

all they need to know is if you are available and if 
your price is in the ballpark of their budget. If you 

likely to get your email ignored. This is not the time 
for information gathering. 

The response above succinctly 

We have now saved them a step and showed them 
that we know what we are doing and can anticipate 
needs in advance. 

3. Respect the budget. When a large company 
calls, they know how much money they are going to 
spend on a project. The amount is mostly set when 

that amount is and decide if you are willing to work 
for that. In this sample response, we gave them a 
number as a starting place, attached the full list of 
services so they can build their own package and 
let them know we are willing to work within their 
budget if possible.
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 For 
anyone who has ever worked in the corporate world, 
here is an example you might understand about 

on the back for saving the company so much money. 
Next year, Larry is tasked with the same project, but 

most cases, it is important to your client to come in 
under budget, just not too far under budget. Most of 
the time, our initial bid is more than what they want 
to pay, but if you have done everything right up to 
this point, they will come back and ask you to bring 
the price down. We have found that the sweet spot is 

It’s enough under to make them look good without 
getting their budget slashed the next time. When 
they come back to you, ask them what their budget 
is, and, when they tell you, decide if you are willing 

 Commercial clients 
understand billable hours better than anyone. It’s 
how the corporate world works. If you have a rate 
per product, per person, per location or anything that 

lose out to someone whose pricing makes more 
sense. Our price list is broken down to a day rate 
with available extras like hair and makeup, retouched 
images and everything else we offer as an upgrade. 

makes the numbers smaller and allows the client to 
build a shoot based on their needs without going 
over their budget. Since we switched to a pricing 
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Managing Middle Management: Booking Commercial Clients | Gary Hughes

that you and the client have understood a complete 
scope of work for the job. Client satisfaction is based 
largely on expectation, and if everything from the 
shot list, schedule and product delivery are written 
down and agreed on, you will know exactly what 
to do. 

bottlenecks and overdeliver whenever you can. A 
good corporate client will be more loyal and spend 
more money with you than just about any client you 
have ever had if you impress them and make their 
life easier. If things get sticky and you drop the ball, 
you aren’t likely to get called again. 

There is an advantage to being on the checklist with 

you a vendor they enjoy working with, who delivers 
consistently and at the right price, they will consider 
that item on the checklist permanently crossed off, 
and that’s very good for business. 

Master photographer, lecturer and author Gary Hughes has become one of the industry’s leading 
headshot shooters. His work has garnered local, national and international awards, and has been 
featured in Professional Photographer magazine and Huffi  ngton Post. He founded Hughes 
Fioretti Photography in Orlando, Florida, with his wife, Julie, in 2008.
hughesfi oretti.com
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50% OFF
STUDIO SAMPLES

WOW your clients from the start! Customized Studio Samples 
allow you to physically show them what their

investment is going to get. It’s also a budget friendly way for 
you to try out new styles of Flash Drives or Packaging!

FREE customization
always included

 Head to:

PhotoFlashDrive.com/studiosample
 to get started!

PHOTOFLASHDRIVE

New logo, same
great company

SLIP-IN MATS
not only for prints

P a i r  a  S l i p - I n  M at  w i t h  a  c u s t o m i z a b l e  M a g n e t i c  E a s e l  S ta n d
f o r  a n  i n s ta n t  p r i c e  s h e e t  t o  p l a c e  I N  y o u r  s t u d i o  o r  m e e t i n g  s p a c e .

take 15% off all
slip-in mats & easel stands 

Use code : pricesheet15

P h o t o F l a s h D r i v e . c o m



16
6
   

S
h

u
tt

er
 M

ag
az

in
e 

. F
eb

ru
ar

y 
20

18
Client Education That Works | Phillip Blume

 Im
a

g
e

 ©
 B

lu
m

e
 P

h
o

to
g

ra
p

h
y

Convincing the Unconvincible

with Phillip Blume

16
7 

  b
eh

in
d

th
es

h
u

tt
er

.c
o

m



16
8 

  S
h

u
tt

er
 M

ag
az

in
e 

. F
eb

ru
ar

y 
20

18

16
9
   

b
eh

in
d

th
es

h
u

tt
er

.c
o

m

Client Education That Works | Phillip Blume

Im
a

g
e

 ©
 B

lu
m

e
 P

h
o

to
g

ra
p

h
y

What comes to your mind when you see the phrase client education? Do you imagine an awkward conversation 
where you’re telling a couple that they probably should have purchased digital images and a print release rather 
than produce their own 24x36 screenshot of an engagement blog post? (Did they really not care that your 
watermark was covering the image?)

Or perhaps the phrase conjures up memories of a long email reply you once wrote in which you tried to convince 
a potential client who questioned your pricing that the quality of your work is worth more than the $200 they 
budgeted for a family session and a disk of images. (Or did you try to justify your prices by detailing your 
business expenses and the depreciation value of your camera equipment? If so, please don’t admit it!)

If we’re honest, client education is probably the scariest thing about running a photography business. Always 
having to justify our value to a bargain-hunting bunch of incredulous consumers just seems cruel. 

Welcome to the professional world, my friend. Don’t let it get you down. But do get ready to work hard and 
reshape the way you communicate. As business owners, we wear so many hats, including “director of public 
relations”—perhaps the most important of all. Convincing the unconvincible is an art and a science.

To become anything more than just another starving artist, you need to become an expert at convincing. Here’s 
how and when to do it.
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them when you’re just one among a thousand other photographers in the sea?

Did you notice the contradiction? I described the need to hook your client, which is accurate. But I also described 

do they? No, but that’s how we act sometimes. Photographers do not outnumber our clients. We are in the boats, 

we control our own destiny.

It sounds counterintuitive. So how can I make such a claim? 

located in a town with a population of 2,863. The nearest urban market is a city of barely 100,000 that also boasts 
the USA’s highest poverty rate. Since it’s a university town with art schools, our favorite pastime is counting the 
number of enthusiastic new photographer grads who launch websites each year. Keeping count is a lost cause, 
but that doesn’t mean you shouldn’t try to compete. You must believe there are plenty of clients out there for you.

Photographers too often take a self-defeating attitude about booking clients. According to this defeatist attitude, 
other photographers are out to get you and so you have to work for less than what your time and talent are worth 

the photographers we’ve seen come and go every season while our studio has grown for almost a decade. Don’t 

Believe in What You Do (or No One Else Will)
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To turn “iffy” clients into dedicated fans, never compromise on price. People can smell desperation a mile  
away. It makes you appear unprofessional, unreliable and green. Your willingness to lower prices and alter 
packages may work against you psychologically, and could be the reason interested clients get cold feet and 
don’t book you.

and abstract part of the brain that’s not interested in numbers or details. When someone books you, they do it 
because they get a good gut feeling from you. 

 
of your process and services crystal clear. Simplify your menus and packages. Too many options make  
consumers retreat.

Spend your time with clients explaining step-by-step what they can expect on a wedding day, not dull facts about 

to sleep with that nonsense. Walk them through every option of your packages, showing samples. 

Of course, you can direct them to build their own package, but hourly rates and à la carte items must cost 
enough that your prebundled and discounted packages make much more sense. This shows potential clients the 
value of their own initiative, without you needing to educate them in words. When people learn something for 

This is also a weeding-out process. If they can’t afford your lowest wedding package, they are simply out 
of luck. You will disqualify some bargain-hunters by sticking to your prices and policies, but you will earn  

Convert “Iffy” Clients
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When we began our business, I assumed we could make a living on photography session fees alone. What was 
I thinking? Like lemmings, I guess we were just following the crowd. But we wised up just before the crowd 
plunged over a cliff.

Sure, there will always be photographers who appeal to a luxury market by virtue of their brand name. They 
can charge exorbitant fees upfront and deliver nothing but digital images on the backend. I’m happy for them. 
But let’s be honest. Only a limited number of markets are economically suited to that model—mine certainly 
is not. I believe in providing my clients with something of lasting physical value. Nowadays, 70 percent of my 

depressed market?

portrait session is a free one. With a free session, it’s 100 percent clear to clients that nothing can possibly be 
included. Yes, we do still charge session fees in most cases; you have to set these carefully considering what your 
market can bear. But we also give away a lot of free portrait sessions (and sometimes even weddings) through 

digital images are available only at additional cost. Then the whole process feels more honest to your client 
because you’re providing a kind of guarantee: If I don’t produce great work for you that you want to purchase, 
you don’t lose anything.

Provide a pricing menu and limited-time sales before the client’s ordering appointment so they can consider how 

online (not a blog post, not an online gallery) until after their ordering appointment. Otherwise, you will kill your 
sale dead. Seeing images online gives people the false sense that they will always be there to enjoy. It doesn’t 
matter if you try to educate them about the instability of digital media or remind them that their grandkids likely 

Remember, facts don’t convince people’s limbic brain, and the expectation that everything is ever-present on 
every device won’t go away because you say so. Good client education is not about winning arguments at all; 
it’s about having a system that requires good behavior. 

It’s easy for a client to decide against buying photography before a session is booked, but it’s extremely rare for 
someone to walk away once they’ve seen and fallen in love with their personal artwork. When we show a client 

indicate their favorite images. We mark each with two stars. When they inevitably end up with a lot of favorites, 
we say something along the lines of, “That’s the perfect number to use for a coffee table book that will preserve 
every bit of your personalities and tell your story.” 

By choosing the number of favorite images, they’ve made the decision for themselves. We don’t have to predesign 
oversize wedding books beyond the number of pages we sold them earlier in their wedding package. That feels 
just a little too sales-y for us, and clients pick up on it. We prefer to provide a map and let the client point the way. 

Boost Your Sales Average
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Client Education That Works | Phillip Blume

families coming back to you every year. With a simple friends-and-family program, we have begun to earn more 
from just one 20-minute mini session than we used to earn from an entire wedding and engagement session 
combined.

Our website TheBlumes.co shows only weddings, but weddings aren’t great for repeat business. If the bride 

our business most reliably. They make photography an annual tradition for our clients and provide an amazing 
experience that convinces even the unconvincible of the value of professional photography.

Once you’ve begun to attract more leads, converted those leads into paying clients and earned higher sales 
averages from happy customers, it’s time to think about how you’re going to hold onto those clients. 

Here’s a big problem I have with the shoot-and-burn mentality: The vast majority of people who walk away 
with digital images never print them, and certainly not professionally. If you don’t send your client away with 
something tangible that adds value to her life experience, why would she want to come back to you for another 
session? Does she really need another disk in her junk drawer?

One important law of ROI (return on investment) is that it almost always costs less to remarket to a repeat client 
than it does to convert a cold lead into a new paying client. With a new client, you have to start from square one 
and build up the necessary trust bank from scratch.

If you want to make a career in photography, start thinking long-term. Keep an organized contact list. As 
time goes by, start emailing your families with growing kids about senior portrait sessions. Email your senior 
clients about wedding photography. Email your brides about maternity or newborn portraits. Then you start to 
see a cycle.

LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at

Phillip and Eileen Blume are award-winning photographers just crazy enough to believe art 
can change the world. Having transformed their small-town home studio into a top brand, they 
now work with clients worldwide. The Blumes specialize in wedding and fashion photography, 
and continue to focus on what matters most to them: charitable projects that include adoption 
advocacy and documentary fi lmmaking to benefi t children living in extreme poverty. Phillip 
is a monthly contributor to Shutter Magazine, and together the Blumes speak at numerous 
top industry events, have appeared on CreativeLIVE and have shared their inspiring vision of 
more meaningful photography from the TEDx stage. They are owners of three photography 
brands, including a newborn studio, and are the proud founders of ComeUnity Workshops for 
photographers who seek balance. They live with their children in rural Georgia.

theblumes.co

Increase Your Client Lifespan 
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Shimmering Blush Gown | Starting at $124
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why

There is one thing that makes your wedding unforgettable: the story of your love and friendship. 

You will receive photographs that remind you of all the special moments shared with friends, family and 
with each other on your wedding day. You will experience the love and joy of your unique story every time
you turn the pages of your heirloom album or see the artwork on your walls. 
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Inspired, Sincere, and Personal. 

YOUR TAKEAWAY
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Joey Thomas is the owner of Joey T Photography, one of the top wedding photography studios 
in the Houston area. He is an award-winning nationally published photographer whose work 
is often featured on magazine covers and in blogs and editorials. Joey is the co-owner of 
Serendipity Albums and teaches photography workshops worldwide. 

joeytphotography.com
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Inspiration can come when you least expect it. As 

photographers, we are visual artists. We  express 

ourselves through our camera and the images we 

create. Inspirations represents a  sampling of our 

industry and the vision of  professional photographers 

from around the world. 

Congratulations to all our featured artists. Be inspired 

and create something that is you.

Sal Cincotta, Editor-in-chief
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Memberships starting at $49 per year 
+ exclusive members only benefits.

WANT IT IN PRINT?



photographer salvatore cincotta

gear canon 5d mark iv | canon 24mm 1.4 II 

exposure
lighting
location

image title city lights

f2.8 @ 1/40, ISO 1600
2x profoto a1, off -camera  
brooklyn bridge, new york city
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© Sal Cincotta

The world is my studio
Profoto A1

We created the Profoto A1 with a round head that delivers light that’s 
both natural and beautiful both on camera and off . It’s also incredibly 
easy and to use, with superfast recycling and a long-lasting battery, 
so you’ll never miss a shot. It might be the smallest light we’ve ever 
made, but the creative possibilities are enormous.

Discover the world’s smallest studio light at profoto.com
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