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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
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ACCESS STORAGE

4 SLIMSIDE POCKETS FOR 
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3 EXPANDABLE  
FLASH POCKETS  

+ NEW CARRY 
HANDLE

*Must purchase bag and strap at the same 
time for discount to be applied.
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MISSION STATEMENT
Shutter Magazine’s focus is on photography education. Our goal is to provide current,

insightful and in-depth educational content for today’s professional wedding
and portrait photographer. Shutter uses the latest technologies to deliver

information in a way that is relevant to our audience. Our experienced contributors
help us create a sense of community, and have established the magazine as one of 

the leading photography publications in the world. 
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- Sal Cincotta

hustle.6 years of
6 years of making a difference.
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Panasonic G9 | Lens: Leica DG Nocticron 42.5mm | 1/40 @ f1.2 | ISO 1600

with Michael Anthony
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I have been a big fan of mirrorless cameras for a while now. My love for them began when I started traveling 
frequently for destination wedding work. I had always loved the imagery that my DSLRs produced, but I didn’t 

places that our bags simply can’t roll—and the addition of lighting equipment required us to hire an assistant so 
we could keep up with our clients.

At the time, there was no better way because a DSLR was just the way we did things. 

As mirrorless camera technology has improved, Sony has offered some incredible options for photographers. 
Their bodies have the most sophisticated technology I have ever used in a camera. When we initially switched 
our primary camera systems to Sony from Canon, we were surprised that our gear pack did not really shrink 
much. This is because the size of lenses has remained the same in relation to the sensor they cover. Sony’s glass, 
although excellent, is still very large and heavy.

Many photographers have stayed clear of APS-C or Micro Four Thirds cameras because of the perception that 
they will not deliver professional-quality photographs compared to their full-frame counterparts. While a full-
frame camera system offers superior quality in most situations, you would be hard pressed to tell the difference 
in 90 percent of situations between a full-frame system and an MFT/APS-C system.

Panasonic introduced mirrorless camera technology to photographers not too long ago, focusing on the Micro 
Four Thirds platform, which uses a sensor that is about half the size of a traditional full-frame sensor. A smaller 

cameras since the GH4 for video, so we were familiar with the technology. The processing engine in the camera 
prevented us from using it for wedding photography because of its autofocus and low-light performance. 

this camera was still very focused on videographers and provided a solid hybrid set of features. In early 2018, 

Every image in this article was photographed with the Panasonic G9. They say a picture is worth 1,000 words, 
so the easiest way to see the image quality is to look at the images laid out here.

When I purchased a G9 for our studio, it was as a test to shoot alongside our full-frame Sony bodies. After 
taking images side by side with my Sony A9 with an 85mm (42.5 for the G9) lens, I placed both images next to 

photographers answered wrong. From there, we decided to use the G9 as a primary camera system, but kept the 
full-frame system for daytime shooting. This camera creates amazing imagery, and the tradeoff of image quality 
versus portability is well worth it. 

Here are a few areas of interest to wedding photographers who are considering a move to a lighter system.
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Panasonic G9 | Lens: Lumix G Vario 35-100mm | 1/160 @ f5.0 | ISO 200



Panasonic G9 | Michael Anthony

17
  b

eh
in

d
th

es
h

u
tt

er
.c

o
m

16
   

S
h

u
tt

er
 M

ag
az

in
e 

. J
u

ly
 2

0
18

Im
a

g
e

 ©
 M

ic
h

a
e

l 
A

n
th

o
n

y

IMAGE QUALITY

This is the number-one concern to photographers before switching to a smaller system. With a smaller sensor, 
there are limitations to the quality of the pixels available in a given frame. In the last few years, there have been 
astronomical leaps in the quality of camera sensors. As with most technology, over time things become better, 
and we are at the point now where a smaller-sensor camera under optimal conditions can produce images that 

Dynamic range on this camera has been improved over the GH5 by 1/3 of a stop. There is more than enough 
info to work within our style of HDR editing in the highlights and shadows. Does a full-frame camera have more 

Color reproduction with this camera is very good. It has a new processing engine that produces some of the best 

in post. The engineers improved color gradations in both skin tones and blue skies, which is especially noticeable 
compared to the GH5 or any other previous-generation camera. 

shooting into the sun.

MFT cameras have always provided a very sharp image. The smaller sensor tends to render sharper detail, and 

has eliminated through software in its processing engine.

How about noise performance? This is usually the Achilles’ heel of a smaller sensor system. The G9 has improved 

with a good lens like the Leica Panasonic options is super smooth.

All in all, if you are a skilled shooter, the G9 can provide you with ample quality for your wedding clients.

Panasonic G9 | Lens: Leica DG Summilux 12mm | 1/60 @ f1.4 | ISO 800
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ERGONOMICS

This is an area where I feel the G9 is vastly superior to any camera on the market. The body is ultra-lightweight, 

have used in a camera, and the menu system should be standard in every camera.

The camera features a top-panel LCD, and I didn’t realize how much I missed it from my DSLR.

ones to choose from. 

When mounted with a 35–100 (70–200 equivalent), the camera is about half the size and a third of the weight 
of a full-frame option. 

While I exercise with weights almost every day and am in relatively good shape, any wedding photographer will 
agree that at the end of a 10-hour wedding, your back will thank you for switching to an MFT system. Along with 

nine lenses in a backpack when we travel, along with chargers, laptops, iPads and other gear, with room to spare.

The camera features dual SD cards that are both UHS-II compatible. Two batteries can last us an entire wedding.

and responsive, and the EVF is my single favorite feature about mirrorless cameras. I want to see the image I am 
creating in real time—a feature I will never go without again.

AUTOFOCUS

The G9 uses a 223-point contrast detection autofocus system that acquires focus in an industry-leading .04 
seconds—in other words, it gets on target fast. Tracking has been improved, and is the best I have seen in a 
contrast detection system. The Panasonic also offers not only face and eye tracking like most of this generation 
of mirrorless cameras, but it also affects the ability to track the body of your subjects. The single-shot modes 
work the best because of the ridiculously fast and accurate target acquisition. Low-light autofocus works as well 
or better than that of any DSLRs I have used.

Now to get to the good stuff. The G9 features a 60 Raw FPS blackout free-burst mode in single-shot mode. 
No more missing the damn bouquet toss. This is one of my favorite features because you are able to capture 
any minute detail while basically capturing Raw video. This feature is innovative, but does have limitations. 
For starters, when using continuous mode, the number of shots in burst mode is reduced to 20FPS, which is 
more than you will likely need anyway. The camera also has a 50-frame Raw buffer, which is the only thing I 
wish would have been improved because you can use that burst mode for only a fraction of a second; I would 
appreciate a little more wiggle room in the next generation.

Panasonic G9 | Lens: Leica DG Summilux 12mm | 1/15 @ f1.6 | ISO 800
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IMAGE STABILIZATION AND  
OTHER FEATURES

PRICE AND LENS SELECTIONS

The G9 features 6.5 stops of in-body image stabilization, 
which means that if you have steady hands, you can all 
but eliminate the need for a tripod at slow shutter speeds. 
Panasonic offers lens stabilization that, when combined 
with the IBIS, creates Panasonic’s Dual-IS, which leads to 
incredibly sharp images.

substantially less expensive than a full-frame equivalent 

$1,700 retail, and the glass is substantially less expensive 
as well. The whole system was easy to acquire, freeing up 
capital for marketing and other expenses. 

I like being able to use lenses from multiple manufacturers. 
The Leica glass that Panasonic produces is incredible 
in both build quality and functionality. AF is fast, IS is 
included and the glass is about 1/3 the size of 35mm 
lenses. Leica prime lenses are my favorite, especially the 

lenses that are compatible with the G9 as well. 

Panasonic G9 | Lens: Leica DG Nocticron 42.5mm | 1/125 @ f6.3 | ISO 100
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Wedding photographers have to constantly challenge industry norms. Many photographers cannot believe we 
are shooting weddings with an MFT system, but we are hard pressed to tell the differences in quality when 

whatever gives your clients the best experience possible. 

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

The
Professional’s 

Source

www.BandH.com
Where you will fi nd information 

on over 400,000 items

Visit Our SuperStore
420 Ninth Avenue
New York, NY 10001

Call an Expert Today

800-765-3045
Cash in or Trade up

Used Equipment
We Buy, Sell, and Trade

Free Expedited
Shipping

on orders over $49*

Learn, Explore and 
Buy at the Largest 

Photo Retailer

*Applies to In-Stock Items. Some restrictions may apply. See website for details. NYC DCA Electronics Store Lic. #0906712; NYC DCA Electronics & Home Appliance Service Dealer Lic. #0907905; NYC DCA Secondhand Dealer – General Lic. #0907906 © 2018 B & H Foto & Electronics Corp.

BandH.com
800-765-3045

Zhiyun-Tech Crane-2 3-Axis
Handheld Stabilizer w/ Follow focus

ZHCRANE2 | $749.00

Apple 27” iMac Pro
with Retina 5K Display
APIMPZ8C1 | $4,999.00

Canon EOS 6D Mark II DSLR Camera
with 24-105mm f/4 Lens

CAE6D2241054 | $3,099.00

Panasonic Lumix DC-GH5S Mirrorless
Micro Four Thirds Digital Camera (Body)

PADCGH5S | $2,497.99

Canon EF 16-35mm
CA163528LEF2

$1,599.00

Sony FE 100-400mm
SO100400GM

$2,498.00

DJI Mavic Air
Drone

 DJMAVICAIRB | $799.00

Outsight Creamsource
Micro+ Bender Essential Kit

OUSU2BESS | $1,295.00

Manfrotto
Element Tripod

MAMKELEB5RD | $149.88

Think Tank Rolling Bag
THAPSECV3

$429.75

Nikon D850 DSLR
Camera (Body)

NID850 | $3,296.95

The NEW
Sony Alpha a7 III Mirrorless Digital Camera

Visit BandH.com for the most current pricing

Refi ned for improved speed and low-light performance, the 
full-frame 24.2MP Exmor R BSI CMOS sensor and BIONZ X im-
age processor pair to realize an impressive 10 fps continuous 
shooting rate and improved autofocus performance for faster, 
more reliable subject tracking along with wide frame coverage. 
This updated Fast Hybrid AF System employs a combination of 
693 phase-detection points and 425 contrast-detection areas 
for quicker acquirement of focus in a variety of lighting condi-
tions, and also maintains focus on subjects more eff ectively.

(Body Only) SOA73 | $1,998.00
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Panasonic G9 | Lens: Leica DG Summilux 25mm | 1/200 @ f11 | ISO 100
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How to Build a Photography Business That Will Thrive For Decades | Phillip Blume

with Phillip Blume
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What’s your long game? It’s an important question, but one too few photographers ask themselves when starting 
a business. Over the seven years my wife Eileen and I have coached photographers to make their studios more 

Sure, most of us have a plan for this week. We know we have to edit three wedding projects before another  
day passes and our clients grow antsy. We have great intentions to blog or submit images to publications  

expenses so we’ll know the exact number of sessions we should hope to book next year. (That counts as  

It’s a painful cycle, isn’t it? Is this really how we want to spend our precious lives? Of course not. So rather 
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You might think burnout is the last thing you need to plan for. After all, you’re still young and energetic, and 
photography is your passion. How could you ever tire of your passion? 

But it isn’t photography itself you risk getting burned out on, since taking photos represents just 15 percent or 
so of a studio owner’s job. Burnout is the number-one reason over 70 percent of photo businesses don’t survive 

of your copyright, occasional thankless clients, unrecoverable computer crashes, lost weekends, missed family 
events, strained relationships and the pressure of mounting bills and subscriptions. The list goes on. With all 
these pain points, day-to-day planning will never be enough to earn a decent salary—much less a nest egg for 
the future.

choice early on to shoot a maximum of 15 weddings a year and our streamlined system that educates wedding 
couples about everything they should expect.

The photographers we coach often ask us how we make a living shooting just 10 to 15 weddings a year. This is a 
great example of where short-term thinking might become lethal for you. When we opened Blume Photography 
in a small poverty-ridden market during an economic downturn, we could have assumed there wouldn’t be a 

services accordingly and looked for clients in the right places. 

together with our own growing collection of strategic email templates for all occasions. If you aren’t a natural 

have something prepared for any situation. Our communications are customized, clear, concise and preemptive. 

AVOID BURNOUT
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To make sure your business’s assets don’t run dry, start with the basics. One of our best decisions early on was 
never to go into debt. As entrepreneurs we believe in taking risks—but not foolhardy risks. Don’t “invest” by 
putting all the best gear on a credit card and thereby sink your boat before you even leave the harbor. But don’t 
skimp on what you need, either.

Select cameras with dual card slots for immediate image backup. Don’t let the megapixel marketing game 

“entry level” equipment. We’ve always purchased refurbished and used the same cameras for eight years until 
this summer, when the entry-level Sony A7iii became an extremely affordable and impressive upgrade option.

Equally important, research and invest in a fail-proof backup system. I’ve watched too many talented artists 
lose their business reputation over lost photos because they didn’t back things up. Do it religiously. It is never a 
question of if, but rather when, your hard drive will fail.

computer. One minute our computer was running well, the next it was gone. A pricey attempt to recover our 
corrupt disk ensued . . . and also failed. Thank goodness, all our Raw photos and video clips had been duplicated 

addition was backed up in the cloud. The crash still cost us a month of reediting photos and video, but our clients 

When I talk about social marketing, modern businesspeople are far too quick to assume I mean marketing 
 

to us but a curse because we’re tempted to think our businesses rely on online “celebrity” to succeed. After  
all, our idols have 20,000 followers on Instagram, right? But is a large online audience responsible for a  
studio’s success?

interaction and in-person relationships remained the currency of small business success. But now more than 
ever, you can succeed by joining your local Chamber of Commerce, delivering photos in-person to a wedding 
planner and showing up to networking events. As Woody Allen once said, “Eighty percent of life is showing up.” 

think of ways to collaborate and offer value to your industry neighbors. 

us crazy. It’s best shown by Skinner’s classic rat-and-pellet experiment from the 1950s. Researchers provided 
one group of rats with a lever that, when pressed, provided them with a food pellet every time they pressed it. 
The rats pressed the button only when hungry, played on their exercise wheels and lived a happy life. A second 
group of rats was given a similar lever, but it didn’t provide any food. These rats investigated the contraption but 
eventually lost interest in it. These rats too remained healthy and active throughout life. A third group was given 
a lever that sometimes provided a food pellet. Each rat might press the lever nine or 10 times before getting food. 
They became anxious and obsessed with the lever, fearing they might miss out on the food it provided if they left. 

success in the real world. 

CHOOSE YOUR TOOLS

LOCAL COMMUNITY FIRST
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your business.

the grocery store aisle because you knew if you spoke she would give you the essential oils elevator pitch? I can’t 

Brands that focus only on product trends or prey on a universal hope to get rich fail faster. But if you focus your 
brand on your values, you can succeed for a lifetime.

Photographers shouldn’t focus their advertising, webpages or consultations too heavily on the photographs we 
create. Photographs are a mere product. We also must not focus on our “competitive” pricing, which is to focus 
on monetary concerns. Instead, we have to ask ourselves what we really care about. What do we feel is important 
in life?

Eileen and I have focused our wedding studio on the value we place in strong marriages. We’ve focused our 
business on celebrating life through photos that preserve family history, and we’ve reclaimed life through 
personal charity and photo projects that help impoverished children around the world. There’s no substitute for 
the deep personal connections we make with people through our shared values, personal stories and charitable 
projects. These are the people who become loyal clients and brand ambassadors for years to come. It’s no easy 
task—begin thinking about your deepest values and how you can embody and express them in your business. 

CREATE A VALUED BRAND
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How to Build a Photography Business That Will Thrive For Decades | Phillip Blume

The anniversary issue you’re reading now didn’t end up in your hands by accident. It celebrates yet another 
year of continued growth for Shutter, an innovator in the photo education space. This publication doesn’t reach 

Shutter and the entire Cincotta family of 
companies are the realized dream of one guy, Sal Cincotta. 

Before Sal became an internationally recognized Inc. 500 company, I was writing for his much smaller online-
only version of the magazine. Can you imagine how proud we felt watching it become the widely distributed 

long-term planning. 

This summer, Eileen and I are celebrating our own 10th anniversary since going full-time as Blume Photography. 
Our hearts are full. Yes, we’re still a mom-and-pop photo studio operating from our home in rural Georgia, but 

became a Bulldog 100 fastest-growing business. It’s no accident that we’ve rinsed and repeated our steps to 
create other successful studios. At the end of the day, big thinking allows us not only to travel the world with our 
three children, but also to plan for retirement while giving back to charities that mean the world to us. 

That’s the dream, isn’t it? So stop living just for today. Write down your long-term goals. Dare to dream 
 

You’ve got this. 

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 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 at adobe.com/go/maxshutt er

Shutt er Magazine readers save $400 on a full conference pass. 
Use promo code M18PSM when you register.

© 2018 Adobe. All rights reserved. Adobe and the Adobe logo are either registered trademarks or trademarks of Adobe Systems Incorporated in the United States and/or other countries.

Th ese photography hotshots and more are speaking at MAX. Join us to get inspired, 
learn skills, and connect with the world’s top creatives. MAX includes dedicated 
Photography and Video tracks and over 300 sessions, labs and workshops. 

Adé Houge
Photographer, art director

Pei Ketron
Photographer, educator

Chris Orwig
Photographer, author

Adobe MAX 

October 15–17, 2018, Los Angeles, CA

THE ROAD AHEAD
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For more information, visit max.adobe.com

with

product
review

Why attend Adobe MAX?

Adobe MAX is the world’s largest creativity conference, with over 12,000 attendees expected in Los Angeles in 2018.

If you are a creative, then you need to get to Adobe MAX. I have been there, and it’s everything Adobe. I love 
seeing what the future holds. Knowing where Adobe is taking its products is huge for me and my business as we 
plan for the future. 

It’s not just about sitting in a classroom. They have labs where you can learn hands-on and ask questions from the experts. 

And networking? This is the place to be. There are tons of industry people, including Adobe staff, for you to 
connect with and learn from. This is one of my favorite creative conferences of the year. 

Event details: 

• 

• Tracks include: Creative Careers, Graphic, Web & UX Design, Illustration & Creative Imaging, Photography 
and Video

• MAX provides you insight into the latest design trends and tools, and gives you a front row seat to what’s new 
and what’s coming down the pipeline at Adobe

• Last year, 95% of MAX attendees said they were inspired to create innovative projects
 
Shutter readers save big: Get $400 off your ticket with code M18PSM.
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Assess the landscape.

 

 

 

Look for gaps.
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Identify your strengths.
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I am super busy. My daughter has a dance recital today. 

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

Execute.
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Your Dream Studio:

Choosing Your Business Model

with Jeff & Lori Poole
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Your Dream Studio: Choosing Your Business Model | Jeff & Lori Poole

To celebrate the anniversary edition of Shutter Magazine, 
we want to help you start planning for your own studio 
anniversaries, and may you have many. Welcome to 
the Business Corner by us, Jeff and Lori Poole of The 
Shoot Space, a new monthly Shutter column dedicated to 
helping you grow your photography business.

If you’re reading this, it’s because photography is your 
dream job. It’s probably not because you dreamed of 
editing images until 1:00 in the morning while the rest 
of your family sleeps. If we’re going to build our dream 

dream life look like? The goal is to work to live instead 
of live to work. 

Ask yourself these questions. In your dream job…

• How many days a week do you work?
• How often are you shooting?
• 
• What kind of clients do you work with?
• At what price point are you comfortable?

In my dream life, I work four days a week. I shoot two of 
those days, and get the other work done the other two. I 
don’t work weekends. My clients are the type who want 
the best quality and are willing to pay for it. They trust me 
to deliver the best possible experience for them, and they 
don’t micromanage me. They refer their friends. I make a 
comfortable living, enough to support my family, maybe 
own a boat, and travel a couple of times a year. 

Jeff and I aren’t quite there yet. We work a little more 
than that, and the boat is still a ways off—but we’ve come 
a long way since opening our studio. That’s my dream. 
What’s yours?

DREAM JOB, DREAM LIFE

INTRODUCING THE BUSINESS CORNER
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Your Dream Studio: Choosing Your Business Model | Jeff & Lori Poole

Relatively speaking, volume can be high or low. Margin can also be high or low. Let’s abbreviate HV, LV, HM 
and LM to represent high volume, low volume, high margin and low margin, respectively.

Volume and margin usually combine and play off of each other. The most common two combinations are HV/
LM and LV/HM. Let’s take a look in more detail.

COMBINING VOLUME AND MARGIN

volume and margin.

Photographers usually talk about the number of shoots we do per day or week. Wedding photographers may refer 

Volume can be affected by the size of your market, how much of that market you claim (“market share”) and how 
many of your clients are repeat (“client retention”). 

See? That wasn’t so bad, right?

The only numbers used in calculating margin are your cost of goods and your sale price, which means you have 
full control over your margins by setting your sale price appropriately. The standard margin for a successful 

YOUR DREAM JOB’S BUSINESS MODEL

VOLUME

MARGIN

(Sale Price - Cost of Goods)
= Gross Profit Margin

Sale Price

($100 - $25) $75
== 75%

$100 $100
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Your Dream Studio: Choosing Your Business Model | Jeff & Lori Poole

An HV/LM studio operates by completing lots of shoots for a relatively low price. Examples at one far end of 
this business model service schools, dance studios or sports teams. The goal of a HV/LM studio is to move ’em 

burger chain that boasts “billions and billions served.” 

Customer Service

In order to sustain HV, studios should operate a low-touch model, meaning there is little interaction with clients. 
HV studios generally do not offer consultations or in-person sales, and most client interaction is automated or 
conducted via email/phone. Generally, less client contact allows for increased volume. As a result, clients do not 
have high expectations for quality or customer service. Continuing our analogy of a fast food chain, there are no 
waiters at the restaurant. Order placement is done at a counter, through a window or even through an app. We 
don’t expect amazing service at a fast food joint.

Product Turnover

To support that fast turnaround, products are generally limited in range, lower in quality and possibly even 
partially assembled before the client orders them. Studios may offer low-cost products such as a slip-in album. 
There’s not much customization available, but it’s fast and cheap. Studios often choose to sell packages to make 
the client’s decision process equally quick. The fast food restaurant keeps precooked food hot with heat lamps 
and offers easy, cheap value meals. You eat, you leave. You don’t linger in the booth.

Marketing

HV demands lots of customers. To support volume, HV businesses spend a lot of money on advertising. They’ve 
got to get new customers in the door, and keep them coming back. Customers must be lured in with low prices 
and the product must be something they can come back for again and again, keeping volume high. HV models do 
best in larger markets, where there are lots of customers to bring through the door. For studios, schools provide 

specials to get customers in the door and keep them coming back.

Feasibility 

Can a HV/LM model work for you? That depends. Many photographers are more comfortable charging lower 

“Hmm, I see that I’m losing money on every wedding I shoot. So if I shoot more weddings, I’ll make money.” 
Nope. It doesn’t work that way.

live in a tiny town, it’s unlikely that you’ll be successful as an inexpensive wedding photographer. There aren’t 
enough people getting married in that town, and there certainly aren’t going to be repeat clients unless residents 
get divorced and remarried annually just for fun. If your market can support you, decide if you’re willing to 
invest in customer acquisition. Advertising for volume costs money.

The HV/LM model can certainly be successful. Fast food restaurants manage to make it work. This model has 
a low barrier to entry: It doesn’t cost much or require a ton of expertise to get started. But it’s a market with 

and gain momentum to get the volume you need to be sustainable.

HIGH VOLUME/LOW MARGIN
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At the opposite end of the spectrum is the LV/HM model. Studios with this model have fewer clients than the HV 
model, but they focus their time and efforts on making more money per client (in other words, higher margins). 
These studios generally offer very customized photography to their clients. The goal of a LV/HM studio is to 

Customer Service

In order to achieve high margin per client, the LV/HM model requires a high-touch approach to customer service. 

the client and allows the photographer to customize both the shoot and the product offering. Clients have high 
expectations for quality and customer service, and the studio must deliver on both.

Product Turnover 

For higher-quality product offerings and more customization, turnaround times are going to be longer. Custom 
design takes time. The studio cannot pre-order custom items in bulk. The vendors the studio works with may 
also have longer turnaround times to produce the custom products. For the clients to be willing to pay more, 
the studio must offer products and services that are rare, beautiful, unique and/or specialized. Customers of  

important as the product.

Marketing
 

clients. Marketing efforts are focused on building relationships. Studios build referral networks with other 
businesses that serve the same clientele rather than spend money on advertising. While repeat customers are 
appreciated, they are not as necessary for a lower-volume studio. A large market is also less important. LV 
studios can thrive even in small areas, and studios can afford to serve a smaller market share by offering niche 
or specialized services.

Feasibility

high prices, and must get comfortable with in-person sales. Studios that specialize in a smaller niche (newborns, 
boudoir, etc.) tend to do well with a LV/HM model since there is generally a smaller pool of the population 
looking for their services. 

If you’re considering a LV/HM model, brush up on your people skills. Between client consultations, in-person 
sales and general schmoozing to build a referral base, you will be spending a lot of your time and effort around 
other people. Your new hashtag will be #hustle.

This model has a higher barrier to entry. You’ve got to know your stuff. You’ve got to hustle. You’ve got to work 
with vendors and learn to sell. But because it takes more effort and knowledge, there’s a lot less competition in 
the market. It can be a little scary to raise those prices, but it can also pay off big time.

LOW VOLUME/HIGH MARGIN
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Your Dream Studio: Choosing Your Business Model | Jeff & Lori Poole

There are two more possible business models that combine volume and margin. In theory, you could be high on 
both measures or low on both. Can these work for photographers?

By now, we’ve examined the idea that an HV/LM studio requires 
a lot of clients to be successful. It also operates in a market with 
a large pool of potential clients, whom it lures in with low 
prices. Conversely, a LV/HM studio requires clients who 
spend a lot per sale. It operates in a market with a small 
pool of potential clients, whom it lures in with high-
quality products and specialty services. This can be 
visualized as a pyramid, with low volume at the 
top and high volume at the bottom. The width of 
the pyramid represents the potential number 
of clients.

This model is pretty rare. Let’s make lots of money per client and have lots of clients. Sounds great, right? This 

Exhibit A: the dot-com bomb. A lot of companies don’t make it past the startup phase. For photographers, our 
barrier to entry isn’t high enough to keep the competitors out, so this model isn’t realistic. 

high sale price. Examples include luxury cars, mansions and jewelry. These products have a high cost of goods, 
which makes it an expensive space to get into. Buyers are also rare, which means advertising costs are high. 

photographers, the products we’re selling generally are not on this scale unless you’re selling diamond-encrusted 
wedding albums. If you are, teach me your ways.

THE OTHER TWO: HV/HM AND LV/LM

WHAT ABOUT THE MIDDLE?

HV/HM

LV/LM
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Your Dream Studio: Choosing Your Business Model | Jeff & Lori Poole

for your dream job? By now you should have a clearer picture of whether a HV/LM model or a LV/HM model 
suits your dream the best. If you’ve been struggling in the middle, you should now have better insight about which 

studio’s annual plan.

Many photographers are most comfortable operating in the middle of the pyramid. They don’t want to be too 
high on their prices but they also don’t want to operate at the fast pace a high-volume studio requires. These 
photographers service a handful of clients a week, often shooting in the same locations as every other photographer 
in the area and offering the same types of products. The problem is that potential clients have a hard time choosing 
when everyone looks the same, so they base their decision on price. The photographers in the middle often end up 
in price wars to compete, and ultimately operate at lowered margins without enough volume to keep up. The middle 
is the hardest model to sustain.

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.

indigosilverstudio.com

REVISING THE DREAM
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The Power of a Solid Business Alliance | Nino Batista

Strategic alliances in business can make major differences in the success of all parties involved if done correctly. 
This is true for just about any industry, but is often overlooked in the arts. It should never be about competition 
as much as it should be about synergy (a business buzzword that usually makes my stomach turn, but stay with 
me here). 

Aligning your photography business with someone else’s can be the injection of energy you were always looking 
for if you’re open to it and go about it the right way.

include:

• Photography studios
• Photography equipment stores
• Wedding venues, coordinators, caterers, etc.
• Talent agencies
• Models
• Hair salons
• Makeup artists
• Wardrobe designers
• Boutique clothing stores
• Filmmakers

And the list goes on. You probably have already worked with a few awesome folks in these industries. This 
happens by default after you’ve worked in the scene long enough, as the synergy (groan) between these industries 
and your photography business becomes more and more apparent as you become busier and busier. 
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Wedding photographers encounter many other industries. Did it ever occur to you to reach out to a wedding 
caterer? Perhaps you’re just starting out and you get to know a busy wedding caterer—can you see how knowing 
them could lead to cross-referrals on the regular? 

work. They could end up being your best friend, personally and professionally, before you know it. 

If your work is good and you develop a personal bond with this magical and successful wedding caterer, you can 
all but count on referrals happening. Their business stays busy and is likely chock-full of referrals, and if they 
like your photography, professionalism and personality, they are likely to mention you to any wedding catering 
clients of theirs who ask for photographer referrals. (Keep it reciprocal as long as the relationship remains fruitful 
for you.)

This goes for just about any wedding photography fringe industry, not just caterers. 

Sometimes industries are so synergistic that they cannot survive without one another. If you shoot fashion, 
editorial or glamour photography, you encounter an endless stream of models. The dynamic between the 
modeling industry and the photography industry is very clear, and one cannot exist without the other. Can you 

The creative arts industries thrive off the backbone of referrals. If you are well referred by your peers or fringe 
industry associates, you can stay busy, full time, on word of mouth alone. Obviously building relationships like 
this isn’t always easy, especially when you are relatively new. But do not discount their importance—they can 
give you the opportunities you always needed.
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The Power of a Solid Business Alliance | Nino Batista

This is why when I met my girlfriend, Josie Fox—a full-time model and actress based in the Midwest—it didn’t 

somewhat quickly stumbled onto the idea of doing a national workshop tour together.

We offer both of our skills sets and experience in our instructional content for workshop attendees, with a 
curriculum from both sides of the lens, as it were. This expands the instructional scope of my own workshops 
(which I have done since 2012 across the country), thus injecting some new energy into that aspect of my 
business. As much as I can show attendees about all things photography and retouching, providing them with 

my workshops now offer expanded knowledge and fresh validity for both our businesses.

While Jodie is a full-time model, spokesmodel and actress, she too has expanded her service offerings to the 
industry with this initiative. This increases her visibility in new areas and affords her a new credibility as an 
educator, as she has essentially joined the teaching circuit of the portrait photography world by offering a model’s 
perspective. Josie also happens to be a photographer, which amps up that synergy even more.

Google is your friend, and will come back at you with a few million sites of information on the subject if you 

But with trillions of sources of information on the web, suddenly another problem emerges: validity. Or lack 
thereof. There is simply no way every one of the 2.7 million “how to bake apple pie” videos on YouTube will 
be worth a damn, or accurate, or even about apple pie at all. We are in an age of too much information, and not 
enough actual knowledge or reliable resources.

And this is why, even in 2018, the personal referral is actually more powerful for business than it used to be 
before the internet casually took over the world. Your trusted friend telling you that someone they know is worth 

for stuff, and we do it every single day. But that is precisely why we know that reliable, proven knowledge from 
a reputable resource beats out 2.7 million baking results. Accuracy is always better than quantity.

Being self-employed, an entrepreneur and a motivated artist who is determined to make a living off your work 
means you have to think outside the box at all times. Every successful artist entrepreneur’s path is slightly 

success—usually on a road you never fully intended to walk down when you started.
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The Power of a Solid Business Alliance | Nino Batista

In working together on this, the halo effect immediately comes into play. Her audience is now aware of my 

both parties a month or so into this venture.

When you have that entrepreneurial spirit, a drive to succeed and the creative vision to capitalize on new 
opportunities others may overlook, that is when you know you are meant to be a self-employed artist. Cultivating 
personal relationships with industry peers can make or break your business and career. One of the key aspects is 
working to make sure everything remains reciprocal—never forget that. You cannot expect that wedding caterer 
to send you referral after referral every week if you never refer any business to them.

Think of new and dynamic ways to leverage all the synergies that you can with your industry and fringe 
industries, and don’t be afraid to take risks. Running your own art-based business is about risk, basically at all 
times. Thrive off of it. Use it to energize your efforts. Become a hub and a leader in your corner of the biz. It’ll 
all be worth it in the end.

If you want to know more about the Nino Batista + Josie Fox Workshop Tour, visit my website at www.
ninobatista.com.

Nino Batista is a commercial glamour and exotic automotive photographer based in Texas. 
His work is regularly published in lifestyle and men’s publications all over the world, and he is 
regarded as one of the premier glamour photography and retouching educators in the United 
States. Nino is a senior writer at FStoppers.com.
ninobatista.com
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This is the sixth anniversary issue of Shutter, and I’m so glad I’ve been along for the ride. I’ve had the 
privilege of watching and helping a dream grow. That dream would be nothing without you. 

The secret to all business is relationships—the good ones and, yes, even the bad ones. The bad ones drive us 
to do things like start a magazine. The good ones support us, sometimes every step of the way, sometimes 

magazine and I pledged my support).

“It’s not about what you know, it’s about who you know.” I used to say that with a twinge of bitterness in my 
mouth. Now, a decade or so later, I realize that isn’t a snide statement. The best thing you can do in business 
is expand your network.

If so much of our success sits on the shoulders of whom we know, then it’s our job to get out there and expand 
our reach. Here’s how you do that.
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Networking Secrets for Photographers | Vanessa Joy

This year I spoke at a convention for wedding gown preservationists. Pretty obscure. But those people need 
social media advice too, and that’s what I was there to teach. 

My heart was ready to burst out of my chest as I surveyed the room. I had no idea what on earth I was going 
to say to anyone. I held my breath, walked to the nearest circle of people talking among themselves and said, 
“Hi, my name is Vanessa.”

I didn’t stay long talking to anyone, so it didn’t get that awkward. When the convo died, I simply excused 
myself and found another group and did the same thing. By the end of the night, I had met at least half  
the people there. No, I didn’t remember their names (I should work on that), but the next day when I had to 
teach them, I knew a lot of smiling faces. By the time the next night’s party came around, I felt like I was out 
with friends. 

come from how comfortable you are meeting new people. It comes from you simply doing it regardless of 
how you feel. Pivot.

GET UNCOMFORTABLE
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The next step to building relationships is to simply stop talking. I don’t care if you’re meeting someone on 
Instagram or in person. If you want to start the relationship right, at least act like you give a damn about the 
other person.

It’s not brain surgery. People like to talk about themselves. They like to brag and have people gush over them. 

these days.) 

When you do talk, replace the number of times you typically use the word “I” in your dialogue with their 
, the sweetest sound to 

anyone’s ear is their own name. Just don’t overdo it like this guy I went out with once who said: “Vanessa, 
why don’t you, Vanessa, tell me what Vanessa likes to do on the weekend, Vanessa.” We didn’t go out again.

SHUT UP AND LISTEN
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school. I was never at the cool kids table then, and I certainly wasn’t at the photo convention either. 

In fact, I remember once sitting in a room with a couple of speakers from the show just watching how they 
interacted with one another like old friends having the time of their lives. I wondered how I could get in with 
that group. Then it dawned on me: I couldn’t, at least not to the extent that they already were. I didn’t have 
the history they had together. 

Instead, I realized that it was never about getting into the cool kids club. It was about making your own. I 

my own circle, and you can too. You can do the same thing with wedding vendors in your area, with families, 
with any kind of business relationship you can imagine. Be your own cool kids club and develop relationships 
over time that will help your business grow as you help theirs.

BE THE COOL KIDS TABLE
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There are no others like us. We are the cool kids table. 

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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The first compact, fast standard-zoom perfectly 
matched for Sony full-frame mirrorless

Crisp, vibrant images with soft, defocused blur background qualities. 
Pursuing an unprecedented fusion of image quality, fixed fast-aperture, and 
compact size and weight, the new Tamron 28-75mm F/2.8 Di III RXD offers 
superb balance when mounted on Sony full-frame mirrorless cameras. 
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ONLY AVAILABLE AT YOUR 

AUTHORIZED TAMRON USA RETAILER

28-75mm F/2.8 Di III RXD (Model A036)
Length 4.6 in. | Weight 19.4 oz.



Metals | Starting at $40

VBYSAL.COM

*not valid on framed products or in combination with other offers.
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10 Tips for Creating Eye-Catching Social Media Videos | Andy Strong

in a sea of emojis and LOLs. We may not even realize we’re 
doing it, but suddenly 10 minutes (or two hours) pass, and we’ve 
watched 10 two-minute episodes of something called “Parkour 
Cats From Outer Space” and found ourselves ordering some 
swag from their website. What is going on here? How does one 
begin to make an impact in this sea of endless distraction?

This is an ever-evolving science, but there are some methods to 
the madness of keeping people’s attention. 

with Andy Strong
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10 Tips for Creating Eye-Catching Social Media Videos | Andy Strong

Search for “square video performance,” and you’ll get a plethora of research showing that square videos 
outperform landscape videos. More screen space, more engagement, more time spent watching, more purchasing. 

If square video is your only deliverable, you can start by creating a square using Sequence settings in Adobe 
Premiere. Simply change the frame size from 1920x1080 to 1080x1080, and voilà! Your video is now square. 
A great place to start.

necessary adjustments to the video using Effects > Motion > Position/Scale in Adobe Premiere to keep your 
subject in the new framing.

A/B Test: Add text to the top and bottom of your 16:9 video to make it a square. Create a buzz-worthy headline 
and place it meme-style on the top and bottom of the video in black bars. Use sequence settings 1920x1920 to 
match the long edge of your video and add your text. I prefer the interface in Photoshop for editing text; you can 
also use the built-in tool Legacy Text in Premiere.

1. IT’S HIP TO BE SQUARE

Keep it local. 9:16 is standard 
for Snapchat users, and Square 
is currently native to Instagram 
and Facebook. Who knows what 
interesting new dimensions will 
be trending in the future?

BONUS TIP:
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10 Tips for Creating Eye-Catching Social Media Videos | Andy Strong

Use the position and scale tools to keep your video in constant motion. To keep up with the overstimulated 
mind, try creating movement even if your original shot was static. It can be as little as a 5% increase in size, but 
the more movement in your video, the more likely your audience’s brain will stay engaged. Again, you’ll use  
Effects > Motion > Position & Effects > Motion > Scale to make your adjustments. There are plenty of ways to 
overdo it—season to taste.

Get footage from multiple angles and distances, and, if possible, use an additional camera to grab video 
simultaneously. You can always do a second take from an alt angle to create a similar effect. Make the same 
moment more interesting by cutting between your shots. Put one camera on a steady medium shot on your 

double whammy.

Use varying speeds to stimulate the brain. Use 
Command + R to bring up the clip speed/duration 
window. Juxtapose slow-motion video (50% speed shot 
at 60fps) with sped-up footage at 150 to 200% speed, 
and take your audience on a rhythm ride. Continue with 
a roller coaster of quick cuts to keep the brain engaged, 
and then hit another slo-mo beauty shot. Watch your 
video with the sound off and clap each time your shots 
change. Does it create a compelling rhythm? Does 
clapping at each cut give you a better understanding 
of the pacing of the video? Are there any moments that 
could use a slower or faster cut?

2. MAKE MOTION YOUR BEST FRIEND

4. DOUBLE THE FUN

3. FIND YOUR RHYTHM
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10 Tips for Creating Eye-Catching Social Media Videos | Andy Strong

way to use fast-paced still images to move your narrative forward. Be careful not to overdo it: Too much too 
quickly can confuse rather than entice. Alternatively...

There are two sides to every coin, and if strobe-light-like editing isn’t your style, a steady moving shot is a 
great alternative. If you have access to a steadicam or Movi, choreographing a single shot that moves around an 
interesting space and follows your speaker can be a great way to keep your audience’s attention. A steady single 
shot builds tension, and when done well, can create magical “how’d they do that?” moments. If you are going 
this route, have your choreography worked out in advance. It’s recommended for experienced teams with plenty 
of time to rehearse and try multiple takes. 

A staggering number of videos are watched without sound. To get your message across, appeal to the parts of the 
brain that are activated by decoding language. Reading increases attention spans and can also help us remember 
more than spoken words alone. Use this to your advantage and add text to your video. 

1. Use Premiere’s Legacy Text to type out your text.

3. Drag your text into your sequence.

4. Make a copy of your text in a new layer by 

holding the Alt key as you drag to a new layer. 

Make a new layer for each line of text.

2. Make adjustments to font size and use the 

Transform > Height & Width tools to fill the screen 

with text. You can change fonts individually as well.

5. Use the Crop tool in Effects > Video Effects > 

Transform > Crop so the spoken word matches up 

with written text. Remember, one line of text per 

layer makes this possible. Crop out lower layers first 

using “bottom” crop and then adjust “right” crop to 

make words appear. You will need to add keyframes 

at the beginning and ending of each spoken word to 

animate your reveal.

5. SHORT VIDEO, SHORT SHOTS

6. BE A ONE-SHOT WONDER

7. USE YOUR WORDS

MOVING TEXT IN FIVE STEPS: TO HAVE EACH WORD POP UP AS IT IS SPOKEN:
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10 Tips for Creating Eye-Catching Social Media Videos | Andy Strong

Market research suggests the average attention span while engaged on social media is less than 10 seconds. 

brand/ID marker, or “bug,” in a corner of your video. You can even make your bug spin using the Swivel tool 

8. BRAND LIKE A PRO

frame of your video to make 
your loop seamless. Instagram 
and Facebook automatically loop 
videos, and if your audience is 
engaged through multiple runs of 
your video, they are more likely to 
engage with your content. 

BONUS TIP
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With so much news and views thrown our way, it can be hard to pick out sincerity. If you are working to make an 
impact in a sea of information, the only you to put out there is with your most authentic self. That David Bowie 
video wouldn’t have worked for someone who is not a true superfan. You can fake it till you make it, but don’t 
try to sell a fake version of yourself or the company you are representing—you’ll end up creating more work for 
yourself to keep up a false image.

And there you have it. Mix and match these tips to create a video that will keep your audience engaged to hear 
your message. And don’t just take my word for it. Study your own social media use. What kinds of videos keep 
you engaged? How long are they holding shots before moving on? What kinds of videos keep you watching for 

And remember, social media rules of engagement are constantly changing. Who knows, you might just create 
the next trend.

Anchor your video with the familiar. I shot 
and edited Kat Robichaud’s “Song for David 
Bowie,” which tells the story of Robichaud 
hearing the news of Bowie’s passing. The link 
got listed on a Bowie subreddit and views 
spiked so quickly we thought a bot had to be 
to blame. Do you have an undying love for a 
cultural icon? Does a particular decade make 
you swoon? How can you use pop culture to 
theme your next video?

Andy Strong believes in dancing in public and smiling at strangers, and is scared only of heights. 
He works behind the camera directing, photographing and videoing artists from Bollywood to 
Broadway, and specializes in helping businesses of all sizes build their brand and find their truth. 
When he is not behind the camera, Andy performs with his band the Damn Fanatics. He also 
enjoys outdoor adventures with his very talented wife and best friend, Ariel Hansen Strong, and 
their dog, Bowie.
astrongphoto.com

10. AUTHENTICITY IS MAGIC

9. USE THE POPULAR CANON
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4 Steps to Operating a Successful Team | Alissa Zimmerman

micromanaged. 

We just don’t live in a perfect world. 

they are there. 

1. Figure out and implement a workflow and processes.
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to focus on. 

 2. Make sure everyone on your team knows his or her lane—and stays in it. 
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3. Manage each other’s strengths, not weaknesses.
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4 Steps to Operating a Successful Team | Alissa Zimmerman

your team. 

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

4. Feed off of each other.



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

Sign up today at behindtheshutter.com/shutter-magazine
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LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at

Why the Lumix G Leica 50–200?
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For more information, visit shop.panasonic.com

with

product
review

It’s all about the glass. Camera technology is constantly changing, but it’s the glass that makes a great image. If you 
are a nature or wildlife photographer, you need to close the distance between you and your subject. This lens lets 
you do just that. The 50–200 is a 100–400 35mm equivalent. You are going to get super close to your subject and 
you will like the results. 

I love long lenses like this because they compress the background and make your subject pop off the background. 
We took this lens with us on a recent trip to 17-Mile Drive in California to test it out—see the results for yourself. I 
think you are going to like what you see. 

Details:

• 
compatible with optional tele converters DMW-TC14 and DMW-TC20

• 
with Lumix cameras supporting Dual IS and Dual IS 2.0 in-camera stabilization

• Fast focusing: Supports sensor drive at maximum 240fps sensor for high-speed autofocusing

• Rugged: Dust/splash-proof design and freeze-proof down to 14 degrees Fahrenheit to withstand professional 
use under harsh conditions
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Post-Production That Packs a Punch | Dustin Lucas

POST-PRODUCTION THAT PACKS A

with Dustin Lucas
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Post-Production That Packs a Punch | Dustin Lucas

FROM CAPTURE TO CORRECTIVE CHANGES

1

2

3
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Post-Production That Packs a Punch | Dustin Lucas

4

DIRECT YOUR AUDIENCE WITH LOCAL ADJUSTMENTS

6

5
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Post-Production That Packs a Punch | Dustin Lucas

7

8

9

GET CREATIVE WITH COLOR PROFILES & COLOR GRADING 

 
 

to keep this matted look without 

10
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THE RESULTS

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
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rLet’s coin the term commodity photographer. Think generic can of peas or a jar of salsa with a white label that 
simply says “SALSA.” These products may have different manufacturers, but they are so similar that we often 
can’t tell the difference. Even if you have a brand preference, it might not outweigh that attractive sale price of 
another product that is so similar. 

In the world of photography, this same idea rings true. You might be just another can of peas and not even know 
it. Let’s explore some of the pitfalls and potential solutions to prevent you from being an easily replaceable 
commodity. Here are a few ways to tell if you fall into the category of a commodity photographer.

Can someone take the same photo you just did but with a cellphone? As a photographer in an age when everyone 
has a camera attached to their body, you need to step up and deliver in areas where they cannot. That might seem 
obvious, but maybe it hasn’t hit home. 

How about your lighting skills? Are you special because you are using only homegrown, farm-raised natural 
light? Sorry, but you are replaceable by anyone with a good eye for composition, and you better step up your 
game in other areas to avoid being a can of generic creamed corn. Sure, natural light is beautiful and can be 
used in creative ways, but it is also available to everyone. Using just natural light and being unique is a much 

to separate you from the masses. 

Lighting is one of the biggest game changers and one that isn’t hard to learn, especially given the number of 
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Don't Be a Commodity Photographer | Scott Detweiler

Do you have a solid sense of composition? I don’t mean leaning on the 
all-powerful rule of thirds (said with dripping sarcasm) or tilting the 
camera because you can. I mean knowing the why and how of image 
composition and studying from those who know better. 

Take a painting class to up your game. You can learn a lot from classical 
portrait painters, who place everything on the canvas with a purpose; 

probably never taken any type of art class, so this is an excellent place for 
you to improve your game and differentiate yourself, especially in the 
higher price ranges. Composition is an area of never-ending education. 
You can learn from thousands of years of artistic achievements.

Learning to see composition on location is 
a skill that must be learned. Here are two 
simple drills you can do to help develop 
the “photographer’s eye.”  

1. NIFTY FIFTY

Put a 50mm lens on your camera and leave 
it there for three months. Force yourself to 
compose images in camera and zoom with 
your feet. I guarantee you will learn plenty 
about composition. This is my number-one 
tip for new photographers. It will change 
your life.

2. 10-IN-10

Another great drill is the 10-in-10 
challenge. Take 10 unique images within 
10 feet of your position. They say the most 
boring place is your own backyard, and 
this is a great place to challenge yourself 
with this exercise. I have mentioned this 
in previous articles and still stand by it as a 
great way to learn how to see, especially in 
seemingly dull environments.
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Don't Be a Commodity Photographer | Scott Detweiler

Do you snap photos as fast as the camera can take them, or are you focusing on quality over quantity? Giving 
your client hundreds of photos that have 1/10th of a second between shots isn’t doing you (or them) any favors. 
If you had to change from a CD full of images to a DVD because you needed more space for the steaming pile 
of pictures you are giving per session, you are more like a can of peas. Not only are they probably never going to 
look at them, but you have eliminated any additional sales opportunities by giving it all away up front.
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Don't Be a Commodity Photographer | Scott Detweiler

There will always be someone willing to offer more for less money. This is how the market works. But your 
job isn’t to be part of the race to the bottom. Once you are the sole creator of your style of art, the competition 
goes away and money becomes less of an issue for your potential clients. The bitterness your clients will feel as 

sweetness of a slightly lower price. Your job is to educate your clients. Don’t just respond to price requests; tell 
them about all the care that goes into the images you are producing.

one crappy image survives. I wish this were a message they could have read, but sadly they are no longer with 
us. I wish they had saved some entertainment money and put it toward professional photography instead so my 
kids could see what I looked like when I was their age, but that moment is gone forever. Don’t let your clients 
live with this same mistake. Passion for what you do places you leagues beyond someone who simply has a nice 
camera. Let them know it.
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Don't Be a Commodity Photographer | Scott Detweiler

in the boudoir market than any other, but those same feelings of elation can work across the board. This is the  
secret that many high-end wedding photographers know: The photos might actually be secondary to the overall 
client experience.

People hire me because they want that look only I can provide—I am the only one who can give it to them. If 
you are using a bunch of presets you purchased for $14.99 (normally $45,950), you are probably kicking out 

then you might be producing the same product as 50 other local photographers. Post-production, especially 
skin retouching, is a considerable differentiator in the market. No one wants senior photos with the skin of their 
hormonal rage machine in peak season, and smoothing the skin is not going to cut it.

Understanding how to capture those special moments in a meaningful way takes practice. Learning poses  

time and practice. These are things that many commodity photographers don’t do so well, and it is usually  
pretty obvious.

As a side note, you don’t get extra credit for using manual mode on your camera—no one will know the difference 
in the resulting image. This might seem like a silly point, but more than once I have heard this used as a reason 
someone should be considered a superior photographer. The image is all that matters. How you get there is your 
choice, and there is nothing wrong with using those other modes on your camera.
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light—or you are also competing against all those cellphone photographers. “Photo” means light, and it is the 

If you are concerned that the neighbor lady next door with the nice camera is stealing your clients, you should 
probably read this article twice. 

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

It all starts with your custom workfl ow. N-Vu 
offers workfl ow modules for each phase of a 
typical in-person sales session.

Workfl ow modules can be added, removed, 
or sequenced to your personal preferences. 
The N-Vu system allows you to customize 
the process to meet your sales needs, 
giving you complete control of your IPS 
Session workfl ow. 
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"What goes around comes around." It’s an expression we’ve all heard 
numerous times, but this month it’s so appropriate for eight great 
promotional products/concepts everyone seems to have forgotten about. 

create a little more awareness to help you make 2018 the biggest and 
best year you’ve ever had.

for growing your business.

 
SproutingPhotographer.com. Doug’s expertise in marketing is recognized throughout 
the industry, especially in the portrait world.

Doug talked about third-party promotions and gave a great example. A photographer in Texas wanted to offer 
a discount on her portrait work for an exciting promotion. But if she offered a discount directly, she would be 
undermining her own pricing and credibility. 

The concept works with so many different applications. When we bought our last house, the Realtor brought 

portrait sitting.

children, who aren’t going to do as well in a studio environment anyway. And it doesn’t have to be a whole day.

Now think of the potential. Instead of the typical in-studio or on-location portrait session, spending two to four 
hours with your subject on their turf gives you the ability to be a better storyteller. Photographing a child in 
their own environment with their friends, family, toys and pets gives you content to build an album and offer 
something more than just individual prints.

Think about themed storytelling too. Doing a day-in-the-life of a family as they prepare for Thanksgiving is 
perfect for an unusual album. It also demonstrates your ability as a photojournalist and storyteller.

Women make 98 percent of the purchase decisions to hire a professional photographer in the portrait/social 
categories. That means your best target is Mom. The date-night shoot has incredible appeal to mothers, especially 
when they have young kids. Your role is to plant a seed of romance, reminding Mom and Dad that’s it’s been too 
long since they got out for a night without the kids. 

First, contact a restaurant. It doesn’t need to by all that upscale, but should be romantic. Work with the 

since she and her husband went out alone. Just like for an engagement session, do an updated portrait on location 
before their evening out. 

So, your package includes an on-location portrait session and dinner for two at a great restaurant. The couple 
wins with a night out and an updated portrait. You win with something special for your client, and the restaurant 
wins because it becomes part of the event.

This is an excellent approach for wedding photographers with past clients. You can modify it to meet the needs 
of any couple.

1. THIRD-PARTY PROMOTIONS

2. DAY-IN-THE-LIFE SHOOTS

3. DATE NIGHT
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8 Overlooked Photography Marketing Ideas | Skip Cohen

Canvases have been around for years, and even if they make you yawn, think about 
your clients. They may not have ever seen a beautiful canvas portrait. You can also 
do a collage of smaller canvas prints for a nice arrangement. 

Take it a step further and look at everything your lab is capable of printing on. One 

several years ago. It’s printed on a sheet of stainless steel. 

Introduce your clients to old and new printing technology, because it’s all new  
to them.

4. CANVAS PRINTS
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The concept of slideshows isn’t new, but technology has made it so easy to capture short video clips and then 
combine them with still images and great music. I shoot with the Panasonic Lumix, which allows me to go from 
still images to video and back to stills with the push of a button.

Many of you are missing an opportunity by not offering video slideshows and their endless applications. From 
holiday cards to engagement and birth announcements to family events, weddings and portraiture, every client 
has a soft spot for a presentation like this.

While this is going to sound like an infomercial, nobody does it better than Photodex, and its ProShow 9 does it 
all. I recently put together a slideshow of 60 images and three short video clips for a friend. It took me less than 
an hour, and that included picking the music and the style of dissolves from the ProShow selections. It’s a great 
presentation, and Photodex has the technology to make it all so user-friendly.

It’s been at least 15 years since Mike Larson told me how he expanded his wedding coverage. Mike, an 
accomplished photographer from California, always presented an ongoing slideshow at each event during 
wedding receptions.

found his sales increase as guests had fun being part of the evening presentation.

Keep in mind that Mike is also an outstanding photographer. I remember him saying to me, “Skip, you won’t 
believe what I can do with images when they’re clean, right out of the can.” Mike’s skill set is outstanding, and 
he’s able to create instant presentations with his images because he’s not wasting time having cleaning them up 
in post-production.

5. HYBRID SLIDESHOWS 6. SLIDESHOWS AT EVENTS

8 Overlooked Photography Marketing Ideas | Skip Cohen
15

0
   

S
h

u
tt

er
 M

ag
az

in
e 

. J
u

ly
 2

0
18



8 Overlooked Photography Marketing Ideas | Skip Cohen

15
3 

 b
eh

in
d

th
es

h
u

tt
er

.c
o

m

15
2 

  S
h

u
tt

er
 M

ag
az

in
e 

. J
u

ly
 2

0
18

If you’ve been to ShutterFest, you’ve hopefully met the team from Marathon Press. Their Bella Art Prints  
are incredible and incredibly affordable. But you can kick it up a notch with their movie-style posters for  
your clients.

Again, this isn’t a new idea, but Marathon is making it more affordable. The whole idea is to create something 

creativity into an upcoming wedding, anniversary or event, and it’s got three different applications.

each poster, you can tag the event at the bottom with your business name in the same way Warner Bros. would 
tag a movie.

There they are, eight ideas, none of them new, but all of them likely underutilized in your marketing. 

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

8. BELLA ART PRINTS AND POSTERSIf you’ve been to ShutterFest, you’ve seen the PhotoFlashDrive.com booth and Brian Campbell’s talented 
team of creative designers. I’m still amazed that every artist isn’t using their products because they do such an 

From prints to USB drives to beautiful gifts to your clients, they never miss a beat. And, if there’s something you 
want but don’t see in their product list, they’ll listen and see if they can help. 

Years ago I watched a presentation at ShutterFest by Glen Clark, who talked about packaging and the importance 
of elevating everything you send to the client. Today it’s even more critical than it was back then.

your client, you’re the only one who can give your presentation the respect you know it deserves.

Wood Presentation Set from Photo Flash Drive

7. PRESENTATION BOXES
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Strobe Is Available Light | Michael Corsentino
It always makes me smile when photographers 
tell me they’re “available light” shooters. The 

every photographer.
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Strobe Is Available Light | Michael Corsentino
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Strobe Is Available Light | 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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• Custom L-Brackets • Carbon Fiber Tripods 
• Ball Heads • Gimbals • Flash Brackets 
• Quick Release Strap System 
• And so much more. . . 

info@ProMediaGear.com • www.ProMediaGear.com
(888) 413.3332 • (708) 263.4443

© Simon Phillips, 2018
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Let’s take a trip down memory lane. There I am in 2014, waking up whenever I felt like it, going to the gym, 
then coming home and working for 12 hours on my photography business. I was creating wedding day timelines, 
emailing everyone under the sun, editing engagement sessions, writing blog posts. Did I take breaks? Sure. 
Breaks for meetings about projects we were working on. Breaks to call a client. So many breaks. Can you hear 

business, and I thought that the way I worked was the reason.

I go from working 12 hours a day to this, and still make the same amount of money? The funny answer is that I 
had a baby. The real answer is that I became more productive. 

but in less time. Let’s say your time is worth $100 per hour and you make $1,200 for 12 hours of work. If you do 
the same amount of work in less time, you are now making the same amount of money but doing it in six hours 
a day instead of 12. Instead of your time being worth $100 per hour, it is now worth $200 per hour. The dollar 
value of your hour has just doubled. 

Another option is, instead of sipping on a margarita with those six hours you saved—or in my case, enjoying 
one-on-one time with my two-year-old son—you now add more revenue-building activities into those remaining 
hours. Instead of making $1,200 for 12 hours of work, you are now making $2,400 for those 12 hours of work 
because you increased the dollar value of your hour to $200 and then smashed that full 12 hours of work.

Whether you want to make more money to take care of your family or you want to get your work done in less 
time so you have more time to do other important things, productivity tweaks can help you get there.

I recently saw a video by a man named Jay Shetty in which he poses this question: “What would you do if each 
day you were given $86,400, and if you didn’t use it, you lost it?” You immediately think about what you would 

seconds we have every single day. Everyone has the same amount, and everyone can choose to do with it as they 
wish. 

the must-haves. 

High Performance Habits, 
talks about needing at least three 50-minute work time blocks in your day. If you have less than three, it will be 
hard to take your business anywhere. The 50 minutes for each time block allows you 10 minutes of transition 

before moving on to the other, which makes me better at the next activity. 

-
ing, exercise and time for quieting your mind. For quieting the mind, I prefer meditation. A simple 20 minutes a 
day makes me feel like I’ve just uncovered some of life’s greatest secrets; at the very least, I’m able to let go of 
worries and fears I’ve gathered up that day. 

Some of my coaching clients prefer Bible time or just sitting in silence with a cup of coffee. We often overlook 
this time for quieting of our minds, but this is when we gain that all-important clarity. And how many times have 
we forgotten to eat? Too many. That is why I schedule six times a day to eat, so I never forget. And lastly, we 

and stressed, because it’s just so easy to not go to the gym. Studies have shown, however, that exercise releases 
serotonin, the feel-good chemical, which reduces stress, anxiety and depression. We could all use less stress. 

them however works best for you. I plan my day with alarms so I never miss something I am supposed to be 
doing. Check out this free tool to help you schedule your day at https://www.theyodsukars.com/how-to-sched-
ule-your-day-to-achieve-anything-you-want.

SCHEDULING YOUR DAY

Productivity for Profit | Christine Yodsukar
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Productivity for Profit | Christine Yodsukar

I use Trello more than any other productivity tool. It is like a series of virtual whiteboards with as many boards 

each client’s card, I keep notes about them and their session or artwork that I don’t want to forget. 

I also have Trello boards for our video branding clients, allowing them to drop ideas they have into our Swipe 
File list if they see something that inspires them that they want to share. There are even boards for my Blogging, 
Social Media and Speaking. Trello keeps me organized and connected with my team.

TOOLS TO HELP

Another amazing tool for productivity is Buffer, which allows you to take one of your 50-minute time blocks in 
your new daily schedule and create a week’s worth of Facebook posts all at once and schedule them for through-

day and have no idea what to post. With Buffer, you can take your time, create well-thought-out and strategic 
content, and schedule it all. 

The tool I use the most for client work is the software I use to design and sell my artwork to my clients. Fundy 
Designer allows me to design a wedding album in 20 minutes or less. I also design wall art for my clients that I 
can then reveal to them in their Design Consultation within the same software. Design Software is a must for any 
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The last tool for productivity that I want to share with you 
is Boomerang for Gmail. I used it every day when my son 
was brand new because I was up in the middle of the night 
more than I was during the day. Boomerang allows you to 
schedule when an email will be sent. Even though I was  
writing and responding to emails at 2:00 and 3:00 a.m., I 
could schedule them to be sent at 7:15 a.m. while I was sound 
asleep trying to catch up from being up all night. I love this 
tool because it allows me to keep that level of professional-
ism by sending emails during working hours when my actual 
work schedule isn’t normal at all. 

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

1-800-827-6278  |  tyndellphotographic.com

FOLDERS & MOUNTS | SPORTS MEMORY MATES | PORTRAIT & ALBUM BOXES
PHOTO CASES | BAGS | FOLIOS | USBS | ALBUMS | ACCESSORIES

N E W !  W A L N U T  &  M A P L E 
U S B  P A C K A G I N G
WOOD FLASH AND PRINT BOXES & FLASH DRIVES
Deliver flash drives and prints conveniently in one beautiful box! Our Wood Flash & Print 
Boxes were specifically designed for today’s professional photographer—addressing both 
digital and print deliveries. 

1 0 %  O F F  Y O U R  N E X T  O N L I N E  O R D E R  O V E R  $ 1 5 0
C O D E :  S H U T T E R L O V E J U L Y  E N D S  8 / 3 1 / 1 8
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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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SEAMLESS 
BACKGROUND PAPER

#SHOOTWITHSAVAGE

SAVAGEUNIVERSAL.COM  

26” x 12yd
53” x 12yd
86“ x 12yd - NEW MIDSIZE!
107” x 12yd
107” x 50yd

• 65 VIBRANT COLORS
• SIZES TO ACCOMMODATE ANY PROJECT
• COST-EFFECTIVE
• HIGH-QUALITY, NON-REFLECTIVE PAPER
• MADE IN THE USA

THE PROFESSIONAL’S CHOICE FOR CREATING 
BEAUTIFUL BACKGROUNDS FOR OVER 60 YEARS.

70mm F2.8 DG MACRO

Stunning resolution and clarity for 

a breathtaking visual experience

 — a razor-sharp macro lens joins the Art line.

DEFINITION.

USA 4-Year Service Protection. Handcrafted in Japan. Our entire line-up on sigmaphoto.com  

SIGMA Corporation of America | 15 Fleetwood Court | Ronkonkoma, NY 11779, U.S.A. | Tel: (631) 585-1144

Follow us on Instagram @sigmaphoto and Facebook.com/sigmacorporationofamerica

SIGMA USB Dock
Update, adjust & personalize. Customization never 

thought possible. Sold separately.

Learn more sigmaphoto.com/usb-dock

Case and Lens Hood (LH708-01) included. 

USA 4-Year Service Protection
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LIGHTING





photographer salvatore cincotta

gear phase one iq3 | schneider 80mm f2.8

exposure
lighting
location

image title arna

f9 @ 1/250, ISO 100
profoto b1 | ocf beauty dish
snæfellsnes peninsula, iceland
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final inspiration



"I'm not ruled by  
the circumstances"
Michael Anthony
“The one thing I value most about the Profoto system over 
any other lighting brand is creative consistency. I know that 
my equipment is going to work every single time no matter 
what environment that I'm working in and I know that I'm 
going to have the tools to create the perfect image to match 
my vision, every time.”

Watch the video at profoto.com/michaelanthony
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