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How will 17hats free you up?

Visit 17hats.com/freedom

FREEDOM is the gift that 
17hats has given me. I love 
that I’m able to run my 
photography business from 
anywhere and nothing slips 
through the cracks.



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

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

create a free account at bayphoto.com.

Images by: Nicole Sepulveda, Joe and Mirta

Showcase Your Story
with Quick Design & Page Turning Quality

Holding true to Bay Photo’s tradition of innovation, we are pleased to introduce easy online ordering 

for BayBooks, Pacific Albums, and Sunrise Albums! This new workflow features intuitive and powerful 

design tools that allow you to build your visual narrative with even more ease and efficiency. Drag-

and-drop your images into our pre-designed templates with the creative freedom to make quick 

adjustments, or create your own unique designs easily. Start creating your project online today!

The path to gorgeous Albums is smoother than ever!

Learn more at bayphoto.com/albums

25%
OFF

Your First Order

Full Wrap  
Photo Covers

Metal, Acrylic, or Wood 
Photo Covers

Seamless or Micro Gutter 
Spreads

 50%
OFF

Studio Samples

NEW! Design & Order Online

50 Mix-and-Match  
Cover Materials

5 Premium  
Page Surfaces

So many customization options!



On To Onboarding!
This month, 17hats business experts 

Amanda and Donovan speak to a crucial 

system for your business: Onboarding. 

Amanda & Donovan - COO & CEO, 17hats

What exactly is Onboarding?
 

Donovan: Onboarding is how you get clients 

“on board” with your way of doing things. 

You learn about your clients, and they learn 

about you.  

Amanda: Your 17hats features work 

together to systemize Onboarding. A 

tailored Questionnaire solicits key info, and 

your personalized Email Templates convey 

professionalism.

1

It’s time to get on board:

Visit 17hats.com/onboarding

So, Onboarding only happens at the 

 

Donovan: No – Onboarding is an ongoing 

process that spans your client relationship. 

Think back to the Client Journey – say, for a 

wedding. There are questions you would ask 

at the outset, like the date and venue.

2

Amanda: Then, at the nine month mark, you 

might ask about members of the wedding 

party, so you can think through shots needed 

on the day. By two months out, you should 

ask about the other vendors, so you can tag 

them later in your photos. With 17hats, all of 

this is automated.

 

Amanda: A well-designed Onboarding system 

tells your clients that they are in good hands.   

Donovan: Yes. The questions you ask … when 

you ask them … and your polished, consistent 

communications … it all works together to 

Amanda: The bottom line is, the right approach 

to Onboarding adds tremendous value to your 

brand.

3

Getting to 
know you: 
With 17hats, 
Onboarding 
is easy.

automates the process – so 

details at key junctures. 

Leave the Chaos Behind
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FACEBOOK.COM/BTSHUTTER

PINTEREST.COM/BTSHUTTER

TWITTER.COM/SHUTTERMAG

YOUTUBE.COM/BTSSHUTTERMAGAZINE

INSTAGRAM.COM/SALCINCOTTA

VISIT US ON YOUTUBE
TO WATCH EDUCATIONAL VIDEOS THROUGHOUT THE MAGAZINE

VIDEOS ARE AVAILABLE WHEREVER YOU 

SEE THIS ICON

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

YOUTUBE.COM/BTSSHUTTERMAGAZINE



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. 

Shutter Magazine: By photographers, for photographers.

EDITOR-IN-CHIEF / PUBLISHER
Sal Cincotta

COPY EDITOR
Tom O’Connell

CREATIVE DIRECTOR
Alissa Zimmerman

CONTRIBUTING WRITERS

PHOTOGRAPHER: Sal Cincotta | salcincotta.com
CAMERA: Canon 5D Mark IV
LENS: Canon 70-200mm f/2.8L
EXPOSURE: f2.8 @ 1/640, ISO 200
LIGHTING: Natural light
ABOUT THE IMAGE: This image was taken in St. Louis, 
Missouri, in August 2018.
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A message from the editor-in-chief
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- Sal Cincotta

are you maximizing your exposure
to this segment of the market? 

Tweens, seniors,
teenagers and kids—



12
   

S
h

u
tt

er
 M

ag
az

in
e 

. M
ar

ch
 2

0
19

Im
a

g
e

 ©
  

V
a

n
e

ss
a

 J
o

y

A
R

E
 Y

O
U THINKING ABOUT Y

O
U

R

with Vanessa Joy



14
   

S
h

u
tt

er
 M

ag
az

in
e 

. M
ar

ch
 2

0
19

15
   

b
eh

in
d

th
es

h
u

tt
er

.c
o

m

Are You Thinking About Your Future? | Vanessa Joy
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Are You Thinking About Your Future? | Vanessa Joy
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Everyday Millionniares  
 

a colleague of Dave Ramsey’s 
and the author of Everyday Millionniares 
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Entreleadership: 20 

Years of Practical Business Wisdom From the Trenches and The Total Money Makeover.
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1. Know your numbers.

2. Never go into debt—for anything. 

3. Plan for the unknown.
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Are You Thinking About Your Future? | Vanessa Joy

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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BE THE REVOLUTION

©2019 Canon U.S.A., Inc. All rights reserved. Canon and EOS are registered trademarks of Canon Inc. in the United States and may also be registered trademarks or trademarks in other countries.

The EOS R camera, the RF mount,  

the new RF lenses and EOS heritage: 

the next evolution and revolution  

in photography.

THE EOS R SYSTEM

Re-imagine Optical Excellence

It starts with the new, revolutionary RF mount. A mount that 
opens up a world of possibilities for our optical engineers.  
New RF lenses achieve a level of excellence previously unknown. 
In addition, through dedicated adapters, the RF mount can take 
full advantage of the 60+ EF lenses in our current line-up. 

www.usa.canon.com/eosrsystem
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with Christine Yodsukar
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How to Sell Digital Files Like Products | Christine Yodsukar

I hear photographers in every workshop, every one-on-one call, every Facebook group and every in-person 
meetup say their clients don’t want to spend money, don’t want products and just want to pay a couple hundred 
dollars for the digitals. I feel you. I used to say that. I have a bomb to drop. The problem is not your clients. The 
problem is you. That is a lie we tell ourselves so we don’t have to teach ourselves how to sell, so we don’t have 
to face our fears, so we can continue to think we could be successful “if only.” 

There are two basic things I have learned in sales: Clients want what you tell them to want, and you can dictate 
what your clients want. 

What your clients want is actually what your clients value, and what your clients value depends on how well 
you are serving them. If you do not serve your clients at all, they will value only what they know. They are 

and Costco and buy-and-sell Facebook groups. They don’t know what magic is available to them through 
a professional photographer. It is our job to help them see the possibilities of working with a full-service 
professional photographer. 

Im
a

g
e

 ©
 C

h
ri

st
in

e
 Y

o
d

su
ka

r

Im
a

g
e

 ©
 C

h
ri

st
in

e
 Y

o
d

su
ka

r



31
   

b
eh

in
d

th
es

h
u

tt
er

.c
o

m
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I wasn’t always able to sell digitals the way I sell 
products. In fact, the word digital scared me. I had put 
so much work into learning how to sell products and 
testing my approaches that I hadn’t even thought about 
how to sell digitals. 

Through learning how to sell products, I learned how to 
build value for the products I was offering. The albums 
and wall galleries were family heirlooms that served 
as a valuable daily reminder of what is most important 
to people. Having something in your home you can 
look up at every day and feel better about the troubles 
you’re facing is priceless. I could sell that all day long 
to my clients because I understood the value of it. These 
products make your life better. 
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How to Sell Digital Files Like Products | Christine Yodsukar
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Once I understood the value of what I was able to 
deliver, I applied all of the sales techniques I’d learned 
through trial and error, countless books, private training 
(including with the amazing Steve Saporito) and 

client. Whether it is their toddler’s chunky cheeks or the 
unveiling of their brand-new business, there is always 
a reason they want photos taken by a professional. 
Once I know what is valuable, I can connect it to 
the deliverable, which in most cases is the artwork. 
Through the artwork, the client can celebrate the thing 
that is valuable to them. 

the artwork, I have to use actual sales and negotiation 
techniques, like many I learned from Never Split the 
Difference by Chris Voss: to ask for the sale that I want 
and that I know will serve them when the artwork is 
being enjoyed in their home. 
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How to Sell Digital Files Like Products | Christine Yodsukar

have a client coming to us for branding photos, why do they want branding photos now? What is different right 
now than the last time they had photos done? Next, I need to link that value to the digital product. To do this, I 

Are they putting these photos in a header banner on their website? That tells me that I should photograph them 

perfect for the header banner on your website.” If they also need a photo for an Instagram post with a text overlay 
telling people to sign up for their lead magnet, I need to know that so I can leave empty space in the frame for 
the text and so I can point out this photo in the sales meeting and say, “This photo will help you build your list 
on Instagram.” 
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How to Sell Digital Files Like Products | Christine Yodsukar

Knowing your client’s needs and being able to deliver on those needs is the basis of sales. If I do this, I can sell 
them anything as long as it solves their problem and I believe in it. A great example of this was when a client 
who had just had a family session with me bought multiple collections of artwork. He loved how the artwork 
honored and celebrated his family. A few weeks after they received their artwork, this client reached out to me 
for headshots for a major rebrand of his business. 

The only difference was that he did not want artwork of his branding photos. He just wanted the digitals to use on 
his website and promotional materials. At this point, I still didn’t want to hear the word digitals because it scared 
me. I believed that the digitals were the best product for him. I wasn’t about to sell him wall art of his branding 
photos. So I decided to use the same exact process he had already been through with his family session, but 
replace artwork with the digitals he wanted. For the sales session, I had priced the digitals so they at least paid 
for my time and the hair and makeup artist, and took it as a test run. At least I wouldn’t lose money. 

came out to just under $4,000. They got exactly what they wanted, they were over-the-moon happy and I met 
my sales average. 

Sales techniques work whether you are selling artwork, digitals or a used car. I don’t have rich clients. I don’t 
live in a wealthy area. I don’t have rich friends. I learned how to sell. 
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How to Sell Digital Files Like Products | Christine Yodsukar

Don’t let yourself believe the lies you see all over the Facebook groups that you can’t sell digitals and be 

If you want to sell a lot, provide a lot. In the sales meeting, use techniques you learn from books, highly regarded 
coaches and peers. And the next time someone asks you, “How much for just the digitals?” just remember that 
if you want the big sale, you have to ask for it.

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
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With a Sigma Cine pedigree, this 
well-loved focal length is now recast 
as an Art lens poised to take on all 
your wide-angle ambitions. 

NEW

28mm F1.4 DG HSM
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Maintaining Balance When Working with Your Significant Other   | Alissa Zimmerman
4

0
   

S
h

u
tt

er
 M

ag
az

in
e 

. M
ar

ch
 2

0
19



4
2 

  S
h

u
tt

er
 M

ag
az

in
e 

. M
ar

ch
 2

0
19

4
3 

  b
eh

in
d

th
es

h
u

tt
er

.c
o

m

Maintaining Balance When Working With Your Significant Other | Alissa Zimmerman

 
TIP #1: ESTABLISH ROLES AND STAY IN YOUR LANE 
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Maintaining Balance When Working With Your Significant Other | Alissa Zimmerman

TIP #2: OWN YOUR MISTAKES 
 

 
 

 

TIP #3: SPEAK YOUR MIND AND DON’T HOLD GRUDGES
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Maintaining Balance When Working With Your Significant Other | Alissa Zimmerman
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TIP #4: LISTEN TO UNDERSTAND, NOT TO RESPOND
 

TIP #5: CELEBRATE YOUR WINS AND NEVER LOSE PERSPECTIVE
 

TIP #6: STEAL AS MANY MOMENTS AS YOU CAN
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Maintaining Balance When Working With Your Significant Other | Alissa Zimmerman

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

salcincotta.com
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TIP #7: ABOVE ALL ELSE, BE EACH OTHER’S BIGGEST FAN
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The answer to all your problems: Marketing  | Sal Cincotta
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Seniors | The Next Generation | Sal Cincotta

6
1 

  b
eh

in
d

th
es

h
u

tt
er

.c
o

m

 

 

Im
a

g
e

 ©
 S

a
lv

a
to

re
 C

in
co

tt
a

 P
h

o
to

g
ra

p
h

y



Seniors | The Next Generation | Sal Cincotta
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Seniors | The Next Generation | Sal Cincotta
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GO ORGANIC 
 

 

 

 

 

 
CHANGE THE WAY YOU SHOOT 
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YOU STILL HAVE TO WIN THE PARENTS
 

 

 

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

salcincotta.com
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THE PRINTER THAT’S EQUALLY OBSESSED

PRINT WITHOUT LOSING DETAILS IN BLACK.  PRINT WITHOUT PROBLEMS.

We are obsessed with making sure your prints are faithful 
to your vision. That’s why we are obsessed with making sure 
the imagePROGRAF PRO Series printers recreate blacks with 
unmatched quality. Learn more at usa.canon.com/proprinters

PRINT WITHOUT L

We are obses
to your vision.
the imagePRO
unmatched qu
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Posing Prompts for More Natural Senior Portraits | Phillip Blume

Is your senior portrait client too cool for school? Or maybe too shy to give a single smile for the camera? Seniors 
come in every variety, and photographing them brings a variety of challenges. Even if your senior portrait 

income), provide more than rigid old posing. You need to direct her. When you connect and deliver an emotional 
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Posing Prompts for More Natural Senior Portraits | Phillip Blume
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SPEAK LIKE A DIRECTOR

reaching your goal during the brief session time. Im
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Posing Prompts for More Natural Senior Portraits | Phillip Blume

 Im
a

g
e

s 
©

 B
lu

m
e

 P
h

o
to

g
ra

p
h

y

1. STATIC POSITIONS

the pose becomes theirs.

“PINKY AND THE BRAIN”

“THE SASSY CHICKEN”

"The Sassy Chicken"

“Pinky and the Brain”
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Posing Prompts for More Natural Senior Portraits | Phillip Blume
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2. STAY ON THE MOVE

 
 

“THE DRUNK TIGHTROPE WALKER”

“MISSION TO MARS”

 
and . . . you may have created a monster. 

“The Drunk Tightrope Walker”

“Mission to Mars”
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Posing Prompts for More Natural Senior Portraits | Phillip Blume
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3. GAMES AND OTHER SCENARIOS
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Posing Prompts for More Natural Senior Portraits | 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
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Client Loyalty: Relationships Matter When You’re In Business | Audrey Woulard

with Audrey Woulard
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Client Loyalty: Relationships Are Everything in Business | Audrey Woulard

Photographers who have been around for a while are often asked what their greatest achievement is. I have 
accomplished a lot on the surface. I have been commissioned to photograph people all over the world, from 
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ELLA GABBY GABBYELLA 
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Client Loyalty: Relationships Are Everything in Business | Audrey Woulard

RAQUAL

RAQUAL

MACY

MACY
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Client Loyalty: Relationships Are Everything in Business | Audrey Woulard
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We must keep up with the latest innovations. Photographic products change all the time. Keep showing new 

CAILYN
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Client Loyalty: Relationships Are Everything in Business | Audrey Woulard

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

alwphotography.com

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

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

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

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

Tamron’s image-stabilized 
G2 trinity is complete.

©Hernan Rodriguez

SUMMER SUMMER
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The Art of the Close-Up | David Beckham
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The Art of the Close-up | David Beckham

One thing that separates me from the other photographers in my area is the client experience I offer. We go 

location I shoot. 

LIGHTING IS EVERYTHING

THE ART OF THE CLOSE-UP  
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great photos of all of those beautiful people—but not me.” 

Click. Click. Click. Then 

LOOK DOWN. EYES AT ME. SMILE.  
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The Art of the Close-up | David Beckham
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LOOKING AWAY  

FOCAL LENGTHS MATTER    

Ninety percent of the time, I frame the shot 

the great eye focus technology, you aren’t 

THE CROP  

FOCAL LENGTHS MATTE

spots. There is a slight distortion straight out of the camera, but it’s negligible. Recently I started using my 
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The Art of the Close-up | David Beckham

catchlights should still be above her pupils. 

POINT OF VIEW

the light source, be sure their hand is not perpendicular to it. 

REMEMBER THE HAND RULES

HATS ARE GREAT PROPS

their hair through the hood so you 
can see that too. Turn their head 
inside the hood so only part of their 
face can be seen. 

HOODS ARE THE BEST 
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The Art of the Close-up | David Beckham

THE BEST $22 I EVER SPENT 

If they are on their tummy, it is easy. Their hands and arms can form triangles or leading lines, or they can conceal 
 
 

missed some details.

LYING DOWN  
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BEST $22 I EVTH BEST $22 I EVH  $22
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The Art of the Close-up | David Beckham

David Beckham makes his living photographing fashion-styled seniors out of his studio in 
Pickerington, Ohio. He is a four-time veteran of ShutterFest, runs the AskDavid education 
page on Facebook and teaches four workshops every year out of his studio. David is 
also in demand at conferences like SYNC and Twin Cities PPA. Follow him on Instagram at 
davidbeckhamphotography. 

davidbeckhamphotography.com

Take their senior photos to the next level.//

Graduation made great.
ZEISS Batis Lenses for Mirrorless Cameras.

The ZEISS Batis family of lenses for Sony Alpha series cameras 
provides a fast, quiet autofocus that ensures high-precision 
clarity in every situation.  Adding these lenses to your full-for-
mat camera will ensure you never miss another unique 
moment again. Compared to a zoom lens, the prime focal 
lengths of the Batis family provide high speed and uncompro-
mising image quality.  The close focusing distances and crystal 
clear imagery allows photographers to see details in a whole 
new way.

// INSPIRATION
MADE BY ZEISS Photo: Amy Cyphers

ZEISSCameraLensesAmericas

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

LET THEM BE GOOFY    
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with Cathy Anderson
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wedding as the hired photographer, 
sheepishly standing in front of a 
crowd of people with no clue what 
to do. Gripped with fear, she realized 
that the girl in charge knew nothing 
about being a wedding photographer. 
She was shy and knew a lot about 
the technical side of photography, 
but had zero experience with the 
people stuff. 

Who is she? That’s me. It was in that 
moment that my worst nightmare 
became the catalyst for the wildest 
ride of my life. I screwed up but 

hope that what you’re about to read 
will inspire you to quit being scared 
and to take some chances. We’ve all 
been there, but sometimes we need a 
kick in the pants to start chasing our 
wildest dreams. Im
a
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e
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wondering to myself, “How in the world did I get myself into this?” 

 

course of action? 

and she got her images.

My personal shark tank was stepping in front of a crowd of people I barely knew, trying to be charismatic and 
convince them that I knew what I was doing, even when I had no clue. That moment taught me that the sharks 
I envisioned really weren’t scary at all; they were the greatest teachers I’ve ever met—the unnamed souls who 
trusted me at that wedding and unknowingly gave me the courage to leap outside my comfort zone. I was 
insecure and had no business doing that wedding, but I am so glad I did. 

I saw that it was okay to be authentic. I found that it was possible to communicate with people I had never met; 

teenage years had conditioned me to believe I wasn’t worth much. Little did I know, that leap into the shark tank 
was the best decision I ever made. I found that when I felt most alone, I was actually blazing a trail. 

My wedding career spanned many years. I stuck with it because I made good money. I found myself stuck in 
a creative rut, searching for who I was as an artist. I did not know where to start, but I knew I was ready for 
another adventure that would shake things up. That’s when I found “sportraits” and adventure photography—the 
inspiration and creative outlet that reinvented me as a portrait artist.
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Wikipedia calls art the process of “creating visual . . . artworks [that] express the author’s imaginative . . . ideas 
intended to be appreciated for their . . . emotional power.” Isn’t every mother searching for a way to translate 
their precious child’s personality into a piece of art that evokes feeling. Every time I see a tear roll out of a proud 
mother’s eyes, I know I have achieved that. I create art because it’s what I’ve vowed to give to my clients. I 
create art for parents and teenagers who are looking for something different than what other photographers have 
deemed the status quo. If you want to create powerful works of art that make your clients feel emotion, call 
yourself a portrait artist.

Seniors want an authentic experience that tells their story in a different way—one that captures their soul, 

I make sure that my portrait sessions give them exactly that. I begin every session by looking directly at the 
senior and asking them: “What do you want?” Mom might be paying, but deep down, she craves a portrait that 
illustrates the soul of her child. I want to start their portrait experience knowing they can freely express who they 
are and that their session with me is a collaboration between us. Of course I’ll get the portraits that Mom wants 
(looking straight at the camera, smiling), but the wall portraits that go home are always the ones my seniors love. 
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“Sportraits” fuse the world of sports and portraits, giving seniors a dynamic and exciting athletic portrait ready 
to grace the cover of any sports magazine. The standard sports photographers in my community made athletes 

to represent events full of excitement and movement. It was an oxymoronic status quo, and it needed to change. 

all straight out of camera. We collaborated with our athletes, developing exactly what they wanted, and sportraits 

Most importantly, creating the magic in camera led to a new personal standard—it kept me honest and creative, 
pushing me to innovate and present the best version of myself to my clients. My two goals for each session 
became breaking barriers in order to translate a senior’s soul into a portrait, as well as creating raw artwork 
in camera using only the tools I had at the portrait session. There are composites, but they are not my goal. 
Suddenly, my seniors had the images that everyone wanted to copy (avoiding the dreaded words “I found an 

focused on quality than on saving a few bucks. 
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photographing adventure portraits and extreme sports like highlining, whitewater kayaking, rock climbing and 

of the past transformed into a totally new woman who now lived in a world far beyond the boundary of where 
her comfort zone previously lay.
 

of lighting gear, photograph and connect with amazing young athletes and am supported by a wonderful tribe 

sailing past your comfortable boundaries. Be ready to conquer them even if you’re afraid, and remember that if 
you follow the crowd, you risk going no farther than the crowd.

You’ve got this. I know it’s scary, but your hard work will lead you to your wildest dreams. I hope that my story 
will inspire you to push past what you think you can achieve and give you the inspiration to go out and do it. 
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Cathy Anderson is a second-generation photographer and educator based in North Carolina. 
She earned her Certified Professional Photographer, Master Photographer and Photographic 
Craftsman degrees from Professional Photographers of America (PPA). Her award-winning work 
has been featured in national magazines, art galleries and in the PPA Loan Collection. Students 
have soaked up her wisdom at conferences like ShutterFest and Imaging USA. She shoots 
adventure, landscape and “sportraits,” and excels at in-camera artistry and dynamic lighting. 

cathyanderson.smugmug.com
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Inspiration can come when you least expect it. As 

photographers, we are visual artists. We  express 

ourselves through our camera and the images we 

create. Inspirations represents a  sampling of our 

industry and the vision of  professional photographers 

from around the world. 

Congratulations to all our featured artists. Be inspired 

and create something that is you.

Sal Cincotta, Editor-in-chief
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Upsell Strategies to Incorporate Into Your Sales System | Jeff & Lori Poole

For the past several months in The Business Corner, 
we’ve been building your sales system from the 
ground up to help you reach your target sales 
average (see our August 2018 article to learn how 
to determine your target average). We started with 
cost-based pricing as a foundation (October), then 
looked at alternative pricing methods for products 

all with the goal of driving clients to shop from your 
bundled options (February). Our goal this month is to 
round out your sales system with clever and desirable 
upsell options to entice your clients to get the most 

A quick note about terms: In the strictest sense, 
upselling means selling the client a higher-priced 
product than the one they were considering. The 
terms cross-selling and add-on sales describe selling 
the client additional items beyond the one they were 
considering. It’s become commonplace to use the 
word upselling for all methods of achieving a higher 
sale. For the purposes of this article, we use the 
broader meaning of upselling.

UPSELLING: ROUNDING OUT
YOUR SALES SYSTEM
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options. Here’s a quick recap.

Pull-through: Incentivizing higher packages by offering desirable products that are unavailable in the 
lower packages. These products help pull your client through to the higher packages.

Good/better/best: By offering three or more options, clients will gravitate toward the middle. This allows 
you to strategically plan where the middle falls.

Whopper: An over-the-top item that most clients will not purchase but that adds another tier to your good/
better/best offering, thus effectively moving the middle.

Quantity discounts: Offer clients a discount on additional items when more than one is purchased.

Gift with purchase:
additional purchase or simply the ability to purchase a previously off-limits item.

UPSELL STRATEGIES THAT ARE BUILT INTO YOUR PRICE LIST

Tiered discounts: Offering increasing discounts or rewards when increased levels of spending are met.

product lineup, how you tier your bundles and how you lure clients into reaching your target sale. Keep these 
options in mind anytime you need to encourage a sale. It is not uncommon for a client to debate between a lesser 

Example 1: A client is torn between her two favorite images for her wall portrait. Offer her a quantity 
discount on the second image so she can have both.

Example 2: Clients have chosen the product options they love, but are hesitating over the total invoice 

incentive that has a low cost of sale but high perceived value, and close the sale.

I don’t recommend using closers often or with every client. They can be perceived as a hard-sell tactic. Routine 
discounting and gifting can also hurt your bottom line and devalue your standard pricing. If you pay close 
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While the upsell strategies we’ve discussed so far are laid out within your pricing, there are other ways to 

incorporate these techniques with other selling platforms.

Suggestive selling during the shoot: 

Product upgrades: These are essentially upgrades in style, size or quality, such as upgrading a wall portrait 
from photographic paper to metal or adding pages to or upgrading the cover style of an album. It is upsizing 
basically anything. Clients may initially book a lesser option, and decide they want more. Perhaps a client’s 
package includes the 8-inch album but they really want the 12-inch. If your chosen bundling method is 
preset packages, make sure the upgrade the client wants isn’t a part of your pull-though. If it is, sell them 
on the larger package. On the other hand, the create-your-own collection or base-product-plus bundling 
methods are designed for selling upgrades. If either of these are your bundling method, product upgrades 
are going to be your new best friend.

Impulse buys and other small add-ons. Every photographic niche has its own line of tchotchkes to sell. 

to most sales. The incremental upsells add up to a higher average sale, getting you ever closer to your  
dream studio.

ADDITIONAL UPSELLING STRATEGIES TO USE ON THE FLY
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Upsell Strategies to Incorporate Into Your Sales System | Jeff & Lori Poole

Together, this 1-2-3 punch carefully guides your client through the purchasing process—casually rewarding 
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Just a few years after Jeff and Lori found themselves struggling to survive while living in the 
basement of their studio, back in 2012, they are the proud owners of a brand-new home on the 
coast of North Carolina. The owners of Wilmington’s Indigosilver Studio offer boutique boudoir 
portraiture and wedding photography. They are also the founders of The Shoot Space, their 
educational resource for photographers. Their Shutter Magazine column, The Business Corner, 
is dedicated to helping you grow your photography business.

indigosilverstudio.com

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

THE 1-2-3 PUNCH
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It’s March, and we’re in the home stretch of the slow season. But as I’ve written for the past two months, that 

to happen, use the tools you have to elevate your brand awareness in the community.

Consistency: 

Be relevant: 

Post lengths: 

Know your demographics: 

Mom is interested in.
 
Be a farmer: 

 
Call your lab: 

the time.  

“The first thing you need to decide when you build your blog 
is what you want to accomplish with it, and what it can do if 
successful.”
– Ron Dawson

Fine-tuning Your Blog for the New Year | Skip Cohen
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Show your images: 

Quality: 

Run a community calendar: 

Build a stash: Not every post has to be written fresh each time you post. It’s the slow season, so write a couple 

10 Easy Content Ideas

1. Tips on Photography: 

2. Throwback Thursday: 

3. Faces of the Community: 
pharmacies, doctors, dry cleaners.
4. Pets of the Community: 
5. Storytelling: 

6. What’s New?
7. Gift Ideas: 
8. Community Events: 

9. Tips for Hiring a Photographer: 
as an ideal choice.
10. Finding Balance: 

Your writing skills: 

Grammar: 

Read it one more time: 

Guest posts:  



frustrate you.
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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

“Don’t focus on having a great blog. 
Focus on producing a blog that’s great for your readers.”
– Brian Clark

Fine-tuning Your Blog for the New Year | Skip Cohen
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From Photoshop to Lightroom | Dustin Lucas

When editing in Lightroom and Photoshop, I have presets and actions that make me have to bounce back and forth. 
From basic sliders for color correction in Lightroom to a more advanced color grading effect with a Gradient Map 
in Photoshop, I want a simple way to apply more effects in the program I work in. I want to be able to adjust my 
Lightroom sliders in Photoshop while working on an image. I want to be able to convert an action and apply the 
same look to an image inside Lightroom without having to translate the sliders into a preset. 

Adobe Camera Raw is the solution for nondestructive editing from Lightroom to Photoshop using Smart Objects. 
This is useful for Lightroom to Photoshop, but what about Photoshop actions into Lightroom? Adobe’s recent 

want to change your sliders while working in Photoshop, choose Open as a Smart Object in Photoshop. (1) This 
immediately opens your edit into Photoshop, and at any point during editing, you can double-click the image 

highlights, clarity, etc. (2ab) These changes made in Camera Raw do not save back into Lightroom since you are 

heavy lifting.

change your Sample setting to current and below. (3ab) When you make this type of change, you will have to ditch 
your nondestructive abilities since any future changes to the Smart Object would not apply to blank layers like 

Objects is that it has Smart Filters offering another nondestructive way to apply plugins like Portraiture. (4) 

Smart Object layers, you can reopen third-party plugins like Portraiture to tweak settings. The same goes for other 

your layers, you will have to open it directly in Photoshop rather than use the Edit In technique. 

LIGHTROOM TO PHOTOSHOP AS A SMART OBJECT
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From Photoshop to Lightroom | Dustin Lucas

If you don’t have an action built, don’t worry—we can apply a few adjustments to get started. One of my favorite 
tools is the Gradient Map for converting to black and white and as a quick way to color-grade. (8) If you haven’t 
used this tool before, add it to your list. 

EXPORTING CUSTOM LUTS FROM PHOTOSHOP
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From Photoshop to Lightroom | Dustin Lucas

 
layer back to a Smart Object—just right-click on the layer and convert. This lets us go back to our adjustment 
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From Photoshop to Lightroom | Dustin Lucas

adjustments, we hold the Option/Alt key and click the Create Preset button at the bottom of the panel. (18) This 

raise this effect. This starts at 100%, and you can drop down to 0 or lift to 200. (23abc) Now you can apply your 

(24 before, after)

WORKING WITH CUSTOM COLOR PROFILES
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From Photoshop to Lightroom | Dustin Lucas

highlights, midtones and shadows separately. I work in both programs using Open as Smart Object when going 

you won’t be disappointed. 

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

evolveedits.com

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

THE RESULTS
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Let’s talk about a dirty secret in the photography industry. Photographers are bad at business. You  
probably already know that. Photographers spend much of their time learning how to take pretty photos, a little 

things bring them. 

Building a proper infrastructure in your business is much more important than learning how to take pretty 
photos. I am not discounting the importance of being a good photographer by any means. I am saying that if you 
don’t have the processes in place to deliver an excellent overall client experience, eventually nobody will care 
about your pretty pictures.

That brings me to post-production and print delivery. This is the most important part of the client journey 
because it’s usually the last stage in the process. Without a good system in place, you will fail. Let’s break down 
our client journey, which starts the day after the wedding. As always, keep in mind that if you are not shooting 
weddings, the concepts still apply; adjust them as needed for your genre.
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COMMUNICATIONS

Communication is the most important thing you can do after the wedding day. This is your opportunity to set 
your clients’ expectations. Here are a few things you should be taking into consideration in the days following 
a wedding.

TIMETABLE 

Give your clients an idea of how long it will take to get their images ready. If you bring them in for a preview of 
their pictures, which leverages the best possible client experience, send them dates and times or a link to your 
calendar to make it easier for them to schedule.

REVIEW AND SURVEY 

Some people recommend waiting until the clients see their images to ask for reviews. You can do that, but if you 
know that they had an excellent experience, send them an email with a link to a survey if you are a multi-shooter 
studio, or just directly to a review site if you know they were happy. Automate this process with templates as 
much as you can. Surveying your clients reveals issues in the client experience that you can rectify in the future. 
Software like SurveyMonkey is free and easy to integrate into your website.

THANK YOU 

Your email communication should include a thank you, but there’s nothing like a handwritten note sent to  
your clients the day after the wedding. Use Bond.co to schedule letters to go out ahead of time. They are branded 
and handwritten.
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POST-PRODUCTION

If you have been following my journey for a while, you know that outsourcing our edits was one of the most 
important things we did to scale in the beginning. Many of you don’t do this, so I will walk you through an 

To do all of this and to make sure that you are holding yourself accountable, it’s essential to use software to 
track your progress and set due dates. We use Asana, which was recommended by Sal and his team. Other 
collaboration software includes Monday, Teamwork and Trello. We have been using Asana for three months, and 
it has changed the way we run our business.

 1.    Night of wedding or morning after: Download and cull wedding in Photo Mechanic

  a.    Rejected Raws
  b.    Selected Raws
  c.    LR catalog
  d.    Edited JPEGs
   i.     Print res
   ii.    Web res with watermark
  e.    Album
   i.     Album selections

   iii.   Album spreads
  f.    Print order
   i.    20x30 canvas
    1.    My amazing couple – 20x30 acrylic.jpg
 4.    Import to Lightroom and render smart previews to edit
  a.    Use a preset to ensure consistency
  b.    Select creative edit images
  c.    Tag vendor images
 5.    Edit JPEGs in accordance with delivery deadline
 6.    Export at night
 7.    Upload to N-Vu, create galleries
 8.    Send images to vendors (after clients see them)

You can see why we outsource this process. You can do it in house as long as you, the owner, aren’t doing it 
yourself. The full post-production process takes our studio 10 to 12 hours—before we even get to the client 
meeting. So, unless you have a full-time production assistant, hand off that process to someone else. As your 
business grows, evaluate your needs and decide which route works best for you.

So now your client comes in and they love what they bought from you. How does the next stage in the process 

Aside from making you more money, in-person sales makes for happier clients because you are making the entire 
process easy. 

I am not afraid to tell you about my failures in business. There is no better way to teach you than to tell you how 

on years of trial and error.

TRACKING

A tracking system is crucial. Just as you need project management for post-production, project management for 
product production gets things done. 

Don’t forget that whatever system you use, include due dates. That way, nothing slips through the cracks.

In a multi-team environment, we make sure projects get done in a timely fashion and split the work up using Asana.
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In an ever-growing social media–based business world, leveraging your client product purchases is essential. It 
sets the tone in our industry as more and more photographers move to full service, and allows us to show future 
clients how we take care of our current clients.

can take care of your clients by delivering beyond their expectations.
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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
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MARKETING

COMMUNICATIONS

The day your client makes a purchase, it’s crucial to outline all of the critical delivery dates and tasks they will 
need to complete. Ask them to choose album images if they didn’t have time to do it with you in the studio. 
Reiterate the timetables for your client. Include another thank you with this communication.

SALE

clients home to choose images in their package, but we changed that process when too many clients forgot to do 
it. We were also running into issues when they forgot what they bought.

By having them select images there and then, you can guide them to the best photos and ensure the product order 
is placed immediately after the sale. 

Use a purchase contract. This helps cement client expectations, ensures they feel good about their purchase and 
protects your business. No transactions should ever take place without a contract.
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Product Spotlight | The Edge Collection by H&H Color Lab

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

Why the Edge Collection by H&H Color Lab?
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For more information, visit edge.hhcolorlab.com

with

product
spotlight

Every once in a while, a new product comes along that shakes things up. It’s not something necessarily earth 
shattering or new, but just a new way of presenting something. 

Photographers lose market share daily to those sites that take pictures off your phone and promise you great quality 

H&H Color Lab has come up with some unique products that will blow you away—and make your clients invest in them. 

With high-quality designer textiles, they have created albums, folios, canvas and prints for a new product line 
called Edge. 

Edge Wraps & Edge Boxes

Edge Metal Float Blocks Edge Matted Prints

Edge Canvas Blocks



LUNACY2019

REGISTER NOW
SHUTTERFEST.COM/PROJECT-LUNACY



photographer salvatore cincotta

gear canon 5d mark iv 
canon 70-200mm f/2.8L

exposure
lighting
location

image title alexandra

f2.8 @ 1/125, ISO 50
profoto a1
north city | st. louis, mo
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The power of small
Profoto B10

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

Discover the B10 at profoto.com© Two Mann Studios
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