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reward in making processes 
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17hats has been a crucial part 

of my business for ease and 

scalability. It gives my clients 

allows us to serve them in a 

way that builds credibility. 

february 2019

magazine

THE

EDITION
SALES & MARKETING



Quality. Service. Innovation.
We’re here for you!

*Get 25% off your first order with Bay Photo Lab! 
For instructions on how to redeem this special offer, 

create a free account at bayphoto.com.

Exceptional Images
Deserve an Exceptional Presentation

At Bay Photo Lab, our staff has a true passion for photography, and that passion 

shows in everything we produce.  
 

Choose MetalPrints infused on aluminum for a vibrant, luminescent look, Acrylic Prints for a vivid, 

high-impact display, Xpozer for a lightweight, interchangeable presentation, Canvas Prints for a 

fine art look, or Wood Prints to lend a warm, natural feel to your images. All options are beautifully 

handcrafted, providing exceptional durability and image stability for a gallery-worthy presentation 

that will last a lifetime. Available in a wide range of sizes, perfect for anything from small displays to 

large installations.

Stunning Prints Made by Photographers, for Photographers

Learn more at bayphoto.com/wall-displays MetalPrints Acrylic Prints Xpozer Canvas Prints Wood Prints
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Looking To 
Improve Booking?

This month, business experts Amanda 

and Donovan answer your burning 

questions about booking coordination.

Amanda & Donovan - COO & CEO, 17hats

How can I systemize booking?
 

Donovan: You’ve asked the right question. 

17hats offers a systemized, consistent, and 

repeatable approach to booking.

Amanda: Booking should be simple, fast, and 

easy – otherwise, would-be customers won’t 

follow through. Make paying easy, or miss 

out on revenue.

1

Learn why Sal swears by

17hats at 17hats.com/sal

 

Amanda: This problem alone leads hundreds 

of photographers to our platform. The 

solution is simplicity itself: With 17hats, you 

can send your Quote, Contract, and Invoice 

to clients in a single email. Everything’s in 

one place, ready to go.

2

Donovan: This streamlines what can be a 

three-day, back-and-forth ordeal into just a 

few minutes. 

Amanda: Yep. It’s click, click, paid!

 

Amanda: We thought you’d never ask! 

Online payment is the way to go, either by 

credit card or e-check. 17hats accepts both. 

Donovan: It’s easier for you, and them. 

17hats also supports Stripe, Square, PayPal, 

and Authorize.net as payment processors.

Amanda: Hey, you can’t make money without 

getting paid. (Laughs.)

3

One-step process: 
Send your Quote, 
Contract, and Invoice, 
all in a single email.

With 17hats templates, 
producing Quotes goes 

Contracts can be signed 

Goodbye paper jams! 

chosen by clients 

Don’t miss Alissa’s video: “Getting Paid in 3 Easy Steps”

Leave the Chaos Behind
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Business slow?

is the answer.Marketing
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SUBJECT MATTER
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PRESENTATION
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Scott is a conceptual portrait photographer based in Milwaukee, Wisconsin. Along with his 
original approach to portraits, he excels at fashion and boudoir, and is an amateur body painter. 
When he is not shooting, Scott turns his studio into a classroom where he holds workshops 
on lighting, conceptual work and boudoir. Follow him on Instagram @sedetweiler and visit his 
website at www.sedetweiler.com.
sedetweiler.com

HATE YOUR OLD WORK?
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The answer to all your problems: Marketing  | Sal Cincotta
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You read that title right. All other things equal, marketing is the reason I see most businesses fail. They ether 
don’t do it at all or, quite frankly, they suck at it. And no, running a Facebook Ad is not marketing. 
 
There are time-worn strategies that go into marketing. You don’t just do something and magic happens. You need 
a plan. You then must execute that plan. You then evaluate the results, make adjustments and re-execute your 
plan. Rinse and repeat. 
 
This is probably not what you want to hear. You want to know that there is some recipe for marketing and that 
it’s like making chocolate chip cookies and if you follow the recipe on the back of the bag, you will have tons 
of clients and money. No, it just doesn’t work that way. Marketing is a way of life. There needs to be a bumper 
sticker made and slapped to your forehead. I work with businesspeople, not only photographers, all over the 
world who don’t want to accept this simple concept. Yet they look at what we have built and say, “I want to do 
that.” Right. Well, the “that” you are referring to was built through hard work, providing good service, a good 
product, listening to our clients and tons of marketing. 
 
Here is something else you are going to have to accept. It doesn’t matter how good a photographer you are. If 
no one knows you exist, you will be broke. That messaging to the world, yep, you guessed it—that is called 
marketing. 
 
If you want to change your business and your life, get your marketing chops in short order and start doing 
something different. I promise you, you will see a big difference. 
 
Let’s start with some concepts. 

AWARENESS ADS  
 
How do clients know you exist? How do they know you are the best maternity photography there is and that they 
should hire you? How do you make them wish they were pregnant just so they could get pictures taken by you?
 
This is what awareness ads are. They let the world know you exist. These ads rarely have any tracking ability 
other than “I heard of you from…” They are very hard to track, and that’s ok. The goal should be for you to 
become a household name. Your logo should be a recognizable brand. 
 
No one should ever say, “I never heard of that photographer.” If they do, that means you are doing a shitty job 
at creating buzz. 
 
Options for awareness ads include billboards, direct mail, Facebook, movie theater ads and short videos 
showcasing your experience. 
 

brand is. If you want to motivate people to act when you are running a special sale, they must be familiar with 
the brand. 
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CALL-TO-ACTION ADS
 
Now that you have educated your potential audience about who you are and why you are different, how do you 
get the phone to ring? You want people to take action now. This is what call-to-action ads are all about. 
 
You could do something online for a 48-hour sale on your session fees, such as 50% off fall session fees. By 
using this idea with your marketing channels you learned about when you created awareness ads, you can make 
conversions to real customers spending real money. 
 
So, the same channels are still in play: billboards, direct mail, Facebook, movie theater ads and short videos 
showcasing your experience.
 
Here is where messaging comes into play. Below are some ideas you can hack and make your own for immediate 
results (provided you have been doing awareness ads; you can’t just jump in and expect results). 

Idea 1: 50% off your session fees
 

for just the session fee. You have to be able to make 
money on the backend via IPS. If you are not doing 
in-person sales, that may be another reason you are 
not making money. 
 
This can be delivered via Facebook Ads, direct mail, 
billboards, etc

Idea 2: Refer a friend and get a free 16x24 canvas

We have done this over the years, and found it to be a 
perfect offer for existing clients. They love you, they 
love your experience—now give them a reason to refer 
you. One year we used this, one of my brides referred 
nine of her friends for weddings, families, etc. And 
yes, I gave her nine canvases. 
 
This is super easy to market. Draft a well-designed 
email and send it to your past clients. Keep it clean 

what we did. There was no way for a client to say they 
didn’t know.

 
Idea 3: Do something, get something
 
This is left intentionally vague. You want money. 
They want something too. Everyone loves a deal. So 
what is the give-get here? What are you willing to do 
to get them to act? Urgency is the key, as is having 
something of value to get them to act with urgency. 
Don’t mistake this for some late-night “But wait, 
there’s more!” infomercial. 
 
You want to offer something of real value and 
showcase that value in your marketing: “Book your 
session today and get a free 11x16 print ($195 value)!” 
 
Again, these are just some simple ideas you can 
implement pretty quickly. 

 

Idea 1 

Idea 2

Idea 3
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BUILD YOUR LEAD LIST 
 
Marketing can be expensive. We spend a lot on it. But it gets cheaper when 
you start building your lead list. A ton of tools on the market allow you to 
build, track and engage with your leads. Mailchimp is an easy one to use. 
They have a free version for less than 2,000 names. 
 
Now, you might be asking, why is this so important? For starters, every time 
you try to market your business, the “who” you are marketing to becomes 
very important. If you reinvent the wheel every time you market, the costs are 

 
Imagine if you were a family portrait photographer and you already had a 
database of people with families who have signed up for more information 
about your family sessions. This would be a no-brainer when you market your 
fall family sessions, right? Or, what if you had a list of local businesspeople 
who were interested in new headshots? 
 
This doesn’t mean we won’t go after traditional marketing routes. It’s about 
blending our marketing spend. Once you have the name and email, the cost 
of marketing to this list goes down exponentially. You have to be committed 
to building it. Everything you do in your organization is geared toward 
building your lead list. This is where you see the real money. That list is worth 
hundreds of thousands in the right hands. 
 
Here are some ideas for building your list. This is not a cookie recipe. I am 
giving you ideas to spur some creative ideas. 
 
The key to building your list is the existing customers who are on it. But how 
do you add new prospects? Why in the world would a complete stranger want 
to give you their name and email?
 
That is where marketers earn their money. You have to start looking at the 
real world around you and how and why people are willing to give up their 
information. Consumers usually provide their contact details for information 
and education. Imagine you’ve created an ad offering families the “Top 10 
ideas for killer family portraits.” This does a few things. If they sign up, you 
know they are interested in family pictures. Now you can market your call-
to-action ads. How about “Save 50% off our session fees—48 hours only”? 
Sound too easy? That’s because it is. We do it every single day here. 
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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

 
 
 

 
 
 
 

 
What about for businesses? You could do a campaign for businesses called “1990 called. They want their 
headshot back.” Fun, quirky and sure to get people to laugh. Tie this in with a “5 tips for a better headshot” or 
“Research shows that your headshot can make or break a deal.” Now you are building a list of people who are 
clearly interested in your knowledge so that when the time comes to sell to them, they are already aware of your 
brand and are more likely to respond to your call to action versus one from a complete stranger. See how this 
all works?
 
You can do this. Get out there and start. Action is always better than inaction. What do you have to lose?
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Defeating the Dark Side of In-Person Sales  | Alissa Zimmerman

In-person sales (IPS) offers the number-one way to make real money as a photographer in today’s digital world. 
But lots of photographers still resist this proven strategy. 

Let me break it down for anyone who has just transitioned into doing IPS or is thinking of taking the plunge. 
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Defeating the Dark Side of In-Person Sales  | Alissa Zimmerman

the formula you have built.

IT’S NOT ALWAYS GOING TO BE FUN 
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Defeating the Dark Side of In-Person Sales  | Alissa Zimmerman

always reality. 

IT’LL MAKE YOU UNCOMFORTABLE
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Defeating the Dark Side of In-Person Sales  | Alissa Zimmerman

overwhelmed. 

 • Client photo session
 • Send images to Evolve to be edited

 • Render images for sales session

 • Narrow down images

 

YOU HAVE TO STAY ORGANIZED



will be your very best friend. 
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Defeating the Dark Side of In-Person Sales  | Alissa Zimmerman

Alissa Zimmerman graduated with a degree in television production and has been a part of the 
Salvatore Cincotta team since 2011. Today she is behind the camera regularly as Sal’s second 
shooter and as the executive producer and camera operator for Salvatore Cincotta Films, 
Behind the Shutter and Sal Cincotta’s School of Photography. Alissa is the creative director for 
Shutter Magazine and serves as Sal’s right hand, managing daily operations within the family of 
Salvatore Cincotta brands.
salcincotta.com

EFFICIENCY IS THE KEY TO SUCCESS 



GICLÉE CANVAS | Starting at $55 Image © Salvatore Cincotta Photography
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Your Dream Studio: Building a Price List That Sells | Jeff & Lori Poole

For the past several months in The Business Corner, we’ve been 
building your price list from the ground up. We started with cost-based 
pricing as a foundation (October), and then looked at alternative pricing 

 
bare-bones product offering that is both paltry and expensive. This 

more importantly, it will drive the majority of clients to shop from your 
sales system, helping you achieve your target sales averages. The next 
step is to create your sales system with your full product offering.

TURNING YOUR PRICE LIST INTO A SALES SYSTEM
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For successful sales, you have to create a system that makes getting to your target sale easy and fun. This 
month, we focus on the role of your price list in making your target sale the easiest way for the client to 
buy from you. Your sales system is more than a price list; it involves your entire client experience from 

every product you offer, but a systematic approach of presenting different items and offers that your clients 
can’t resist.

WHAT IS A SALES SYSTEM?
bottle of lotion. You see a sign that says “Buy 2, Get 1 Free.” Since that seems like a good deal, you grab 

check out, you stand next to a carefully placed display of impulse-buy items (hand sanitizer, travel-size 

happy with your purchase, and the store is happy with its sale.

That scenario is a very carefully thought-out sales system using the sales psychology tactics of bundling, 
incentives and more. We should be using similar business tactics in creating our own sales systems to 

Your Dream Studio: Building a Price List That Sells | Jeff & Lori Poole
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Your Dream Studio: Building a Price List That Sells | Jeff & Lori Poole

is meant to seem paltry and expensive in comparison—but in comparison to what? Your price list should 

bundling technique such as packages, create-your-own collection (or CYOC) or a combination of a base 
product plus product credit (which we’ve dubbed Base Product Plus, or BP+ for short). While packages, 

purchase multiple products; the combination of these products leads the client to your target sale amount; 

explore these bundling systems in more depth. 

The most familiar option is packages. These are combinations of products prearranged by you to maximize 

be able to choose the exact combination of products they want.

choose from curated lists of products or product categories. For example, the client chooses one album 
option, one wall portrait option and one digital product option. When the client has chosen the requisite 

overwhelmed by the number of choices or complicated rules.

may ultimately purchase fewer products with this system, opting to use their credit to upgrade their base 
product rather than purchase additional products. 

right option. The question to ask yourself is, which will you feel most comfortable selling to your clients? 

in what you are selling. For the rest of the article, we will refer to your chosen option as a bundle.

PRICE LIST STRATEGIES: À LA CARTE VS. BUNDLING
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Your Dream Studio: Building a Price List That Sells | Jeff & Lori Poole
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clients to have? The most common options include a wall portrait for clients to enjoy every day, an album 

options you choose should form the basis of your bundling system.

Whichever your chosen bundling method and whichever products you choose, there are several psychological 
factors you’ll want to consider to build an effective sales system.

WHAT TO INCLUDE IN YOUR BUNDLE

THE PSYCHOLOGY OF SALES

PULL-THROUGH

Pull-through is a form of incentivizing most commonly used with packages or BP+. When building your bundles, 

ticket sales, but includes additional perks and coupons to sweeten the deal.

GOOD/BETTER/BEST

Encourage upsells by offering multiple variations in either quality or size. You might offer multiple sizes of wall 
portraits, portrait sessions of varying lengths or albums in economy and deluxe versions. Clients will instinctively 

average is to simply add a new size at the top end of the scale, effectively moving the middle choice up a rung. 

GIFT WITH PURCHASE

valuable to the client. This item is gifted to the client when a high-end product is purchased or minimum sale is 
reached. You might offer a free mobile phone app of purchased images with any bundle. This incentivizes the 

The gift does not always have to be free. You can also “gift” a discount when a milestone is reached. You might 

 

TIERED DISCOUNTS & REWARDS

discount or gift when a total purchase amount is reached, and an even better discount or gift when a higher total 
purchase amount is reached. 
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Your Dream Studio: Building a Price List That Sells | Jeff & Lori Poole

So far, you’ve chosen the products that you believe in as an artist, which will be the pillars of your bundle 

and that you feel comfortable selling. Within your bundling system, you’ve now employed psychological 
tactics and incentives to encourage higher sales—all with the goal of guiding your client to your target 

carte menu. 

marked them up so your bundles would be cheaper by comparison. Your clients will purchase more, they’ll 
be excited by the “deals” they’ve scored and they’ll hug you on the way out the door.

Just a few years after Jeff and Lori found themselves struggling to survive while living in the 
basement of their studio, back in 2012, they are the proud owners of a brand-new home on the 
coast of North Carolina. The owners of Wilmington’s Indigosilver Studio offer boutique boudoir 
portraiture and wedding photography. They are also the founders of The Shoot Space, their 
educational resource for photographers. Their Shutter Magazine column, The Business Corner, 
is dedicated to helping you grow your photography business.

indigosilverstudio.com

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

For the past 10 years, creators like you have helped Panasonic to design 

and build LUMIX G mirrorless cameras. And now, we are Changing 

Photography and Cinematography together. From LUMIX G9 with massive 

80mp RAW capture, to LUMIX GH5s with Anamorphic C4K video, your voice 

is ushering LUMIX toward a new era of image quality and creative control. 

What do you want us to create next?  |  #HeyLumix

Photo Credit | Rob Knight–
        Lumix G9, LUMIX G LEICA DG VARIO-ELMARIT 8-18mm, F2.8-4.0 ASPH. (H-E08018)

Imagined by Creators.
Built by LUMIX. 

QUANTITY DISCOUNTS

Encourage clients to purchase more than one of each item by offering discounts on additional items. Offer 
discounts on album clones. Sell wall portrait groupings as an alternative to single portraits. Offer gift prints 
in sets.

impossible to resist.

PULLING IT TOGETHER
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Using Events As Marketing | Christine Yodsukar

For a long time I despised marketing because I did not 
have a strategy for our B2B video and photo company. 
Anything that I had tried, like posting on Facebook and 
Instagram or email marketing, did not seem to work 
for me. These strategies work when done well, but I 

mentor told me to look at my best clients—the 80/20 

them. Were they all the same type of business? Did 
they all have the same product or service? Did they all 

Our best clients are those who were regular repeat 
clients, who invested with us, who we enjoyed 
working with. Our best clients were people we had 
built strong personal relationships with. They trusted 
us, knew our work and came back again and again. The 
commonality was the personal relationships. So I took 
the advice from my mentor and focused on bringing in 
new business by building more authentic relationships. 

As we build relationships with the intent to grow our 
business, we need to remember that people can smell 
phony a mile away, and no one wants a phony friend. So 
while we are going after building business relationships, 
we also want to remember to be a cool human. Don’t 

would have fun with and enjoy being around. For more 
on this, read my article “Business Is Personal: How to 

the November 2018 Shutter. 
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Using Events As Marketing | Christine Yodsukar

my time and energy to make that happen. Networking can be great, but in many of the groups I have visited, not 
much business happens at the end of the day. I needed a situation where I could make a great personal connection 

were going to local events as we got the lay of the land. One event was hosted by the most well-known swim 
shop in Portland. It is eclectic, caters to all sizes and does custom alterations…and it has a fully stocked tiki 
bar for everyone to enjoy while they shop. That is the kind of company I wanted to work with: progressive,  
mission-driven, successful. 

deliver an amazing video to them at the end. We would get one-on-one access to the owner of the swim shop and 

responded almost instantly with a big fat yes, and we even got a booth for our B2C Portrait Studio at the event in 
return. It was already a win-win. That one sponsored video in the summer of 2016 has since turned into almost 
20 jobs with his companies, and he refers us and gives us rave reviews. I was sold: Events are the new marketing. 
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Using Events As Marketing | Christine Yodsukar

and he wanted to make sure we were the ones working on it with him and his company. As soon as I saw how 
successful this was, I started to pay attention to all the events happening in my new city. Who was sponsoring 
the event, who was hosting it and who was in any way involved? Were any of these companies ones I wanted 
to work with? 
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Using Events As Marketing | Christine Yodsukar

as individuals and businesses to producing no trash. Earlier this year, I had found the zero waste movement and 
latched onto it, so this small conference was of interest to me. With my new marketing strategy in the works, I 
looked at what other businesses would be sponsoring or speaking at the event. It turns out that the coffee roaster 
I had been following for over a year was speaking at and sponsoring the event. As soon as I saw that, I knew this 
was my opportunity. I reached out to the organizer and asked if they already had a video sponsor. The next day, 
we were signed on to do a highlight video of the event and deliver video of each speaker’s speech. Was this a lot 
of work? Yes. Could we have just done a highlight video and called it a day? Yes. Delivering the individual talks 
played an important role in my strategy. Individual talks gave me an even deeper connection with each speaker. 

At the event, I talked with the two people representing the coffee company: the marketing director and manager 
of their newest cafe. After their talk, I chatted with them. I did not ask if they needed a new video. I did not pitch 
them ideas. I simply told them what I loved about their talk, and then I thanked them for being a part of the event. 



81
   

b
eh

in
d

th
es

h
u

tt
er

.c
o

m

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-figure 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

I asked the organizer for the contact info of each of the speakers so I could personally deliver their speeches to 
them. Bingo. Fast forward to delivery time. I knew that I wanted this event sponsorship to turn into a relationship 
with the coffee company I had been fangirling for over a year. I carefully crafted my email to them with an open 
heart and loads of passion. I told them I had been following their company, how I found out about them, why I 
loved them. I linked them to the video and asked if they had been thinking about their 2019 marketing videos. I 
said I had a couple of ideas I’d love to share with them. The marketing director quickly replied to say they had 
no plans for video marketing for 2019 because they had no resources to do it, and wanted to hear my ideas, in 
person, at their newest cafe. 

At that meeting a week ago, instead of proposing my ideas, I simply asked questions. I asked what their goals 
were for the next year, what their most important projects are. Through this, I learned so much about the company, 
but the marketing director also talked about their two big projects. At the end of the meeting, they asked me to 

what they are looking for, I know that because of the real relationship I have built with them, the conversation 

or emails. 

Do you have a company you would love to work with but have no connection with? Find out what events they 
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Golden Leaf Gown | Starting at $149



How to Use the Cost of Doing Business to Price Your Work | Michael Anthony
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The photography industry is unique. We start as artists and learn early on that in order to support our art, we need 
to go into business. The problem is that very few of us understand what goes into running a business when we 
start out. Learning to be a business owner is a trial-and-error process. The problem is that many people start their 
business before considering the costs.

I have been writing for this magazine for long enough that some of Shutter Magazine’s new readers may not 
know my background or how I got started. I am going to take you down memory lane to teach you exactly what 
not to do when starting your business. Thankfully I found Sal early on—and his model, combined with my sales 
background, helped our business to take off. 

When I started my business in 2012, I was charging $1,750 for wedding photography and $300 for portraits. 
Fast-forward to 2018, and we have taken in as much as $24,000 for a single wedding, with an average of over 
$10,000 per wedding.

It may sound unattainable, and it did to me too at one time. Back in 2012 when Sal was teaching on CreativeLive, 
he mentioned that his studio did $1,000,000 in sales, and I said the exact same thing. 

In 2018, our studio crossed the $1,000,000 mark as well. So let me be a case study: With hard work, it is 

Hard work is not enough. To get far in business, you have to understand what it costs you to be in business. Had 
I known how much it cost me to be in business, I would have known the path to get to where I am a bit sooner.

In today’s photography market, too many new photographers charge based on what they think they are worth, 
combined with what they see other photographers charging in a rudimentary competitive analysis. This is no 
way to run a business. I didn’t realize what it cost to be in business until I got my hands on the PPA Benchmark 

me to look at what it was costing to be in business.

How to Use the Cost of Doing Business to Price Your Work | Michael Anthony
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WORK BACKWARDS TO FIGURE OUT YOUR PRICING

Let’s create your business model. First, decide what you need to make in a year. As a business owner with 

household expenses, you want to make $100,000 a year.

Add what it costs to run your business every year. Let’s use PPA’s most recent benchmark survey. It states that 
non-brick-and-mortar studios keep approximately 50% of their revenue as gross income. That means you would 
need to generate $200,000 in revenue to hit your target goal. 

hard time proceeding. If you are an established studio, run through your books for a baseline or average cost of 
items to help you budget for next year.

The average wedding photographer in the U.S. charges $2,630, according to The Knot. Let’s take a look at what 
it takes you to serve this client.

If you are shooting weddings at the average cost, you would have to shoot 76 weddings in a year—not really 
attainable as an individual, and even if you were able to, your cost of doing business (CODB) would likely be 
higher than 50% of revenue. 

This is the part where, if you are an established photographer, you should probably take a look at your packages 

to account for those things. In our studio, any upgrades that we get charged for by our lab, we offer to the clients 
as an upcharge so we never lose money on our base costs.

Let’s say you are able to get $4,000 per wedding and that you book 40 weddings per year, which is more than the 
average. You would have to make the remaining $40,000 with portrait shoots.

You can see very quickly that running a successful business requires you to charge much more than the average 
cost of wedding photography in the U.S. But if that is the case, then why is that average so low? The answer is 
twofold. Some photographers don’t understand their CODB when they are starting out, so to grab market share, 
they underprice themselves. This is not a sustainable way to run a business. Other photographers don’t need to 
make a full-time living doing this. They are content with part-time income and treat this as a hobby.
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While many professionals will tell you that you are not competing with the latter photographer, the truth is that 

that the part-time photographer cannot afford to play in. You have to offer better albums, better service, a better 
overall experience. You have to market, hustle and analyze the data to give your business the advantage in 

Make no mistake about it: Our industry is providing a luxury product. Most people have never had a professional 
photoshoot, so that makes the client base limited. If you do take on a client who wants a luxury experience, then 
you will be spending a substantial amount of time with them. What does that look like? 

The time involved with each individual client is substantial. But most of us don’t really know how much time we 
are spending with a client. So let’s break it down for a typical wedding. 

1 hour email exchange answering basic questions to set up a consultation
1½ hours initial consultation
8 hours shooting on the wedding day
2 hours transportation
2 hours culling the wedding
10 hours post-production time
2 hours communication to deliver photos, request reviews, coordinate timeline, etc.

If you are including an engagement session, which most photographers in my market do, then add the following:

90 minutes engagement session
1 hour transportation
1 to 2 hours post-production

You can see that each individual job is 30 hours worth of work, meaning that a typical wedding takes up a week 
of work for an individual. If you don’t have a team of shooters or if you are booking more than one wedding per 
week as most of us do because of the seasonality of our business, you are looking at 70 to 80 hours per week of 
work after you factor in your admin hours bookkeeping, marketing, etc.

How to Use the Cost of Doing Business to Price Your Work | Michael Anthony
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So how on earth does this knowledge help you make more money? It sounds like it’s really hard to be a 
photographer, right?

Knowledge is power. What things can you cut down on your list? The most obvious would be your editing 
time. I don’t get anything for telling you that Evolve Edit’s premier plan helped me weather tough times in the 
beginning. At $199 per month for single-photographer studios, you are saving between 10 and 40 hours of work 
per week. 

This time allows you to market to your clients, and marketing is how you make more money. I spend 20 to 30 
hours of my week marketing, whether it’s through social media, vendor relationships or working on past client 
referrals.

I never would have been able to build a business had I not outsourced my editing. By using this resource, I was 
able to charge a more competitive price. By taking advantage of Evolve’s creative editing services, I was able to 
build my business model around artwork instead of promising clients 800 perfect images.

you will ultimately let them down with inconsistent work, unpredictable turnaround times and bad customer 
service. I know this because I get requests to redo wedding photos all the time. 

Since we are just getting started with 2019 and wedding season is right around the corner, this is a good time to 
revamp your business model to make sure that you are able to hit your goals. 
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How to Use the Cost of Doing Business to Price Your Work | Michael Anthony
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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 five-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

In order to succeed, you have to put in the work. Success in this industry is not about how many likes you get 
on Instagram or how many awards you win in image competition. As I get older and more seasoned in business, 

happen, it becomes a distraction. 

Success boils down to how lofty your goals are and how close you come to accomplishing them. At the end of 
the day, nothing else matters.
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Product Spotlight | Sigma 70–200mm Lens 

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

Why the Sigma 70–200mm lens?
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For more information, visit sigmaphoto.com

with

product
spotlight

Crush it. That should be the battle cry for lovers of 70–200 glass. We all want sharp, we all want fast, and this glass 
gives it to you. At f2.8 through the range, you get speed and performance from this lens. And the results, as you 
will see, speak for themselves. 

If you don’t have a 70–200 in your bag, it’s time to add this one. Many of you know that my go-to lens is a 70–200 

portraits a look that stands out from the crowd. 

This lens, like everything Sigma has been producing, is a performer. You are going to like the results. 

 Details:

• Rugged, lightweight structure

• 10 exclusive low-dispersion glass elements

• Part of the ever-evolving Sigma Sports lens line: 150–600 C & S, 120–300, 500, new 60–600 and now the 70–200
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5 Tips for Updating Your Social Media Strategy | Vanessa Joy
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5 Tips for Updating Your Social Media Strategy | Vanessa Joy
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When I saw Instagram’s announcement of Instagram TV, IGTV, I thought, “This is so exciting!” I was thrilled 
because I’m good at video. But then I thought of what this really meant: more work. More algorithm changes. 

from our passion of running our own photography business. 

As a wedding photographer, social media is one of the strongest marketing and branding tools at our disposal. It’s 

It’s the end of engagement season, so marketing is a top priority for wedding photography businesses. Social 
media is where most newly engaged couples hang out digitally these days, but that’s not the only way to get in 
front of them. How can you make sure you’re doing your best job at marketing when everything keeps changing?

Im
a

g
e

s 
©

  
V

a
n

e
ss

a
 J

o
y

Im
a

g
e

s 
©

  
V

a
n

e
ss

a
 J

o
y



1

10
3 

  b
eh

in
d

th
es

h
u

tt
er

.c
o

m

5 Tips for Updating Your Social Media Strategy | Vanessa Joy

Im
a

g
e

s 
©

 V
a

n
e

ss
a

 J
o

y

KNOW YOUR HUMANS 

At some point, I’ve felt the desire to give up. Not on wedding photography altogether, but on little pieces 
here and there. It’s tempting to feel that way about social media and want to kiss it goodbye because you just 
don’t want to learn something new. Fight that urge. You don’t have to be a master at social media, but you do 
need to continue to educate yourself to stay relevant.

Marketing is founded on basic human psychology. Read the book Predictably Irrational by Dan Ariely. 
No matter what new marketing trick or medium you may have to learn, your goal is to appeal to humans. 
Humans have recognizable patterns in wants, needs and behaviors. 

Imagine a line of people waiting outside a restaurant. What is your impression of that place? It must be 
amazing, right? It’s like witnessing the social validation that a high number of followers or engagement 
on Instagram or Facebook gives to a consumer, just in real life. So how can you make that happen in your 
business? Get down to the root of human behavior and build marketing campaigns from there.
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5 Tips for Updating Your Social Media Strategy | Vanessa Joy

 DON’T BELIEVE THE LIES 

It’s tempting to look for shortcuts when the social media side of marketing gets overwhelming. That won’t end 
well. Shortcuts include buying followers and even likes. Take a look at this video that debunks social media myths: 

kids, moms, dads—everyone. Do not believe what you see all the time and certainly don’t measure yourself against 
it. Don’t be one of those people claiming success that you don’t actually have. Instead, use your energy to build up 
yourself and others around you, and watch the whole industry grow. 

One of the most rewarding things I do in this industry is help others. It makes me proud to watch my peers work 
hard and be rewarded for it. Try it, and I bet your work will pick up because you’ll have more people who respect 
you and what you do.

2 DON’T BELIEV DON’T BELIE
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5 Tips for Updating Your Social Media Strategy | Vanessa Joy

UNDERSTAND WHAT WORKS ON SOCIAL 

corporation behind it trying to make money by engaging users. If you remember that concept, you can weather 
any change by coming back to it. Before you post, ask yourself: “Will my audience engage with this?” It doesn’t 
matter how they engage with it (like, comment, watch, click), just that they do.

At the same time, marketing yourself on social media has to be twofold. Do a lot organically (not paying for it) 
and experiment with paid advertising. Facebook and Instagram ads that lead to sales pages or lead capture forms 
from https://stickymarketingtools.com/ are a great way to pull in leads both organically and paid. I’m a big fan 3UNDERSTANUNDERSTAN

corporation behindcorporati
any change by comany change b
matter how they ematter how they

At the same time, he same time, 
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GET HELP

You likely didn’t enter the wonderful world of weddings because you wanted to be glued to social media all day 
every day. Streamline the process with a social media scheduling service like Planoly, Buffer, Later, Hootsuite 

great for this, and they will take a lot of the weight off your shoulders so you can focus on your clients and what 
you do best. I recently hired someone to handle my Facebook and Instagram, and another company to manage 
my Pinterest account (which more photographers should be using). I’m still working out the kinks, but growing 
a team has been rewarding—and not doing everything myself is a lifesaver. 4GET HELPGET HELP

You likely didn’t enter tYou likely didn’t 
every day. Streamline tery day. Stream
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5 Tips for Updating Your Social Media Strategy | Vanessa Joy

Want to know what my biggest booking tool was this year? Networking, hands down. It wasn’t easy. It’s taken 

with one of its salespeople. So I now get referred more to a place I love working at, and I made a new friend. 

Because social media and digital solutions are so accessible, we slack off on the personal connection to our 

remembered that way—and probably make a better connection.

vanessajoy.com

Vanessa Joy has been a professional wedding photographer in New Jersey since 2002, and an 
influencer 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
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5 Tips to Become Better at Sales | Karen Bagley
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I am not born a good salesperson. I can’t stand salespeople. I just never felt comfortable pressuring someone into 
buying things. What exactly does it take to be a good salesperson? You can’t just be an artist. You have to know 
how to sell too. So, the million-dollar question is: How can you become a better salesperson?

key tips to help any photographer become better at sales. I prefer in-person sales (IPS) over online gallery sales. 
IPS has allowed my studio to see what our clients are looking for so we can give it to them. But these tips can 
be applied to any sales situation. 
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I know it must seem odd to have this at the top of my list, but don’t be fooled. This tip is one of the more important 
ones. Empathy is “the ability to understand and share the feelings of others.” So why is this so important? If we 
understand the client’s reasons for coming to us, we can connect with them on an entirely different level than just 
as a photographer or salesperson, shooting, selling, ordering, calling, emailing, day in and day out. 

If we are not careful, we can lose our empathy. If we lose our empathy, our clients can tell, and then our sales 
are affected. On the other hand, if we have deep empathy for our clients, they can feel it. They trust that we  
understand how important these images are to them. That is what makes a photographer great. Great salespeople 
have empathy. They aren’t just shoving product down clients’ throats. We know how precious these images are 
to them, and we want them hung in their homes. We don’t want to sell them. We want to guide them because we 
know how they feel. 

TIP 1: BE EMPATHETIC
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How can you sell anything to anyone if you do not know your products inside and out? Do you know the  
materials your products are made of? Do you know how they are made? You are in a sense asking your clients 
to give you possibly thousands of dollars. You should know everything about a product you are asking them to 
invest in. 

Imagine a new mother going to buy formula for her baby and the grocer says, “This is the best formula on 
the market, your baby will love it!” Yet when asked what makes it the best, the grocer is unable to answer. He  

the formula, he may have lost a customer. The same is true for photographers. If we do not know our prints and 
products like the back of our hand, can we be taken seriously? 

This leads us to the second part of tip two: having your products to show. Humans are visual creatures. If 
we do not have samples of the prints and products we hope to sell, we are shooting ourselves in the foot.  
Having samples of our products validates you as a professional and shows that you take this personally. Most 
importantly, it affects your sales. If you show the difference between a framed and unframed acrylic, your clients 
may automatically increase their sales simply because they were able to see the product. 

TIP 2: KNOW YOUR PRODUCTS AND HAVE THEM TO SHOW
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of a client who doesn’t appreciate your art and tries to talk the client out of the sale. “A 16x20 is just overkill. I 
think an 8x10 is enough.” Ugh. We all get them. You must be prepared to deal with the sale blocker. Remember 
who the professional is. Who knows what an 16x20 versus an 8x10 will actually look like on a wall? You! 

factor on the products you choose, but think of it this way. We will spend $40,000 or more on a car that we will 
have for maybe ten years. Are your memories not worth more than a car?” It shuts the sale blocker right up every 
time. Be prepared. Don’t skip a beat, just keep on talking as if the sale blocker isn’t there.

TIP 3: BE PREPARED TO ANSWER SALE BLOCKERS
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Imagine you are car shopping at a dealership. You tell the sales  
associate that you are looking for a reliable family car, and he 
suggests two sports cars. Great, but they’re not family cars. The 
biggest mistake a salesperson can make is to not listen to what 
clients want. You hurt your income, lose respect from your client and 
maybe even ruin your reputation. Imagine if that car salesman came 
back with the perfect family car that was a little over budget but had 
everything you asked for, plus some. He gets the sale. Listen to your 
clients’ needs, dislikes and tastes. That boosts sales and builds trust. 
If we have our clients’ trust, we have everything.

TIP 4: BE A GOOD LISTENER
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5 Tips for Better Sales | Karen Bagley

Karen Bagley is an award-winning photographer and the owner of Significant Moments 
Photography who specializes in maternity and underwater portraiture. She is a wife and a 
mother to two girls, and enjoys sharing her knowledge with other photo professionals. Karen’s a 
high-energy artist who constantly creates new ways to make everything she does fun.

significantmomentsphotography.com
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in the fact that you offer the best experience. This is not something that comes easy. 

second you let your emotions take over, the client has won. Remember, you are the professional.

TIP 5: BE CONFIDENT AND DO NOT REACT EMOTIONALLY
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It’s Not About You, It’s All About Them  | Jonathan Tilley

with Jonathan Tilley
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It’s Not About You, It’s All About Them | Jonathan Tilley

As a photographer, you love the technical side of everything—lights, ISO, exposure, white balance, Photo-
shop, Lightroom. If a nonphotographer heard you talk about these things, they’d think you were a mathematical  
genius spouting complicated fractions, not someone who takes pretty pictures. You love the creative challenge 
of turning that one innovative vision that you got at 3 a.m. into a masterpiece, but others don’t understand what 
the hell is going on.

Sophia the makeup artist thinks you are speaking Swahili when you whisper under your breath about your  
camera’s settings. Kristi feels crippled because you keep rolling your eyes at the lights, but she thinks you’re rolling 
your eyes at her thighs touching. Or even worse, your website talks all about how awesome you are, your About 
page sounds like a narcissistic tyrant’s elevator pitch and you mention nothing about what your clients want from 

It’s not about you. It’s all about them. 

I saw this the other day on Facebook: “Please help me get my name and brand out there! Please LIKE and 
SHARE! I really, REALLY need work…. It’s been a slow couple of months. THANK YOU SO MUCH!” 

Seriously? His mentality is that it’s all about him. What’s in it for the potential client? Nothing, apparently. 

We’ve all been there. Things just aren’t working out. Jobs aren’t coming in. So you panic. You need work. You 
need to pay the rent. You need to keep your head above water. This is all about you, you, you. 

But it’s not about you. It’s all about them. 
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It’s Not About You, It’s All About Them | Jonathan Tilley

Clients don’t care that you need work. They don’t care that you need to pay your rent. They don’t care that you 
can’t keep your head above water. Your friends and family may feel bad for you or lend you some money, but 
that’s about it. Clients care about one thing: themselves. And rightfully so. They’re the ones paying you.

They don’t have time to care. It doesn’t help them. It doesn’t serve them. And this mentality that it’s all about 
you doesn’t serve you, either. It’s your job to take photographs. Your client cares only about the service you are 
providing them. 

You provide a service for the client in return for money. The client wants the whole experience: to be treated 
exceptionally well, spoken to nicely and get top-quality imagery handed to them at the end. They don’t care 
whether you can pay your rent, if you went to college, if you put in long hours of prep. They don’t care about 
anything other than the service you provide. 

Isn’t that refreshing? You can save hours, weeks, even months of your life not talking about yourself, not  
bragging on social media about how awesome you are (when really you’re dying inside), not whining to  
everyone who will listen about how broke you are, how behind you are, how scared you are, how unprepared 
you are, how nervous you are. 

cares about? Invest that time and energy into serving your clients. Help them make their dreams come true. Help 
them have a positive and unforgettable experience. Help them create a memory that will make them smile on 
their deathbed. 

Successful photographers instinctively ask questions like: How can I help? What can I do for you? How are you 
today? How can I serve you? How can I better the world? How can I leave a legacy behind? 

And they mean it.
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It’s Not About You, It’s All About Them | Jonathan Tilley

So how can you help? How can you do something for someone else? How can you serve? How can 
you better the world with your talent? What will be your legacy? It won’t be the awards, the red  

all about them? 

Your clients are yearning to know how you will make them feel from beginning to end, with all the 
bells and whistles. So give it to them. Document your creative process through their eyes. When they 
are researching photographers, they want the calmest clarity in your pricing breakdown delivered 
with a reassuring nod. Give it to them. In their deepest moment of self-consciousness in front of your 
camera, they want to know that you won’t laugh at them when they’re most vulnerable. Give it to 

want to drink a glass of champagne with you in celebration. Give it to them. 

It’s not about you. It’s all about them. 

website and in your marketing. That will turn a window shopper into a client who books you a year 
in advance. You’re the exact same photographer with the exact same skills, but your mentality has 
shifted from you to them.

moments you create with your clients? Or do they just say, “I’m a good photographer”? Is your email 
communication proactive and client-oriented? Do clients feel seen, heard and reassured that they are 
making the right decision? Or do you send three sentences with a price and if they don’t pick you, 
then it’s their loss? 

they arrive, take their coat when they walk through the door, offer them a coffee or a water, take them 
on a tour of your studio and listen for clues about their insecurities? Do you allay their fears during 
the session, tell them when they’ve hit a great pose that makes them look gorgeous, give them time 
to breathe in between, allow them to play and make them feel like a superstar? Or do you let them in, 
point to the stool for them to sit in and start shooting? 
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Jonathan Tilley is a personal brand strategist who helps photographers shine online and share 
their talent with the world. He also likes to help them rewrite their About pages. Jonathan is 
honored to be invited back to his second ShutterFest Extreme. 

jonathantilley.com

The only time Andy makes it about him is when he says, “And then I’m there, behind this future-making black 
box, in awe of the situation.” It’s as if he’s the least important person in the room who’s lucky to be there to 
capture it all. This About page is all about the client. This About page can convert half-interested website visitors 
into diehard clients who can’t wait to stick their tongues out and feel like Jim Morrison. This About page is the 
beginning of a phenomenal customer experience. 

Check out this excerpt from photographer Andy Strong’s About page from his website, www.astrongphoto.com. 

to this masterpiece:
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Product Spotlight | ACI Riveli Albums

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

Why ACI Riveli Albums?
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For more information, visit acilab.com/products/riveli-albums

American Color Imaging

aci

American Color Imaging

aci

with

product
spotlight

I feel like I am constantly beating the drum for these albums. If you are not offering your clients albums, you 
are losing money on every deal. Albums are not just for wedding clients. We offer albums to our family clients 
(number-one seller), engagement couples and seniors. This is a must-have in your product offerings. 

The ACI lab has been around for years. They listen to photographers and want you to be successful. They have an 
incredible product line with albums for every budget. 

Start building your samples so you can show your clients exactly what you offer. Thin pages, thick pages, 30 pages, 
various covers, etc. Show them. ACI is making it easy with their 35% off special this month. 

Details:

• Now there are seven cover styles, including the new gorgeous metal cover

• New linen and lighter leather cover options

• Vintage silk paper has been added to the list of paper choices

• 

Get 35% off all Riveli Albums from 1/24/19 – 3/3/19 when you use code NEWRIVELI.
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CREATE VALUE WITHOUT GOING BROKE

 

SAMPLE PRODUCTS
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DELIVER DIGITAL PHOTOS
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SOFTWARE TOOLS

SPEED UP THE PROCESS
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TOUCH POINTS
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ONLY AVAILABLE AT YOUR 
AUTHORIZED TAMRON USA RETAILERwww.tamron-usa.com

SP24-70mm
F/2.8 Di VC USD G2 [Model A032]

SP15-30mm
F/2.8 Di VC USD G2 [Model A041]

SP70-200mm
F/2.8 Di VC USD G2 [Model A025]

Tamron’s image-stabilized 
G2 trinity is complete.

©Hernan Rodriguez

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 filmmaking to benefit 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

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



WANT IT IN PRINT?
Starting at $49 per year + exclusive member benefits

Sign up today at behindtheshutter.com/shutter-magazine
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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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Pin Up Bride

GRAND AWARD WINNER
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1st Place | Andrew Klosterman

Pin Up Bride

1st Place | Zaki Charles

First Dance

2nd Place | Geanina Salceanu

Chapel of Rememberance

2nd Place | Zaki Charles

Candy & Edi

3rd Place | Kevin Shoemake

At Last

3rd Place | Nadege Barnes

Kiss in the Wind

BRIDE OR GROOM ALONE COUPLE TOGETHER

powered by
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1st Place | Geanina Salceanu

Seductive

1st Place | Brandon Hunter

Rodeo Rockin’

2nd Place | Jacky Wong

Wedding Day

2nd Place | Ryan Eda

Inside A Greek Ceremony

DETAILS PHOTOJOURNALISM

powered by



LUNACY2019

REGISTER NOW
SHUTTERFEST.COM/PROJECT-LUNACY
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It’s Time for Some Housecleaning | Skip Cohen
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Website Design: 

Navigation: 

Above the Fold:

Start With Your Galleries:

How Many Images? 

Albums:

Mixed Messages: 

About You:

Information:

Pricing:

Contact Information:

 

PEOPLE DON'T BUY WHAT YOU 
DO; THEY BUY WHY YOU DO IT.
AND WHAT YOU DO SIMPLY
PROVES WHAT YOU BELIEVE.

–Simon Sinek

It’s Time for Some Housecleaning | Skip Cohen
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Skip Cohen is president and founder of Marketing Essentials International, a  
consulting firm 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 Rangefinder/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

Take your photography to the next level.
// INNOVATION

Versatility to create the 
emotion your photos deserve.
ZEISS Batis 2/40CF Close Focus

The new ZEISS Batis 2/40CF Close Focus lens for the Sony Alpha series 
cameras provide a fast, quite autofocus that ensures high-precision 
focus in every situation.  Adding this all purpose lens to your full-format 
camera will ensure you never miss another unique moment again. 
Compared to a zoom lens, the ZEISS Batis 2/40 CF (Close Focus) fixed 
focal length offers high speed and uncompromising image quality.  The 
close focusing distance allows photographers to see details in a whole 
new way.

Find out, where to buy or rent the lenses on 
www.zeiss.com/photo/batis

// INSPIRATION
MADE BY ZEISS Photo: Amy Cyphers

• 
• 

• 
• 

IF I CAN SEE THE WORLD THROUGH 
MY CLIENT’S EYES, THEN I CAN SELL 
MY CLIENT WHAT MY CLIENT BUYS.

– Seth Godin
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How to Edit Color for the Season in Lightroom Classic | Dustin Lucas
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How to Edit Color for the Season in Lightroom Classic | Dustin Lucas

COVER YOUR BASES WITH BASIC CORRECTIONS
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How to Edit Color for the Season in Lightroom Classic | Dustin Lucas

TARGETING COLOR WITH HSL AND SPLIT TONING
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How to Edit Color for the Season in Lightroom Classic | Dustin Lucas

CREATE YOUR OWN COLOR WITH BRUSHES
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How to Edit Color for the Season in Lightroom Classic | 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 fine 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 influence on art and business throughout 
the industry.

evolveedits.com

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

THE RESULTS





photographer salvatore cincotta

gear canon 5d mark iv 
canon 11-24mm f/4L

exposure
lighting
location

image title the path to you

f4.0 @ 1/125, ISO 200
natural light
sunset hills country club | edwardsville, il.
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The power of small
Profoto B10

Size matters. That’s why we made our latest off-camera flash as 
small as a camera lens, yet more powerful than five speedlights. 
It’s also a video light, a smartphone light and it's compatible with 
more than 120 light shaping tools - so it delivers beautiful light. 
The Profoto B10; this is light unleashed - you unleashed.

Discover the B10 at profoto.com© Two Mann Studios
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