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Introducing ...

17hats has done it again. Our new Online Scheduling feature makes it a 
snap to book any kind of appointment with clients. Say goodbye to the chaos 
you’re used to with scheduling! 
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We are all children at heart.  

Learn how to embrace your inner child &
be inspired to capture  

more compelling images.



Meeting your Annual Sales Goal | Jeff & Lori Poole
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For the past 12 months in The Business 
Corner, we’ve been building Your 
Dream Studio from the ground up. We 
started with your vision of your dream 
business (see The Business Corner 
articles from July and August 2018 for 
a discussion on business models and 
forecasting). With your unique vision 
in mind, we built your cost-based and 
demand-based pricing, and examined 

November, and December). Next, we 
built your sales system using your a 
la carte list (January), your bundled 
options (February), and your upselling 
strategies (March). In April and May, 
we translated all that theory into 
action with inquiries, consultations, 
and in-person sales. Now that your 
Dream Studio is fully live, it’s time 
to check in and see if your plans are  
actually working!

YOUR BUSINESS PLAN AND 
SALES SYSTEM ARE LIVE…
TIME TO CHECK IN!

Meeting your Annual Sales Goal | Jeff & Lori Poole
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Meeting Your Annual Sales Goal | Jeff & Lori Poole

To analyze whether your sales system is accomplishing its goals, you need to revisit those goals that you set 
back at the beginning. In August, you set your initial goal based on your target take-home pay. Everything 
that has followed since then has been an attempt to meet that goal.

Let’s say your goal is a take-home pay of $75,000. If you’ve been monitoring your expenses (September), 

something like this:

 Cost of Sale = 25% of Gross Sales (same for both home and retail studios)
 General Expenses = 30% of Gross for home-based studios/40% of Gross for retail studios

 = 45% of Gross for home/35% of Gross for retail

The differences here are that home-based studios have lower overhead costs, but they also generally make 
less total income. Jeff and I like to say that home-based studios take home a bigger proportion of the pie; 
however, retail studios have a bigger pie.

BACK TO THE BEGINNING

Breakdown of expenses for home-based and retail studios.

Now that you’ve been implementing your sales system for several months, you should be able to analyze 
your income and expenses to see if you’re making that 45% (or 35%) benchmark. If you are not, I recommend 
that you revisit the articles from September through December to get your income and expenses in line.

For the sake of this article, we are going to assume that you are a home-based studio wishing to keep 45% 

Simple divide $75,000 by 0.45 to get $166,667.

$75,000
= $166,667

0.45

Let’s take this one step further. Let’s divide that annual sales target by 12 to get an idea of what you should 
be pulling in monthly to meet your goal.

$166,667
= $13,889

12

Calculating your annual sales target based on your desired net profit.
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Meeting Your Annual Sales Goal | Jeff & Lori Poole

Having goals is great, but it’s crucial to be able to check your progress against them. Jeff and I believe 
strongly that your CRM/studio management software/invoicing software MUST have the ability to generate 

goals is your monthly income. Generated over the course of a year, it should look like this:

YOUR MONTHLY SALES REPORT

Examining your monthly income in a graph helps you quickly identify  
weak months.

If your software generates the numbers in a table, but not a graph, you can have Excel plot a graph for you.

A visual representation of your monthly sales allows you to see at a glance how you’re doing. It also allows 
you to see seasonal trends in your business. If you see two or more months in a row of low sales, you can 
address that by trying to boost sales during your slow season. In this graph, you can easily see that this 
photographer met their $13,889 goals in some months, but not others. There does not appear to be any 
seasonal trend in this graph.

Based on the information you see, ask yourself these questions:

 • When are your low months?
 • When are your high months?
 • Is there a seasonal trend?
 • How can you explain what you’re seeing in this graph? For example, do your low months  
 correlate to family vacations or convention travel? If you’re a wedding photographer, do your  
 high months correlate to booking season and wedding season? Are family portraits big in the  
 fall? Seniors in the spring?
 • Based on the answers to the previous questions, what strategies can you implement to meet 
  your goals?

In addition to those peaks, we also had some serious valleys. Early summer, after our May rush, had dismal 

“ramen noodle season.” Looking at the graph, I was able to see that each valley was about four months 
prior to our next peak.

now, we also require a percentage of the balance to be paid four months prior to the wedding date, and then 

Think of other ways that you could encourage clients to send you money in your off-peak months. For 
instance, you could work on selling more albums after the wedding. You could even allow clients to break 
their album/product payments up over a few months, which spreads out that income further. If you go this 
route, I highly recommend that you not deliver their products until paid in full.

session. For example, have your portrait client choose their product package at booking, and incentivize or 
encourage payment in full between booking and the session date.

STRATEGY 1: EVEN OUT YOUR SEASONAL INCOME WITH PAYMENT PLANS
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Meeting Your Annual Sales Goal | Jeff & Lori Poole

Use payment plans or other incentives to distribute income from peak months 
to low months.

Looking back at our imaginary photographer’s original monthly sales report, we can see that some months 
were well above the $13,889 target; others were below. It’s not necessarily important that every month 
meet or exceed the target. Remember that we are working with both averages and totals. As long as the 
monthly income averages out to $13,889, we would meet our total annual goal of $166,667.

That being said, the months with the lowest total sales WILL translate to lean months for this photographer. 

to bolster sales.

STRATEGY 2: FILL THE GAPS WITH MARKETING EVENTS

$151,305—only about $15,000 short of their goal. I see three obvious low months—April, September, and 
December—so I would try to add $5,000 to each of those low months to make that goal. 

Fix shortages in income by targeting your leanest months with  
marketing events.

Can you come up with three marketing events that would make $5,000 each? Perhaps to bolster April, you 
could run a campaign targeting seniors wanting portraits in May and June. Plan your event correctly, and 

and November. Again, plan your marketing so that you’re collecting income in September. A Valentine’s 
push for boudoir portraits can bolster your December income. For more on this, watch the video that 
accompanies this article!
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Meeting Your Annual Sales Goal | Jeff & Lori Poole

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

This month marks the 12th installment of The Business Corner. That’s one full year of vision, business 
planning, accounting, pricing, selling, and marketing. And after one full year, guess what: Keep going!

Truly successful business owners don’t sit and passively wait for money to roll in. They also constantly 
revisit their goals, their strategies, and their progress. Coming up with a business plan is not a one-time 

examining your goals, running your numbers, and measuring your progress. Depending on your results, 

or pull me aside at ShutterFest and tell me all about how you love geeking out on your numbers.

IT’S A JOB THAT’S NEVER DONE

Get in the habit of running your monthly sales tally on a weekly basis, if not more frequently. Don’t wait 
until the end of the month—or worse, the end of the year—to realize it’s too late to meet your goal. When 
you look at these numbers frequently, you’ll become more determined to exceed your targets. 

make it happen. Could I close a lead? Upsell an old client? Run a sale on wall portraits? I realized 

 
Goal exceeded. 

Keep an eye on your numbers, and challenge yourself to make it work when it’s not looking good. Be 
proactive and keep up the hustle. Don’t give yourself an out.

STRATEGY 3: F*CKING HUSTLE AND MAKE IT HAPPEN

LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at
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Product Spotlight | Sigma 40mm 1.4 Art Lens

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

Fast and sharp, Sigma has yet again raised the bar with their new 40mm 1.4 Art lens. 

The autofocus is insanely quick and when shot wide open it will produce stunning images you will love. However, 
this is not a small lens and with speed, comes size and weight because of the size of the glass. The size doesn’t 

Check out some of the images we produced, and I am sure you will agree, this Art lens is stunning and the 40mm 
focal length will give you a unique look for your portraits. It’s worth a closer look in my opinion. 

The Sigma 40mm F1.4 DG HSM Art is available for Sigma, Nikon, Canon and Sony E mount camera systems.

Why the Sigma 40mm 1.4 Art Lens?
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For more information, visit sigmaphoto.com/40mm-f1-4-dg-hsm-i-art

with

product
spotlight



Paying Attention to Pricing and Profitability | Skip Cohen
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I’m writing this month’s article after returning from ShutterFest last night. The energy at each conference is 

PRICING YOUR PRODUCTS/SERVICES

consider your real costs, and in reality, you’re losing money.

think about half of them! 



Paying Attention to Pricing and Profitability | Skip Cohen
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1. THE QUALITY OF YOUR PHOTOGRAPHY AND THE FINISHED PRODUCTS THAT 
YOU PROVIDE.

2. YOUR PERCEIVED VALUE AS A PHOTOGRAPHER IN YOUR MARKETPLACE.

3. HOW CONFIDENT YOU ARE.

4.  WHAT YOUR COMPETITORS ARE CHARGING.

you’re selling. 

5.  YOUR COST-OF-GOODS.

building a business. 

you are going to make money.

PROFITABILITY
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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

all your marketing efforts.

Paying Attention to Pricing and Profitability | Skip Cohen
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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 together. The  LUMIX G9‘s massive 

80mp RAW capture is ushering LUMIX toward a 

new era of image quality and creative control. 

Where will LUMIX take you?  |  #wherelumixgoes

Photo Credit | Charles Maring
 LUMIX G9, LUMIX G LEICA DG VARIO-ELMARIT 12-60mm, F2.8-4.0 ASPH. , POWER O.I.S. (H-ES12060)

LUMIX G9
Imagined by Creators.
Built by LUMIX.



Why Do We Fail? | Sal Cincotta
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Why Do We Fail? | Sal Cincotta
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We all fail at some point. Even the most successful people fail. What 
most people don’t realize is that successful people fail more than 
most. It sounds counterintuitive, I am sure, but it's reality nonetheless. 
 
As cliché as it sounds, failing truly is about getting one step closer 
to success. Failing is about ruling out yet another variable in the 
equation. However, the word failure for most people is up there with 
vomit, worthlessness, and a host of other derogatory words. Now, 
I am not encouraging you to love failure or even relish in it, but I 
am encouraging you to think a little differently about how you can 
understand why we fail and what you can do to use it to drive your 
own success. 



Why Do We Fail? | Sal Cincotta
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FAILING BECAUSE OF FEAR. 
 
I have seen it time and time again. Fear paralyzes people. They are so afraid of making a mistake that they 
inevitably make the very mistake they were afraid of making. For example, I have someone very close to me who 
panic orders every time we go to a new restaurant and the waiter shows up to take our order. She knows what she 
likes and doesn’t like. Yet, because of her fear of making a mistake and ordering something she won't like, she 

pancakes, and when the waiter shows up you panic and order chicken strips. 
 
Why? People handle fear in all sorts of quirky ways. Some people have it in their head that they need to be 
adventurous, but then just when the moment arises they self-destruct, crippled by fear. 
 
Another example would be someone so crippled by fear that they never even try. How sad is that? The fear of 
making a mistake, the fear of the unknown, the fear of what will happen if you choose the wrong door stops you 
from even trying. Even worse are people who won't admit that this is what they are doing. It becomes so second 
nature that they don’t even realize they are disengaging to avoid the pain of fear. There is truth in the statement, 
“You will never fail if you never try.” 
 
While that is one way of looking at it, I suggest we think about it this way instead. Success is truly a journey. 
Now, that success can come in many ways. Ever meet that person who things just seem to come easy to? Yeah, 

 

of course, pessimistic people are, you guessed it, pessimistic about everything. Now as for me, personally, 
I consider myself a "skeptimist." I am skeptically optimistic. I think as an entrepreneur, you have to be. Be 
skeptical with what you do, but see the big picture and be optimistic about it. 
 
Fear can and will cripple you. Embrace it. Let it motivate you to be better. And realize, 99 percent of the time, 
it's going to be ok if you fail. Tomorrow will bring another chance to get it right. 
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Why Do We Fail? | Sal Cincotta

FAILING BECAUSE OF PRIDE. 
 
Pride. Man, this is a nasty one for sure. Pride gets in the way of people's growth all the time. The funny thing is, 
the very people I am talking to in this article will read this and be convinced I am not talking about them. That's 

others because of your shortfalls, then you are the person I am talking to. 
 

person is so delusional about their results that any realistic assessment of the results is nearly impossible. 
 
Again, we have to circle back to the process of failing and understanding that it's part of the pain process of 
learning and growing. Imagine if you didn’t have pain receptors in your hand and you placed your hand over a 

your bones. You would not have the information you’d need to course correct and remove your hand from the 

receptors and preventing yourself from correcting course. You will never learn because it is never your fault. 
 

be willing to accept fault and be committed to analyzing the results for one thing: truth. Whenever I fail, I take 
a step back and look at—Why? What went wrong here? What did we do right? What did we do wrong? What 
could we have done better? Notice, nowhere in here am I saying or implying or asking: What wasn’t my fault? 
That is useless in the pursuit of truth. 
 
Now, I suppose you could read this and counter my argument with, "What if there was an earthquake and my 
car got swallowed up and my house keys were in the car and then the city poured concrete over the hole my car 
was in…" Yeah, I get it. Shit happens. But, if we are being honest with one another, we can all agree that this is 
a true one-off situation. Probably 99.999 percent of the time, the piece that was not your fault is going to prove 
irrelevant to the process. I very rarely spend my time trying to dissect that. Instead, I am trying to understand, 
address, and perfect the things I can control. Pride gets checked at the door. Once that happens, you are on a 

destination: success. 
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FAILING AS PART OF THE PROCESS. 
 
 
Which leads us right to this moment. Failing is without 
a doubt part of the path to success. Like I alluded to 
earlier, we all know that person who things come easy 
to. Those people will eventually fail. 
 
Don’t measure yourself against anyone else. Compete 
against yourself. I am not sure how many of you play 
golf, but golf is a game of strokes. Every time you 
swing the club, it’s a stroke. A professional golfer 
might score a 65 on a golf course, whereas a weekend 
warrior might score a 145 on the same course. They 
each have their own path to follow. Each will fail 
at completely different points. Golf comes easier 
to one vs. the other. If the two of them were to play  
side-by-side, they would not be competing against 
one another, right? I mean, that would be one-sided 
for sure. So, if you are the person swinging 145 times, 
you would get discouraged very quickly if you were 
comparing yourself to the person swinging 65 times. 
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Sal Cincotta is an international award-winning photographer, educator, and 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

This is my point. Instead of discouraging yourself by comparing yourself to others, focus on you. If you scored a 
145 today, your goal for tomorrow should be to shoot a 144. A 143 the day after, and so on. Each and every day, 
examine where you made mistakes and failed, and course correct. Adjust, adjust, adjust. 
 
Now, of course, this is a golf analogy, and I know this is a bunch of photographers I am talking to. So, apply this 
to your photography, apply this to your business. Where are you failing? Remove the ego. Remove the pride. 
Remove the fear. Keep it simple—Where do you need to get better? Is it sales? Marketing? Or more on the 

List out your weaknesses and put an action plan together.
 
I realize you may have many things you want to work on at the same time, but in my experience you can only 

 
My philosophy has always been to "fail hard and fail quick." Get that crap out of the way. The sooner you fail 
and make mistakes, the quicker you can course correct. How you measure success or failure will be different 

and others will be more opinion based. All are ok. Just make sure you are operating with a simple goal: to be 
better than you were the day before. Be curious, look for what you did wrong vs. what you did right, make the 
adjustments, and try again. 
 
I promise you, if you do this and make this a habit, you will not only improve quickly, but fear and pride will 
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Whenever I get an opportunity to talk about business to photographers, I always ask the same question: What 
are the challenges that you are currently experience in your business? The answer is always the same: How can 
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IDENTIFY YOUR OPPORTUNITIES

actually takes a bit of time, so you want to make sure that the 
relationships that you begin to cultivate will pay off for you  
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BE EVERYWHERE

DEVELOP A REPEATABLE WORKFLOW
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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

THE MINDSET OF A MARKETER

BUILD RELATIONSHIPS THAT WILL LAST

for the business they give you, then you will likely create more opportunities for your business to grow in  

We know that if we want to compete with the local photographer who currently shoots all of the business 
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GRAND AWARD WINNER | SCOTT DETWEILER

Is Elegance Timeless?
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CREATIVE | FASHION

1st Place | Scott Detweiler

Is Elegance Timeless?

2nd Place | Ivan Duran

Never a Wallflower 

3rd Place | Brandon Hunter

Diamonds & Ice

1st Place | John Renes

Corpse Bride

2nd Place | Kory Easterday

A New Moon Rises 

3rd Place | Melissa Kelly

Soil Sisters 

CREATIVE | ILLUSTRATIVE
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1st Place | Jesse Folks

Around The Horseshoe

2nd Place | Michael Mitchell

Soaring Above Night and Day

3rd Place | Curtiss Bryant

Sunrise over the Acropolis

CREATIVE | LANDSCAPE

FIRST TIMER | GENERAL

1st Place | Ivan Duran

Stand Tall 

2nd Place | Bree Zamora

Sacrifice 

3rd Place | Bob Younger

Barlo Baginses 
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1st Place | Adam Sachs

Facebook Official

1st Place | Jen Hargrove

Lazy Days

2nd Place | Michael Anthony

Love at 80 

2nd Place | Jen Hargrove

Shoosh, I’m Trying to Ignore You! 

3rd Place | Adam Sachs

Big Day

3rd Place | Alyssa Harrington

Expression of Fall

PHOTOJOURNALISM | WEDDING

PORTRAIT | ANIMALS
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1st Place | Geanina Salceanu

Amber

2nd Place | Jen Rutledge

Are These Even Real?!?

3rd Place | Miguel Quiles

Flower Queen

PORTRAIT | BEAUTY
PORTRAIT | CHILDREN

1st Place | Kirsten Peterson

Simply Innocence

2nd Place | Andrea Sollenberger

Personality Unveiled

3rd Place | Mark Boughton

Galaxies In Her Eyes
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1st Place | Michael Anthony

On Our Way

PORTRAIT | ENGAGEMENT

PORTRAIT | GROUP OR FAMILY

1st Place | Casey Dittmer

Three Sisters Be

2nd Place | Frank Carrino

Power Couple

3rd Place | Rob & Deanna Lyons

It’s Time
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1st Place | Jen Hargrove

No Sacrifice too Great

2nd Place | Ivan Duran

Godless

3rd Place | Michael Anthony

Dance Like Nobody Is Judging You

PORTRAIT | HIGH SCHOOL SENIORS/TEENS

PORTRAIT | INDIVIDUAL

1st Place | Melissa Kelly

Big Top Red

2nd Place | Jessica Robertson

Elastigirl

3rd Place | David Beckham

Kenzi’s Prom Dress



77
   

b
eh

in
d

th
es

h
u

tt
er

.c
o

m

Image Competiton Winners | ShutterFest 2019
76

   
S

h
u

tt
er

 M
ag

az
in

e 
. J

u
n

e 
20

19

1st Place | Crystal Reddick

Nine Loved Babies

2nd Place | Lori Dunbar

snug

3rd Place | Melissa Inskeep

Snuggle Bunny

PORTRAIT | NEWBORN
PORTRAIT | MATERNITY

1st Place | Casey Dittmer

Hump and a Bump

2nd Place | Casey Dittmer

Green Glow 

3rd Place | Casey Dittmer

Cloaked in Darkness
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1st Place | Michael Anthony

Gone Too Soon

WEDDING | BRIDE OR GROOM ALONE

WEDDING | COUPLE TOGETHER

1st Place | Michael Anthony

Stairway to Eternity

2nd Place | Michael Anthony

Flora

3rd Place | Michael Anthony

A Concert of Triangles
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The 4 Secrets of Child-Whispering | Phillip Blume

Photographing children used to stress me out. 
Don’t get me wrong, I’ve always loved kids! I 
would happily play all day with them, giving 
piggyback rides or pushing them on the swing 
set. But if you put a camera in my hands around 
them, I would suddenly lose all control. I tried to 
use a sweet voice and give simple directions, but 
I just couldn’t keep their attention anymore.

Now, everything is different. There’s truly 
no subject I enjoy photographing more than  
children. And my personal experience is 
180-degrees different—I’m in control again.

So what changed? Let’s just say nine years of 
fatherhood and eleven years of photographing 
children helped me develop a few strategies 
to consistently regain control over my young 
subjects. In short, I became a “child-whisperer.”

Sometimes my child-whispering strategies feel 
like magic, but it’s nothing you can’t learn. So 
let’s look at just a few techniques to help you 
become a child-whisperer, too!Im
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1. SHARE THE BIG SECRET

right? But kids are tuned in to every nonverbal cue we give, and our greetings say a lot. They immediately 

wait—believe me, they won’t be offended. In fact, they’ll likely be impressed by your attention to their kids and 
the positive effect it has.

I waste no time. As soon as I meet the kids, I share with them The Big Secret. I can’t believe I’m even sharing 
this with you for free, because The Big Secret is priceless. I’m usually giggling to myself when I share it, and it 
goes something like this: “Listen! Do you guys want to play a trick on your mom and dad? They think we’re just 
going to take normal pictures. So don’t tell them! But we’re really gonna surprise them and make them laugh a 
lot, okay?”

The wider your eyes are as you share The Big Secret, the wider the kids’ eyes will become as their imaginations 

by whispering, “Okay, then we’ll start by pretending to do a normal picture. But get ready…as soon as I count 
‘1-2-3’ we’re going to do the big surprise!” Now the kids have their listening ears tuned to me everywhere we 
go. I set up and get a few of those “boring, normal” pictures, then I count “1-2-3,” and direct the kids to suddenly 
tickle their parents, plant big slobbery kisses, tackle them, or any wild antic I can think of to give the kids a great 
emotional payoff.       
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The 4 Secrets of Child-Whispering | Phillip Blume

2. REVERSE PSYCHOLOGY

just confuse the kids!

Opposite to what you might expect, kids don’t usually misbehave because they feel superior or “in control.” 
Rather, kids more often act out because they feel vulnerable and “out of control.” It’s their attempt to self-protect 
in a stressful situation.

So, make it clear that you’re giving the kids a degree of control from the beginning. If a little boy won’t stop 
sticking his tongue out at the camera, I don’t chastise him or ask him to stop, but I don’t wait silently either. 
I actually praise the behavior, saying something like this: “Oh, ya! Haha, that’s awesome! Keep sticking your 
tongue out just like that. What a funny idea. I love that! This is my favorite picture ever!”

psychologically presents a challenge rather than a direction.

Since I’ve suggested another silly face, he can still feel he’s in control and testing the limits. But in one simple 
baby step, I’ve actually taken the reigns back as director. Step 2: “Now, I wonder if you know how to pretend 
you’re the sweetest little angel? Look, Mommy. Isn’t he the sweeeetest, most peeeerfect little angel you ever 
saw, smiling and making you soooo happy. I think I see a halo over his head!” Now you’re getting what you 
want, too!    
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The 4 Secrets of Child-Whispering | Phillip Blume

3. GIFTS THAT KEEP GIVING

My "treasure hunt” strategy works surprisingly well even for older kids, but it’s ideal for toddlers who don’t 

First put a packaged LifeSaver gummy and balloon in each egg. Next, before your clients arrive, hide the eggs 
near two or three of your favorite locations you’ve scouted. This setup allows me a couple different “bribing” 
strategies when I need them, which work a hundred times better than traditional bribing (i.e. dangling candy in 
front of a crying kid until she shuts up and complies—which, by the way, will never work in a million years).

For Strategy One, I begin with a simple promise: “We’re going to explore this garden. And I heard there’s a 

want to take the pictures and go on a treasure hunt?” Before, the kids were dreading this photoshoot. Now, it’s 
not a photoshoot at all. It’s a treasure hunt, and they’re totally into it! I don’t bother leading them to the hidden 
eggs yet. I rely on the anticipation to keep the kids going.

I pull out Strategy Two as soon as I feel I may be losing the toddler’s interest: “Oh my goodness, look! I think I 
might see a treasure! Look!” I guide the child to the general vicinity of the plastic egg, and I photograph her as 

the open…but it makes for plenty of fun, candid photos.) Once she has the egg in her hands, watch her face light 
up—and be ready to capture the moment!

The gummy is perfect because, unlike with chocolate, hands stay clean and there’s no melty mess to try 
Photoshopping away later. But I don’t encourage kids to eat their treats right away. Instead, I playfully suggest a 
game: “Let’s play fetch!” The parents can throw the candy (or balloon, if that’s all that’s left) toward me. Then, 
as their toddler runs merrily to retrieve it, I get so many fun active shots!   

 Im
a

g
e

s 
©

 B
lu

m
e

 P
h

o
to

g
ra

p
h

y



9
3 

  b
eh

in
d

th
es

h
u

tt
er

.c
o

m

The 4 Secrets of Child-Whispering | Phillip Blume

4. GET THEIR PARENTS ONBOARD

children. Hey, I understand! Even I get wound too tightly 
sometimes. Sadly, some parents can’t wrap their minds 
around the idea that having fun leads to better portraits. 
They can’t seem to stop shouting commands at their 
kids, like, “Stop it! Hold still! Show your teeth when you 
smile! Can’t you behave?!”

To prevent grumpy parent syndrome, prepare them 
ahead of time via email. We use both our landing pages 
(where our clients book) and a series of pre-session 
emails to explain our child-whispering ways ahead of 
time. So parents come knowing what to expect and dress 
appropriately for all the fun they’re going to have. As a 
result, we’ve never before received so many kind thank 
you notes and sweet stories about kids who want to 
become photographers when they grow up! 
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The 4 Secrets of Child-Whispering | Phillip Blume

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.com

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

CONCLUSION

Sure, kids may suffer from short attention spans or have limited vocabulary to understand my posing directions. 
But if you had a simple system to overcome all those challenges, wouldn’t you agree kids are naturally the most 
authentic, animated, and expressive subjects you can imagine? Not to mention their parents adore them and can’t 
buy enough of their portraits.

To me, kids are clearly the ideal kind of subjects for any portrait photographer. As you try out these new  
child-whispering strategies, I hope you agree. Have fun, and connect with me online to learn more. 
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At WHCC, we spend extra care handcrafting products and designing 
resources for you and your business to succeed. From our Albums and Wall 
Displays to sales tools like Studio, we want to give you the innovation you 
need to inspire clients, sell more, and grow your business.

Helping Your Business Thrive

Learn more about our recent Album enhancements and order 
a sample to see them for yourself at whcc.com/albums

The Finest Materials for 
High-End Albums

New Leather, Silk, and 
Fabric Cover Options

with Debossing

Overnight Shipping



Maternity Portraiture for the Modern Mom | Karen Bagley
9

6
   

S
h

u
tt

er
 M

ag
az

in
e 

. J
u

n
e 

20
19

Im
a

g
e

 ©
 K

a
re

n
 B

a
g

le
y



9
9
   

b
eh

in
d

th
es

h
u

tt
er

.c
o

m

Maternity portraiture, along with just about every type of portrait photography, has changed. Why has it changed? 
Because times change, styles change, EVERYTHING changes. Is that a problem? Well it can be…if we, as  
professional photographers, are not making sure that we are providing a service, experience and portraits that 
keep up with the “times,” so to speak. Then yes, it’s a BIG problem, and you are more than likely losing money. 
So, what do we do to “keep up with the times,” yet remain timeless? 

We need to constantly evaluate our business and our style and simply pay attention to what is going on around 
us. As an example, do you know what the color of the year is? Did you even know we have a color of the year? 

of the year? Pantone Institute says, “The color of the year is a trendsetting concept for branding, marketing and 
the creative society as a whole.” Are we not creatives? Do we not need to know how to market? YES! Yes, to all 

-
thing worth booking us for. By keeping our maternity portraiture modern, we will attract the up-and-coming 

hear it regularly…“No one will spend money on maternity pictures, they want the newborn pictures.” Guys, this 
is just not true. However, it will be true if we do not appeal to our modern moms. I still, to this day, have people 

I am still not sure why it is that hard to believe. I have found my niche; I know it backward and forward. I have 

know they are in good hands. 

Maternity Portraiture for the Modern Mom | Karen Bagley
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So, what do we know? We know that modern moms want bold locations—not every mom wants to be in a wheat 

babies, and everything else under the sun. Innovate! They want gowns that everyone will say “ohhhh, ahhhhh” 

Becoming a mother is one of the most powerful and lifechanging times in any woman’s life. Pregnancy should 
be celebrated, not hidden. We know soon-to-be-mamas want posing that makes them feel like a model. Why 
do we pose every mom in the exact same way? They are pregnant, not handicapped—they can do other things 
with their arms and hands aside from holding their baby bumps. Try new things (always being safe, of course). 

pregnancy, but that’s ok! Think of this: How do you pose (or how would you pose) a senior girl? Take some of 
those movements and positions, and incorporate them into your posing for your maternity sessions. Maybe try 

their friends about. Why would anyone pay more for your services if they are the exact same as the person down 
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Maternity Portraiture for the Modern Mom | Karen Bagley

cycle of those expecting mamas who want the 
dreaded “simple” images? The same images 
they have seen their friends do. The same im-
ages you have probably been shooting time 
and again. The answer is: You have to educate 
them, tactfully of course. You must play a part 
in every session you do. Why? So that you can 
guarantee the vision you have can come to 
life. For example, I bring one gown for every  
single client who walks through my doors. (Yes, 
I charge appropriately so that I can do that.) The 
reason for that is, if I have a client who tells 
me they want to take pictures in jeans and a 
white t-shirt, I will kindly explain that I will  
photograph whatever they want. I will make it 
clear that that is not my style, but if it is some-
thing they want for whatever reason, I shoot 
it. But you better believe we will shoot in the 
gown I have also! When it comes down to it, do 
you really think a picture of them in their jeans 
is going to overrule a picture of them in this 
amazing gown? No way! Plus, now you have  
marketing material to attract other expecting 
mamas looking for that more modern feel. 
Do you see where I’m going with this? You, 
in a sense, are forcing your client to see the  
difference between what I like to call “your 
mom’s maternity portraits” and “Modern  
Maternity Portraiture.” Your clients do not  
really know what they want until you show 
them. This rule applies in almost every area of 
photography, right down to sales and products.
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What about posing? How do we break out of the posing that is in every maternity shot we see? Even further, 
how do we get our clients to do the poses we want them to? Well, my friends, again this falls on you. As the 
professional photographer, you have to ask your clients to move the way you want. I know you may be thinking, 

You can always get rid of it if you really don’t like it.” 

And boom, I’ve got my modern pose! Even with the small chance they do not like that image, you again still 
have marketing material for the moms who are out there right now, looking for you. Maternity portraiture will 

that we are not missing out on the huge amount of income we could be bringing to our studios by failing to 
improve our craft.  

Everything falls on us as the professional photographers. That’s ok though, we are in this industry to create. We 
want everything to fall on us! Those modern mamas are waiting on you.
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Maternity Portraiture for the Modern Mom | 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

HOW I GOT THE SHOT

She knew where to look for her wardrobe because I educated her well beforehand. I shot this image with my 

get surrounding landscape behind my subject. This is what I am known for. We held our session in the Atlanta 

closer to the camera. This ads length when you are shooting with such a wide-angle lens. I also posed this client 
in a way to add depth. I did something with her left arm aside from holding baby bump. This image was lit with 
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Run a successful
photography business!

PPA.com/Join

Equipment
Insurance

Sales & 
Marketing Tools

Online Learning 
Center

O

Join-and-see 
why 1 in 5 
photographers in 

the U.S. are 
members!

You have all the tools you need at PPA:

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. 

Portray the world beautifully.
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www.tamron-usa.com
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.
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The Power of Emotion | Casey Dittmer

Creating emotion-driven experiences builds lifelong clients, passionate testimonies, and higher sales. Some of 
us have been fortunate enough to go through this with our clients by happy accident, but there are steps that 
you can take that will help foster and generate the emotional client experience in a natural and consistent way. 

First, make sure you prepare yourself and the client. The groundwork you lay before your session is critical. It 
truly will determine what kind of overall experience your clients have. Working closely to help ease apprehension 
in clothing choices, accessories and location will allow the client to relax and enjoy the process more. Stress 
should not be the overwhelming emotion. 

During session prep, I know we get excited talking with clients and building a plan. We start talking about ideas 
or locations, and then it snowballs from there. We dominate the conversation. But what we need to do is slow 
down. Stop. Listen. Ask questions, and then let them talk. Key in on little things that will give you a creative 
edge and an emotional foundation. A lot of times, it’s the things that are not being said, or the ones that are said 
in passing, that will give you the most information. For the session I feature in this article, the clients came to 
us for newborn pictures. All communication prior to the session was done through email. Once their session 

response was what we usually get—she wanted neutral tones and shots taken with her son, but overall didn’t 

these and that it would be a great way to have him invest in the process (she was worried about how much he 

already knew that this session was going to be personal and unique to them. And then she dropped the golden 

the idea of creating a special set of images that featured her growing family and the couple’s passion for their 
profession. We had started the process of an emotional experience for this family. 
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When the clients arrive, you want to immediately set the tone for what is to come. Welcome them, help them 
carry things, show them where the bathrooms are, and offer them water. I know this all sounds elementary, but 
because it’s basic, it can easily get skipped. Let them relax and get comfortable. We have a separate playroom 
for kids. It’s great because it immediately alleviates the parents worry about them touching things or getting 
bored. Kids are happy. Parents are happy. I always have families get comfortable, and we casually talk about 

been discussed, but by asking again and listening to them, I am reminding them that I am here for them. I want 
to create something special for them. They let their guard down and stop worrying about all the little things. 

then reignite her excitement is key to great expressions and calmer energy overall. 
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The Power of Emotion | Casey Dittmer
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The Power of Emotion | Casey Dittmer

especially with younger children, that may detour your plan, but at least you have a great outline for creating 

make a plan, and off we go. If you throw it to them to make the creative plan, they will feel overwhelmed and 

on the faces and the bond between subjects. Too many props, too busy of a set or background, will detract from 
pure connective posing. I always suggest they wear neutral tones and longer-sleeve shirts. This will help keep 

other expressions of love. If you have close head positions, subjects not always looking at the camera but instead 

up different shots and poses you watch for natural moments to occur. Little candid snippets between the siblings, 

right or checking the back of the camera. 
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it. The emotional reaction to that moment grew because I verbalized my excitement and how it affected me, and 

kept letting people drift in and out of shots organically. Watching brother interact with baby, observing the bond 

their love. I knew that the set of images I had created using simple, small prompts were cohesive and purposeful. 

By the time this family came into their viewing they could hardly contain themselves. They had seen the back 

story, to strike that emotional cord. Slide shows are great for this. Funny how a little music and crossfades can 
sway the heart. We helped them cull through; it was hard, because they loved them all. Dad immediately asked 

I didn’t even have to try. But I knew this couple was fully emotionally invested. I pulled up my favorite family 

gallery. It’s so powerful. It’s a once-in-a-lifetime shot for me. I think I am going to print it the size on that wall. 
(I gestured to a 30x40 hanging in the gallery hallway.) Dad got up, walked into the hallway, came back, and said, 

it was powerful. He didn’t want someone else to have a better art piece of that image than he did. When it was 
all said and done, their order was over $4,000. They thanked me over and over. They commented on how happy 
they were that they’d taken the time to make this happen. They loved how easy the process was. Painless, and 
guided but friendly. The images and products we made for them were more valuable than anything else, because 
now, they had a powerful memory that was attached to them. 
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The Power of Emotion | Casey Dittmer
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Casey Dittmer is an award-winning published photographer from western Colorado. As a  
17-year veteran of the photographic industry, Casey has seen trends, economies and businesses 
come and go. She loves traveling and sharing her knowledge in the hope that it will help other 
photographers build a strong base for their business and avoid some of the roadblocks she  
has encountered.
cdittmer.com
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anxiously called her while she was there to see if she had them yet. She joked that she was going to have to pull 
over at least twice on her one-and-a-half-hour drive home so she could look at them again. 

We hadn’t just taken their pictures. We had walked them through a celebration of bringing a new baby into the 
family. We had honored the work that they do. We had provided a fun and safe place for big brother to be. We 
had created an event in their life that was forever marked by the true art that hangs in their home. It will be one 
I always remember as well. See, the power affects both you and your client—making you better, making your 

make some connections.
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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, Publisher
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10 Things I Wish I Knew Before I Started Using Strobe | Michael Corsentino
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The saying goes that hindsight is 20/20. Never has this been more accurate than when describing my 40+-year 
learning curve with all things strobe. When I began my journey down the road to a better understanding of 

 
control them. 

before I started using strobe.

LIGHTING IS A GAME OF MODIFIERS.  
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or backlighting. 

LESS IS MORE. 

more than worth the effort. 

MORE PEOPLE EQUALS BETTER RESULTS.  

create. Direction of light governs the amount of shadow introduced by your lighting. The further you move the 

FOUR PRINCIPLES OF LIGHT.  
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10 Things I Wish I Knew Before I Started Using Strobe | Michael Corsentino

STEP 1

 

SHUTTER SPEED DOESN’T MATTER IN THE STUDIO. 

MULTIPLE LIGHT ZONES.  

BALANCING FLASH & AMBIENT. 
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4 LIGHTS

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

For the next and final step in creating the  

color grade for these portraits, I added a cool 

blue-tone color overlay. This color grade was 

created using a combination of Capture One 

Styles (like Lightroom Presets) from Phase One’s 

new Editorial Style Packs. 

WHY A FLASH METER IS SO VALUABLE. 

WHEN TO TURN OFF THE FLASH. 

WHERE TO START WITH MANUAL FLASH POWER?
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The wedding details, such as the ring, accessories, invitations, and other little elements, come together to make 
the big day as special as it is. The ceremony is important, of course, but it is often the photos of these little details 
that allow the bridge, the groom, and their friends and family to really revel in the awe and beauty of the wedding. 

Personally, one of my favorite parts of photographing a wedding is capturing all of the details before it begins. 

in the room.

While I do like to get a few behind-the-scenes shots of everyone getting ready, I tend to wait until the bride and her 
bridesmaids are done getting all dolled up to stage the shots. That way, no one is being photographed with their hair 
or makeup half-done. 

TAKING THE PHOTOS

Before taking any photos, you have to make sure all of your equipment is in order. Getting great pictures all starts 
with a great foundation, after all. It also helps pull the album together beautifully by having a ton of little details.

When I'm photographing the little details, I prefer to use my Canon 50mm F/1.2L lens because it allows me to get 
close enough to an object without it going out of focus, but still gives me the option to pull back my camera for 
wide-angle shots. 
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MACRO PHOTOS

For smaller objects like jewelry (the ring, earrings, etc.) I'll switch to a Canon 100mm F/2.8L macro lens. It does a 
beautiful, sharp job compressing the image and capturing all of the little details. 

Although you are shooting at a higher aperture, the point of focus is incredibly small while taking macro pictures. 
One of my biggest pet peeves is not having the ring in focus, particularly the diamond, which is the very centerpiece 
of the ring. To get everything in focus as much as possible, shoot at the highest aperture you can, taking the lighting 
conditions into account and not letting your ISO get too high.  

REFLECTORS

I tend to take most of these wedding photos by the window of the bridal suite, which means the light source is 

because the light and shadows are going across my image. 

I try not to switch lenses a whole lot in order to save time and to prevent any unnecessary hassles. Opting for 
versatile lenses that I know I'll need for the type of pictures I intend on taking spares time and keeps my camera 
bag light. 

on my subject. I do this to keep most of the details in focus while still creating that soft look most of my images  
typically have. 
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How to Photograph the Details at a Wedding | Vanessa Joy

CONTRAST IS KEY

When staging the photos, a good bit of contrast, 
creativity and consistency will really make the details 
pop, truly capturing the essence of the day.

preferably one that contrasts with what I'm 

lighter-colored items (peach-colored shoes, white 
pearls, etc.), I'll choose a dark background to contrast 
with the subjects of the photo, allowing them to  
truly pop.  
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GET CREATIVE

Another aspect of photographing the details at a wedding that I really enjoy is how creative you can get with  
your shots. 

When I'm photographing the wedding invitation, for instance, I like to incorporate other elements that really draw 
all of the details together. I might decide to include the ring, jewelry, or the shoes. It's nice to have the invitation 
alongside other elements from the wedding so that it isn't just a photograph of a pile of papers. 

favorite trick of mine that breathes life into the photos.
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STAY CONSISTENT

Consistency keeps your photos on brand and in style, ultimately enhancing the quality of the shots as a collective 
whole. I also enjoy consistency in the detail images because these photographs will generally be on the same spread 
in the bride's photo album. While taking the photos against different backgrounds may make for a creative spread or 
arrangement, it may not mesh very well. Staying consistent allows for a cohesive album spread, as all the pictures 
will match one another. 

To achieve this kind of style and consistency, I try to take all of the photographs of the wedding details in the same 

also another important part of the aesthetic. 

Choose to either contrast or blend what you're photographing with the background to make all of the little, most 

the color of the background, and they also keep the images consistent.

you sell them, and creating them on a consistent background will make them look more branded and cohesive on 
social media and your website.
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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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IN CONCLUSION 

There are a variety of factors that will ultimately enhance the quality of your photographs. When taking the photos, 

are crucial for those detail shots. 

the heels and the ring or using the veil as part of the background. You can also use what's around the room (or even 

a little fun.

// INSPIRATION
MADE BY ZEISS Photo: Kim Bear

Capture the emotion in
every detail.
ZEISS Batis 2/40CF Close Focus

Take your photography to the next level.
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 

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

ZEISSCameraLensesAmericas
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7-Part Series to Step Up Your Lightroom Game – Part 1: Storing & Managing Files | Dustin Lucas

It’s time to step up your editing game and start using Lightroom this year. Like many photographers, I have used 
other RAW Processing programs, and none compare to the Adobe ecosystem with Lightroom and Photoshop. 
When it comes to shooting over 100,000 images per year and needing speed on my side, it’s a no brainer: I choose 
Lightroom. The program is simple enough to use, and I want to show you the best ways to do so it in my seven-part 

Lightroom catalogs. Then, you’ll be ready to cull and sort your images while you import. Next, you will learn to 

 

you store every photo you’ve taken on your computer’s 
local hard drive, or better yet a single external drive, you 
are in great need for intervention here. Invest in a storage 
solution and follow the backup rule “3-2-1.” I will get 
back to the backup rule part of this after we solidify your 

the term RAID and then bought a Drobo storage system 
to handle your storage. This is a great start, however this 

locally and another copy outside your studio. Let’s dig 
into RAID and why it’s important.

Just because your computer has 1 TB of storage space 
doesn’t mean you should be storing all your RAW 

 
local-only solution, you can go with Direct Access 
Storage or DAS; these are very affordable. Another 

hard drives to make bigger capacity affordable, as well 

buy faster interface options than your standard USB 3.0, 

FILE STORAGE SOLUTIONS

to be connected to your images at all times.(1) A Network Attached 
Storage or NAS system is great if you travel and need access to your 
storage system while on the road. This type of system is great when you 
don’t want to tote an external and risk losing data. Next, you need to 
consider a RAID storage system.

the entire set of disks.(2) This means if you buy four 4-TB disks, this 

space with twice the redundancy. This is important, because hard- rives 
fail, and if you lose one, the other two disks will rebuild to make your 
storage whole again. Using RAID 0 or JBOD to get twice the disk space 
and performance means you lose everything if one of the four disks goes 
down.(3ab) Another thing to consider is buying at least a USB Type C 

to pimp out brands to buy—just do your research and don’t be cheap! 
Let’s move on to backup.
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7-Part Series to Step Up Your Lightroom Game – Part 1: Storing & Managing Files | Dustin Lucas

Remember that a RAID drive is not a backup, which is a common misconception. What happens if your drive 
gets stolen, more than one or two or three disks fail during rebuild, the RAID software is incompatible with new 

storage, meaning you won’t be accessing it much, if ever—it’s your just-in-case drive. Separate disk drives are a 
backup, redundant disks are not. 

Cloud storage is a popular topic, and on the subject of security, many photographers fear stolen RAWs. Well I guess 

all be compromised. To be honest, I struggle with storing massive amounts of RAWs due to upload speeds being 

on two different local drives, with the third going to a cloud drive. If you don’t have a backup plan, start with this 
one and stick to it. Think about it like this: you shoot with two memory cards in case a card gets corrupted, right? 

I always recommend starting this before you import into Lightroom so that everything is consistent across both 

 

YOUR BACKUP PLAN
into a single catalog versus creating one per client, and here is why—working in a single catalog makes it so much 

CREATE A CATALOG & IMPORT YOUR FILES
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7-Part Series to Step Up Your Lightroom Game – Part 1: Storing & Managing Files | Dustin Lucas

cull, sort, edit, export, etc. I will cover this more thoroughly in the next articles. As we’d like to cull immediately, 

typically import without them applied.(10) Having an untouched before preview saves rendering time. I will touch 
on this more in the next articles as well.

we can choose the 01_Original_RAWs folder we created 
on both storage drives.(11) The second copy location can 

and we will choose the 01_Original_RAWs folder on the 
secondary drive. This doesn’t allow us to create a folder 

working drive has the same folder structure as the second 
one.(12ab) This is very important in case the primary drive 
goes down and the folders are easily relinked, since they are 
named the same. Once we’re ready, we can click import and 

into Lightroom all at once. 
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7-Part Series to Step Up Your Lightroom Game – Part 1: Storing & Managing Files | Dustin Lucas

folder structure. On the left side, there is a panel called Folders where you will see the 01_Original_RAWs folder we 
copied and imported.(13) By right clicking and choosing Show Parent Folder, we can see the outer folder and can 

remember to always do it within Lightroom.  

BASIC FILE MANAGEMENT IN LIGHTROOM 
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7-Part Series to Step Up Your Lightroom Game – Part 1: Storing & Managing Files | Dustin Lucas

set of parameters.(17) 

This is an awesome way to automate some of your sorting based on the attributes and the Develop setting you apply. 

work at the end of year, as I don’t have to sift through thousands of images. I will go more into depth on this in the 
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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

It starts with a solid storage and backup plan to make sure you images are safe and accessible in the fastest way. 

everything. Above all, once you bring images into Lightroom, any changes you make must be done in the catalog. 
 

WRAP UP
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Social Media Strategy Pyramid | Christine Yodsukar

The world of social media can be daunting. There are so many platforms to choose from and to post on, and 

when to post it, where to post it, and what to do after you’ve posted it. In our social media marketing business, 
Stumptown Media Group, we create social media marketing strategies for each of our clients. This not only gives 
us a strategy to work from as we create their Facebook ads and funnels, but it also gives them a framework for 
posting their own content so they know exactly what to post, when to post it, where to post it, and what to do after.

The Social Media Strategy Pyramid is one small part of the entire marketing strategy we create with our clients, 
and you have the opportunity to use it now as well. Go get ‘em!

The bottom section of the pyramid is where everyone who owns and runs a business is. You are here along 
with everyone else who offers a product or service that is the same as or similar to yours. This section is called 
Commodity, because all you and everyone else are doing in this phase is telling the world, “I offer this product 
or service.” 

COMMODITY



20
2 

  S
h

u
tt

er
 M

ag
az

in
e 

. J
u

n
e 

20
19

20
3 

  b
eh

in
d

th
es

h
u

tt
er

.c
o

m

Social Media Strategy Pyramid | Christine Yodsukar

The next level up in the pyramid has a few less people and businesses, although it is still a very saturated level. 
The Trust level is where potential customers can start to trust that you will deliver on your product or your 
service. In this level, you are sharing testimonial videos and written reviews from past clients. Those testimonials 
and reviews build trust in the potential customer because they can see that other people have taken a gamble on 
you and your business and have come out with a win on the other side of that experience. 

TRUST

Once you enter the Expert level, you are certainly far ahead of the majority of small businesses and the type of 
content they are putting out on social media. In this level, you are sharing content that is of extreme value to 
your audience about the topic at hand. For example, you are sharing a blog with your favorite tips on getting a 

and you’re sharing videos on topics like where to display your wedding album in your home to get the most 
enjoyment out of it. Once you enter the Expert level, your audience knows they can come to you when they want 
to receive value in your genre. Few small businesses ever journey past this level.

EXPERT
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Social Media Strategy Pyramid | Christine Yodsukar

If you make it here, you’ll have even less competition and have clearly set yourself apart from the rest. Hardly 
any small businesses bring themselves to this level, and I bet you can think of very powerful brands you love that 
live here. In the Lifestyle level, you are providing your audience with valuable content above and beyond your 
genre or industry. You are now bringing value to your client’s life outside of the product or service that you share 
with them. Maybe you’re sharing a video of you making your favorite cake recipe, or a written blog about how 
you mentally prepare yourself for your days to achieve maximum success, or perhaps you’re sharing photos that 
show your audience the step-by-step process to creating DIY yarn lanterns that they can hang on their covered 
patio in the spring and summer. Even when your customer is not in the zone of needing your services, they are 
still staying in your ecosystem because you continue to deliver value that they can use in their lives every single 
day. This will lead to them referring you more and thinking of reasons to buy from you more, and you coming to 

in the Lifestyle level as well as each of the other levels?

LIFESTYLE

Each of these levels offer types of content that you can be sharing on your social media pages. It’s good practice 
to post and share photos, videos, and written content from each level often. 

To take this to the next level, because that’s what we do in the Shutter world, let’s think about how we can 
amplify the impact of this Social Media Strategy Pyramid. How can we do it faster? How can we do it in a more 

Facebook ads and funnels are the way. A really well-done Facebook ad and funnel will cover every level of the 

level. Making sure each new prospect gets to go through every level of the pyramid means that the ones who 
make it all the way to the end are your ideal clients. They have made it past all of the qualifying statements, been 
given all of the important information they need to know to ensure they are an amazing client for you, and are at 
the point where they are asking for more content from you. 

These prospects that go all the way through the funnel become your warm leads. This means that they like what 
you’re doing and want more. It also means that they are likely to become clients of yours. They now know that 
you offer the product or service they’ve been looking for, that other people have found success working with 

they originally came to you for. 

What about those people that started down the funnel but didn’t make it all the way through? Well, statistics show 
that if nurtured well, a percentage of those will still become clients of yours. Don’t just let them go and never 
offer them something of value ever again—with proper ads and funnels, you can then send valuable information 
straight to their news feed, continually proving that you are the trusted expert that they can rely on for what they 
need and so much more. 

The power of Facebook ads and funnels is such that you can now pick the person you want to talk to and speak 
directly to them, instead of having your dad be the only one liking and commenting on your posts. We love Dad, 
but we can call him up anytime we want, so our marketing efforts are better saved for those clients we want to 
hire us. 



20
6
   

S
h

u
tt

er
 M

ag
az

in
e 

. J
u

n
e 

20
19

Social Media Strategy Pyramid | Christine Yodsukar

20
7 

 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

the world. As you are creating your posts, think about the one person who is your perfect client, and write in a 

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.
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photographer audrey woulard | katcteens.com

gear nikon z7 
nikon 85mm f/1.4

exposure
lighting
location

image title girl, wondering.

f1.6 @ 1/2000, ISO 64
profoto b10, ocf beauty dish
chicago, illinois
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Be free to create
Profoto Connect 
& A1X
Profoto Connect and the A1X are a powerful and easy to 
use combination. Profoto Connect is a button-free trigger 
with just three settings; auto, manual and off. So it’s never 
been easier to be creative make the most of the natural 
and beautiful light of the A1X.

Discover more at profoto.com

Profoto Connect and the A1X are a powerful and easy to use 
combination. Profoto Connect is a button-free trigger with just 
three settings; auto, manual and off. So it’s never been easier 
to be creative make the most of the natural and beautiful light 
of the A1X.

Discover more at profoto.com

Be free to create
Profoto Connect  
& A1X
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