
november 2018

magazine

THE

EDITION
BRANDING

 Hannah Marie
Professional photographer

& 17hats member

A better client experience starts here:
Visit 17hats.com/client

“ ”
17hats sets me apart from my competitors by providing a client 
experience that’s unrivaled. I’m able to jump on a lead while it’s 
hot, and go from inquiry to booked in less than 15 minutes!



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

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

create a free account at bayphoto.com.

Exceptional Images
Deserve an Exceptional Presentation

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

shows in everything we produce.  
 

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

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

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

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

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

large installations.

Stunning Prints Made by Photographers, for Photographers

Learn more at bayphoto.com/wall-displays

 The Leader  

in Quality & 

Selection

MetalPrints Acrylic Prints Xpozer Canvas Prints Wood Prints
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Excel In Client Experience

Reply immediately & always follow up. With 17hats, anyone who contacts 
you about your services receives an immediate response, expressing your 
enthusiasm for the opportunity. But don’t leave it at that. Follow up if you 

interest – maybe life just got in the way. Touching base again never hurts.

1

Make consultations a sensory experience. Greet 

celebratory champagne to engaged couples. Have them feel the textures of 
your products. Help them envision where they might display your photographs 
in their home. 

4

 Convey professionalism 
with the 17hats Client Portal. This gives your clients a single, secure place 

make online payments.

5

Don’t impress one client while 
neglecting another. With 17hats, you put your best foot forward every time, with 
professional and consistent communications. When you systemize your approach, 
every client has the same outstanding client experience, every time.

6

Adjust your approach (even your personality) 
to complement your subject. Shooting an excited high-schooler? Match 
her energy. Is your groom-to-be camera-shy? Draw him out with a calm, 
comforting demeanor.

7

Consider a nervous bride: She is going to have 
questions as the wedding nears. You can have 17hats automatically send 
status emails, so your client knows that you have all the details handled. These 

client’s eyes!

8

Don’t just email photos to clients – instead, 

professional opinion about each of your selects.
9

things you solicit is a mailing address. That comes in handy months later when 
you send your client a handwritten thank you note.

10

A better client experience starts here:
Visit 17hats.com/client

There are any number of ways to improve 
your client experience. Business experts 
Amanda and Donovan share their Top 10. 
Remember, a great client experience can be 

Amanda Rae, COO, 17hats
Donovan Janus, CEO, 17hats

 Professionalism matters, especially at the 2

TOP 10 WAYS TO WOW CLIENTS

Meeting a senior portrait client? Have 
contemporary music on in the background. Get away from the hard-angled 
desk and chat on a comfy couch.

3
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FACEBOOK.COM/BTSHUTTER

PINTEREST.COM/BTSHUTTER

PLUS.GOOGLE.COM/+BEHINDTHESHUTTER1

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 100mm 2.8 Macro
EXPOSURE: f2.8 @ 1/80, ISO 1600
LIGHTING: Natural light 
ABOUT THE IMAGE: This image was taken at Union Station 
in St. Louis, Missouri, during ShutterFest 2018.
MODEL: Brynn Hershey
HAIR & MAKEUP: Makeup Artistry by A&C

THE COVER

SHUTTER MAGAZINE | BEHIND THE SHUTTER 
226 WEST STATE STREET - O’FALLON, ILLINOIS - 62269

FOR MORE INFORMATION, VISIT BEHINDTHESHUTTER.COM

ACCOUNT SPECIALIST
Christine Gill

Vanessa Joy, Michael Anthony, Sal Cincotta, Skip Cohen,

Dustin Lucas and Phillip Blume
Michael Corsentino, Joey Thomas, Scott Vo, Jess Hess,

Jeff & Lori Poole, Christine Yodsukar, Justin Yoder, Casey Dittmer,

Alicia Simpson
LEAD DESIGNER

Ellie Plotkin
JR. DESIGNER

A message from the editor-in-chief

LAUNCH POINT
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- Sal Cincotta

You are your brand.
Don’t ever forget that.
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The Benefits of Partnerships | Skip Cohen

THE BENEFITS OF
PARTNERSHIPS 

with Skip Cohen
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The Benefits of Partnerships | Skip Cohen
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Over the years writing for Shutter Magazine and my blog, I’ve talked a lot about the importance of partnerships, 

 

HASSELBLAD, KODAK AND POLAROID

DIRECT MAIL

REFERRALS 

SHARING STUDIO SPACE



The Benefits of Partnerships | Skip Cohen
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EVENTS AND FUNDRAISERS

 

GALLERY SHOWINGS

EQUIPMENT

ADVERTISING

BOOK PROJECTS

 

CONTESTS 
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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

–Steven Spielberg

The
Professional’s 

Source

www.BandH.com
Where you will fi nd information 

on over 400,000 items

Visit Our SuperStore
420 Ninth Avenue
New York, NY 10001

Call an Expert Today

800-765-3045
Cash in or Trade up

Used Equipment
We Buy, Sell, and Trade

Free Expedited
Shipping

on orders over $49*

Learn, Explore and 
Buy at the Largest 

Photo Retailer

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

BandH.com
800-765-3045

Canon imagePROGRAF PRO-1000 
17” Inkjet Printer

CAPP1000 | $1,299.00

Outsight Creamsource
Micro Colour Essential Kit
OUOSKCSUCE | $1,495.00

Panasonic Lumix DC-GH5S Mirrorless 
Micro Four Thirds Digital Camera

PADCGH5S | $2,497.99

NEW Nikon Z7 Mirrorless
Digital Camera (Body Only)

NIZ7 | $3,396.95

Sony FE 100-400mm
SO100400GM

$2,498.00

Canon EF 16-35mm
CA163528LEF3

$2,199.00

Think Tank Photo Airport
Security V3.0 Carry On
 THAPSECV3 | $419.75

Sachtler System FSB 6 Fluid Head, 
Flowtech 75 Carbon Fiber Tripod

 SA0495 | $2,199.25

DJI Mavic 2 Pro
with Hasselblad Gimbal Camera

 DJMAVIC2P | $1,449.00

Zhiyun-Tech Crane 3-Lab Dual Channel 
Stabilizer Zoom &  Focus Control

ZHCRANE3LAB | $999.00

Apple 15.4” MacBook Pro with 
Touch Bar (2018, Space Gray)

APMR942LLA | $2,799.00

Vello FreeWave + Wireless 
Remote Shutter Release

VERWIIC | $59.95

NEW Canon EOS R Mirrorless Digital Camera

Visit BandH.com for the most current pricing

The first step in Canon’s mirrorless evolution, the EOS R 
pairs a redeveloped lens mount and updated full-frame 
image sensor for a unique and sophisticated multimedia 
camera system. Revolving around the new RF lens mount, 
the EOS R is poised to be the means from which to make the 
most of a new series of lenses and optical technologies. 

(Body Only) CAERB | $2,299.00

Sony Alpha a7 III Mirrorless 
Digital Camera (Body Only)

SOA73 | $1,998.00

I love creating partnerships;  I love not having to bear the 

entire burden of the creative storytelling, and when I have 

unions like with George Lucas and Peter Jackson, it’s really 

great; not only do I benefit, but the project is better for it!



How to Create Color Profiles With Adobe Camera Raw | Dustin LucasHoHHHHoHow w to Creatttttee CCCCoCoCoCCCCCCCCCCCCCCCC lololor Profififiles WiWiWiWithththth Adod bebe CCamamma eerererrerreraaa RaR w ||| Dusttinnin LLucu as

HOW TO CREATE COLOR PROFILES

With Adobe Camera Raw
with Dustin Lucas
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How to Create Color Profiles With Adobe Camera Raw | Dustin Lucas
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Photoshop, which opens it in Camera 

enhance the image.

 

CREATE IN ADOBE 
CAMERA RAW
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How to Create Color Profiles With Adobe Camera Raw | Dustin Lucas
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I want to create a more cinematic 
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How to Create Color Profiles With Adobe Camera Raw | Dustin Lucas
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How to Create Color Profiles With Adobe Camera Raw | Dustin Lucas
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Dustin Lucas is a full-time photographer and educator focused on the wedding industry and 
the academic world. After achieving his master of fine arts degree, a career opportunity opened 
once he began working with Evolve Edits. Through teaching photography classes and writing 
about photography, Dustin continues to expand his influence on art and business throughout 
the industry.

evolveedits.com

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

THE RESULTS
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with Jeff & Lori Poole

Your Dream Studio
STRATEGIES BEYOND COST-BASED PRICING

with Je

STRATEGIES BEY
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Your Dream Studio: Strategies Beyond Cost-Based Pricing | Jeff & Lori Poole

In last month’s Business Corner, we discussed the costs one should consider when setting prices for products. 
The markup over the wholesale cost of a product is called “cost-based pricing.” Cost-based pricing is an 
excellent starting point for price calculations. It removes emotion, demand, experience and what others are 
charging. Cost-based pricing yields a minimum price that should be charged based on a photographer’s 

To learn more on cost-based pricing calculations, see last month’s article, “Your Dream Studio: Understanding 
Cost of Sale and Markup.” 

USING COST-BASED PRICING AS A STARTING POINT

Cost-based pricing is an excellent place to start when trying to determine what to charge for a product, but 
it doesn’t work for everything. This month, we examine additional factors that may break the cost-based 
mold. Some strategies allow you to charge more than what cost-based pricing suggests, while others force 
you to charge less (or get creative).

STRATEGIES BEYOND COST-BASED PRICING

Demand-based pricing recognizes that people are sometimes willing to pay more than what cost-based 
pricing suggests. Last month, we ran the cost-based pricing calculation for a 10x10 portrait album. At 
25% cost of sale, the suggested retail on the album was $1,132. We know many photographers who charge 
as much as $3,000 for a similar album. There are plenty of examples in the retail world where people are 
willing to pay a huge premium for name brands. The cost of these items isn’t usually much higher than a 
generic item, but people demand the brand. If your clients are willing to pay a higher price, let them.

Demand-based pricing does not suggest you charge less than cost-based pricing simply because you’re new 
or inexperienced. No matter how new you are, you still have to cover your costs.

DEMAND-BASED PRICING
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Your Dream Studio: Strategies Beyond Cost-Based Pricing | Jeff & Lori Poole

Sometimes we must consider not just how much we will make from a session but how much we may lose by not 

going to commit to a headshot or portrait session on a Saturday during wedding season. The opportunity cost of 
turning away a wedding client is simply too high. 

A bit less obvious is how our products may also cost us better sales. A photographer I recently mentored was 
struggling to sell portrait albums. An examination of this photographer’s price list revealed why: Another 
product she was offering was cannibalizing her album sales. The competing product was 10 mounted images 
with a wooden block easel. Because of the low cost of goods of the block product, cost-based pricing suggested 
a retail price of about a quarter the price of her albums. The albums were a better product, but clients were opting 
for the much cheaper block product that held the same number of images for a much lower price. By removing 
the block product, her album sales soared. Another option would have been to raise the price of the block so that 
it was more comparable to the album prices.

OPPORTUNITY COST

Clients often order more than one of a print 
or product. This gives you a bit of leeway 
to sweeten the deal for them. Referring 
back to our portrait album example, let’s 
say the client wants two copies. Remember 
that there were a number of costs involved 
in the calculation that would not apply to 
the second copy: Design, retouching and 
shipping do not need to be charged again. 
Therefore, additional copies of the same 
album can be sold at a discount, which 
may entice your client to buy more.

CLONES/DUPLICATES

A loss leader is an item you’re willing to 
sell at an extreme discount (at a loss) but 
that will lead to further sales. An example 
of this strategy is retail stores that offer 
“door busters” on Black Friday in limited 
quantity. A big-box retailer may offer a 

price for their Black Friday door buster. 
The retailer’s goal is not to make money 

store that will purchase other products 

a loss leader as a sales strategy, have a 
plan in place to limit loss and capitalize 
on upsales and additional purchases. This 
strategy is a gamble: The additional sales 
made by those attracted by the loss leader 
must outweigh the loss. 

LOSS LEADERS thing, there’s very little cost associated with them. Depending on your 

doing anything with them. Demand-based pricing allows us to charge a 

Opportunity cost: Many clients don’t purchase printed products if digital 

client will purchase nothing else. When you created your annual plan, 

Business Corner article from August 2018, “Your Dream Studio: Creating 
an Annual Plan.” 

clients and we assume they will not purchase other products, we might price 

DIGITAL FILES = DEMAND + OPPORTUNITY COST

Additional copies of albums and prints can be sold at a discount, making an enticing upsell option for  
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Your Dream Studio: Strategies Beyond Cost-Based Pricing | Jeff & Lori Poole

Similarly, novelty products like ornaments, water bottles, mouse pads and photo jewelry often suffer the same 
fate as small prints: Clients compare the price of these custom products to that of similar products they can 
purchase at online retailers and photo kiosks. Pricing has been commoditized by these outside retailers, making 

all commoditized products are loss leaders. Additional strategies are required to absorb the losses. The simplest 

items. Sell small prints only as an add-on to a sizable package purchase or after a minimum purchase requirement 
is met, for example.

are fond of the “you can’t charge that in my market” excuse when they are uncomfortable charging appropriate 

to work on their branding message and marketing efforts to attract the right clients.

These are items for which clients have a set price 
they are willing to pay, and that price is lower than 
the retail price suggested by a cost-based calculation. 
Many of us know the going rate of a gallon of 
gasoline in our area within a nickel or so. We are 
unwilling to patronize a gas station that charges well 
above that. 

In photography, the commodity is often prints sized 
8x10 and smaller. Cost-based price calculations 
suggest a retail price of $200 or more for small prints, 
yet many studios are forced to retail those prints for 
somewhere between $50 and $125. (As with all 
cost-based calculations, everyone’s numbers vary.) 

COMMODITIES: SMALL PRINTS AND 
NOVELTY PRODUCTS
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Your Dream Studio: Strategies Beyond Cost-Based Pricing | Jeff & Lori Poole

long shot. When I’m adding a new product to our price list, here’s my train of thought:

1. Run a cost-based calculation.

A majority of products on our price list are cost-based priced. A smaller chunk are priced above cost-based 
pricing due to high demand or opportunity cost. Only a very small number of items have reduced pricing 
due to commoditization. This means that overall, we are keeping our average cost of sale at or below 25% 
as planned, which means we keep more of what we make.

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

IS COST-BASED PRICING DEAD?
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Product Spotlight | CG Pro Prints Framed Fine Art Prints

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

Why Framed Fine Art Prints From CG Pro Prints?
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For more information, visit cgproprints.com/framed-prints-features

with

product
spotlight

Do you offer framed prints to your clients? That’s an excellent way to be able to charge more and offer your clients 
a more polished look. Gone are the days of storing corners in your studio. CG Pro Prints makes it easy to offer your 
clients modern looks at an affordable price. 

• Timeless Design 
CG’s Framed Fine Art prints are available in four timeless frame styles: 1.5" Modern Black, 1.5" Modern 
White, 2" Espresso and 2" Classic Black. All prints receive a pure white double mat and a protective acrylic 
face. All features are included in the product price.

• Effortless Installation 
Each Framed Fine Art print is shipped with preinstalled hanging hardware and an easy-to-follow hanging 
hardware kit. 

• Two Fine-Art Paper Options 
Our Fine Art Prints can be ordered in two different paper styles: Satin Lustre and Textured Watercolor. Our 

distinct watercolor texture that is translated into your images.



Lights & Props in Underwater Portrait Photography | Scott Vo

4
7 

 b
eh

in
d

th
es

h
u

tt
er

.c
o

m

4
6
   

S
h

u
tt

er
 M

ag
az

in
e 

. N
o

ve
m

b
er

 2
0

18
Im

a
g

e
 ©

 S
co

tt
 V

o
Im

a
g

e
s 

©
 S

co
tt

 V
o

4
7 

b
eh

in
d

th
es

h
u

tt
er

.c
o

m

with Scott Vo

Im
a

g
e

 ©
 S

co
tt

 V
o



4
9
  b

eh
in

d
th

es
h

u
tt

er
.c

o
m

Lights & Props in Underwater Portrait Photography | Scott Vo
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oPhotographs are so easy to take. With just a push of a button, you capture a moment. That moment can be natural 

or something you created from your imagination. Your photographs should tell a story and draw in the viewer. 
The way gravity behaves underwater can help you create photographs you wouldn’t be able to on the surface. 
For underwater photography, you can use natural light or bring in strobes. With strobes, you create a mood that 
conveys a message or theme. Give your subject some interesting props and light to deliver it.
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PREPARATION FAVORS THE PREPARED

Let’s start with an idea or theme. Underwater photography can be unbelievably magical and graceful, with vast 
possibilities. Formulate an idea and think about the components that will bring that mental image to fruition. 

Sketch your idea on paper. I keep a sketchbook and am always doodling ideas for photos. I come up with ideas 
by watching synchronized swimmers, ballet dancers and marine life. I study and sketch the movements of the 
subjects that inspire me. Next to that doodle, I list equipment and props I would need so I don’t forget anything 
on the day of the shoot. Simple things like extra batteries or towels can be easily overlooked. 

Take out that Rolodex and call your favorite makeup artist, set stylist and some friends to help out. The more, the 
merrier. Talk to your team about the idea, theme or message you want to convey in the photograph. Hear out your 
team about potential challenges you may face. A different prospective might be helpful. Cue up Wes Anderson’s 
The Life Aquatic With Steve Zissou while you are planning.

Now that you have formulated a plan, let’s go shopping. Find some unique local artists or a nice boutique. Thrift 

the water. 

in a bathtub or bucket. Check if it sheds debris in the water or if there’s discoloration. This simple experiment 

up some pool noodles to conceal in the prop to make it buoyant. If debris comes out in the water, it helps to  
rinse the item beforehand. Wash the clothes to help reduce color fading or running. This all reduces stress during 
the shoot.

RUN SOME EXPERIMENTS
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LIGHTING CHALLENGES

Bring your subject into the water 
so she can get acclimated with the 
environment. Don’t let her tread 
water and wear out before you 
even start. Remember that safety is 
the priority. Know your subject’s 
limitations. Have your model shake 

get rid of air bubbles while you set 
up. Take your time and experiment 
with your settings. Water is dense 
and, depending on the quality of the 
water, the light might not travel as far. 
Make adjustments and communicate 
with your subject how things are 
moving along. 

During this time, get the props ready. 
Use the knowledge you gained during 
your experiments and presoak or 
place the props in the water. Placing 
props in the water a little early can 
get rid of air pockets. 

Once you are all ready, take your time 
getting into position. With your whole 
team on the same page, every person 
will bring their own expertise to the 
table. Once everything is in place, 
you can start photographing. These 
photographs were taken without 
scuba equipment. We returned to the 
surface for air and went back down to 
continue photographing.

DEEP BREATH

Im
a

g
e

 ©
 S

co
tt

 V
o

Im
a

g
e

 ©
 S

co
tt

 V
o

near a body of water. Water and electricity do 
not mix well. 

Depending on your camera housing, you 

or hardwire cable. If your housing does not 
have sync capabilities, there are some great 
waterproof lights that emit constant light 
or that can be slaved as well. I use Lume 
Cubes to light our sets and small props. They 
are powerful, rechargeable and waterproof. 
They’re great for camera housing that does 

props to illuminate your subject. 

Think about how you are going to shape the 
light. You can use white plastic to diffuse or 
to bounce the light. Free up some hands with 
light stands you are willing to sink into the 
water or have next to the water. Those friends 
you asked to help you are great at holding 
lights too. Separate the light from the camera 
with off-camera lighting. Daisy-chain your 
slaved strobes or extend the sync cable to 
give you distance from your light source. 
Shape the light to bring dimension to your 
subject or diffuse the light to bring an even 
light throughout your photo. Play with the 
amount of ambient light. Experiment and use 
the small waterproof lights to highlight props. 
Having control of your lights allows you to set 
the mood and tone of your photograph. Use 
a friend as a stand-in model as you prelight. 
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After everything is dried and everyone is fed, go through the photos 
and start editing. Think about supporting text to use with your photo. 
Some photographers might not be interested in adding text to a 

text to support the theme. 

Throughout the year, we have a few themes we work on. This year, 
we did a summer color series and an environmental awareness series. 

The color series was more of an exercise in color theory and styling. 
We incorporated fun props that complemented the model and didn’t 
take attention away from the main focus. We shot in digital and 

SPREAD THE MESSAGE
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I spend weeks on an idea and hours doing research. I get inspired and get excited to bring this idea in front of the 
camera. The key is to slow down and do it right. If I rush to formulate and shoot an idea, I may make a mistake. 
At the end of the day, I might be disappointed because I missed something or came up with a better approach. 
Take your time and have fun with your imagination—and always play it safe in the water. 

We sketched a concept and created a list of supplies. It was challenging to come up with creative ways to light 
our props. We did experiments ahead of time to reduce stress and wasting time on set. All the elements of your 
photograph will come together with a little luck and preparation. Bring plenty of drinks and snacks. Take breaks 
between dives. These underwater shoots take time to prepare and execute. 

LiLighghtsts && PProropsps iin n UnUndederwrwataterer PPorortrtraiait t PhPhototogograraphphy y || ScScotott t VoVo
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WeWe sskeketctchehedd a a conceppt anand d crreaeateted a list of supplies. It was cchalll enngigingng tto come up with creative ways to light 
ouourr prpropopss. WWee didid d exexpeperirimementnts s ahaheaead d ofof ttimimee tot  reduce e ststrress aandnd wasstitingng ttimi e on set. All the elements of your 
phphotographh wilill l cocomeme ttogogetetheher r wiwithth aa llitittltle e luluckck aandnd pprepapararatition. BrBring plplenty of drinks and snackks. Takake e brb eaks 
bebetwtweeeen n didiveves.s. TThehesese uundndererwawateter r shshooootsts ttakake e titimem  to prprepeparare e anand d exxecuttee. 

Fashion, beauty and lifestyle photographer Scott Vo brings unique portrait sessions to  
Oklahoma City. He created his photography business while studying zoology at the University 
of Oklahoma. Since graduating, he has taken his photography to new levels by taking over  
the underwater scene in landlocked Oklahoma and presenting his work at the 2018 Photo 
Plus Expo. Scott has published works locally and internationally, and hopes to expand his  
photographic adventures to new destinations this year. 

scottvophotography.com

wanted to bring attention to plastic pollutants and encourage people to reduce plastic waste in their daily lives.

TAKE A BREATHER
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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

THE PRINTER THAT’S EQUALLY OBSESSED
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OBSESSED
“Twin Flames”

Justin Aversano, Photographer

Justin Aversano is an artist and curator working within the 
New York art scene. He organizes shows and public art 
exhibitions around the country. He is also the owner and 
operator of Brooklyn Lightroom, a printing, scanning, and 
photography studio.

On Twin Flames:
“I started a series of 100 twin portraits to pay 
respect to my fraternal twin, to understand who I 
am through other twins. A healthy obsession that 

doing it for the right intention, to feel complete in 
my immersion into the story and to create a large 
body of work to share.”

On Obsession:

Why I Print:

“When you’re an artist, you obsess over the minute details because 
you want the piece to be perfect to your own standards. When I’m 
printing 100 pictures, I want to make sure that I can print all 100 
without any clogs, without any banding, without any problems. I want 
it to be perfect from 0 to 100.”

“When you’re holding the print, there is a great satisfaction in seeing 
something you made in your hands. I put the pieces in different 
order to see if there is a dialogue between images and where they 
should be displayed when I have editions of the prints. I believe in this 
project and I know that when I print and exhibit it, I will recoup all the 
money I spent, gain income and create new projects.”
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Fix your website. 
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Improve your social media activity. 

 

Your Brand, Your Worth | Sal Cincotta
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Stop trying to be everything to everyone. 
Attract the right clients. 
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Find your style.  

 

 

 

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

SIGMA USB Dock
Update, adjust & personalize. Customization never 

thought possible. Sold separately.

Learn more sigmaphoto.com/usb-dock

Handcrafted 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

105mm F1.4 DG HSM 
Case and Lens Hood (LH1113-01), Tripod socket, and 

Protective cover included. 

USA 4-Year Service Protection

Intorducing the longest* focal length of the F1.4 

Art line lenses. 

With incredible resolution and designed for full-

frame sensors, this professional-spec lens is ideal 

for portraits and astrophotography. 

*As of June 2018

BOKEH-MASTER.
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Product Spotlight | Sigma 105mm f/1.4 Lens

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

Why the Sigma 105mm f/1.4 Lens?
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with

product
spotlight

I can’t tell you how much I love this lens. It’s fast and tack sharp. Sigma has taken its lineup to the next level. This 

anything you have seen. 

The results speak for themselves. Here are the details.

• Optical system delivering unsurpassed f/1.4 performance
• Exceptional peripheral brightness
• Dust- and splash-proof structure
• Compatible with full-frame Sony E-mount cameras
• Compatible with Canon Lens Aberration Correction
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up your brand  

in 4 easy steps 

with Vanessa Joy

how to clean 
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How To Clean Up Your Brand In 4 Easy Steps | Vanessa Joy

 

Branding sucks. It’s annoying. It pigeonholes us. And if we don’t have a distinct brand, we may as well have 
started photographing yesterday. Or, more annoyingly, photographers who literally just started photographing 
yesterday can have better branding/presence/awareness than you, and you’ve been at this forever. 

course page, what really bugged me was the fact that I needed to spend more time on branding it than actually 
creating it. 

Don’t worry. My rant wasn’t without purpose. I want you to understand, above all, that while I’m going to  
teach you some branding tricks and cram all the knowledge I have down your throat, that I’m right here with 
you. I feel you. I know it’s frustrating when all you want to do is photography but you wind up doing everything 
but photography. 

Hopefully these tips will make the process a little less painful.
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1 – DELETE, DELETE, DELETE
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darlings, even when it breaks your egocentric little scribbler’s heart, kill your darlings.”

If you want to make yourself look amazing, take out all of the less-than-amazing. Go through your Instagram and 

you look amazing. When you post a blog, don’t post 156 pictures of the day. Aim for 30.

Men in Black
the best, sir!”

2 – CHECK YOURSELF

For a really long time, I thought that in order to be successful, I needed to be a carbon copy of my successful 
predecessors. Wrong. In fact, that’s the quickest way to make yourself totally boring and quickly irrelevant. 

You can see the crazy change in my AdoramaTV series Breathe Your Passion. Compare the older episodes with 

Look at the things you’re writing on social media, the way you’ve written the About Me on your website 
and your mannerisms in front of clients. Are they wildly different from what you’re really like? If so, it’s time 
for a change.

I’m not saying you shouldn’t be more polite on jobs than you are any given morning scuttling about your kitchen, 

persona, then drop that persona. You’ll have much more fun and end up with fun clients. 
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3 – HIRE YOU

Isn’t that our biggest dream? To clone ourselves and let our clones scurry around while we sip martinis, and roll 

What I’m getting at is that your brand isn’t just about you. Whenever you hire another person, they represent 

people are being watched and judging you based on what they see. 

 

That is killer brand consistency.

4 – DON’T FREAK OUT

I know you’ll likely head over to your social media accounts right now and have a mini meltdown. Don’t do that. 

open their doors, but that’s not the norm.

Branding, especially for a photographer, does not happen overnight. It takes years, and then, once you’ve got it 
nailed down, you’ll likely change because you’ve advanced your photography skills and your photos show it. 

Don’t freak out.
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vanessajoy.com

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

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

If photography and being a business owner were all about making it, then you’d see a lot more of us retire. The 

of the horse. Everyone, no matter how successful they are, is always reaching for just a little bit more. Embrace 
that and keep climbing.
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WHY CLIENTS HIRE

Cheap Photographers
with Jess Hess

WWHY CLIENTS HIRE
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Why Clients Hire Cheap Photographers | Jess Hess

You’ve heard these complaints time and again, and maybe you’ve made one of them yourself: Point-and-shoot 
photographers are ruining the market. People who charge very little for their work are taking work away from 

People who are willing to work for cheap are taking away jobs from the rest of us, goes the common wisdom. 
By offering their services for very little, they are hindering professional photographers from booking jobs. But 

job. Why? Because they don’t know how to do your job. 

Customers pay only for what they want. Cheap photographers take only those clients who wouldn’t have hired 
 

with customers. Not everyone has the same priorities or values, and not everyone is willing to pay for  
professional photography, let alone good professional photography. One man’s trash is another man’s treasure, 
and just because a potential client treasures something doesn’t mean they can afford it. 

People can’t be thought of in black and white. They come in a spectrum. Instead of thinking of them as yesses 
and no’s or clients and nonclients, think of them on a different level. They may express interest in booking you, 
but are they going to be worth it? Are they haggling over your prices? Are they going to ask for a refund after the 

will try to save a few bucks at your expense. 

As backward as it seems, part of getting better (and more) clients is saying no to clients who don’t work for you. 
When you waste your time on hagglers, you miss the opportunity to work with people who value what you do. 
The key is understanding that you aren’t missing out on anything, and it’s okay to let those new photographers 
take one for the team. Do you know what 50 photos for $75 is? A nightmare. Let them have it. 

I recently had to replace a washing machine in my home. I researched machines for a week, and in the end, I went 
with the cheapest. It’s not pretty, it doesn’t have fancy bells and whistles, it doesn’t have a pedestal and it’s not a 
brand name. But what does it have? The ability to wash clothes. I had a need, and this machine met that need. I 
would never have paid more for another machine to do the same thing because it just wasn’t within my priorities. 
My money was better suited elsewhere. Why opt for the see-through top so I could watch my clothes? I wasn’t 
going to be in the laundry room while they were washing. I didn’t need the extra features, and I certainly didn’t 
want to pay for them. 
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Why Clients Hire Cheap Photographers | Jess Hess

I apply this mentality to everything I purchase. While we brand our products as captured memories and  
 

professional photo of him smiling in a suit. Memories are made and captured every single day. 

machine, an inordinate number of people did not. How about the folks wanting a 20-minute wash cycle with an 

home? They paid the extra money. Whatever their reason, thousands of people have expensive fancy washing 
machines in their homes simply because they wanted them. Not everybody wants a 36-inch canvas print, but 
lots of people do. If you spend time moaning over lost clients who couldn’t afford you anyway, you are missing 
the valuable ones. 
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Why Clients Hire Cheap Photographers | Jess Hess

photographers pop up every day, people with no technical knowledge who are just in it for fun or passion or 
 

hundred unskilled photographers have against just one skilled photographer? In a room full of yellow roses, the 
red one sticks out. 

You aren’t losing jobs because people are cheaper. You are losing jobs because you aren’t as good as you could 

photographers will be passed right over, and photographers with more skill will be given priority. They look at 

websites will tell you that with the right advertising, marketing is more important than actual skill in this industry. 

you aren’t set apart from these point-and-shoot photographers—you are one of them. You have to market well, 
but a product is easier to sell when it doesn’t suck. 

If someone wants to work with you, they will pay your price. They will travel for you. They will wait to book 
you if you are overbooked. They will hire you if it is you they want. You have to stop worrying about what other 
people are doing or charging, and instead focus on what you have to offer. Point-and-shoot photographers are 

not paying taxes on the work they are getting. In the end, that will come back to bite them—and it’s another 

like the rest of us. 

But when a hundred people are charging $30 for 100 photos, won’t people expect that to be the average price? 
Maybe, but it is up to you to stand out. If your work is considerably better than everyone else’s in that price range, 
it won’t matter what they charge because what you have to offer is better. People still eat at steakhouses even 
though fast food restaurants exist. You can get a burger at either, and yet steakhouses aren’t going out of business.
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Why Clients Hire Cheap Photographers | Jess Hess

Jess Hess is an internationally published fine art and conceptual portrait photographer in 
southern Ohio. At her Wurmwood Photography studio, she blends vibrant colors and unusual 
ideas with classic portraiture for her own unique take on portrait photography. She strives to 
do something fresh and different in every session, constantly experimenting and pushing the 
envelope to satisfy her love of art. In her spare time, she runs an underground art magazine 
dedicated to promoting other artists around the world.

wurmwoodphotography.com 

Clients hire a newbie if they see the value in their work. For every penny pincher, there is someone else willing 

on clients who aren’t worth it. Put your energy into the necessary factors (mostly yourself), and you will see 
a big change in the number of jobs you snag. Placing the blame on others for poor performance won’t get you 
anywhere, certainly not ahead. You can get there all by yourself—you just have to be dedicated to doing it.

The bottom line is this: No amount of undercharging can ruin the market for you if you work hard and set 
yourself apart from the competition. You can get steady bookings while charging 400% more than other local 
photographers if you are 400% better. 

Hone your craft, invest in marketing and destroy the competition by being the very best you can be at what you do.
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Go Big or Go Home | Casey Dittmer

We constantly preach the importance of your images, the value of spending the time and money to do it right,  
educating clients about what an image can say, the power it holds. And yet we ourselves skimp sometimes. We 
make excuses for why good enough is good enough. What the fuck is wrong with us? I want to be the best. I’m 
going big or going home. 

I have a successful portrait business, with 12 years in business, two full-time employees and $300K gross revenue 
per year. I am proud of what I built, but I know it can be better. I can be better. In May, I started a journey to improve 
and stabilize my portrait business, and to mark my territory as an industry leader. I set high goals. Some of these 

but just couldn’t seem to take the right steps in that direction. 

logo, website and structure—a complete overhaul. I had 90 days to do the meat of it. It was a huge mountain of  
to-do lists, not to mention the biggest leap of faith I had ever taken. 

I told myself if I completed the 90-day checklist and fully gave in to the process, I would reward myself by investing 
in the production of a branding video. This wouldn’t be just any video, but one that would demand attention, one 
that would make our brand and statement clear, unlike what any other photographer has had. As the 90 days rushed 
by, it became more and more clear that this video could not be just my reward; it was an intricate piece of the puzzle 
of success. I would not be able to reach my goals without properly introducing myself to potential clients, but also 

Four key elements were necessary for organizing and shooting a project of this magnitude while keeping our studio 
operating during the busiest time of the year. I think these four things are necessary in everything we do. 
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Go Big or Go Home | Casey Dittmer

FOCUS

We had to have a plan. What is the purpose of this video? What is our message? What do we want viewers to feel 
while they watch this? Who is our target audience? Message is everything. You can make a beautiful video, but 
without a clear and precise message, it will be a waste. It needs to invoke emotion, cause a reaction and clearly 
speak for your brand. And in today’s digital world, once you make a statement, it’s out there, no take-backs. 

So don’t just throw shit against a wall and hope it sticks. I say it all the time in my classes and workshops: Be 
purposeful. Have a reason, down to every detail. I wanted something bold and edgy that showcased our amazing 
custom gowns, gorgeous locations, willingness to travel and our nontraditional way of shooting maternity. I 

way, so I knew that working with Sal and his team would be the perfect match. He understands how I think and 
shoot, and what makes me different. He knows how to focus all my crazy ideas. He knows the importance of 
protecting one’s brand. 

Once we had a game plan, we used style boards to coordinate gown designs, colors, shooting locations and 
models. Each element was chosen with purpose. For a big project like this, it’s easy to ignore details. Don’t get 
lazy. Don’t be afraid to have big ideas, to blaze your own trail, to do it differently. Going the extra mile makes 
you stand out from your competition. 
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BLOOD, SWEAT AND TEARS

This is where you decide how bad you really want it. Are you willing to push harder than you ever have before? 

easy, everyone would do it. If you get to a breaking point, cry it out and then start again. Just let it out. You 
will be more productive afterward. I get told a lot that I work too hard. What does that even mean? You mean I 
actually work toward something bigger than most people imagine is possible? You mean I believe that anything 
is possible if I work for it? You mean I control the legacy I leave my family by what I put toward today’s goals? 
Then yes, I do work too hard. 

for four days. It was tough. But I’m willing to give a little in order to reach the great things ahead. I know that 

you cannot do everything. Make peace with dropping a few balls. It’s ok, it happens. Just dust yourself off and 
keep pushing forward. Take things one at a time and never be afraid to lean on your support team. 

models, gowns and all the details. Mix that in with shooting over 25 sessions over two weeks (10 in the week 

and making sure my husband doesn’t feel like I’ve abandoned him. All I want to do is eat cake and nap. I can do 
neither. Instead I get coffee, ibuprofen and late nights. I know it is worth it. I know it won’t be like this forever. 
I know I am doing something special and the cake at the top is extra sweet. Im
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Go Big or Go Home | Casey Dittmer
SUPPORT

You can’t do this alone. Don’t try. Going for broke will test you in every imaginable way. It is important to have 
key people in your life you can lean on when things get heavy. This is the most important piece to your puzzle.
 
Support can come in a few forms. You need a team of people who are there to help plan, organize and complete 
the tasks needed to reach your goals and complete a large project like this. Don’t be afraid to lean on them. 
Delegating allows you to focus on the most important tasks and details. My staff have been great in helping 

my own head. That’s when you know you have a great team—when they aren’t afraid to set you straight. 

Besides the literal tasks that need to be done, you need people who give you strength. We all know who those 
people are in our lives. It could be a spouse, friend or colleague, someone who doesn’t judge you at your lowest, 

that. They calm me. They are honest with me. And just by having them there, I knew I could do this. 

low on sleep and feeling nervous and overwhelmed, I’m not ashamed to say I started to implode after we had 

gown alterations, discuss script direction, communicate with models and remind me why I wanted to do the 

INVESTMENT

So you want your client to invest in you. You want to be a high-end brand. You want higher averages but you 
are unwilling to invest in your own brand. What kind of message does that send? With our focus for this video,  
I had to do it right. Filming at one location would not cut it. Showing traditional clothing or even easily  
accessible gowns would not cut it. Doing the video production ourselves would not work. I wanted to look like 
the best. I wanted it to resemble an ad you would see from a corporation. I knew I had to put my money where 
my mouth was. 

I hired the best video production team. I went all out on gown design and fabric. I hired models. I went over the 
top with concepts and design. I took my amazing team with me to help things go smoothly. If I skimped on just 
one element, it would show. 

saying to go all in willy nilly and be pissed when it falls apart. Be calculating and strategic, but also be willing 

outweigh the risks. 
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So often, we make excuses and justify limiting our goals: I’m not at that level yet, I don’t make enough to justify 
that, my market can’t afford that. There is always an excuse to not do something or to do it halfway. That path 
may seem easier, safer, cheaper. So you want to be cheap and easy. Good for you. More for me. 

This overhaul was brutal and letting go of my previous methods was painful. Adding this video project during 

us. Every dime, minute and tear was worth the success. My business is already stronger. Averages are more than 

My personal achievements in competition went beyond the goals I had set. We’re doing exactly what we wanted: 
getting the attention of sponsors, creating more speaking platforms and making an impression with potential 
clients worldwide. 

Casey Dittmer is an award-winning published photographer from western Colorado. As a  
17-year veteran of the photographic industry, Casey has seen trends, economies and businesses 
come and go. She loves traveling and sharing her knowledge in the hope that it will help other 
photographers build a strong base for their business and avoid some of the roadblocks she  
has encountered.
cdittmer.com

 
 
 

 
 
 
 

Im
a

g
e

 ©
 C

a
se

y
 D

it
tm

e
r



10
9
   

b
eh

in
d

th
es

h
u

tt
er

.c
o

m

Business Is Personal: How to Leverage Your Personality to Get More Business | Christine Yodsukar

Im
a

g
e

 ©
 C

h
ri

st
in

e
 Y

o
d

su
ka

r

BUSINESS IS PERSONAL: 
HOW TO LEVERAGE YOUR 
PERSONALITY TO GET MORE BUSINESS
with Christine Yodsukar
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HOW TO LEVERAGE YYYYYOOOOOUR 
PERSSSSOOOOONALITY TO GET MOREEEEE BBBBBUSINESS
with Christine Yodsukar
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Business Is Personal: How to Leverage Your Personality to Get More Business | Christine Yodsukar

This article is kind of about branding, but it’s essentially about how to become the go-to photographer or  

it meant hiding who I really was (because who is going to hire someone with glitter in their hair to photograph 

Over time, my path connected me with a few CEOs and business owners who taught me what it meant to be a 
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The scariest thing that happened was when I had a phone call with an executive who’s well-known in the  

Several months later, after a handful of phone calls, this person told me it was always a highlight of her day 

audiences than me and technically better work than mine, but she chose to continue to work with me because I 

 
 

I learned that if you can make a work relationship feel like a friendship, there’s no reason you won’t be the go-to 

we still crave friendship and comradery, and when we can merge work and play in that way, it feels like we’ve 

how on earth could I prepare? After the most concise business meeting I had ever had, he moved straight into 

 
 

y ,

here’s no reason you won’t be the go-to 

nd play in that way, it feels like we’ve 

I had ever had, he moved straight inntototototototo
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Business Is Personal: How to Leverage Your Personality to Get More Business | Christine Yodsukar

 

creates much stronger relationships, and people and companies will want to hire you again and again because of 

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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Product Spotlight | ProMediaGear Pro-Stix Tripods

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

Why ProMediaGear Pro-Stix Tripods?
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For more information, visit promediagear.com

with

product
spotlight

ProMediaGear’s Pro-Stix tripod is one of the best set of sticks I have ever used. And you might be thinking to 
yourself, sure, but they are expensive. Yes, they are, and so is the camera you are placing on top of it. I laugh when 
I see photographers place their multi-thousand-dollar camera on a $15 tripod. What can go wrong here? 

Investing in the right set of sticks just makes sense. You will have them forever. 

The 42 is a beast, featuring a 42mm top leg and geared toward studio guys and those who love stability. 

The 34 series tripods are super strong and more popular due to the girth of their apex and their mobility. They 
feature a 34mm top leg and are popular with shooters who are moving around from gig to gig or hiking with a 
gimbal for weddings or wildlife photography.
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Explaining Your Brand as a Story | Phillip Blume

Most photographers struggle to earn a living doing what they love. As business coaches, my wife and I guide 

their studios, is clarity.

Imagine this: clarity in your marketing and throughout the experience you provide clients, and clarity of vision 

this common phrase remains ironically unclear. If that is true for you, your businesses may struggle to stand out 
in the marketplace and eventually fail.

But there’s good news. Allow me to guide you through some practical strategies that will help you clarify your 
brand message to increase your bookings and sales.
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Explaining Your Brand as a Story | Phillip Blume

MAKE YOUR CLIENT THE HERO

In his book StoryBrand
they all communicate like classic storytellers.

In other words, smart advertisers follow the same predictable storytelling formula Hollywood screenwriters use 

ending. It may sound familiar, like something you wish you’d paid attention to in high school English class. As a 
former high school English teacher who has used this strategy to build successful brands, I assure you it works.

Here’s how to put it into action.

First, remember your client, not you, must always be the hero in your brand messaging. This works because it 
grabs your listener’s attention, holds it tight and makes him identify with your story’s main character.

Don’t ramble on about yourself. That’s not the story your client wants to hear. As Donald Miller puts it, every 
person sees herself as the protagonist in her own story. We all wake up in the morning thinking of ourselves as 
the hero of our story. And in every great story, the hero has a challenge to overcome.

That’s where you come in—not as the hero, but as the guide who can help the hero along in her quest. In the 
business world, you’ve probably heard this role described as the “trusted adviser.” You are Yoda and your client 
is Luke Skywalker. You are Mr. Miyagi and your client is Daniel-san. 
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SIMPLIFY YOUR MENU

Have you ever had a fantastic consultation with a seemingly ideal client, then never heard from them again? Or 
a sales session where the client obviously wanted to purchase something, but after an hour of considering the 
options, left with nothing?

Why does this happen? It’s nothing personal. It’s biology.

The human brain is designed for survival. It’s big and it burns through a ton of calories when it’s solving 
problems. Yet its primary biological function is to preserve those calories at all costs.

We tend to think “the more options, the better.” But when you put too many options in front of your client, 
it leads to consumer retreat. Whether it’s a complex create-your-own wedding package system or too many 
à la carte products offered after your portrait shoot, the client’s brain reaches a point where it shuts down its 
purchase-making region and walks away. 

One solution is KISS: “Keep it stupid simple.” Ideal wedding packages include exactly three options—no more, 
no less. Every package should look identical to the others, except that the quantity, size or quality of items should 
increase. Your top package might include more coverage hours and a larger wedding book. If you set it up right 
(simply), most clients will choose your middle package.

In the sales room, you (the adviser) can help guide your client (the hero) to preserve her happy memories (the 

action (turning point) she must take. Luke Skywalker didn’t discover how to destroy the Death Star on his own—
the plans told him where to plant that lucky shot.

For the past 10 years, our product menu has stayed mostly the same: print enlargements, canvases and coffee 

That provides all-important clarity.

BE A HUMBLE ADVISER

Many of us feel lost about what to write on our About page. So we focus the story on ourselves. We describe the 

Try this instead. Write about something your client is interested in: herself. Show that you understand her 

a clear plan she can follow to test her choice, whether it’s a “Top 10 Qualities of a Photographer” list or an easy 
path to a consultation. Call her to take action on the turning point by making it exceedingly easy to contact you. 
Describe the happy ending that will result if she takes action.

to see your business double (or triple) through print sales, simply prove yourself trustworthy. Researchers have 

During an in-person sales meeting, we had a mother of the bride wavering over spending $500 on a set of 8x10 
prints. We didn’t try to push her into the sale. Instead we advised her, “You’re welcome to place that order. But 
did you know you can already print 8x10s from your daughter’s set of digital negatives? You’re welcome to 
use those for free. If you choose to invest anything with us, we’d love to help you prepare and display a large 
heirloom piece for your family.” She was so grateful, her $500 budget suddenly became $2,000 for a canvas.

after saving $500 on small prints. 

Im
a

g
e

 ©
 B

lu
m

e
 P

h
o

to
g

ra
p

h
y

Im
a

g
e

 ©
 B

lu
m

e
 P

h
o

to
g

ra
p

h
y



12
8 

  S
h

u
tt

er
 M

ag
az

in
e 

. N
o

ve
m

b
er

 2
0

18

12
9
   

b
eh

in
d

th
es

h
u

tt
er

.c
o

m

Explaining Your Brand as a Story | Phillip Blume

THE ELEVATOR PITCH

There’s a lot more to learn about growing your brand as a story. How can you identify and talk about the deeper 

do create a clear brand message that matches your photographic style?

These are challenges every business faces, and we hope you’ll connect with us so we can keep you working 
toward more clarity in your business. In the meantime, one tool I can provide to you quickly is the elevator pitch. 
How do you answer a person who asks, “So what do you do?” or, “What makes you different?”

I hope the answer isn’t merely, “Well, I take pictures,” or, “We like to think our quality is better than the next guy 

have a plan about where you’re leading them as a potential client.

Maybe you didn’t realize it, but you’ve already read the elevator pitch for our photographer education  

your attention.

what you offer as an adviser (your product or service). Part three: Remind your hero about the outcome (happy 
ending) that your product leads to.
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Explaining Your Brand as a Story | 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.co

CONCLUSION

mission of your studio should be. For us, it is strengthening our couples’ marriages and saving lives through 

your business, you must stay focused on your larger mission. This is your story, and it’s bigger than the products 
you offer. 
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LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at

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

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

Portray the world beautifully.
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28-75mm F/2.8 Di III RXD (Model A036)
Length 4.6 in. | Weight 19.4 oz.
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6 Questions That Define Your Brand | Joey Thomas

You have a wonderful personality, excellent work and years of experience, yet people don’t seem to understand 
your value. For some reason, the world around you believes photographers should be cheap and should include 

this sound familiar? 

With thousands of photographers in the market, there is mass confusion about what a professional is. Countless 

message of value, professionalism and expertise amongst the masses? Seem daunting? 

Competition is opportunity. It gives professionals the chance to differentiate ourselves and gives our potential 
clients something to compare to. Who doesn’t like choices? If you want to take a loved one out somewhere  

of times my competition helped me book weddings at thousands of dollars above my competitors. While my  
competitors offer deals and promotions hoping to get a bite, I stick to my guns, won’t discount a nickel and 
continue to drive home value through client experience. Why do they end up spending thousands more? Because 
of the power of branding. 

words, it sets the clients’ expectations and gives them a sense of security, trust and hope. My clients are planning 
weddings. They don’t need to take risks. They want to know they are investing in something that won’t turn 
around and bite them in the tail for the purposes of saving money. 

Your brand does not begin and end with just your logo and colors. It’s all encompassing, from inquiry to delivery. 

referrals. Now your brand is communicated through word of mouth, leading to exponential growth. That is how 
branding transcends the visual and gives you an advantage over the competition. 

develop an intentional, cohesive brand identity that sets you apart. 
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6 Questions That Define Your Brand | Joey Thomas

potential clients. Yes, we sell albums, prints and some digital images. This isn’t where real value lies. Real value 
comes when we understand the intangible and special nature of our work. I create heirlooms through which my 
clients’ great grandchildren can discover their legacy. My camera is a tool. The digital images are a vehicle. The 
heirloom is the destination.

WHAT DO YOU DO?   

Craft a brand message that speaks directly to your target client. None of us can afford to target everyone. 
I cannot stand hearing a photographer say, “I will photograph anything that pays.” It’s one of the quickest 
ways to water down and run your brand into the ground. Analyze what you offer and which demographics and  

 
Psychographics are the more personal characteristics such as personality, attitudes and values. If the visual and 
experiential elements of your brand do not represent those you are trying to speak to, research what they need, 

WHO DO YOU DO IT FOR? 

Know your purpose. Your “why” gives you the courage to take risks and motivation in slow seasons. It helps you 

your strengths? As John Maxwell says, “Spend 80% of your time building your strengths and only 20% on your 
weaknesses.” Write down your values and what gets you excited. Write down what you want your legacy to be 
when it’s all done. Make this the core of your brand.

WHY DO YOU DO IT?  
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6 Questions That Define Your Brand | Joey Thomas
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and joy. I also wanted to be sincere and personal in my approach. I considered both my work and my approach 

message. There is no competition. 

HOW ARE YOU DIFFERENT? 

My biggest breakthrough in business was the epiphany that products and services simply serve as a conduit to 
our clients’ real wants and needs. We must understand the heart behind the need. Although my clients think they 

brings them into the studio to learn more. 

their story to be told in a sincere and beautiful way. They want to know that I can handle the stresses of the day 
and be at all the places I need to be. They hope their kids can one day learn about the origin story of their parents 
and continue to pass it down to their kids. They want to know if a storm hits during their wedding and the lights 
go out, I’m still able to capture the story of their day. 

photographers aren’t simply looking for products they can sell to their clients. They are looking for exceptional 

job to discover those problems and put clients at ease. A strong brand not only addresses overt needs but gets to 
the core of the innate ones as well. Like the great Vanilla Ice once so gracefully said, “If there was a problem, 
yo, I’ll solve it!”

WHAT DOES YOUR CLIENT REALLY WANT? 
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6 Questions That Define Your Brand | Joey Thomas

Your social media, website, email communication, business processes, imagery, print products, sales sessions 

wooed by the elements of my website, the cohesiveness and quality of my images and the messages I share 
 

experience. Cleanly formatted questionnaires, quotes, contracts and personal client portals elevate their  
experience. I use 17hats for all of this. It’s been a huge business upgrade and made my life much easier. My 

during my IPS sessions, which shows my client exactly what I’m doing on their own screen. These are just a few 

on what your brand promises, you create clients for life. Your brand is possibly the most important element in the 
success of your business. Start asking yourself the six questions above, and you’ll be well on your way. 

Joey Thomas is the owner of Joey T Photography, one of the top wedding photography studios 
in the Houston area. He is an award-winning nationally published photographer whose work 
is often featured on magazine covers and in blogs and editorials. Joey is the co-owner of 
Serendipity Albums and teaches photography workshops worldwide. 

joeytphotography.com

 
promise, your value proposition. What promise are you making with your brand? A cohesive brand drives  
client expectations. 

exactly how they should feel regarding your business and your work.

Let’s talk color theory. The color red evokes boldness. It has energy and it stimulates your appetite. Think  

and is associated with prestige. Consider the green jacket worn by winners of the Masters in golf. Brands like 

with your values and with the values of your target audience. 

or reaction that’s associated with your brand. Businesses hope that they rarely have to “sell” anything to the 

already believe your brand is. This makes selling easy.

WHAT ARE YOU PROMISING? 
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Rising to the Challenge | Michael Anthony
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TO FIND YOUR IDEAL CLIENT

Branding & Marketing
with Michael Anthony



Branding & Marketing to Find Your Ideal Client | Michael Anthony
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I love November because it’s branding month at 
Shutter Magazine. But November is also the time 
that many photography businesses start to go into 
their slow seasons, which means that it is the 
perfect time to take an objective look at your brand 
and see if it’s time to update that six-year-old logo.

But before we get into evaluating your current 
brand, it’s important to understand what a brand 
is. If you have heard me speak before, you know 
that I believe a brand is much more than a logo. 

logo, imagery, website, social media presence and 
totality of your past client experiences.

Let that sink in. These are all of the things you 
have to pay attention to when you are building your 

exactly how important they are to your success.
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LOGO

Your logo doesn’t just say what the name of your company is. It is a communication tool that emphasizes the 
value you are conveying. Is your business about modernity and luxury? How about light and fun? What about 

That means the value your logo communicates sets expectations for the type of photography you deliver. 
Perception is reality. If you have amazing images bolstered by a logo that looks like your grandpa drew it on 
his Etch A Sketch when he was eight years old, your amazing images won’t seem so great anymore. Many 
photographers would rather save a few bucks when starting out and make a generic signature logo or mock 
something up in Photoshop.

Hire a graphic designer to create that communication value. When we were branding my wife Jennifer’s boudoir 
brand, we wanted a Great Gatsby theme tied in with the Michael Anthony Photography brand. We hired Justen 
Hong from Visual Lure to help create our brand. He named the brand in a way that communicated our vision, 
and designed a logo that looked perfect next to our style of imagery. Give your logo the attention it requires.
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IMAGERY

Your art needs to be desirable to your ideal client. If I wanted to take photos of Eskimo weddings in the California 
desert, I would have a bit of a problem. Sometimes you have to modify your style of photography to match the 
look your target demographic desires.

Once you get the look you are going for, consistency is key. I have struggled with this because we love different 
styles of photography. Bright and airy? We do it. Film emulation? We do it. But people know our brand for our 
cinematic imagery, so on our website and social platforms, this is mostly what I show. When you look at our 
engagement on social platforms, bright and airy images, no matter how good they are, always perform half as 
well as images that are dark and dramatic. That’s not by accident. It’s because we have created a brand that is 
synonymous with that style of photography.
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SOCIAL MEDIA PRESENCE

I could write a whole book on this subject. Everyone’s on social media, so that’s where you need to be marketing. 
Go to Instagram right now and visit the page for your favorite bridal gown store in your area. See who has posted 
recently and DM them to congratulate them and give them something of value, like a blog article you wrote. 
Include a link to your portfolio. Do this a few times and see how easy it is to book a new wedding. 

Social media is key. While traditional marketing is still more important, when you’re forming relationships with 

contest full of bullies, trolls and the cool popular kids. Be one of the cool people by interacting with your 
audience. Ask thoughtful questions. Respond when they ask questions. It’s a full-time job. If you don’t do that 

WEBSITE

they make it to your homepage. You need to give yourself the best chance to win over new clients. 

Your website needs to be easy to navigate. Make it easy for clients to get the information they are looking for. It 
usually goes in the order of Images > Pricing > About Us > Contact. Focus on those pages for the best results. 
Reduce the number of clicks it takes to get what clients want.

Allow clients to book appointments with you directly from your website. We use an app called Acuity 
Scheduling that plugs into our studio manager’s Google Calendar. Clients can schedule their ordering sessions 
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TOTALITY OF YOUR PAST CLIENT EXPERIENCES

This is a big one that will have the biggest long-term effect on your brand. Collecting testimonials from past 
clients is one of the most effective things you can do to bring in more business. In a recent poll, 93% of millennials 
said a testimonial was just as good as a personal referral. 

Reading reviews serves an even more important purpose. It allows you to look at your overall client experience 
to help ensure you are delivering an experience that exceeds your clients’ expectations. 
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On the other hand, if your clientele is bashing you to other people, even if they don’t take out their frustrations 
online, then you are going to notice a drop in your business that you never saw coming. Controlling the client 
experience is the most important factor for your brand. It is vital that your clients become your advocates to make 

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
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LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at
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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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Balancing Ambient Light & Flash | Michael Corsentino

We need all the tools, techniques and creativity we can muster to tackle whatever situations we encounter when 
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Balancing Ambient Light & Flash | Michael Corsentino

STEP 2

STEP 1

GET RID OF THE FEAR FACTOR

quickly and simply create myriad lighting effects and free yourself from the constraints of ambient conditions. 

to edgy, more dramatic looks.

With ambient light alone, the only option at your disposal is the current lighting conditions. Ambient lighting 

ambient light to hold the detail in skies, shoot with wide apertures to lessen distracting background elements and 

together. The secret sauce is learning to balance both.

Im
a

g
e

 ©
 M

ic
h

ae
l C

o
rs

en
ti

n
o



18
8 

  S
h

u
tt

er
 M

ag
az

in
e 

. N
o

ve
m

b
er

 2
0

18

18
9
   

b
eh

in
d

th
es

h
u

tt
er

.c
o

m

Balancing Ambient Light & Flash | Michael Corsentino

Im
a

g
e

 ©
 M

ic
h

ae
l C

o
rs

en
ti

n
o

STEP 3

STEP 1

UNDERSTANDING FLASH AND AMBIENT LIGHT

Learning to control the amount each of these light sources contributes to your exposures is what balancing 

in different ways, independently of one another, to produce a variety of predictable and repeatable results. 

temperature of both light sources will match.
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Balancing Ambient Light & Flash | Michael Corsentino

STEP 5
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WORKING WITH TTL

performing distance calculations and communicating exposure information between the camera and strobes to 

TTL provides a great starting point, but if you’re like me, you’ll probably want to season to taste and make 

TTL is useful in many situations, but there are situations where its metering system can be fooled by surfaces 

based on the light falling on what you’re photographing. This is known as an incident reading, and it’s always 
consistent and reliable, never fooled.
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WORKING MANUALLY 

light. The faster the shutter speed, the less ambient light appears in the exposure, and vise versa. That’s balancing 
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speeds, your control over ambient light and the latitude you have to reduce or knock it down is greatly enhanced. 

foreground, which is perfect for portraits.

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

4 LIGHTS

Let your brand speak for itself.
B R A N D E D .  P E R S O N A L I Z E D .  C U S T O M  P H O T O  P A C K A G I N G .

10% OFF YOUR NEXT ONLINE
ORDER OVER $150
CODE: SHUTTERLOVE18    ENDS: 11/30/18

1-800-827-6278  |  tyndellphotographic.com

FOLDERS & MOUNTS | SPORTS MEMORY MATES | PHOTO CASES  | BAGS  
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Product Spotlight | Tyndell 2" Presentation Boxes
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For more information, visit tyndellphotographic.com/boxes

with

product
spotlight

Making a great picture is only part of the equation. How you deliver that picture—well that, my friends, is branding. 

This is a simple solution for delivering loose prints, portfolio mats, photo books and albums for a high-end delivery 
to your clients. Tyndell’s 2" Presentation Box is a stylish yet affordable alternative to other portfolio and album 
boxes. These boxes were designed as an economical option for holding and protecting portfolio mats, an assortment 
of photo books/albums, as well as large quantities of loose prints. Enhance your overall presentation with this 
beautiful box.

Some details: 

• 
• Available in matte black with a black interior lining
• Raised lid for easy opening
• Designed to hold standard photo books and albums, loose prints and portfolio mats 
• Accommodates these print sizes: 8x8, 10x10, 12x12, 8x10, 11x14 (5x5 and 5x7 sizes coming soon)
• 
• A 2" Presentation Box plus a Portfolio Mat bundle is available; Tyndell Archival Portfolio Mats feature an 

opening along the top for quick and easy mounting to securely hold prints in place 
• Boxes sold separately or in cases of 10
• Brand your packaging—customize with foil imprinting or laser engraving to add your studio logo
• Accessorize with ribbon and tissue paper for a high-end presentation
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LGBT Weddings: Being a Relevant Photographer in a Modern Age | Justin Yoder

with Justin Yoder 
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LGBT WEDDINGS
BEING A RELEVANT PHOTOGRAPHER 
IN A MODERN AGE 
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LGBT Weddings: Being a Relevant Photographer in a Modern Age | Justin Yoder

There is no ignoring it. We wedding photographers are living in a different era. Traditions are being broken left 

they are older to get married. The groom’s wedding party is no longer just for guys and the bride’s party is no 
longer just for ladies. Elopements are on the rise. One of the biggest changes we are seeing is a rise in lesbian, 
gay, bisexual and transgender weddings. This community has been ignorantly overlooked, discriminated against 
and misunderstood, but times are changing. 

Obergefell v. Hodges that same-sex couples 
have the right to marry in all 50 states. It was a monumental time for the LGBT community and our allies. A May 
2018 Gallup poll revealed that two-thirds of Americans support same-sex marriage, and each year, the number 
increases. As it does, more and more LGBT couples are not only tying the knot, but doing so with the support of 
their friends and family on their wedding day. Photographers would be remiss if we didn’t focus our efforts on 
learning about the LGBT community to build their trust and earn their business. 
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LGBT Weddings: Being a Relevant Photographer in a Modern Age | Justin Yoder

I am frequently asked if the LGBT market is big enough to make it worth pursuing. Absolutely. According 

Tapping into this market is a whole new obstacle. The LGBT community has been hurt, discriminated 
against, kicked out of churches and businesses, and made to feel like a lower class. They are unlikely to 
contact a photographer simply because they like our work. Even today, same-sex couples must take the 
extra step of seeking the approval of their wedding vendors. They need to feel secure that your business is 
a safe place. This doesn’t mean you have to know everything about LGBT couples or their history. It means 
only that they know you are someone who desires their business, free of judgment. 

One way to achieve this is to include images of same-sex couples on your website and social media 
platforms. When a same-sex couple visits my website, Instagram or Facebook page, there is no doubt that 
I photograph same-sex couples and welcome them at my studio. If you want to encourage business from 
same-sex couples but don’t have any represented on your website or social media, there is no better starting 
point. If you have never photographed a same-sex couple, it’s time to get some images so you can gain their 
business and diversify your portfolio. 

Offer a complimentary shoot to a same-sex couple. Be upfront and tell them your plan of building a portfolio 
to expand into that market, and that you want to post their images on your social media. Get the agreement 
in writing. Take this opportunity to learn from them. Be transparent. Explain that you want to learn more 

they will be happy to help you, enthused by your willingness to educate yourself. 

Bridal shows offer another opportunity to diversify your clientele. Add a photo or two of a same-sex couple 
in your booth. Even grooms are now going to these shows to plan their weddings. Having just one or two 
images in your booth tells them you are a safe place. 

bride-and-groom combinations, ensure your contracts can accommodate multiple combinations of partners, 
or provide a generic option. 

I know some of you are thinking, “If I post images of same-sex couples, I may lose business from more 
conservative couples.” True. I know I have. But how do you know you won’t gain more business than you 
lose? I have booked straight couples simply because they were strong allies with the LGBT community who 
liked knowing my business supports them.

One fear many photographers have about working with same-sex couples is how to pose them. Some 
photographers say it’s totally different from posing straight couples. Some say there is no difference. I 
fall somewhere in the middle. The conventional understanding of gender roles does not always apply to  
same-sex couples. If you are unsure how to pose the couple, communicate openly and honestly, and make 
your posing decisions based on their dynamics like you would with any couple. Im
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LGBT Weddings: Being a Relevant Photographer in a Modern Age | Justin Yoder

If you have been wanting to start capturing same-sex couples, do it. You won’t regret it. These couples are 
a blast to work with, and are eager to answer questions and calm your uneasiness. And the added revenue 
is a no-brainer. 

Justin Yoder is a Dallas-based wedding photographer and cinematographer, educator and 
philanthropist. He has had a camera in his hand since age 12, and his charitable work has taken 
him as far as Africa. He has traveled extensively and loves shooting destination weddings and 
engagement shoots around the world.

justinyoderstudios.com

Another way to combat the trepidation of posing a same-sex couple (and feeling awkward about it) is to 
not pose them at all. I provide simple direction like asking them to sit on a bench, face one another and 

If you pose your couple and they just don’t look comfortable, try something different. It is ok to ask them 
if they are uncomfortable. 

Location is a key factor in the comfort of same-sex couples. Discuss locations with the couple before 
the shoot. Many same-sex couples are nervous about public displays of affection. Once when I was 
photographing a lesbian couple in a Dallas park, an old man called them a derogatory term as he walked by. 
Fortunately, the couple didn’t hear him, but this is a reality. If they are not comfortable with public displays 

home or an LGBT-friendly area. The more you photograph same-sex couples, the more comfortable you 
will become. 

One of the greatest things about photographing same-sex weddings is seeing the freedom these couples 
possess to do things their way. Not only do they rewrite traditions, they create something beautiful, 
individualized and dynamic in the process. Same-sex couples, especially grooms, often get ready in the 

touches to their partner’s attire. One of my couples had their guests sit in a circle, and they got married 
literally surrounded by family and friends. They almost always have both men and women in each of their 
wedding parties. And the day can be highly emotional since many of my couples have been together for 20 
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photographer salvatore cincotta

gear canon 5d mark iv 
canon 85mm f1.2L II

exposure
lighting
location

image title stay with me

f1.2 @ 1/60, ISO 200
profoto a1, off camera left
tower grove park | 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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