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and portrait photographer. Shutter uses the latest technologies to deliver
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the leading photography publications in the world. 
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Don’t ever lose sight of that.

Always protect the brand.

Both you and your imagery are your brand.
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Advanced Beauty Lighting | Michael Corsentino
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Photographer: Michael Corsentino | Model: Olivia Ashton Martin | Stylist: Rachel Nicole Valez | HMUA: Evelyn Ruiz

B

G
with Michael Corsentino

13
   

b
eh

in
d

th
es

h
u

tt
er

.c
o

m



14
   

S
h

u
tt

er
 M

ag
az

in
e 

. N
o

ve
m

b
er

 2
0

17

15
   

b
eh

in
d

th
es

h
u

tt
er

.c
o

m

Advanced Beauty Lighting | Michael Corsentino

I covered the basics of beauty lighting several months ago. This month I take you on a deeper 
dive into beauty lighting. We’ll look at a more advanced setup I used recently to produce two 
killer looks for the same model. 

Calling it advanced belies how simple and straightforward this setup of a key and multiple 
accent lights actually is. I call it advanced because anything outside the use of one light 
seems to be categorized that way, but don’t let the term intimidate you. Let’s start with the 
basics. 

There are constants in beauty lighting: a strobe with a beauty dish acting as the keylight, 

lighting. Add a stellar creative team, additional accent lights to amp up the look and maybe 
some colored gels for that extra wow factor.
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Advanced Beauty Lighting | Michael Corsentino

My go-to keylight for beauty and lots of other jobs is a Profoto strobe paired with a Mola Softlights 22-inch 
Demi Beauty Dish, with or without its companion diffusion sock. I’ll throw on the sock when I want extra-soft 
light. Since the keylight for beauty lighting is used very close to the subject, a 500-watt/second strobe provides 
more than enough power to shoot at f16 and a 100 ISO setting. These are the settings I typically use. 100 ISO 

that you can get at smaller apertures.

The height and angle of the keylight are critical settings when determining the amount of catchlight you want in 

want the key directly in front of and above your model, angled down approximately 45 degrees.

because I wanted a softer look than a second strobe would provide. I also used an adjustable three-panel Lastolite 

Adding the three accent lights and gels is the X-factor that makes these images pop. I placed one strobe on either 
side of the model and one overhead to create a more interesting, layered and polished effect. The keylight and 

strobes used for the left and right accent lights were the Profoto 500-watt/second B1 airheads, and the overhead 
hair light was a 400-watt/second Elinchrom Quadra strobe powered by a Quadra power pack. I like to use these 
super-lightweight strobes for overhead accent lighting because they’re easy to use on boom stands. All the lights 
were triggered when metering and shooting using PocketWizard Plus III radios.

For soft accents, try small to medium strip, octa and softboxes. To create harder light with increased contrast and 

known as egg crate grids, are made from soft fabric. 

on top of the model’s head. 

be your guide.

KEYLIGHT

FILL LIGHT

ACCENT LIGHTS

ACCENT LIGHT MODIFIERS
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Gels add drama and mood to beauty images, from subtle to bold statements. Here I’ve 
opted for a soft and subtle look. I’m using gels to add color and tone to the accent 
lights. They can also be used to add color to the light illuminating the background. 

I choose gel colors that complement each other and the model, wardrobe and 
accessories. I think about the mood I want to create, and choose colors that support 

think in terms of shadows and highlights, and choose different colored gels for each. 

For these images, I used two 12x12 gels in the color of 15 Deep Straw (for the light, 
warm color), and 4990 CalColor Lavender (for the darker blue/purple color) from 
Roscoe’s Digital After Dark and CalColor kits, respectively. I placed one of the gels 
on each of the two accent lights positioned on the sides of the model. We taped them 

WORKING WITH GELS
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Advanced Beauty Lighting | Michael Corsentino
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Advanced Beauty Lighting | Michael Corsentino

for editorial layouts, and so my stylist can use them in her portfolio. Call it beauty/fashion.

FULL-FIGURE CAPTURES
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Advanced Beauty Lighting | Michael Corsentino

images than any other type of photography. I’m a fan of Retouching Academy’s Beauty Retouching Panel 
Photoshop plugin. This useful tool handles much of the heavy lifting and repetitive tasks needed for professional 
retouching. 

involve the application of masked Hue and Saturation Adjustment Layers, which I use to paint in increased 
localized color saturation for the gel colors.

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

michaelcorsentino.com

LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at
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The Photographer’s Slow Season | Alissa Zimmerman
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T H E  P H OTO G R A P H E R ’ S

S LOW  S E A S O N
with Alissa Zimmerman
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The Photographer’s Slow Season | Alissa Zimmerman
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Welcome to the end-of-year change of pace. For most photographers, this is the time when business is slowing 

computer screens. Now is the time to hunker down and plan for the success in the year ahead. It’s too easy to 
get lazy instead. Slacking off will hurt your business because busy season will return faster than you imagine. 

Here are a few ideas you can implement to make the most of your down time.

you take too much time doing it, you may not do it at all. 

Whether you work alone or with a team, lock yourself in a room and map out the next three months. We 

weaknesses, opportunities and threats) forces you to lay out the good, the bad and the ugly. It helps you 
determine the next steps to building a healthier business for the year ahead. 

end up with a monster list of strengths and only a few weaknesses, there’s something wrong. Poke holes in 

and fear of the amount of work ahead of you. 

P U T  A  P L A N  T O G E T H E R
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look at what you and your brand offer to clients and what sets you apart from the sea of faux-tographers. 

touches throughout the process. Are your products getting stale? Do you want to start selling larger wall 
art? Research new products and tools to help with in-person sales so you can start selling larger to your 
clients. Do you feel your photography style is getting boring? Take workshops or online courses to learn 

Don’t forget to stock up on samples this time of year. Your past year was spent creating beautiful  

it to sell it.

This has always been important to our studio this time of year. It’s easy to get sucked into the feeling of 

We spend this time of year learning new lighting, posing and compositional techniques on personal photo 

at a pace that isn’t rushed or on deadline. We can take our time with each shot to perfect these new skills 
we are learning. 

It’s also not a bad idea to attend a conference or a workshop during the slow season. Surrounding yourself 

the process of creation so much more rewarding. 

F I N D  WAY S  T O  I N N O VAT E

R E - I N S P I R E  YO U R S E L F

Again, laying this groundwork is not meant to be fun and exciting. It’s hard work that requires an unbiased 

any of the kinks that may be slowing down your business so you can get back to 

tools that we’ll be launching from N-Vu. None of this is possible without putting in the 
legwork initially to make sure it’s done correctly from the beginning.

A N A LY Z E  YO U R  I N E F F I C I E N C I E S
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The Photographer’s Slow Season | Alissa Zimmerman
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The Photographer’s Slow Season | 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

MetalPrints
Leading the Industry in Sizes, Options, & Quality

Order a Sample Pack to see our 5 MetalPrint surfaces!

At Bay Photo, we know that you need a wide variety of options to display your images. That's why we offer 

thousands of combinations of sizes and options for you to choose from. We help you create the highest quality 

custom displays available anywhere.

Custom Displays for the Professional Photographer

 Images by:  Jim Garner, Steve Harrington, Annie K Rowland, Matt Hoffman

MetalPrints
‘Tis the Season to Offer Sizes, Options, & Quality

Clusters & Splits

 

Double Float AcrylicFramed Prints

 

Creative Edge

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

Learn more at bayphoto.com/metalprints

People are not wired to run on adrenaline for an eight-month window and not need a break and some quality 

and will come from a place of excitement instead of fear.

TA K E  A  D E E P  B R E AT H
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Product Review | Bay Photo Xpozer and Bridal Show Booklets

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

It’s November, and bridal show season is quickly approaching. Every year, wedding photographers scramble with 
last-minute preparation for their bridal show presentations. And every year, they wish they had been better prepared. 
Well, you are being put on notice, and I am giving you an incredible deal to not suck this bridal-show season. 

There are two must-haves for me in the booth. First, a killer display. I don’t sell frames. I don’t sell a DIY style. I 
sell an image. I sell an experience. I want to showcase my work in a clean visual way. My booth is 100 percent the 

work even in the most adverse lighting conditions, like a bridal show. 

I give my clients a multipage brochure that I know they will hang on to. Every other vendor is giving them 
postcards. These are small and unmemorable. Show them your images in a larger format. Spend the extra money to 
make an impact with your brand. 

The deets:

Visit bayphoto.com/wall-displays/xpozer and bayphoto.com/business/booklets-magazines for more examples and 
details.

Special: Get 40% off  unlimited Xpozer prints, Expo Display Kits, and Xchange Prints with 
promo code “SALXPO40” (off er valid from Oct. 25, 2017 to Dec. 6, 2017). 

Xpozer:

·   Sizes: 22 choices, from 16x16 to 40x80 inches
· Components: Vivid satin print and aluminum 
hanging system 
·  Xchange Prints: Swap prints anytime on the same 
hanging system
·  Expo Display Kit: Choose from Expo Display Kits 

Xpozer Prints for 8, 10, 16 or 20 feet of pipe and 
drape. Kits include all the hanging hardware
·   Production Time: Two business days
· New Add-On Feature: Xpozer Clamp—single or 
double hanging clamp system, great for displaying one 
or two impact images

Bridal Show Booklets: 

shows, catalogs of your artwork for sale, self-published 
magazines and more
· Made with the highest-quality press printing 

technology, and no minimum quantity required
·    20 design templates available
·    Finished Size: 8.5x11 with 6, 10 or 26 pages
· Binding: 11x17 sheet folded and stapled in the 

middle
·  Papers: 80# Semigloss smooth with optional UV 
coating on the cover
·    Production Time: One business day

Why Bay Photo Xpozer and Bridal Show Booklets?
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For more information, visit bayphoto.com

with

product
review
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Royal Cape Gown | Starting at $149

Starting at $99 | 25% off  of your fi rst rental | Use code FIRST25

enceptionrentals.com 
Fashion & Wedding Rentals delivered right to your doorstep
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with Justen Hong

I review a ton of photography websites and see a lot of failed 
attempts to search-engine optimize blog posts. I see SEO techniques 
from 10 years ago. In this article, I uncover bad SEO trends and 
provide guidelines for optimizing a blog post. My wedding example 
can be applied to any genre.
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SEARCH-ENGINE

how to

a blog post

<h1>

</h1>

OPTIMIZE



How to Search-Engine Optimize a Blog Post | Justen Hong
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One of the most important onsite SEO factors is still the post title tag. Make it an attention grabber. Stop writing 
titles like “Smith Wedding | Chicago Wedding Photographer.” Not only is this boring and not attention grabbing, 
it tells search engines that the page is optimized for “Chicago Wedding Photographer,” and if all your blog posts 
are similarly named, Google doesn’t know which of your pages to rank for “Chicago Wedding Photographer.” 
This is called keyword cannibalization. It means too many pages are optimized for the exact same search term. 
It makes a site look like spam, which has a negative effect on your rankings.

blog posts come up in search results and one was named “Smith Chicago Wedding Photography” and the other 
was “Smith’s Stunning Wedding at Beautifully Decorated Chicago Ritz-Carlton” or “One of the Most Beautiful 
Outdoor Weddings We’ve Every Photographed,” which one would you click? In years past, I would have made 
sure the word photography or photographers was in the title, but Google already knows what your site is about. 
It’s not necessary on every post. What’s most important nowadays is that the post title is attention grabbing.

Your meta description should be even more descriptive. Something like this would be appropriate: “Check out 
the stunning, beautifully decorated Smith wedding we had the honor of photographing at the Ritz-Carlton in 
downtown Chicago.” Or: “Jane & Jack Smith’s outdoor wedding in downtown Chicago was one of the most 
beautiful weddings we’ve ever photographed. View photos from this event.” See how I used some keywords 
without making the description read as spammy?

Don’t just add photos. Write about the day, the event locations, the other vendors, something funny that happened 

important. You should have a consistent tone and be able to write articulately about the day. Even if you’re not 
the greatest writer, as a business owner, it is a skill you must develop. Improve it with practice. If you have 

poorly written, thin content can negatively affect your site’s rankings.

I also see photographers add the bride and groom’s name, wedding date, locations, vendors, etc. in a list form. 

site. Don’t be afraid to ask the other vendors to link to you also. This is one of the easiest link-building strategies. 
Inbound links and content are the highest, most important ranking factor. Build relationships with the other 

bride, 
groom, ceremony, reception and bridal party.

Name | Ely + Sarah

Date | 9.9.17

Ceremony | St. Francis Xavier College Church

Reception | Windows on Washington

Wedding Photography | Sal Cincotta & Alissa Zimmerman

DJ/Band | Complete Music

What a day this was. Ely and Sarah were amazing to work with and their day was filled with 

tons of personal touches, making it so special for their friends and family. We were fortunate 

to be able to document this impressive wedding, but what put this day over the top was 

how their friends and family made us feel like part of the family.

As many photographers know, it’s important to connect with your clients and immerse 

yourself in their group. I knew this was no ordinary wedding when I had the family make silly 

faces for the camera and everyone, including Mom, got in on the action. I knew I was with 

my people.

Congratulations to Ely and Sarah! And thank you so much for choosing us to document 

your big day. It was incredible.

POST TITLE TAGS

META DESCRIPTION

BODY COPY

TIP: KEEP YOUR TITLE UNDER 60 CHARACTERS. A PLUGIN LIKE YOAST SEO TELLS YOU 

WHEN YOUR TITLE GETS TOO LONG.

TIP: KEEP YOUR DESCRIPTION UNDER 160 CHARACTERS.
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photo had no effect.

What you name your photos can help a little with rankings. I would name my photos something like “smith-ritz-

It’s important to add alt tags to every single image. You can use your keywords, but it’s more important that the 
alt tag describes the actual photo. Make every alt tag unique to the image.

Make sure your images are crystal clear and, for search engines, the smallest size possible. File size is extremely 
important, especially on photography sites, because they affect load time. The load time of a site has become 
more important with every Google algorithm update. To check the load time of your website, there are free 
services like Google PageSpeed Insights, GTmetrix, Pingdom Website Speed Test and Varvy SEO Tool. Ideally, 
you want a load time of under three seconds.

Services and plugins that can help with compression include tinyjpg.com and WordPress’s WP Smush Pro 

People often ask me why their images look crystal clear on one monitor and blurry on another. The most common 
cause for this is a Retina screen. Retinas have a higher resolution, so a standard-size image will look a little 
blurry on them. Optimizing images for Retina screens is an entire article in itself, but I found the easiest solution 
is to make the images a little larger. For instance, if my blog is 1,000 pixels wide, I make my images 1,500 pixels 

balance of quality and speed.

delivery network (CDN) and lazy load.

PHOTOS

NAMING YOUR IMAGES

IMAGE ALT TAGS

IMAGE FILE SIZE
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Properly organizing your blog provides a better user experience, which can help with rankings. WordPress 

her to click “View Wedding Post” to improve the usability and experience. Just don’t have too many categories, 
which can be overwhelming.

end a wedding post with something like “See more photos in our wedding gallery, and click here to learn more 
about our wedding photography pricing.” This adds internal links (another ranking factor), and also gets users 
to visit more pages on your website. When a user visits more pages, it improves your click-through rate and can 
improve your rankings. 

in and added a link at the bottom of my post that read, “View more photography logos here.” This directed users 
to other photography logo blog posts. Instantly, my site was getting multiple click-throughs.

that directly relate to the post.

BLOG POST CATEGORIES

CALL TO ACTION

POST TAGS
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Justen Hong, the owner and head eye-catcher of Visual Lure, is an award-winning branding 
and marketing specialist. He’s an expert in logo and graphic design, web design/development 
and search engine optimization (SEO). His work has been featured in publications like Logo 
Talks II, The Big Book of Packaging and in more than half a dozen LogoLounge books.

visuallure.com

MANY OBSESSIVE DECISIONS GO INTO CREATING THE PERFECT PRINT.
FOR YOU AND US BOTH.

To highlight the stunning printing power of the Canon imagePROGRAF printer series, we asked award-winning photographer 

Lindsay Adler to give us an inside look at the countless choices she obsesses over to create the perfect image. In the end, there’s only 

one name in printing she trusts to take her obsession further.

© Lindsay Adler

usa.canon.com/proprinters

Printed images simulated. © 2017 Canon U.S.A., Inc. Canon and imagePROGRAF are registered trademarks 
of Canon Inc. in the United States and may be trademarks or registered trademarks in other countries.

44” imagePROGRAF 
PRO-4000

24” imagePROGRAF 
PRO-2000

60” imagePROGRAF 
PRO-6000

24
PR

RAF GePROG
0

60” imagePROGRAF 
PRO-6000

17” imagePROGRAF PRO-1000

I have found that adding a “Related Posts” section at the end of posts increases click-through rates. This 
feeds similar blog posts into the footer of the page. This is yet another way to entice users to visit more pages 
on your site. For photography websites, I always use a featured image, which increases the likelihood of it 
getting clicked.

RELATED POSTS
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THE  BRANDING OF YOUR V IS ION
with Sal Cincotta

Photographers understand that competition is hitting us everywhere we turn. I have some bad news 
for you. This isn’t going to change any time soon. Welcome to being a business owner. For too long, 

high prices. 
 
Well, those days are gone. Today, everyone is a photographer. Camera and lighting manufacturers have 
made it their mission to make everyone a photographer, to create as many customers as they can. 

I don’t really care. The more the merrier, I say. We have the greatest job in the world. Every day I realize 
how lucky I am to wake up and do what I love. Don’t you? Shouldn’t everyone enjoy photography?
 

we need to understand how to stand out and how to compete. 
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Do something unique. 

Be unique. If your work looks the same as every other photographer’s, why would I pay you a premium for your 
services? It makes no damn sense. You make these buying decisions every day at the grocery store, the car lot, 
hotels and restaurants. 
 
Consumer behavior is the same regardless of the category. Think like a consumer. I can’t tell you how to 
be unique, but I can say it’s about making your work stand out. Are you a photojournalist? Are you a studio 
photographer? Whatever your style is, make sure it stands out. 
 
Love or hate my style, but one thing is for sure: It’s unique and recognizable. This gives me incredible recognition 
in the wedding and senior communities. That is empowering to me and my business. Invest the time to create a 
unique body of work, and you will start to see people come to you for your vision. When that happens, they won’t 
be haggling with you over $500. I guarantee it. 

Your vision is your number-one competitive advantage. Not your gear, not your fancy camera strap or your 
quirky logo or company name. You and your work. When someone lands on your site, they are drawn in by your 
imagery. Next, your personality comes into play. You nail those two things, and you will book the job. 
 
So, what does this all mean? How do you translate any of this into something actionable? Let’s get started. 
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Be consistent. 

If you want your clients to see the value in what you do, you have to be consistent. Would you pay more for a 
steakhouse dinner if every time you visited your steak came out differently? Have you ever heard anyone rave, 
“OMG, it’s amazing, it’s a surprise every time we go”? No. People want consistency. 
 
That consistency starts with the way you shoot, light, edit, pose and create an image. All these things matter. 
It’s in the way you present these to your clients. Sure, I shoot every aspect of the wedding day, but I don’t show 
shoe pictures on my site’s portfolio. Why would I? That’s not why people book me. If you go to my portfolio, 
you will see a consistent set of images. There is no confusion in what I offer. I do large environmental portraits. 
That’s why people come to me. 
 
I am consistent in the way I shoot, the way I edit and the way I present these images to my clients and in all my 
marketing. I am not trying to position myself as everything to everyone. 
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Show what you want to deliver. 

This is Common Sense 101. If all that a car dealership showed on its lot were a bunch of white cars, guess what 
they would attract and sell? People who are primarily interested in white cars. 
 
So, why in the world do you show every single type of shot on the planet on your website and in your studio? It 
makes no sense. I can never wrap my mind around this when I see it. Who are you? I often ask my students. Our 
clients are not that smart. They are easily confused about photography. Don’t add to their confusion. 
 
Be clear on who you are and what you offer. If you like emotional and soft images, then show emotional and soft 
images. If you like big dramatic photography, show big dramatic photography. This is how you train your clients 
and potential clients on what you offer and what to expect from you. There is then no confusion after the event 
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Explain your work to your clients. 

Clients are not photographers, and usually aren’t artists. They either like your work or not. It speaks to them or 
it doesn’t. It is binary. We tend to overthink the whole thing. No, the client’s not going notice that your white 
balance is off by 100 points. No one knows and no one cares. Sure, as professionals, we can see all the subtleties 
of our work—composition, leading lines, rule of thirds—but the layman has zero clue. 
 
If you have done your job and created something unique and consistent, invest some time in educating your 
clients on what they are seeing and experiencing in your work. 
 
Sound crazy? Well, don’t tell that to a wine sommelier who explains the wine process and taste across your 

do is unique in any way, shape or form, it is ignorant to expect our clients to immediately pick up on that. They 
won’t. It’s almost impossible. Every once in a while, I am pleasantly surprised by a client who walks in and says, 
“I love the way you incorporate architectural elements into your photographs.” What? I love you! 
 
Explain to your clients what you do and why you do it. Explain how you see these images being displayed in 
their homes or in an album. Invest in their education—it will go a long way. This can be done face to face or on 
your website. Find a way to dummy down what you do and put it into lay terms. Clients appreciate it. I know I 
love when a chef explains to me why he chose the ingredients he did, and what I should expect to taste. It makes 
it all the more enjoyable.
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When it’s all said and done, people have to do something with all this incredible art you have created for them. 
Have you ever made something so gorgeous that it needed to be huge somewhere in their home, only to have the 
client come back and order an 8x10? You are not alone. Many of us face this challenge day in and day out. The 

 

ridiculous. Clients are not interior decorators. Clients are not artists. They don’t understand color theory. They 
don’t understand that you can’t zoom in 300 percent on your image and print it as a 30x40. You are the expert. 
Be the expert. 
 
Showing clients products that match my vision and style of photography helps the sales session and helps 
complete the cycle of the experience for them. For example, I shoot large, dramatic, very modern-looking art for 
my clients. I would never present this in an 8x10 white ivory frame in my studio. Instead, I show these images 
in large metals and acrylics in my studio that are 20x30 and larger. 
 
I am the expert. You are the expert. Act like an expert. Show your clients how these images they trusted you to 
create should be displayed. Tell them what they want. How else will they know? If they don’t follow your expert 
advice, you both lose. The client won’t be able to enjoy the fruits of your labor in the way that you envisioned, 
and word of mouth won’t be quite as good as it should.
 
Hold your clients’ hands. Tell them and show them what they want. That is how you build a unique brand that 
stands out.

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

salcincotta.com

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

Off er products that showcase your work the way it should be showcased.
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YOUR BRAND IS ONLY AS STRONG AS 
YOUR CUSTOMER SERVICE

BUILDING
BLOCKS

with Skip Cohen
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The theme for this month’s issue is branding, which makes me smile because everything I’ve written for the last 

everything about your business, from the quality of your work to your involvement in 

That brings me to the heart of one of the most critical components of your business, customer service—but not in 

CREATE AN EXPERIENCE

RELATIONSHIP BUILDING

We don’t sell photographs,
we create an experience.

- Tim Walden
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180 Ways to Walk the Customer Service Talk, describes 

No one magazine article can help you with everything you need to remember about customer service and how it 

BE PROACTIVE THE TWO-PERSON RULE FOR PROBLEM SOLVING

KEEP YOUR PROMISES

FAST RESPONSE TIME

Adopt the TWO-PERSON-RULE. Never make a customer talk to more than two people to resolve a 
problem. If you’re the second person to deal with the customer, you “own” them. Either solve the 
problem immediately or get a phone number and a convenient time to call back.
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Skip Cohen is president and founder of Marketing Essentials International, a 
consulting fi rm specializing in projects dedicated to photographic education, marketing 
and social media support across a variety of marketing and business platforms. He founded 
SkipCohenUniversity.com in January 2013. He’s been actively involved in the photo 
industry his entire career, and previously served as president of Rangefi nder/WPPI and 
Hasselblad USA. He has coauthored six books on photography and is involved in several 
popular podcasts, including Weekend Wisdom.

skipcohenuniversity.com

LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at
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FREE 
IMPRINTING 
WHEN YOU 
PURCHASE 

100+ BOXES! 
Mix & match 

colors and sizes. 
1-800-827-6278  |  tyndellphotographic.com

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

Featured Image by

There is only one boss. 

And he can fi re anybody in the company

- Sam Walton

simply by spending his money  from the chairman on down,

somewhere else.

The Customer.
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Product Review | Tyndell Photographic Deluxe Portrait Boxes

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

Packaging is one of the key ways to make an impact on clients. Just ask Louis Vuitton or Apple. If you look at any 

Blue with a white interior. 

Special: Get 10% off  your next online order over $150 using the code “shutterLOVE” (off er 
valid until Dec. 31, 2017).

Why Tyndell Photographic Deluxe Portrait Boxes?
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For more information, visit tyndellphotographic.com

with

product
review
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5 Brand Elements Your Website Needs Now | Phillip Blume
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5 Brand Elements Your Website Needs Now | Phillip Blume
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In case you don’t know this chapter of our story already, in 2009, my wife, Eileen, sat down after her Starbucks 

By the time you read this issue of Shutter

1. BE YOUR BRAND

Fig. 1
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5 Brand Elements Your Website Needs Now | Phillip Blume

2. CURATE YOUR WORK
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Fig. 2

Fig. 3
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5 Brand Elements Your Website Needs Now | Phillip Blume
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3. HOLD THEIR HANDS

If today’s clients are making such strong connections through 

4. VIDEO IS KING

Fig. 4 Fig. 5

Fig. 6

Fig. 7 Fig. 8
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5 Brand Elements Your Website Needs Now | Phillip Blume
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5. CREATE CREDIBILITY

Fig. 9

Fig. 10

Fig. 11



80
   

S
h

u
tt

er
 M

ag
az

in
e 

. N
o

ve
m

b
er

 2
0

17

 

use a similar tool, but Showit is the only platform designed just for photographers—and you can redesign your 

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

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

blumephotography.com
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CONCLUSION

Fig. 12



scalbums.com
OFFER YOUR CLIENTS SOMETHING UNIQUE

THE SIGNATURE COLLECTION
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American Color Imaging offers beautiful albums 
for all occasions.  The Luminous Album features 
your image, printed on metallic paper, mounted 
to acrylic, and then wrapped with genuine leather. 
Choose from ACI’s Select leather or some of 
our Premium leathers.  Upgrade your album by 
adding page gilding.  Luminous Acrylic Albums 
are currently available in 8×8, 8×10, 9×12, 10×10 
and 12×12. 

www.acilab.com

in one beautiful box! Designed for today’s 
professional photographer, our Flash & Print 

mats to address both digital and print deliveries. 
Beautiful linen-like fabric, available in black, 
linen and slate; sizes: 5x7, 8x10. Our Flash & 
Print Boxes are both stylish and modern. FREE 
customization; $5 shipping (US)

www.tyndellphotographic.com

achieves top image quality and performance. At 5 
stops, it provides the highest image stabilization 
of any lens in its class thanks to its Dual MPU 
system that also yields excellent focusing speed 

hood release lock, TAP-in Console compatibility 

www.tamron-usa.com

Stop spending money on multiple programs to 

for in-person sales, online galleries, apps and 
album design. All the tools you need in one place. 
Start your free 14-day trial today!

www.n-vu.com
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the list | november 2017 We found a few for you to try...

1 3

2 4
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02. UNFORGETTABLE PURPOSE COMBINED WITH AN UNFORGETTABLE STORY
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03. UNFORGETTABLE CONNECTION BASED ON YOUR IRRESISTIBLE PERSONALITY
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04. UNFORGETTABLE EXPERIENCES
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Teri Fode specializes in stylized teen, senior and family portraits. She started 13 years ago 
with a small in-home production studio, and recently opened a boutique storefront studio. 
She is the founder of VoiceYourBrand.com, which teaches photographers how to build and 
market their brand.

voiceyourbrand.com

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

SP24-70  F/2.8 G2

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

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

For Canon and Nikon mounts

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

standard zoom lens SP 24-70mm F/2.8 G2.
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Photography as an art form, and now also a digital platform, is continually evolving. With changing technology 
and photographers’ need to keep growing their skillset, it’s only natural that your brand move forward as well.

As your images improve, your imagery and editing will become more intentional. When choosing what 
images to show in your portfolio (printed or online), showcase images that slowly show your growth. Avoid 

your entire body of work overnight. 

This brings me to my next point.

between good and great photography. They usually just know the difference between “good” and “bad,” what 
they like and what they don’t.

While most consumers don’t know the difference between good and great photography when looking at 
a single image, they now instinctively know it when looking at a collection of images. Thanks to social 

consistent brand image—and recognize a bad one.

Shutter in August. But branding 
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Ten years ago, photographers didn’t have to worry about brand confusion like we do today. Consumers are 

on a phone. Brand confusion is subliminally recognized by most consumers, and something we want to avoid 
as business owners.

can cause brand confusion and ultimately lead to a lack of trust in your brand from prospective clients.

To avoid brand confusion, try these three steps:

1. Decide on a consistent lighting and editing style, and only post images that are in line with that style.
2. Make any public changes to your business slowly rather than abruptly.
3. Keep your brand an extension of who you are to maintain a natural consistency. 
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Shutter video by someone who claimed that pretty people with good personalities 
go further in life because it’s easier for them. While the “pretty” part made me want to smack the commenter’s 
pretty little face with my pretty little hand, the second part of his statement is actually true.

camera, which is a vulnerable place to be. Having a personality that makes all of those things easier for your 
clients is a plus, and a part of your brand. 

imagery looked like? Dark and moody? Probably not.

Think of Steve Jobs. He lived and breathed the Apple brand. Apple, a sleek and chic company that embraced 

the other hand, Google, a company that loves colors and changes its logo daily, is known for an innovative, 

The term attractive personality comes from the book DotCom Secrets: The Underground Playbook for 
Growing Your Company Online, by Russell Brunson. He talks about identifying your personality strengths to 

relatable to your clients. And here’s the best part: You can learn to create a personality.

The Evolution of a Brand | Vanessa Joy
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The reason that guy’s YouTube comment irked me so much is because he was picking on me for something 

of the week rather than go out and have forced conversations. 

of places. 

vanessajoy.com

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

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

GIVES
BACK

Building a
that

with Sweet Nectar Society
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Building a Brand That Gives Back | Sweet Nectar Society

Most of us don’t begin our photography journey with the idea that we might use our talents for a better purpose. 
Our ability to make time stand still, to tell a story without words, to capture an idea that might not be so clear 
to the average eye, draws us here. It inspires us and challenges us to do more. If the idea has crossed your mind 
that you might be able to provide a service that goes beyond taking photos, keep reading to learn what goes into 
building a brand that gives back. 

Sweet Nectar Society was started by two photographers with heart. Our focus was on medically fragile children, 
and the goal was to provide as many free sessions to families as we could. What did we want the brand to 
convey? Hope, courage and strength—a simple concept with an incredibly meaningful mission. 

We have spent countless hours working on our brand—everything from identifying our purpose, to networking 
and building relationships, to becoming a recognizable symbol in our community. Before our organization took 

through the art of photography. 
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Building a Brand That Gives Back | Sweet Nectar Society

is by donating your time, offering your talent or contributing monetarily, you can make a difference. It’s as easy 
as that. A little heart goes a long way. 

something tangible that will help them remember moments in time. 

inspiring and rewarding. Families often tell us that the photographs we took of their child are the only photos 
they have, and sometimes they are the last images they will ever have of their loved ones. Stories like these fuel 

CAUSE: IDENTIFY WHY YOU WANT TO GIVE BACK
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if it does not align with your brand. 

Unfortunately, staying committed is hard. Life gets busy and duties get put on the backburner. If you have 
invested your time, energy and resources in something you believe in, you will be dedicated long term. 

There is no time like the present. If your heart is pulling you to give, do it. There will never be a better time than 
now to volunteer, donate or start up your vision of giving. Regardless of the time or dollar amount you are able to 
give, it is important to remember that every minute is impactful, every dollar counts, every commitment makes 
a difference. Start small, and watch your vision go from there. Start giving and see where that opportunity leads 

see where the journey takes you. 

do not have charity’s best interest in mind. This is not the right cause for you. You should be thinking about what 
you can provide for others, not the other way around. Nelson Mandela said it best: “There can be no greater gift 

Sweet Nectar Society, we are rewarded in abundance with the pure love and thankfulness from our Sweeties and 
their families. The gifts they have given us go far beyond fame, monetary rewards or validation. With an honest, 
giving heart, you will receive so much more than you can ever give, we promise you that. 

COMMITMENT: UNDERSTAND YOUR INTENTIONS
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Building a Brand That Gives Back | Sweet Nectar Society

If you are in the market to start giving your services to a group, start networking and making meaningful 
connections. Building relationships that last is imperative to any business. These relationships give you a better 
understanding of the people you serve, the community you reach and the obstacles you run into. 

Once we started giving our Sweeties photo sessions and learning of their journeys, we immersed ourselves in 
their communities. We nurtured our connections with their loved ones, built working relationships with their 
doctors, nurses and teachers, then partnered with other charities that dedicate their time to our Sweeties. We were 
not forming these bonds because we had to, but because we generally care about our kids and their wellbeing. 

By building these relationships, we are able to better serve and reach more families, and build a strong brand 

we rely on donations from our community and our colleagues, and appreciate any form of support. When we 

by their ongoing generosity. Every chance we get to highlight their businesses or direct clients to them, we do so, 

If you don’t know where to start, begin by sharing your ideas. Ask for feedback and suggestions. Talk to people 
you respect and trust. You’d be surprised how one small idea can spring into action. The world has a way of 

 

give back. 

CONNECTION: INVEST IN RELATIONSHIPS THAT MATTER
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Building a Brand That Gives Back | Sweet Nectar Society

We don’t just photograph our clients. We invite them to be a part of our 

a club of brave children who defy odds, never give up and inspire others. 
We want them to feel like they are part of a bigger purpose. Everyone who 
knows this child and has seen their journey feels the same way, and shares 
the same sense of pride. We follow up with them on social media, invite them 
to our events and show our appreciation for letting us be a small part of their 
story. We truly care, and put our all into showing our audience what makes 
these kids so great. 

Creating a strong, recognizable brand will set up your organization for 
success. We pay close attention to ensure every photo, post and product 
we attach our logo to has the same high quality and style. The care and 
consideration we pay to these details gives our supporters a feeling of security 
knowing our Sweeties are receiving the very best. When our followers log 
on to their social media accounts and notice our little hummingbird logo, 

brave Sweetie. Donors know these kids will receive galleries of images and 
a special book made possible by their support. 

This endeavor includes brand recognition. We want our name well known 
in our community, and use every available resource to achieve that. We 

minded organizations, get our story told on the radio, on television and in 

hanging on their walls, which we provide free. Even though we are not for 

not only to help with sponsorships, but to foster the belief in what we are 

our name and brand to be well known and spoken often. 

CONSISTENCY: BUILD A STRONG FOLLOWING
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Building a Brand That Gives Back | Sweet Nectar Society

Finding the drive and ability to give back doesn’t happen overnight. Having a clear plan will help carry your 
idea into action. Thoroughly think things out and make a plan for both your giving and your time. Go into it 
with as much information and support as you can get. Study how successful charities do what they do. Connect 

go forth with positivity. 

The world needs people who are willing to put it all on the line to make just one person’s day better. We can all 

Brittany Wilbur and Carrie Anne Miranda’s Sweet Nectar Society has provided hundreds of 
children and their families professional photography sessions at no cost since 2012. The mission 
of these Central California-based photographers is to spread awareness of and support for 
families dealing with medical trauma through the stories of the children they photograph.

sweetnectarsociety.org
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Over the last decade, mirrorless hybrid photography has evolved from 

a niche, video-focused subset into the new standard for professional 

still photographers and videographers alike. With incredible detail 

retention, true-to-life color, dual image stabilization, advanced 

auto focus and built in WiFi, compact, lightweight LUMIX cameras 

and lenses offer the best of modern imaging technology along with 

the unlimited possibilities of 4K video frame capture and editing. 

We’ve changed photography. Now it’s your turn.

#wherelumixgoes

Why settle for photo only?

Photo Credit: Ben Grunow | DC-GH5 with Leica DG Vario Elmarit 8-18mm Lens
                                                         1/400 sec, F/5.6, ISO 100, Focal Length 12mm (24mm, 35mm camera equivalent)

D C - G H 5
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When I was four, I wanted to be a trash man. I would run to the window when I heard the big trash truck coming. 
Our trash men were always having fun, joking around, laughing—and they got to play with trash! 

and, yes, some lovely souls want to be sanitation engineers. 

want to be when they grow up. 

We are still in the launch phase, and I want to share some of the steps we have taken to hopefully become a brand 
that is recognized for being the best at what we do. It’s not easy to think of photographing children with cancer 
and marketing/branding in the same paragraph, let alone the same sentence. But if I don’t, we will never be able 
to reach the number of families we wish to serve. 

of this organization with others. Hopefully something here will help start you on your way. 

Once you realize that it’s moved beyond the “I should start it” category to the “I need to start this,” start writing 
things down and getting organized. 

of photographer friends and Photoshop artists together, take photos of children who are battling cancer and edit 

Concept 

dress up like who or what they want to be when they grow up. We take their photos. We go through all the photos, 

Our mission statement is simple: We use photography to transform children battling cancer into whatever they 
want to be when they grow up. 

Mission/Goal  

We use photography to transform children battling cancer

Our mission statement is simple:

when they grow up.
into whatever they want to be
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If you’re a photographer, you may seethe silently 
when you see photos of real estate properties that 
are less than ideal. Have you ever seen great chefs 

of graphic artists and logo designers when they see 

homemade logo on social media and ask, “Which of 

Justen Hong at Visual Lure knows all these things, which is why he is the person we wanted to work with. It’s 
his job, and he’s dang good at it.

Look around and take notes of not just logos you like, but logos that speak to you. Contact those organizations 

with them to convey what you want in your logo. 

heart and determination of the children we would be photographing. I wanted superheroes, angels, princesses 
and a certain je ne sais quoi

that shirt to look good when I’m on The Ellen Show!

Logo 

with your logo, you want it to tell people what your organization does. It should make people curious enough to 

carpenters or math geeks.

also times when people would pop up here and there to offer help. It was almost like the universe was sending 

Give It a Name  
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need to show potential “clients,” partners and donors what we do. How do you show potential clients that 

volunteers to pose for headshots, you start showing those headshots, which should lead to more headshots, 
which leads to more headshot photos in your portfolio. 

and they loved it. I started showing it to more people, almost always in person, because I wanted to see their 
reactions. 

if we planned on photographing only children battling cancer. I asked him if he wanted me to photograph Logan, 

Portfolio/Show Your Ideas 

Matt Meiers is a bodyscape and portrait photographer who loves to use lighting to highlight 
people’s features and beauty in ways they’ve never seen before. He currently resides in Lewes, 
Delaware, and has an affi  nity for creating uniquely ridiculous hashtags.

somanyangels.org

look nothing like I envision it right this second, and that’s okay. I think it will morph into exactly what it needs 
to be. I think the families and kids will help us get to where we need to be. 

Ready, Fire, Aim! 

and bodyscape workshops and speaking engagements. You may be thinking, well, I don’t have sponsors and 

of them are very well established, and many of them are very well run. 

people and talking about your charity than it is talking about yourself.

What is the work you can’t not

Want Help? Find Partners 
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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

INSPIRATIONS
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Shutter Magazine

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

evolveedits.com

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

FINAL THOUGHTS
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Shooting for Sales | Christine Yodsukar

Sales is a dirty word in our industry. What’s even worse is having no idea how it’s done. While there are many 
factors that go into providing amazing service to our clients, the actual act of photographing them with product in 
mind is one that is most often overlooked. You may be surprised to read that shooting for sales does not involve 
creating the most epic photos anyone has ever seen. In fact, it’s much less important than the things you cannot 
see at all.

To stay in business and continue providing your clients the amazing experience that you do, you have to be 

to any question your clients ask, like sizing, materials used and how to install. As the studio owner, you need to 
know your products inside and out.

Now that you know your pricing, show only the products you want to sell. In my studio, I show four custom 
wall art collections in canvas, a stunning acrylic cover 12x12 album and a hand-crafted timber portrait box with 
a glass window that holds up to 20 matted prints in its plush velvet interior. That’s it. I do not show single prints, 
smaller albums or smaller print products. Because I love my products, I am able to sell them. 

Give your clients pricing information well before the photo shoot. I give them general product pricing before 
they even book their session to ensure there are no surprises during the design consultation. 

Now that you know what products you are shooting for, the next most important thing is to know your client. 
Clients are going to be investing in this experience with you, so you need to invest your time in them. Talk to 
your clients. Find out what is important to them. It can be as simple as asking them, “What would you like me 

loved ones. 

Make this experience special for them by focusing on the things they reveal to you. For example, a father I 
photographed recently told me how he loved roughhousing with his son. When it came time to photograph the 
two of them together, I whispered into the son’s ear, “Want to go jump on your dad?” Of course the son wanted 
to. At my cue, he ran over to his dad and their play ensued. I gave zero direction after that, and captured beautiful 
photographs that show what is special to them. There is nothing more meaningful.
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to capture multiple angles of each scene. For that father and son who love playing together, I took photographs 
that captured their play from wide, medium and tight perspectives, at opposing angles. This gives me so much 
freedom when I design the artwork later. 

In addition to photographing each scene from multiple angles, I photograph each client in many different ways. 
This means that for a family of four, I am photographing them all together, the mother with both children and 
then with each child individually, the parents together, then the father with both children, then each individually 
and all together. That is eight different scenes for that family. Then I do a few more of the whole family along 
with any requests they may have.

Having all of these options makes it easy for me to design artwork for them, and puts the focus and energy into 
each relationship. That’s meaningful to our clients. It’s a reminder and a celebration of those relationships, and 
it’s what makes our job so special. Im
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The design consultation is probably the scariest 
time for photographers. Feeling like we have 
to sell to our clients is daunting. In my studio, 
I don’t sell. I guide my clients through what 
could be an overwhelming experience if not done 
correctly. I create beautiful heirlooms for 
them that will be handed down through the 
generations. Having this artwork in their 
homes will remind them of their closeness and 
happiness. I see it as giving them a gift rather 
than selling them one.

Now we need to design artwork that we know 
they will love. You should already know where 

rooms. Put your cinematographer hat back on as you create your predesigns. I design a wall art collection based 
on each relationship. For my family of four, I create a predesign of each child, each parent with the children and 
the family as a whole. One family may not end up buying that many collections, but by showing them what is 
possible, I have opened their minds to all of the possibilities. 

I have two sizing options for all of my wall art collections, a large and a medium. This allows me to predesign 

collections down to only four designs makes decision making simple, and offering two different sizes for each 
collection makes it customized for their home. A confused mind will not buy. A confused mind also will not sell. 
If you are confused by the long list of products you offer, your clients will be confused too. 

This is the most exciting part of the experience, both for my clients and for me. It is the culmination of all of the 
hard work, planning and fun leading up to it. I get so excited knowing that my clients are about to design their 
dream artwork for their homes, and that once this session is over, they will have it on their walls in just a few 
short weeks. 

I start my design consultation by showing them a highlight of the photographs we created together at their pho-
toshoot, followed by the predesigns. They always have an instant favorite that they want to start designing with 
me. Our job during the design consultation is to be a facilitator. We are the experts on photography, artwork and 
design. They are the expert on what is meaningful to them. If we combine those, the result is over-the-top-happy 
clients, which results in an over-the-top-happy photographer. 

design more artwork if they want more. Once they have created all of the art that they want, build their order into 
your client management software, take their payment and put their art into production. 
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Shooting for Sales | Christine Yodsukar

 

and comfort as you power through each day’s triumphs and hurdles. This is what I give to my clients. I give them 
a way to celebrate what makes their lives beautiful. I give them a way to choose happiness every day. 

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

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

FujifilmInstax.com;       Facebook.com/FUJIFILM.INSTAX;       @Instax;       @fujifilm_instax_northamerica
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Stand Out
      from the Crowd.
Stand Out
      from the Crowd.

Im
a

g
e

s 
©

 C
h

ri
st

in
e

 Y
o

d
su

ka
r



19
5 

 b
eh

in
d

th
es

h
u

tt
er

.c
o

m

3 Elements of Impactful Images | Michael Anthony

Im
a

g
e

 ©
 M

ic
h

a
e

l 
A

n
th

o
n

y

with Michael Anthony

O

IMPACTFUL
IMAGES

ELEMENTS

19
4

   
S

h
u

tt
er

 M
ag

az
in

e 
. N

o
ve

m
b

er
 2

0
17



3 Elements of Impactful Images | Michael Anthony

19
7 

 b
eh

in
d

th
es

h
u

tt
er

.c
o

m

19
6
   

S
h

u
tt

er
 M

ag
az

in
e 

. N
o

ve
m

b
er

 2
0

17

We have many decisions to make during client sessions. Many of us tend to overuse clichés in our storytelling. 
If we’re going to call ourselves storytellers, we should be able to come up with an original vision and execute it 
in a way that best helps tell the story.

There are three elements that are essential to creating this connection: light, composition and story.
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a photograph. Our options for creating amazing imagery are expanding at a rate we never would have thought 
possible 10 years ago. Technology is changing and making our job easier, and education has never been so 
abundant, with amazing free resources like Shutter Magazine, YouTube and CreativeLive. 

But just because you have the tools at your disposal and you have read all the lighting books doesn’t mean you 
can create lighting setups that tell the story you are envisioning. For that, you need to have vision and practice 
executing that vision in a variety of situations. 

Light is the easiest of the elements to understand because it is the most well-documented and least subjective of 
the elements. 

Our style of lighting is romantic and edgy, so we accentuate highlights and shadows, and use short lighting on 

When getting into light ratios, we keep our subject brighter than our backgrounds. That adds to our edgy style. 

and background. 

The trick to being a good storyteller is knowing when you need to alter your typical vision to best suit the needs 
of the story. See the images below from a recent wedding. You can see that when we are photographing the 
couple, we switch between more dramatic images and ones that are lighter and more airy, depending on what is 
needed on the clients’ album spreads. 

the main ingredient in creating a lasting image that your clients will remember.

LIGHT
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The composition is the overall setting in which your image takes place. Composition is completely subjective, 
but the overall rule is that it should never distract or overpower your main subjects; it should guide the viewer 
into the story of the image (more on that in a minute). Composition goes beyond the rule of thirds, which is the 

circles, leading lines, negative space, framing and the more advanced “golden ratio,” you can drive your viewer 
where they need to go in an image. 

Look at the image below. This is a simple silhouette, but we are using leading lines, triangles, circles and 
negative space to lead our viewers where they need to go. The image is simple but romantic, and uses the colors 
of the client’s wedding to help bring the album together. We are also framing the couple inside the circle we 
created with light. 

Compositions get more advanced when you are not working with silhouettes. In this image, we are 

Compositions can be tough to practice because what looks good to the eye is so subjective. But what 
doesn’t look good is very easy to spot. We want to make sure that our compositions are clutter free 
and lend to the overall story. An image that appears choppy or off balance can detract from an image.

COMPOSITION2.COMPOSCOMP
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With complex compositions, one trick I 
like is to draw an imaginary vertical line 
through half the image. Assign all elements 
of the image an equal weight, and if the image 
were to theoretically “tip” to one side or the 
other, then there is a good chance your image 
is off balance. 

Another trick I do is to bring an image into 
Lightroom’s library module and close my 
eyes. I press Command (Control for PC users) 

image vertically. Then I open my eyes and note 

immediately to my subjects, then something is 
likely off with my lighting or composition, and 
it should be easy to tell which one is causing 
the problem. 

in check, then congrats—you probably have a 
solid image. These are the images that should 
make up the majority of your client’s album or 

your style. The tipping point in an image that 
goes from good to great will always be in the 

CHECK YOUR COMPOSITION
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The story is the most crucial element in making an everlasting image. Story is the one thing that drives the 
emotional connection from your image to your viewer. Images that invoke an emotional response from a person 
are the ones that remain longest in our memory. These emotions can be love, happiness, sadness, anger, empathy. 
The message you want to convey is dependent on the story you are trying to tell. 

I have been entering image competitions since 2013, and I want to be very clear: I don’t enter with the intent of 

It’s not the winning that I learn the most from. It’s the 79’s. Let me explain.

Over the past few years, I have learned that to capture an impactful image, I need to do more than take a photo 
of a pretty subject in a pretty place. You have to give that pretty subject a reason for being in that pretty place 
if you want the judges to connect with your images. If a panel of judges connects with your image, your clients 
are likely to as well. 

I will never forget the moment that put me on this path last year. I had an image come up of Jen in front of the 
Eiffel Tower before a panel at WPPI. The panel convened and came back with a score of, you guessed it, 79. The 
chairman is an extremely talented photographer, so I took his advice to heart. He said, “The lighting, posing and 
composition are all very well done, but we have seen many images of a bride in front of the Eiffel Tower. We 
need to be challenged more.”

clients considered great. Instead of challenging the judges, I would be challenging myself.

Trust me: Just because an image has 500 likes on Instagram doesn’t mean it will have everlasting impact on 

Transformers and Marvel 

Once in a while, an epic blockbuster is able to win over the hearts of critics, and that is where you need to play 

THE STORY

This year, we have made an effort to develop the stories of our clients’ creatives during their wedding day. 
Mostly we are looking for a reason to have them posing where they are posing, and in the way they are posing. 
The goal is to have a concise vision before you press the shutter button. 

We as aspiring storytellers have to nail the lighting, posing and post-production to capture the story of the image. 

it, you start seeing the story develop. 

3.THE STOE S
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Michael Anthony is the owner of Michael Anthony Studios, a wedding photography studio 
based in Los Angeles. He has won multiple awards in international image competition for his 
creative use of light, storytelling and environmental portraiture. The fi ve-member team at 
Michael Anthony Studios photographs around 60 weddings and over 200 portrait sessions 
a year.

michaelanthonyphotography.com

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

SIGMA USB Dock
Update, adjust & personalize. Customization never 

thought possible. Sold separately.

Learn more sigmaphoto.com/usb-dock

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

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

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

24-70mm F2.8 
DG OS HSM
Case and Hood (LH876-01) included. 

USA 4-Year Service Protection

Introducing a pro-level performance lens optimized for 

the era of ultra-high megapixel cameras. 

This premium workhorse zoom features a constant 

aperture of F2.8, Optical Stabilization (OS) system, and 
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performance. 
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Now it’s time to put this into practice. Create an image with a solid story to be told. Before you press the shutter, 

Challenge yourself to become a better storyteller, and you will see amazing results.



photographer salvatore cincotta

gear phase one iq250 | schneider 28mm 4.5 

exposure
lighting

location

image title cake toppers
f5.6 @ 1/160, ISO 800

natural light
art institute of chicago | chicago, il
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Christine Diaz brings 
drama to the moment
Profoto B1X
What sets a professional photographer apart from ev-
eryone else is the ability to control nature, even if mother 
nature doesn't bring you dramatic lighting. The Profoto B1X 
is a powerful battery flash that enables you to create im-
ages regardless of the sun being there or not. Packed in a 
portable package with TTL, HSS and the option of over 120 
Light Shaping Tools to choose from, so you can create the 
sunshine you want.

Learn more at profoto.com/us
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What sets a professional photographer apart from everyone 
else is the ability to know what gear you can rely on to get the 
job done. The Profoto B2 is a powerful battery flash that en- 
ables you to create images regardless of the sun being there 
or not. Packed in a portable package with TTL, HSS and 120+ 
Light Shaping Tools to choose from, so you can create the 
sunshine you want.

Learn more at profoto.com/us

The reliability, speed
and power of the
Profoto B2
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