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Launch Point | Sal Cincotta

A message from the editor-in-chief

LAUNCH POINT
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- Sal Cincotta

sales and marketing, 
Without

there is nothing.

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

MISSION STATEMENT
Shutter Magazine is about photography education. Our goal is to provide current,

insightful, and in-depth educational content for today’s professional wedding
and portrait photographer. Shutter Magazine 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 establish the magazine as one of the
leading photography publications in the world. 

Shutter Magazine: By photographers, for photographers. 
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Sal Cincotta
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Alissa Zimmerman
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ABOUT THE IMAGE: This image was taken in our
hotel room in Chicago in January 2016.
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Filming for Fun 
    GoPros

with
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GoPros | Joe Switzer
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Preparation and Filming With GoPro. 

   

Camera Settings. 
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GoPros | Joe Switzer
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Editing. 

GoPros | Joe SwitzerGoPros | Joe Switzer
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team is made up of four young creative minds striving to take the world of wedding cinema 
and photography to the next level. The team travels the world for inspiration, going anywhere 
and everywhere to top their latest work. Joe finds joy in teaching all over the world and helping 
up-and-coming “ographers” lay the groundwork for a solid future. Over the past 10 years, he has 
counted the majority of his clients as lifelong friends.

switzerfilm.com

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

Family, Friends and Adventures. 
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GoPros | Joe Switzer

Your photos speak for 
themselves. Our galleries 
just turn up the volume.

Save 25% on your first year with code at ShootProof.comSHUTTER16

Focus on what matters most.
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The Assistant’s Manual | Alissa Zimmerman

irreplaceable:
  Too valuable or rare to be replaced; not replaceable.

    indispensable:
     Extremely important and necessary; not subject to being set aside.

I always thought I wanted to grow within my role to a point where my boss considered me irreplaceable. 
While it is still nice to be considered irreplaceable, I’ve learned that having your employer view you 
as indispensable is that much more important to your career success—you are a necessary part of the 
company’s growth and success. 
 
I’ve worked really hard over the past four years with my boss, Sal Cincotta. Here are the Top 10 tips I’ve 
gathered over those years for making yourself indispensable. 
 

be 
proactive.

When the CEO of a company asks you to do something, there is an implied directive 
to do it with excellence. Think about it: The CEO is drowning. He has hired you 
because he needs help taking tasks off his plate. Your job is to perform those tasks 
with excellence. What is the point of taking the work off his plate if you’re just 
going to make him go back in and do it right, creating more work in the long run? 

I have built trust with Sal over the past four years by doing just that. I take great pride in 

over to me, I will be able to complete it within 98% of what he would have done.

Today’s generation of entitled millennials think that doing what’s expected of them 
is deserving of a gold star and a pat on the back at the end of every workday. Sal takes 
the time every night to put together our “Top 5” tasks for the following day. These 

you check off all of the items on your list that you’re done for the day? No. It means 
you’ve completed the tasks your boss assigned you, and now it’s time to start taking 
more from his or her plate. That is what will make you stand out as a key employee.  
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be proud to sign your 
name to your work.



The Assistant’s Manual | Alissa Zimmerman

anticipate your boss’s needs.

know the habits and routines of your boss so you can always be three steps ahead. 

Many photo assistants spend most of their day doing administrative tasks rather than assisting on photo 
shoots. So it’s important to stay on top of your game. You want to really become indispensable to your boss? 
Read this, and make sure you understand the perspective: I have taken the time to get to know Sal so well 
that I am in a position to do the thinking for him, and he relies on me for that more than he’ll ever want to admit. 
It’s the little things that matter most, too. He’s the CEO of a company that continues to grow at a seemingly  
never-ending pace. He makes big decisions all day. The last thing he wants to do is think more. So when he asks  
for a cup of coffee, I know to also bring him some kind of chocolate pastry to go with it. When he’s traveling alone,  
I know to send him a text with his hotel information so it’s readily available the second he lands, and he doesn’t have to 
go digging for information. 
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understand the bigger picture.

be the expert.

understand the importance of 

life when you’re trying to build a career—especially if you want to be a core part of a startup. 
 

of what you expect from your employees, and they will follow suit. 

Like most CEOs, Sal is extremely logical. When he hands over a task, he expects me to own it. 
 
To be the expert in the eyes of your boss, take pride in your work and own your tasks from start to completion. If you’re 

legwork to come to your conclusion. Over time, after proving yourself to your boss consistently, you will gain trust and 
your boss will rely on you more. 

I’ve talked about this in previous articles, how Sal runs this company very much like a football team: He is our 

a team player on our staff means coming in, doing your job with excellence, and being available and willing  
to take on more if you can. 

Let’s take it a little further. Are you living in the day-to-day and completing your to-do list each day? Good job. 

the why and the how and every freaking wall you could possibly hit along the way, you’ll start changing the way you view 
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Your attitude really is everything. I went through a dark few months awhile 

thing—once I realized Sal had to have multiple sit-downs with me about 
what was going on, I knew something needed to change, and that something 
was me and my attitude.
 
Every day when I wake up, I have a choice. I have a choice to come into work 
and start my day off mad at the world, or I can come in happy to be alive, 
thankful to have the job and opportunities I have, and ready to attack the 
challenges that are thrown at me throughout the day. You have the exact same 
choice. Who wants to spend time with the person who mopes around the 

want to be around happy people. So be that happy person everyone wants to 
be around. It’s that simple.

have a good attitude.

The Assistant’s Manual | Alissa Zimmerman

solve problems, 
don’t create them.

beware of the 
dreaded “black hole.”
Ah, the black hole. We’ve all had to visit it at least once in our career to retrieve that task that was 

throat asking for a status update. Yep, the black hole.
 
Stay on top of the things that are assigned to you—always follow up and close out tasks when they 
are completed. It’s one of the easiest things you can do as an employee, but seemingly the most 

 
almost every new person we try to bring onboard. 

don’t need to be handheld every step of the way. It’s that autonomy that allows your boss to feel 
comfortable enough to let go and delegate more and more to you. 
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The Assistant’s Manual | 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, Shutter Network 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

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

We all make them. Mistakes are inevitable—especially as you’re learning new things in your 
role. It’s what you do with those mistakes that determines if your boss will keep you around. If  
you make the same mistake over and over and over and nothing ever changes, chances are you will  
wind up back on the job market sooner than you’d expected. 

can adjust in yourself or your process to prevent it from happening again. If you learn from your mistakes, the 
likelihood of your making them again is much smaller. 
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How I Got the Shot | Sal Cincotta
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This month’s shoot was, in a word, fun. I love having a creative group of people around me. This time, we had 
an internal debate about the direction and concepts for the cover shoot. We had two options that we just couldn’t 
decide on. So we did both. I know, a good problem to have.
 
Alissa had this vision of a high-fashion metallic silver background. Krystal, one of my staff members, had created 
this killer headpiece from scratch. Both ideas were really cool and enticing, but only one would get the cover.
 
No spoiler alert here, but as you can see, the headpiece won out. It’s interesting how we all work creatively. It’s so 
important that the photographer “see” the vision. For the silver paint, it wasn’t my vision and I just couldn’t see it. 

this a lot, don’t we? The free advice we get from those around us is always, “You should try this.” I want to smack 

My point is that vision encompasses so much more than the obvious factors around you. I have learned something 
about myself over the years: If I can’t visualize the shot beforehand, I’m going to have a very hard time taking the 
shot. I imagine this is true of most visual artists, and something to keep in the back of your mind.
 
Okay, back to the action.

The concept here was all about the custom headpiece. When Krystal offered up the idea, I wasn’t onboard with 
it at all. I couldn’t see it. Her description didn’t knock me out: “Okay, it’s gonna be cool, with feathers coming 
out of the top, but the feathers will be gone, and I am going to spray-paint it too.” Huh? I was thoroughly 
confused. I couldn’t visualize it.
 
She put a lot of time into it, working away at the head of a Styrofoam mannequin on her desk. Watching it all 
come together was pretty cool. Suddenly, I had vision.
 
Altogether, I am pretty sure this piece cost us less than $40. Not that this is something you would wear out on 
a Saturday night, but it’s pretty damn cool for a commercial-style shoot.
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Location.

Have hotel room, will travel. Not everything you do has to be on a large set or with tens of thousands of dollars’ 
worth of set design, staff, lighting, etc. We were in Chicago and had access to some talented people. First up, 
makeup artist Vanessa Valliant, signed with Wilhelmina, who has worked with the likes of Jennifer Hudson, Lady 

 
Our model is an adorable law student named Kellen. What I loved most about Kellen was not her good looks, but 
her smartass personality. As a native New Yorker, I appreciate sarcasm more than you will ever understand. We 
spent the day laughing and making great images.

I know, you must be tired of hearing me talk about the Profoto B1, but it really is one of the best products on 
the market. It’s got the portability and the power I need. I am all about the right tool for the job. Sometimes that 
tool is a speedlight, and other times that tool is a B1.
 
We had two Profoto B1s, one with an umbrella and another with the portable 2' Octa Softbox. Super light and 

work with and, best of all, put off little to no heat compared to traditional heads.
 
The background, as you can see, is nothing fancy. Just an unlit white background. This will go gray, which I 
like for this shot.

Lighting & Backdrop.
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mProfoto B1
Profoto Umbrella
Profoto 2' Octa Softbox
Canon 1Dx
Canon 85mm 1.2
1/250th of a sec @ f1.2, ISO 200

Gear.

Alternate Shot.

meets-Tin Man-from-The Wizard of Oz commercial shot. It just didn’t knock me out. I couldn’t see it.
 
I can tell you this, though: It was pretty cool to watch it come together. Vanessa had to order special makeup, 
a metallic-silver body paint. And the background? That was pretty damn crafty. Now, I can’t take credit for 
it—credit goes to Alissa, who somehow MacGuyver’d it using aluminum foil and a cardboard box.
 
The lighting setup was a little different. If you look into her eyes, you can see the clever setup. We had the 

left, to push light back up into the shadows. The main light was just bright enough to catch the crumpled-up foil 
on the background to give it some dimension.
 
The settings for this shot were 1/100th of a sec @ f2, ISO 160 using the Canon 85mm 1.2 and the Canon 1Dx.
 
While this didn’t make the cover, it’s still a neat shot.
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How I Got the Shot | Sal Cincotta

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

Closing Thoughts.

It’s all about vision. You have to be able to visualize your shot before you take it. Having some creative people 
around you for inspiration and collaboration is what I love most about working on shoots like this. You never know 
what you are going to get. You have an idea, a concept, a vision, but you never know until that shutter is released 
and the image made.
 
I learned a lot about how I work and see things. I hope my team learned as much about me as well. Challenge 
yourself every day. Challenge yourself to do something a little out of your comfort zone, even if you don’t initially 
see the vision. Create a vision and adapt. I promise you, you will be a better photographer in the end.
 
I am a wedding and portrait photographer, and shoots like this challenge me to think a little differently about what 
I am doing. Because of that, I have watched my knowledge and skill increase tenfold over the past year. So, where 
do you want to be as a photographer? Go out and make it happen.

Want to see how we edited the shot? Sign up to be an Elite+ member today. Get the printed magazine and access to behind-
the-scenes videos like this at www.behindtheshutter.com/shutter-magazine. 
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Canon 1Dx
Canon 85mm f/1.2
1/100th
f/2.0
ISO 160
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A Cautionary Tale of 
Backups and Adaptability

No matter how good you are, you’re only as good as your last 
shoot. That means you’d better get the shot. Being prepared 
for the unexpected will help you do this. This was never more 
evident to me than on a recent location shoot where everything 
that could go wrong did.

Guerrilla 
Gone
Wrong



50
   

S
h

u
tt

er
 M

ag
az

in
e 

. F
eb

ru
ar

y 
20

16

51
   

b
eh

in
d

th
es

h
u

tt
er

.c
o

m

Backups and Adaptability | Michael Corsentino

bales as a backdrop for the past two years. The bales don’t stick around long; they’re removed after a short drying 

this year.

“Life is what happens to you while you’re busy making other plans,” as John Lennon famously said. This is one 

for the lighting and composition for this promo shoot of Blaine the Mono was one thing, but for reasons beyond 

accurate, that the true mark of professionals is how they handle things when everything is crashing and burning 
around them. This shoot was the perfect storm.

Strike two: Shortly after we arrive and start setting up, we narrowly escape getting busted for trespassing. Turns 

but were told to be really quick and warned in the strongest terms that at any moment the agriculture police—yes, 

to come up with an alternate plan to salvage this shoot in a hurry. My initial plan was to shoot with a 74-inch 

second pack, which was now out of the picture.

The Brief

The Original Plan and the Adapted Plan

The Shoot

   
Im

a
g

e
 ©

  M
ic

h
ae

l C
o

rs
en

ti
n

o

Small changes make a big difference. We’re getting close as the image progresses from my original idea into something much more mature. Here, I’ve reposed the band 
and lowered my shooting angle substantially to give them a more heroic stature, and I’ve underexposed for the sky.  

Originally I planned to use my Profoto 7B 1,200-watt-second pack and one head. I made this call based on the 7B’s ability to deliver the power necessary for the 

throw at it. Unfortunately, despite testing the pack beforehand, it failed right at the beginning of the shoot. Time for plan B!
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Backups and Adaptability | Michael Corsentino

portraits. With its large surface of just over 6 feet, interior and 
exterior diffusion fabric, and the indirect orientation of the light 
head mounted inside, it provides a beautiful soft light with gradual 
transitions between highlights and shadows. See the sample image 
“Blaine shot in studio with the Elinchrom 74" Octa” for an example 
of what I originally had in mind for the on-location lighting.

When combined with its interior and exterior diffusion fabric, 
the Elinchrom 74" Octa’s indirect light head orientation provides 
maximum softness and gradual transitions between highlights and 
shadows.

Blaine shot in studio with the Elinchrom 74" Octa. This was the lighting style I originally had in mind for this location portrait of Orlando rock band Blaine the Mono. 

I was able to hit a home run despite the unforeseen changes to my plans.
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envisioned, but it ended up working in my favor.

The Elinchrom Octa would have delivered a soft, even light with gradual transitions between shadows and 
highlights, otherwise known as soft light. The silver Profoto XL Umbrella created a crisper light with faster 
transitions between shadows and highlights, known as hard light. 

world’s quickest photo shoot. And we didn’t get arrested. Man, did we hightail it out of there.

Profoto’s Deep Sliver XL Umbrella provided the coverage I needed and the 

but that’s okay. It works.

I’d planned on using, and work with something that didn’t need as much power. I 

the day!

a lot easier prepping my gear the night before the shoot and taking the time to test all the systems to make sure 
everything is working and that there are no missing pieces. Funny thing about photography equipment: Even 
the smallest, least expensive, seemingly most inconsequential piece of equipment can cause an entire shoot to 

memory card or a malfunctioning cord can derail your shoot in a heartbeat, so it’s important to be organized and 

back when we’re done.

on hand, especially on location, not only saves the day when systems fail but provides creative options when 

Remember, you’ve got people counting on you to produce. Taking the simple steps above will put you on solid 
footing and help you deliver the goods.

The Preflight
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Final before post processing. This image pushes things even further. Here, I’ve turned the band around to face a more dramatic sky, and, again, underexposed for sky. 
This image is SOC. I wanted to include a before and after comparison to provide some insight into my editing philosophy. I favor post processing that supports the vision 

small things that make a big difference. The best images are the result of collaboration, either explicit or implied. 

not only accept but encourage input, think outside the box and deviate from your plan goes a long way toward 

This shoot was no different. Even though we were completely under the gun, with failing gear and a possible 

The Whole Is Always Greater Than the Sum of Its Parts
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back the effect so it didn’t overwhelm the image, and added a few empty layers to my layers stack set to soft 

month’s video for a short demo. 

Post

select, every aspect of the image evolved into a far superior version for a number of reasons that I’ll discuss in this month’s video.
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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.

corsentinophotography.com

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

Backups and Adaptability | Michael Corsentino

your way.

Get the Shot
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12 MARKETING TIPS FOR 2016
with Skip Cohen

Just because it’s winter and business is slow for most photographers doesn’t mean you get 
to relax. This is the perfect time to plan some exciting promotions for the year ahead. In 
fact, if you haven’t done it yet, it’s the only time.

Creating an effective marketing/promotional calendar takes time and work, starting with 
making sure you understand the needs of your target audience. You need to pay attention to 
trends in your market, your demographics and especially what type of promotions will have 
the most appeal/value.

No one article on marketing could cover everything you need to do. Not all of the following 
ideas will work for everybody, but they’ll help you start thinking about putting a little 
strength into your marketing and promotional efforts. 
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12 Marketing Tips for 2016 | Skip Cohen

I first heard this idea a few years ago from a photographer at Skip’s Summer School. Since 
then, a lot of people have put a different spin on it. Start by finding a great little restaurant 
in the community, and work with it on a discounted gift certificate for two for dinner. 

Next, your pitch to Mom couldn’t be easier to understand: “When was the last time you and 
your husband went out for dinner without the kids?” Your promotional offer is a package 
deal that includes a half-hour portrait sitting shot like an engagement session, and then 
they’re off to dinner—on you. The gift certificate is included in the evening along with the 
portrait session. It’s up to you what prints and finished product you want to build into the 
package.

I’ve written a lot about bringing in partners. Here’s a perfect example. Find two 
noncompeting partners and design a direct-mail piece. Create an oversize postcard. 
Buy a mailing list and split the cost between the three of you. Each of you becomes an 
ambassador for the other businesses, and you’re saving 66 percent of the cost for design 
and mailing.

I did a podcast for Weekend Wisdom with Doug Box last year, and he shared some 
outstanding ideas. The summary is pretty simple. Offer a gift certificate to a third party 
they can give their clients. Doug talked about a photographer he worked with who came 
up with a gift certificate for a portrait sitting for her insurance agent to give away to key 
clients. Because the gift was from the agent to his clients, the photographer was insulated 
from looking like she was discounting her products. It drove traffic to her studio and 
created new business.

Along with partnerships in mailings and brochures comes your ability to cross-promote 
with other products. For example, you could work with a florist to create special offers for 
each of your products.

All of you have the ability to start building relationships with other vendors who have the 
same target audience. A wedding photographer, for example, should have relationships with 
florists, limo companies, caterers, venues, wedding consultants, travel agents, bridal salons, 
hair salons, tux shops and music promoters. 

Find an inexpensive local restaurant, preferably with a private room, and simply invite 
everybody to lunch. Work on a fixed price with the restaurant so you’re not chasing 
everybody to split the check.
 
Imagine the growing strength of your network if you were sitting in between a florist and 
a caterer. This is about building relationships, and the first meeting is just about getting to 
know everybody.

Every professional lab introduces new products almost every week, but so many 
photographers fail to stay on top of what’s new. Even more important is sharing that 
information with your clients. There’s that old line: “If you do what you’ve always done, 
you won’t get any more than you ever got.” Look for new products that are a little different 
and that get people excited. 

Technology has given labs the ability to print on virtually everything. Just pick up the 
phone, call your lab and ask, “So what’s new and different?” Then work on getting a few 
samples to show your clients.

DATE NIGHT

PARTNERSHIPS

LAB PROMOTIONS

START A NETWORKING LUNCHEON

CROSS-PROMOTE WITH OTHER COMPANIES

THIRD-PARTY PROMOTIONS
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If we’ve learned nothing else from retailers like Toys R Us, it’s that the way to get to 
Mom and Dad is through their kids. Relax, I’m not talking about anything deceptive, just 
building relationships that position you as one of the leading photo educators in your 
community.

There isn’t a school on the planet that hasn’t had budget challenges in the past few years. 
Every teacher is looking for ways to inspire students. Doing a presentation on being 
a photographer is a great way to get your name out in the community. And if a Career 
Day type of presentation isn’t to your liking, offer to help older students with the school 
yearbook, newsletter or website. The key is to be involved and make the community aware 
of your interest in giving back.

Dog Days of Summer is still the holy grail of pet promotions. It was started by children’s 
photographer Vicki Taufer many years ago. Her promotion was for a free sitting and 5x7 
of the owner and their pet, or just the pet. When the smoke cleared, Vicki and her staff 
photographed 120 sessions and had 40 people on the waiting list. 

To qualify for the free sitting and print, participants had to bring a food donation for the 
Peoria Animal Shelter. Vicki pulled in several partners for the promotion, and each became 
an ambassador to help spread the word.

It’s up to you whether you do a small print for free or charge a minimal amount, but the 
idea is to get pet owners in for a portrait. Remember the hierarchy of why people hire a 
professional photographer: brides, babies and pets, in that order. Within two years of this 
promotion, Vicki’s studio became one of the best-known pet photographers in the area.

Over the past decade, we’ve all become “point whores.” The commercials have us thinking, 
“What’s in your wallet?” We buy products on specific credit cards to get the points to 
reapply to travel and other products.

Why not start your own program? It’s easiest as a children’s photographer, because 
isolating those memory-making moments is straightforward. But everybody, no matter their 
specialty, can build a referral program for previous clients.

I’ve written about this before. It’s old-fashioned marketing at its best. There’s nothing more 
effective than knocking on every business door within a few miles of your location. This 
is about being helpful, and it’s nothing more than introducing yourself. It’s a great way to 
remind people, regardless of your specialty, that you’re in the area and available to help 
with any of their photographic needs.

Here’s where your creativity can shine. If you have a studio, this is perfect, but if you work 
out of your home or only have an office, it’s a little more challenging but still doable. Look 
for another vendor in the community to work on this with you. Maybe it’s a restaurant with 
a little ambiance, a gallery or spa. Remember, your target audience is always “Mom” in the 
portrait/social specialties, and it’s an opportunity for you to team up with another vendor to 
host an evening event. 

We’ve all been to gallery openings with wine, cheese and artists working the crowd. You 
can do the same thing. It’s a chance for you to show off new products you’re launching 
with your lab and create excitement.

I’m so tired of hearing photographers talk about finding new customers when they’ve done 
nothing to cultivate stronger relationships with their existing clients. I’m not suggesting 
you shouldn’t be looking to expand and bring in new customers, but let’s start with those 
you already have. 

First, keep in touch with your past clients. A while back, I did a podcast with Angela 
Carson, a children and family photographer out of Detroit. She knew exactly how 
many portrait sittings she needed to do each year and how many of them would be  
repeat customers. 

Angela makes it a point to keep in touch all year long, tracking special birthdays and 
anniversaries, for example. With some of her best clients, she’ll even pick up the phone and 
check in now and then—not to sell them anything, but to keep building the relationship.

Assuming you did a great job, your past clients are your best ambassadors. You might want 
to start with a personalized letter to everybody you photographed over the past two or three 
years announcing a new service you’re offering, a new frame line or something else you’re 
adding to your business.

CAREER DAY AT SCHOOL

YOUR DATABASE

FREQUENT-BUYER PROGRAMS

OWN YOUR ZIP CODE

DO AN OPEN HOUSE

PET PROMOTIONS



Just remember a couple of key points. First, your goal is always to exceed client 
expectations and make yourself habit-forming. Second, you’ve got to use all the 
communication tools at your disposal. That means your blog, direct mail, Facebook and 
Pinterest, community involvement, publicity, advertising, networking and personal contact. 

There is no single formula for success. It takes time and patience. In the end, though, when 
you choose a job you love, you will never have to work a day in your life.

6
8 

  S
h

u
tt

er
 M

ag
az

in
e 

. F
eb

ru
ar

y 
20

16
Advertising and Communications | Skip Cohen

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 photographic 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
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5 Ways to Raise Value and Justify Charging More
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Shopaholics Rejoice

What Makes a Luxury Brand? | Vanessa Joy
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Would You Smile Already?

Who Are You?

Watch me for two seconds and you know exactly 

-Gary Vaynerchuk 

who I am and what I stand for. 
Authenticity is key….I’m not putting on a performance when I do the            

I’m just being me.show or my blog posts—

Im
a

g
e

 ©
 V

an
es

sa
 J

o
y



82
   

S
h

u
tt

er
 M

ag
az

in
e 

. F
eb

ru
ar

y 
20

16

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.

vanessajoy.com

LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at
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It took courage and confi dence for Roberto Valenzuela to convince his clients to step out into the rain on their wedding day. 

When you’re taking wedding photography to the next level like Roberto is, you treat every obstacle as an opportunity to create something 

truly extraordinary — even a rainy wedding day. It’s that attitude that’s helped professionals take the art of wedding photography to new heights. 

Stay focused. Be Creative. Canon is with you every step of the way. 

pro.usa.canon.com

Shot with the EOS 5D Mark III Camera & EF 70-200mm f/2.8L IS II USM Lens

© 2015 Canon U.S.A., Inc. All rights reserved. Canon and EOS are registered trademarks of Canon Inc. in the United States and may also be registered trademarks or trademarks in other countries.
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5 Tips for Better Blogging | Michael Anthony

and drawbacks to certain avenues before deciding to invest in them. This can include both paid 
and free methods of advertising. Today, I want to talk about one of the most effective and basic 
forms of marketing available to pro photographers: blogging. 

For an image-oriented business, blogging is one of the most simple and effective forms 
of marketing available. It allows us to showcase our latest work to potential clients, to 
communicate our ability to provide consistent results from shoot to shoot, rather than just a few 
good portfolio images on our website. 

Here are a few things you can do to make sure you’re making the best use of this free marketing 
resource. 

foremost, to Google, where text is king. Not just any text, but quality text that will be engaging 
to your website’s viewers. Google also cares about how you structure your posts, and it pays 
attention to content that you tell it is important. Your post title tells a search engine what your 
post is about, so structure your title with keyword-rich phrases that relate to the content of your 
post. Use appropriate heading tags (h1, h2, etc.) to tell search engines what to prioritize in your 
article. 

While good SEO can attract potential clients searching for a key phrase (such as “los angeles 
wedding photographer”), search terms are very competitive and may not be obtainable in the 
short term due to a number of factors that are beyond our control. Instead, focus on being found 
via keywords that are less competitive but that still relate to your ideal clientele. Focusing on 

In your main content, focus on using more keyword-rich phrases, without overusing your 
keywords. Your content should sound normal when you read it aloud, since overusing particular 
keywords can earn you a penalty from Google. In addition, do not reuse content from post to 
post, or from elsewhere on the Internet. Google hates duplicate content and may penalize you if 
you are copying and pasting verbiage. Use a good plugin such as Yoast to make sure your blog 
post meets the minimum criteria for good search engine optimization.
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Tip 1.  Focus on Good Textual Content for SEO Purposes
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5 Tips for Better Blogging | Michael Anthony

Metadata is often overlooked by photographers. 
Lightroom allows us to easily alter metadata in an 
image. I am not going to sugarcoat it: This is the most 
consuming part of blogging, but it is the most necessary 
in order to get good results in the search engines. 

In the library tab in Lightroom, scroll down to the 
Metadata module. From there, click the dropdown 
menu just left of Metadata and select Default. The 

that will appear. After you change the metadata in your 
Lightroom catalog, don’t forget to highlight all of the 
images you changed, and then choose Metadata > Save 
Metadata to File.  

Filename

of the images in a blog post the same way, sequentially 
(“Hyatt-Valenica-Wedding-Pictures-1,” for example). 
Whatever you choose, make sure it’s relevant to the 
blog post, and use hyphens to separate the words since 

when posting online. SEO experts recommend you use 

best for SEO, it is very time consuming.

Title

give your image context. Choose a separate title for 

content, and if you choose the same title for each image, 
Google will likely pick one to index, rather than all of 
them for different search terms. The problem is that 
you will not have a choice as to which one is indexed. 
In a wedding post, I create titles like “Groom with 
his mother and father before ceremony at Wayfarers 
Chapel” or “Bride putting on veil at Hyatt Huntington 
Beach.” Google associates words such as bride and 
groom with wedding, so don’t obsess about constantly 
using the same words in your titles. 

TIP 2.  Take Time to Focus on the Metadata in Your Images
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Caption

Google loves text, and the caption is where Google wants to see the details about what is going on in your 
photograph. Good practice is to write 100 to 300 words in your caption for each image. I know it’s time 
consuming, but it helps get your images indexed in search engines. Use keyword-rich (not spammy) text when 
describing what is going on in your photograph. 

Sublocation

Matt Cutts, head of Google’s web spam team, announced in February 2014 that Google may use location 

include the location of the venue I am shooting at in the metadata of my images if it is a location people would 
be using in a search engine query. 



9
3 

  b
eh

in
d

th
es

h
u

tt
er

.c
o

m

9
2 

  S
h

u
tt

er
 M

ag
az

in
e 

. F
eb

ru
ar

y 
20

16
5 Tips for Better Blogging | Michael Anthony

Way too often when I look at photographer blogs, I see some amazing images, but then I see some that actually 
detract from the body of work in a post. Early in my own career, I thought it was prudent to tell the whole story 
of a wedding day in a blog post. I would include 60 to 70 images of things like close-ups of hands during the 

hire our studio. Instead, use only images that you feel show what is unique about your style of photography. Our 
style is unique, but we still take traditional photos on the day of the wedding. You just won’t see these images on 
our blog because they do not showcase what is different about our style. 

Give the images you are blogging the same attention that you would if the client chose them for their wedding 
album. These images need to be more than just color-corrected, and should show your skill in lighting, 
composition and retouching. Keep the mindset that the images you show are designed to attract your next ideal 
client.

SEO, blogging is great for organic marketing as well. Every time we put up a new blog post, we send out an 
email campaign to our list that is constantly updated with new leads. These leads now have the opportunity to 
reconnect with our business, and I can’t tell you how many times this has turned an otherwise cold lead into a 
signed contract. It is our most effective form of follow-up, going well beyond a random follow-up email because 
it’s indirect and reminds clients why they initially connected with you.  

Many photographers are eager to get images posted on social media to reach potential referrals. By sending 

link that you send them and share that rather than just images from a social media page. 

you are using WordPress, NinjaForms is a great plugin that allows you to do this. Squarespace allows you to add 
a form at the end of a post as well.

photographer, blog the images within 72 hours. In 2016, my goal for our main Michael Anthony Photography 
brand is to get a wedding blogged no later than the Monday after a Saturday wedding so I can market it Tuesday 
to vendors and the client’s social network. 

TIP 3.  Your Blog Is Not for Your Current Client, but for Your Next Client

TIP 5.  Your Blog Can Be the Most Effective Form of Follow-Up for Cold Leads           

TIP 4.  Use the Power of Social Media to Attract Clients to Your Blog

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

michaelanthonyphotography.com

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

While there are many forms of marketing, the blog still remains one of the most important tools we have. If your 
blog is stale, update it at least once a week to ensure you are providing potential clients fresh, up-to-date content. 
If you need to, set up some styled shoots for fresh images just for your blog. 

While blogging may seem time-consuming, with persistence and consistency, you will see results from 
incorporating it into your marketing plan.   
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GOT MORE QUESTIONS?
Every month we will have a call for 

questions on our Facebook page 

and Sal will answer them with  

real-world advice.

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

WITH

Q A+

+ How to outsource successfully.  

+ Tips on how to grow your mailing 

list.

+ The do’s and don’ts of networking 

with vendors.

+ How to get clients in for the initial 

consult.

+ Using Snapchat to market your 

business.

+ How to close business at bridal 

shows.

+ Tips on getting more sales after 

the wedding.

+ How to promote yourself in a new 

market.

+ What to say when you face client 

objections in the sales room.

+ Tips on making your website stand 

out from the crowd.



HOW TO RUN
A HIGH-END

EXPERIENCE

WHEN YOU DON’T HAVE A

with Hannah Marie

It is a common misconception that you need a beautiful 
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No Studio? No Problem | Hannah Marie
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In Home = The Highest of Luxuries
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you need to educate your clients on what makes their 

No Studio? No Problem | Hannah Marie

Communication Is Key

Element of Surprise
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how their portraits will look on their walls to ensure 

There’s An App for That Show It to Sell It

No Studio? No Problem | Hannah Marie
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Hannah Marie is an award-winning Canadian wedding and portrait photographer whose timeless 
style attracts clients worldwide. She can be found teaching at CreativeLive and ShutterFest, and 
provides private mentoring to professional photographers and small business owners across 
North America. Her expertise is in sales, branding and business organization.

hannahmarie.ca

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

No Studio? No Problem | Hannah Marie

Conclusion

www.tamron-usa.com

Introducing two new F/1.8 fast-aperture fixed 
focal length lenses with superior optical 
performance and unprecedented close-focusing 
capability integrated with VC (Vibration Compensation).
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 with Blair Phillips

Oh, Baby,
Watch Them Grow
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The more times you can convince clients to let you photograph them, the more moneymaking potential you have. 
If we are photographing newborn babies only one time, never to see them again, we are going about it all wrong.

Newborn babies yield the highest average across the board with the vast array of clientele I service. I want as 

plans. Our plans are a way to get clients to pay in advance for a product that may take several sittings throughout 

also a platform through which I can sell them images from each visit. 

Watch Them Grow | Blair Phillips
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so we can show a complete year of seasonal changes. 
 

Along the way, we show parents the images each month and give them a very small purchasing window. After 
that year is complete, we present parents with a 2-foot by 5-foot canvas with an image from each month that 
neatly shows age progression. The parent pays for this upfront. If they did not, they would likely get too busy and 
skip a month here or there. This conditions them to always want pictures. It also gives me a full year to develop 
a relationship with the client and baby. This pretty much guarantees me an amazing retention rate for my girls. 
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Watch Them Grow | Blair Phillips

Plan 1  Grow Baby Grow
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number of letters on each of the canvases that make up the child’s name. 

Since these four really short sessions are on a different set with completely different looks, we have the client 
come back to the studio for an order appointment where we sell them on additional images. This helps generate 
a healthy bit of revenue that I would not have without a baby plan. 
 

Watch Them Grow | Blair Phillips
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Never assume your clients will not spend a large sum of money. You should always have products available for 

client receives at the end. The client gets a 12x12 premium leather album, with every page showing a custom 
design. It is a lot of work, but the payday makes it worth it. 

gift that several people can go in on together. 
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If you get frustrated that clients are not spending the kind of money you want them to, it could be because you’re 
not offering the right packages or products. If you want a client to spend $2,000, you have to offer something 
they perceive to be worth that amount. If you have products that clients have not bought in a year or more, get 
rid of them. Your sales will continue to grow each year only if you know your margins and present your clients 
only with products that you want them to buy. 

offer any type of baby plan, collect the money upfront. I learned this when we allowed people to pay as we went 

getting paid to do it. 

Offer Your Client What Your Client Will Buy

Plan 2 Crib Companion

Plan 3 Baby Platinum
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Blair Phillips launched his business nearly 10 years ago in a small town. Since then, Blair Phillips 
Photography has become a beloved household name to its many fans and clients. Each year, 
Blair photographs up to 30 weddings and over 600 high school senior, newborn and family 
studio sessions. He has educated photographers all over the United States at events by WPPI, 
WPPI U, Imaging USA, SYNC Seniors and various state PPA groups.

blairphillipsphotography.com

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

I highly value the relationships I foster during these baby plans—even more than the money. It’s a deeply shared 

them. 

Think about what it would take for you to be happier with your business. It does not matter what type of plan you 

business comes from 20 percent of your clientele. Condition, use and truly appreciate the client base you already 

that we have a taste of success through our baby plans, we are looking into ways to create plans for other areas. 

may run out. 
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Deep, Lasting Relationships
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Client Communication 
                       and Workflow to     MaximizeSales

with Melanie Anderson
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Maximize Sales | Melanie Anderson
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Maximize Sales | Melanie Anderson
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Maximize Sales | Melanie Anderson
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Melanie Anderson is an award-winning photographer and wife to her husband of 20 years, Bill, 
and a mother to their four children, Sarah, Emily, Kayla and Billy. Anderson Photographs is located 
in the Arts & Entertainment District of downtown Hagerstown, Maryland. Melanie is a Certified 
Professional Photographer who received her Photographic Craftsman degree in February 2015. 
Melanie is passionate about one-on-one mentoring and works diligently to provide educational 
resources and workshops to fellow photographers through Anderson Education. Learn more at 
AndersonPhotographs.com.

andersonphotographs.com

LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at
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One thing I tell attendees at my speaking 
engagements and workshops is: Thank 
the Lord I’m so pretty, ’cause I’m really 
not very smart. They all giggle, but in 
all honesty, when it comes to the way 
I handled some of my business in the 
beginning of my little career, it is amazing 
the doors are still open at Moz Studios. 
To say I learn the hard way is like saying 

This month, I discuss one of the best ways to 
qualify clients to make sure the time you are 
investing is well spent, and that the people 
you’re spending it on are the right ones for you. 
Ladies and gentlemen, the preshoot consult.
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CONSULTATION

    The Preshoot
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Preshoot Consultation | Craig LaMere

SETTING UP THE CONSULT

how cheap I was, and, because I was so cheap, they booked on the spot, no questions asked. I put them in the 
books, and the next contact would be when they walked in the studio doors for their shoot. 

Most of the time it was cool, with no issues, but when it was not cool, it was monumentally bad. Most of the 
issues were due to a lack of communication on my part, due to just saying yes to business rather than qualifying 
the right clients—or, worse, not learning the expectations of good clients and failing them. The worst situation 

stuck in a situation we shouldn’t have been in. After a few of those, I got a little smarter and decided it would be 
a good idea to get to know potential clients before committing to anything.

meeting at the studio. For email inquiries, I write them to see when a good time would be to call and chat about 
their session. When I get the number and the time, I call and set up the consultation. The conversation is very 
simple, but it is the best tool for weeding out suspects who are only price shopping or who are not serious about 
booking, from actual prospects who are ready to commit to a session.

I ask potential clients to come into the studio so we can go over the pricing structure and so we can show them 
all our products. I tell them it is important to see the product so that when we pick out their images, they have a 
good idea what it is they want to purchase and that we may have some really cool options for them that they did 
not even know about. 

It’s at this point I say, “Cool, when can we schedule your consult?” Here is where the rubber hits the road. You 
will know if you have a serious prospect or someone who is not ready to be a client. As the saying goes, “First 
one to speak loses.” You literally just sit there until you get a response. Most of the time the answer is immediate, 
but sometimes it seems like an eternity before the person on the other end of the phone says anything. 

Be patient, and it will come. If they say, “Sweet, let’s set up a time,” then you set it up; but if they say, “I have to 
talk to my wife” or, “I will get back with you,” chances are they are not ready, which is supercool because you 

seat. You will show this client the best time they have ever had, and you will set yourself up for a killer sale. 
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Preshoot Consultation | Craig LaMere

THE CONSULT
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The interview is also the time when the client gets to meet me. This is the dealmaker or breaker. A lot of people 
are familiar with my work, and not so familiar with me. So the interview is where the client gets to know who I 

of me. My uniform is black gym shorts, a black Moz logo T-shirt that shows off both my tattooed arms, a black-

other way around. By the end of the interview, I pretty much know if taking on the client is in the best interest of 

this a lot. It’s never a fun conversation, but I would rather have a moment of awkwardness than a whole lot of 
pain in the ass later. What I say is pretty much this: “I super appreciate you taking the time to come in, but I 
honestly do not feel from the things we have discussed that I would be the best photographer for you. Because of 
your wants and needs and because I feel your family images are so important, I would be doing a disservice to 
you shooting your images, and I want you to have the best experience possible.” Then I thank them for coming 
in, and that’s that. 
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Preshoot Consultation | Craig LaMere

THE INTERVIEW

out in the interview that will dictate your choices at the shoot—or, for that matter, if there is even going to be a 
shoot, but we will get to that in a minute.

sit back for a moment and observe, you will get a really good idea fast about whom you have in front of you. You 
will get a good idea if she is more conservative or wild, or if she is more fancy or more casual. 

Then I start asking questions. How many people are in the party? Are there any little kids or babies? Is there more 
than one family unit? If you have a group with little kids, you have about a 10- to 15-minute window to get the 
main group shot before you lose the kids and the session. The reason you ask about the units is because if they 
want all the units shot, you have to account for the time. I want to know the size of the main group, because that 
starts the posing gears turning in my head, and I will know if I have to get seating. I ask them if they like more 
natural or urban settings. I ask if they like brighter or cooler colors. There are a lot more questions I ask, but you 
get the idea.
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options. The Tips and Pricing menu has the information that we talked about, as well as all the product and 
pricing options. I don’t spend a lot of time on the details of the menu. I want them to have it to go over on their 
own later. The main reason I want clients to have the menu is so they will understand the investment they will be 
making—at the view session, there is no sticker shock or misunderstandings. 
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Preshoot Consultation | Craig LaMere

PRODUCTS

I have every type of image I sell hanging in my view room. Before I had my studio, I would have to just tell the 
clients how cool the products were, and they would have to go on faith that I wasn’t full of shit. I have no doubt 
now, looking back, that I missed a lot of sales because my clients could not see and connect with the products. 

the product in their home. You’d be surprised how many of your new clients have never seen metals, acrylics, 
whole-wall displays or family albums before in person. 

I don’t hang anything smaller than 20x30 in my studio unless it is part of a wall collection. The larger your 
prints, the more impact they have. Your clients are always wanting a size smaller than what is on your wall, and 
when you are able to show them physical examples, it does two important things. One, it gets the client’s wheels 
turning as to the options available to them; two, it shows your craftsmanship and skillset, which is the best way 
to separate what you do from the millions of image takers out there.
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Craig LaMere is an award-winning professional portrait photographer from Pocatello, Idaho. 
As well as running his full-time studio in Idaho, Craig is an international educator and speaker 
specializing in lighting and posing. He has two dogs named Logan and Steve and two cats 
named Emit and Martin.

mozstudios.com

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

not back out later, it does show a level of commitment by the client. 

Asking for and collecting money was the hardest part for me when I started shooting. I would just book sessions 
on a promise, and I can’t even count how many times that session did not happen. But when you have monies 
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Preshoot Consultation | Craig LaMere



TIME IS MONEY.
VALUE YOUR TIME AND GET BACK 
TO DOING WHAT YOU LOVE.

FOR PEACE OF MIND AND UNLIMITED COLOR CORRECTION
LEARN MORE AT EVOLVEEDITS.COM/PREMIER

EVOLVE PREMIER // $199 PER MONTH
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Networking Tips

to Bring In

Qualified Referrals
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Qualified Referrals | Lori Nordstrom

“

The richest people in the world 

look for and build networks; 
everyone else looks for work.

- Robert Kiyosaki
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We always have those times when we need to bring in new clients. If we’ve just raised prices or have made some 

to form partnerships with other businesses and well-connected people who are already working with the same 
clients you want. 

client is working with already. I ask myself these two questions: “Where is my target client spending time?” and 
“Where is she spending money?” 

You want to start thinking like your target client, and then build a presence where she is. If you have no idea 

A conversation with a gal I’ve met a few times at the gym might go something like this: “Susan, I enjoyed 
meeting you last week, and would love to get to know you a little better. I’m working on some changes in my 
business right now, and you seem like someone I’d like to work with, so I’d love to pick your brain for market  
research. Is there a day in the next week or so that I could take you to lunch?” 
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During my meeting with Susan, I tell her how I’m seeking people just like her to work with. I ask questions about 
where she spends time—the organizations and clubs she’s involved with, where she goes to church, etc. I ask 
about the businesses she uses (where she’s spending money). I ask about everything from her real estate agent to 

organizations, businesses and well-connected people I want to be partnered with.
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Qualified Referrals | Lori Nordstrom

and serve your community.” At its core, networking is about connecting with others and building relationships, 
and its primary goal is referrals. Once you’ve begun a relationship with another business owner, you can work on 

who their target client is and what they feel their weaknesses are. Determine how you can help them reach their 

the gift of photography to bring to the table. Using tools like Animoto and Sticky Albums, you can help spread 
the message of their brand—and, while doing so, gain a presence in front of their clients. By cobranding articles, 
blog posts, newsletters and printed pieces, you create a win-win for both businesses. 
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If you want to go fast, 
                               go alone.
        If you want to go far,
                               go with others.

If you wIf you w
            

IfIf

- African Proverb
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Lori Nordstrom (M.Photog.Cr., CPP, ABI) owns a boutique studio (NordstromPhoto.com) 
specializing in children and family portraits located in the tiny, picturesque town of Winterset, 
Iowa. Lori began her career photographing her own kids in her backyard almost 20 years ago, 
and is now known not only for her simple and sweet portraits of children, but as a leader in the 
photography industry in the areas of business, marketing and sales. Lori is a PPA-approved 
business instructor, and is passionate about sharing her knowledge with other photographers 
and small business owners.

nordstromphoto.com

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

Qualified Referrals | Lori Nordstrom

What should you leave for a collateral piece when partnering with another business? I learned the hard way that 
no matter what you invest in a piece, no matter how grand it is, the other business owner is not excited about 
getting it into her clients’ hands if it has nothing to do with her business. Be sure that your marketing pieces 
feature both businesses. I ask business owners what information they want their clients to have. I include this 

clients’ hands because it contains info that the business owner is eager to share. 

When networking leads to a display, I design wall ideas in PreeVu. Just as I design walls for my portrait clients, I 
put together my suggestions for the business. Once we’ve agreed on a look, I write a script for the business owner 
and ask that she call her favorite clients who I’ll be photographing for the display. I work with each new client 

for free. 

It’s been said that the opposite of networking is not working. Building relationships with other business owners 

the businesses you partner with, you are attracting and creating your own future clientele. 

agent with several families in front of their new homes. Interview the families about what they enjoyed about 
working with the agent, and blog about it. Provide the info and watermarked images to the agent for his own 
blog, newsletter and website. Provide a Sticky Album with images, messages and offers from both the agent 
and yourself. Provide gift cards for the agent to give to each of his clients after the sale of a home, and offer 
to photograph each of these families. Nurture your relationship with the agent and each new family you get to 
photograph.

Start going to a high-end salon. Get to know the staff, and then offer to photograph each stylist’s family, which 

something to talk about with each and every client that sits in their chair. You will have the opportunity to sell to 
and build relationships with the stylists. Give them an experience they are excited to share, and offer each stylist 
gift cards (to your business) to give to their own clients as a thank-you for working with them. 

get fabulous images of the salon’s clients, build relationships and follow up with them, leading to future portrait 
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E.A.T. and reputation are referenced a lot in the guide. This refers to whether or not a website is reputable. Does 

and is the site and its information trustworthy? 

of a negative reputation. 

strong social media presence and popularity would show a strong E.A.T. An About section that talks about the 

useful supplementary content. Another important takeaway was the importance of a satisfying amount of website 

Supplementary content refers to everything on the webpage that isn’t the main content. Some examples are a 

a sidebar and testimonials that relate to the main content. These help visitors and also keep them on your website 

it has a purpose.

E.A.T. (Expertise, Authoritativeness and Trustworthiness)

High-Quality Pages

Make your About section thorough. Tell your visitors a little about yourself. Show them 

that you are an expert and have authority in your field. Feature photos and an introduction 

video. Spend some time on these pages. Brand yourself. Include a contact page with 

more than just a form. Have a local phone number (not an 800 number), an email address 

and mailing address. Google will be looking for these, and omitting them can affect your  

local ranking.

TIP:

manually rank websites. These guidelines give us a glimpse into what Google’s algorithm is looking for. 

but a photography site probably wouldn’t be in this category.
 
Here are some of the main takeaways photographers need to know about.
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work so great on mobile devices. 

Some things to look for: 

 •  Do images and videos scale properly on the screen?
 •  Does the website use Flash?

search results found what they are looking for. This is important because any site that is not mobile friendly 
Justen Hong is an award-winning, internationally published graphic designer in the St. Louis 
area. His work has been featured in The Big Book of Packaging. Justen’s driving passion 
is creating logos. A dozen of his logos appeared in Logos Talk II, by Hong Kong publisher 
Artpower International, and many more of his logos appeared in several LogoLounge books. 
He is the owner and head designer at Visual Lure, which specializes in logo design, graphic 
design, web design, search engine optimization (SEO) and packaging design. Justen has a 
studio art background with a degree in graphic design, and a printmaking minor. He also loves 
art, photography and architecture. 

visuallure.com

Mobile Friendly

Needs Met

Learn More

Conclusion

 
your ranking.
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with Leonardo Volturo

Congratulations: If you’re reading this, you’re on the right track. Photography is more than 

most important thing to invest your time and eventually money into is education. As Ben 

photography educational opportunities.
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up a camera. 

Im
a

g
e

 ©
 L

eo
n

ar
d

o
 V

o
lt

u
ro

Shutter Mag, the leading 

across all styles of photography.

Online Resources
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just learned.

Workshops
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attendees outside of their scheduled classes.

If you’re attending any of these conferences, I recommend spending some time in the image competition judging 

Conferences & Organizations
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happen in a large group or if the teacher doesn’t have solid command and direction. 
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Finding a Mentor

his teaching. 
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Photography Education | Leonardo Volturo

Leonardo Volturo is an international award-winning wedding and portrait photographer, writer 
and educator. He started his career almost 20 years in New York City before taking on Miami, and 
now heads up Studio C for Salvatore Cincotta. Leonardo is known not only for his outstanding 
wedding imagery, but also for his passion for the industry and educating others in business, 
marketing, sales and lighting.

leonardovolturo.com

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

When it comes to creative and artistic direction 
in your editing, it is hard to distinguish yourself 
from the trends. You may have established a niche 
in your market, but how can you create work that 
doesn’t look dated as soon as you update your 
portfolio on your website? You have to transcend 
the trends and pay attention to what is going on 
in your industry. Submitting your work to print 
competitions and professionally graded reviews 
is a great way to see how you compare with your 
peers. Seeing how other artists are capturing and 
editing portrait photography has really changed 
the way I look at this industry. 

your posing, composition and (especially)  
post-production. Post-production is an art in itself, 
and the techniques used today have paved the way 
for many artists to begin pushing the boundaries. 
In this article, I demonstrate some toning and 
editing techniques that will give your work a boost 
without your having to worry about a trend dying. 

in Photoshop
Fine Art Toning

Transcend 
How to

the Trends
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Fine Art Toning in Photoshop | Dustin Lucas

Preparing Your Image

Before proceeding with toning, we need to color-correct the image. I have processed the image through Lightroom 

causes the computer to work harder when you make changes. 

A few hard and fast tips: I tend to do less tonal work with the contrast and tone curve; I reset sharpening to 0; I use 

 

layers and rename one Dodge and the other Burn. On the Dodge curves layer, click the layer thumbnail to open 
the properties panel. Click in the middle of the diagonal line and drag your cursor up two cells. Click on your layer 

You can now use the layer mask to paint in the effect. Lower the opacity and edge hardness of the brush to subtly 
dodge and burn areas of the image. (3)  

1

2

3

Toning With Curves

look. Simply click the point in the bottom left corner and drag upward and drag the upper right point downward. 
When using smaller grid cells, I am able to more accurately drag the curve line where I need to. To toggle between 
different cell sizes, hold Option and click in the curves window. You can make this a little extreme for now, and we 

  

4
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  5a

5b

6

point down to the next cell row. Lift the bottom point upward to the second row. (8) Make an additional curves layer 

7 8 9

10a

10b

Fine Art Toning in Photoshop | Dustin Lucas
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Using Gradient Maps and Color Fill Layers

This gives my highlights and midtones a more neutral contrast with some desaturation to those green tones. This 
setting gives the midtones a warmer neutral gray as well; to change the effect, select different blending modes in 
the layers palette. 

11

12a

12b

12c

13

Fine Art Toning in Photoshop | Dustin Lucas
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Fine Art Toning in Photoshop | Dustin Lucas

together so that you can mask out all three effects at once if needed. This is extremely helpful in removing the color 

14

15

16

Sharpening and Cropping

applied my action set to automatically create these two sharpening layers. Take a look at the difference in the details 

17

18a

18b
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Fine Art Toning in Photoshop | Dustin Lucas

bride right below the knees to achieve a stylistic composition. Be bold with your cropping and try something less 

Nik Software

20

19

you can see, the gradient map as well as the black-and-white layer techniques have been given a run for their money 

21

22a

22b
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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 in 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.

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

evolveedits.com

Fine Art Toning in Photoshop | Dustin Lucas

The Results

When it comes to trending effects and editing techniques, you need to develop your own style. The ability to 
distinguish yourself from the bad trends requires you to constantly see what is out there. You have to see the bad to 
understand what I am talking about. 

prints up close gave me the drive to push the limits in my own work. Constantly push yourself to remain relevant 
and transcend the trends.  

Before

After
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You Are Likely 
Flying Your Drone

Very Illegally
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Flying Your Drone | Rob Adams

It seems like everyone in the photo and video world has a drone these days. We can now get amazing perspectives 
and high-angle shots with superb image quality, allowing us to take our productions to a whole new level. But 

copters, you are very likely breaking the law—federal law.

The Federal Aviation Administration just enacted new regulations for small UAS (unmanned aircraft systems) 
that cover all drones weighing between .55 and 55 pounds total, between the aircraft itself and any payload. 
Many of us (including me, before I dug deeper) thought that all we would have to do is register our drone via 

bound by other, more stringent regulations and operational license requirements. According to the FAA website 

That’s not all. The new UAS regulations stipulate that hobbyists who register their drones must 
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Flying Your Drone | Rob Adams

What this means is that the new drone regulations basically don’t apply to any of us using our drones for 

capture images with our drones legally. So the new regulations are basically only for enthusiasts who got a drone 

here detailing the permissions granted.
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Rob Adams is a New York City-based wedding cinematographer, commercial film 
producer and educator who has been producing wedding and corporate films for 
high-end clients for more than 17 years. Rob’s visual storytelling style and knack for 
creating amazingly high-production value under pressure is industry-leading. He 
films and speaks around the world. 

robadamsfilms.com

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

Flying Your Drone | Rob Adams

means of a marker, label, sticker or etching. 

The FAA is also getting serious about giving everyone the right to declare their property, residential or commercial, 
as a “no drone zone,” providing logos on its website that people can download to put on signs and stickers. 

For a videographer like me, the new regulations pose a glaring issue. I’m not a pilot, nor do I think I will be 

responsibility. For as little as I use my drone for wedding work and commercial ventures, I certainly won’t be 

This authority is being leveraged to grant case-by-case authorization for certain unmanned aircraft to perform 

authorizing small UAS operations once it is complete.

competitive advantage in the UAS marketplace, thus discouraging illegal operations and improving safety. It is 

this as a high priority project to address demand for civil operation of UAS for commercial purposes.

This is pretty clear, and it’s a blow to all of us videographers and photographers who’ve been having 
great fun producing stunning aerial images with technology that is only getting better as demand 
increases. 

discuss these regulations and the misconception that commercial drone operators are required to do 
only what’s required of hobbyists. 





   © Salvatore Cincotta Photography

photographer salvatore cincotta

gear hasselblad h5d | hasselblad 24mm

exposure
lighting

location

image title out to sea
f8.0 @ 1/500th, ISO 200

profoto b2 with 2” octa softbox
dunluce castle, northern ireland
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YOU FOCUS ON THE PHOTOGRAPHY - WE GOT THE REST

GET STARTED TODAY

AND LET US TAKE OVER YOUR SOCIAL MEDIA
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LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at
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