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Choose our Wood Prints to lend a warm, natural feel to your images, MetalPrints infused on aluminum for 

a vibrant, luminescent look or Acrylic Prints for a vivid, high-impact display. All options provide 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.

Display Your Images in Their Element

Learn more at bayphoto.com/wall-displays

MetalPrint Clusters & Splits

Available in 21 Arrangements & Sizes

Stunning Prints
on Natural Wood, High Defi nition Metal, or Vivid Acrylic

 

order.bayphoto.co
m

Easy Web 
Ordering!

NEW!

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

Get 25% off  your fi rst order with Bay Photo Lab! 
For instructions on how to redeem this special off er, create a free 

account at bayphoto.com.

25%
OFF

Your First Order
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Exceptional Images
Deserve an Exceptional Presentation
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Launch Point | Sal Cincotta

A message from the editor-in-chief

LAUNCH POINT

- Sal Cincotta

are two things no business can survive without.
Sales and Marketing

invest and believe in you.
The time is now - 

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

CAMERA: Fujifilm X-Pro 2
LENS: Fujifilm XF 23mm F/2    

PHOTOGRAPHER: Sal Cincotta | salcincotta.com

ABOUT THE IMAGE: This image was taken inside 
of Notre Dame in Paris, France in January 2017.

THE COVER

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

FOR MORE INFORMATION, VISIT BEHINDTHESHUTTER.COM
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Christine Gill

Vanessa Joy, Michael Anthony, Sal Cincotta, Skip Cohen,
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EXPOSURE:  f2.0 @ 1/160th, ISO 6400

DESIGNER
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5 Reasons to Use On1 Photo RAW 17 | Dustin Lucas

with Dustin Lucas
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5 Reasons to Use On1 Photo RAW 17 | Dustin Lucas

FASTER FROM START TO FINISH

1

2a

2b

1
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5 Reasons to Use On1 Photo RAW 17 | Dustin Lucas

NONDESTRUCTIVENESS AND SYNCABILITY 

3 4

6

5

split-down-the-middle option for 

EXTENSIVE DEVELOP PANEL ADJUSTMENTS

7

8

2
3
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5 Reasons to Use On1 Photo RAW 17 | Dustin Lucas
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5 Reasons to Use On1 Photo RAW 17 | Dustin Lucas

14 15

16a 16b

17a

17b

17c



22
   

S
h

u
tt

er
 M

ag
az

in
e 

. F
eb

ru
ar

y 
20

17

23
   

b
eh

in
d

th
es

h
u

tt
er

.c
o

m

5 Reasons to Use On1 Photo RAW 17 | Dustin Lucas

LAYERS, LAYERS, LAYERS 18a

18b
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5 Reasons to Use On1 Photo RAW 17 | Dustin Lucas

RESULTS

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

evolveedits.com

LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at
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The Headshot Marketing Game Plan | Moshe Zusman
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The Headshot Marketing Game Plan | Moshe Zusman
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The Headshot Marketing Game Plan | Moshe Zusman
34

   
S

h
u

tt
er

 M
ag

az
in

e 
F

eb
ru

ar
y 

20
17

35
   

b
eh

in
d

th
es

h
u

tt
er

.c
o

m

Im
a

g
e

 ©
 M

o
sh

e 
Z

u
sm

an
Im

a
g

e
 ©

 M
o

sh
e 

Z
u

sm
an

1. MEET PEOPLE

Im
a

g
e

s 
©

 M
o

sh
e 

Z
u

sm
an

Im
a

g
e

s 
©

 M
o

sh
e 

Z
u

sm
an



The Headshot Marketing Game Plan | Moshe Zusman
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2. PHOTOGRAPH PEOPLE
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The Headshot Marketing Game Plan | Moshe Zusman
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mMoshe Zusman is recognized for his innovative, bold use of light and color with a distinctly 
modern edge. The Washington, D.C.-based Moshe has been shooting for more than a 
decade, and specializes in weddings, portraits, headshots and events. He has been featured 
at numerous workshops and conferences, including WPPI, PhotoPlus Expo, ImagingUSA and 
ShutterFest, and also hosts his own workshops at his D.C. studio.

www.headshotdc.com

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

3. MAKE IT EASY

Im
a

g
e

 ©
 M

o
sh

e 
Z

u
sm

an

Im
a

g
e

s 
©

 M
o

sh
e 

Z
u

sm
an





4
3 

  b
eh

in
d

th
es

h
u

tt
er

.c
o

m

Increase Your In-Person Sales Averages | Sal Cincotta
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AVERAGES 

with Sal Cincotta

TIPS
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FOR INCREASING



Increase Your In-Person Sales Averages | Sal Cincotta
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When we talk about the world of professional photography, it’s pretty sad to think that some of the most creative 
people make less than a Starbucks barista. Don’t get me wrong, I love me some Starbucks, but we are artists. We 
are documenting the memories of our clients. Don’t we deserve more? Well, here is the thing. You don’t deserve 
shit. Sorry. Time for us to come to the understanding that in the real world—you know, the one we all actually 
live in, the one where your parents aren’t there to argue with your teachers for a better grade and give you a hug 
when things don’t go your way—you don’t deserve anything.
 
If you want success and more money, you have to go out there and get it. Work hard. Fail. Pick yourself  
up and try again. So, to that point, in the world of sales, you are not going to be successful if you don’t  
implement strategies to ensure your success. Below are tips to help you get more out of your sales and make 
more money immediately.

Photographers around the world have convinced themselves that clients don’t want physical products. Nothing 
could be further from the truth. Clients want to show off their images in their homes on their walls. We know this 

related product sales. Those are our images they are using to make money. So, clients want these products—they 
just don’t want them from you.
 

product they know they can get for a fraction of the cost at their local box store. Our studio offers high-end 
products that clients see the value in.
 
On the following page are images of a custom product we created. 

Offer high-end products.
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There is no point in having a sales process that doesn’t show your clients the actual product you are trying to 
sell them. It is mindboggling to me when I see a business owner not show the product. I don’t know too many 
other businesses that can survive that way. Can you imagine buying a TV without seeing the picture? Why do 
photographers think they are going to sell their clients a $500 product if they don’t show them what it will look 
and feel like? We have to show them the quality of the product. They are paying for this quality.
 
Make the investment in sample products. When they see and feel them, they’ll know immediately whether or not 
they want to buy them. They will either like them or not, and you adjust your offerings based on what the clients 
spend their money on. If all you offer is digital products, you will never sell products, and your sales potential 
will be reduced to almost nothing.

Show it to them.
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Increase Your In-Person Sales Averages | Sal Cincotta
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One of our jobs is to keep up with trends to ensure we are offering our clients the products and services they 
want. This is very important to understand. I am not suggesting we change our business every day with the wind 
of change, but I am suggesting we look at the current consumer demands and behavior to determine our strategy. 
I look at this once a year.
 
Trends pertain to both products and services. Do you remember when photo booths were all the rage? All of 
a sudden, every photographer on the planet was scrambling to offer photo booth services—myself included. 
Brides were inundating us with requests for booths. After turning down several of these requests, I realized there 
was a lot of opportunity here and that I should probably add this to my services. We did, and made thousands in 
extra revenue from events we were already working.
 
Trends come and go. Just as quickly, the photo booth craze subsided and we stopped offering it. We paid attention 
to trends in the marketplace. This applies to both services and products you offer your clients.

Stay current.

Im
a

g
e

 ©
 S

al
va

to
re

 C
in

co
tt

a 
P

h
o

to
g

ra
p

hy

Im
a

g
e

 ©
 S

al
va

to
re

 C
in

co
tt

a 
P

h
o

to
g

ra
p

hy



Increase Your In-Person Sales Averages | Sal Cincotta
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LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at

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

salcincotta.com
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What are you doing with your clients’ images after your initial sales meeting? Most photographers I know do 
nothing. Talk about lost opportunity. Up until recently, we were in the same boat. We use N-Vu’s Re-Vu feature, 
which is a reactivation service. It automatically relaunches your client galleries on a predetermined date. This 
can be a wedding anniversary, Christmas, Mother’s Day, you get the idea.
 
This was groundbreaking for us. Think about it. Christmas rolls around, and every client who logged in to the 
gallery gets an email from you saying the gallery has been reactivated and there is a 48-hour sale. You can create 
a sales email that goes out encouraging them to use the gallery for Christmas presents for the wedding couple or 
the family. You make money by doing nothing. This is brilliant.

I hope these tips help your sales process. They’ve certainly helped ours. I am always evaluating what is working 
and what is not. What do you have to lose? Try them now, and make 2017 your year.

The sale doesn’t end in your studio. There is gold in them thar hills. And the hills are the world of the Internet. 
If you are not using online galleries, you are missing out on huge sales and marketing opportunities. Your clients 
will share these images with friends and family who will either want to buy products or remember you when 
they need a photographer themselves.
 
We use N-Vu.com for our online hosting. No commissions. No upload limits. This gives us the opportunity to 
sell even more to our clients and their networks.
 
Don’t just post online. Offer discounts or a 48-hour sale to get friends and family members to make purchases. 
Sure, they are probably not going to buy a 20x30 canvases, but what about 8x10s or other gift prints? We don’t 
get $2,000 sales online, but we see an additional $200 to $500 from each event we post just from ancillary sales. 
Every sale makes a difference to the bottom line.

Relaunch your galleries.

Take advantage of online sales.
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Product Review | 17Hats

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

Running your business doesn’t have to be so hard. Business owners wear multiple hats in our day-to-day, 
but we can’t do it all. Chasing down unpaid invoices, emailing back and forth with clients, and repeating 
the same work over and over means that you probably spend more time on paperwork than you do 
taking photos. Spending just an hour a day repeating those tasks can add up to over six weeks of wasted 
time each year.

We use 17Hats every day to manage contracts, invoices and, most importantly, automation. This is one of 
the most powerful features for us. Any repetitive task is a candidate for automation. The 17Hats interface 
makes it easy. Easily set up appointment reminders, payment reminders, thank-you emails and more. 

You get dozens of 17hats features starting at under $1 a day—making running a business easier than ever. 
Every plan includes:

• Document templates (proposals, contracts, invoices, questionnaires)
• Workfl ow automation
• Online payments 
• Client management tools 
• Mobile app for iOS & Android
• And much more!

Use code SHUTTER17 to get 10% off  a monthly or yearly Unlimited Plan.

Why 17Hats?
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For more information, visit 17hats.com

with

product
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When it comes to sales, there are a million ways to skin a 
cat. In photography, there are a million and one products 
you can use to sell that cat. My studio is product-based. 

clients. Our philosophy is anything digital will at some 
point be obsolete, and products never will. Our biggest 

This month, we look at my studio’s best-selling product: 
albums and books.
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Using Albums to Increase Sales | Craig LaMere

shooting and creating this way that I was doing a disservice to my clients and me. When I was building my book 

more and more behind. 

editing and layout. 

Im
a

g
e

 ©
  C

ra
ig

 L
aM

er
e

Im
a

g
e

s 
©

  C
ra

ig
 L

aM
er

e

Im
a

g
e

s 
©

  C
ra

ig
 L

aM
er

e

TIME MANAGEMENT



6
0

   
S

h
u

tt
er

 M
ag

az
in

e 
. F

eb
ru

ar
y 

20
17

6
1 

  b
eh

in
d

th
es

h
u

tt
er

.c
o

m

Using Albums to Increase Sales | Craig LaMere
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creative during client sessions. This might sound weird, since 

so you do not get into a rut or get bored. So learn how to 
accommodate both your artistic and business needs. 

You need a system that incorporates posing, locations, post-
processing and design. Have a go-to shot list you go through 
when you shoot your session. These are the shots you know 
are going to sell every time. These are the shots that are pretty 
much going to look good with any client. These are the shots 
that you have done so many times that you can tweak them to 

have great light at a certain time. You know how to get the best 

subjects. When you take your images into post, have a base 

you consistent results. From there, you can get creative. The 

personal shoots. I do it all the time. It is my time to cultivate 
the artist in me. I can go as wild and take as much time as I like, 

as an artist, which carries over to my clients. 

FIGHTING YOUR NEED TO BE CREATIVE  
(ALL THE TIME)
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layout. I have talked in other articles about how seeing the clothes will help with picking out locations and 

and grid, and make the image contrasty, dark and moody. 

PLANNING FOR SPREADS
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Using Albums to Increase Sales | Craig LaMere

SHOOTING FOR LAYOUTS
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Using Albums to Increase Sales | Craig LaMere

When I started selling albums, I laid them all out by hand. I created the layout templates using clipping paths, and 

horizontal placements and one vertical placement, I was in business. 

The problem was how long it took to place everything by hand. Then someone introduced me to this company 

you have to do is load your images, hit a button and choose a layout you like. You can easily tweak a layout in 
seconds. What once took me hours I could now do in minutes. 

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

Watch how Zach got the shot!
WESTCOTTU.COM/SHUTTER2

LAYOUT: DON’T DO IT YOURSELF
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GET YOUR TICKETS NOW | SHUTTERFEST.COM/REGISTER

APRIL 18-19, 2017 | EXTREME APRIL 20
ST. LOUIS, MO.

2 DAYS. HANDS-ON. $99. (REG $249)



Great Seasonality | Skip Cohen

BUILDING
BLOCKS

GREAT SEASONALITY DOESN’T 
HAPPEN BY ITSELF

with Skip Cohen
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You don’t have to wait for Hallmark to put the word out. Create your own.

Children’s photographer Vicki Taufer has been doing it for years, and I’m stealing a few ideas from her play-
book.

She sent me one of her holiday cards years ago whose impact I’ve never forgotten. It was a four-panel accordion 
style. On one of the panels was her calendar for the year. Remember, she’s one of the most talented children’s 
photographers in the industry, and knew she just needed to support Mom’s need to capture memories. First she 
created a product she called “Limited Edition Prints,” which she described as “very special portrait sessions 
offered by V Gallery. We photograph each themed session at certain times during the year, which makes them 
very exclusive. Our extensive investment in props and accessories makes these portraits one of a kind.”

Next, she created one theme after another with incredible “Mom Appeal.” Here are a few examples:

Before the new year even started, she built her own seasonality by creating opportunities for images that no 
mom could turn down, but that was only part of Vicki’s marketing.

There it is again, that four-letter word that haunts you. Build a stash of content so you can be sharing something 
fresh at least twice a week consistently. 

Not sure what to write about? Think about the value of photographs. Remember, your target audience is Mom, 
and her kids are growing up way too fast. Share an image with lots of emotion and write about the value of 
stopping time for a memory. Share a few photo tips for better images. Share some great locations in your com-
munity for backgrounds. Share articles about things to do with images—from frames to slide shows, to some of 
the novelty items every lab offers.

March
2nd – 12th: Children’s Formals 
and Shabby Chic
16th – 19th: Grandparent’s 
Special
23rd – 26th: Funny Faces Week

April
13th – 16th: Best Friends
20th – 30th: Baseball Dreams

May
4th – 7th: Little Flyers
11th – 21st: Once Upon a Time
25th – 28th: In the Garden

YOUR BLOG

CREATE YOUR OWN EVENTS

It’s February, one of the three times of year you don’t have to do much to attract customers. Love is in the air 
thanks to Hallmark, American Greetings, Godiva and the rose industry. The demand for photography under the 
love umbrella is stable and the need for engagement, wedding and boudoir images is high.

If you’re reading this and didn’t do much to promote your business in February, it’s too late, but there’s another 
round of great seasonality coming in the spring. Most of you will now turn your thoughts and energy toward 
Mother’s Day, Father’s Day and graduations starting in May.

But here’s the point I want to hit hardest this month: What about the times between holidays? The times when 
you’ve got to stand on your own without help from society? Most of you simply kick back and wait for the 
Seasonality Fairy to sprinkle business on your doorstep.

Nothing happens during all those other days of the year unless you get creative and aggressively go after the 
business. You’ve got to create your own seasonality.

Here are some ideas to get you out of your complacency. You have so much control if you make an effort and 
go after the business that’s out there.

Great Seasonality | Skip Cohen
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generations”?

Most of us rarely paid attention in English class, but here’s where it all pays off. Don’t just describe your 
products with all the excitement of a chemist in the lab. Let a little romance in. Spice things up. If you’re stuck 
because you hate to write and you cut most of those English classes, it’s time to go back to school.

English teacher who’d like to work part time for you.

USE A FEW ADJECTIVES

SEASONALITY IN EVERY SPECIALTY

UTILIZE YOUR DATA BASE

Children’s photography might be one of the easiest to talk about, but there are opportunities in virtually every 
specialty. For example, in the pets arena, Vicki Taufer, in another moment of brilliance, did the original “Dog 
Days of Summer.” 

She knew there was a correlation between pet owners and family, so she launched a program for a free 5x7 
pet portrait to kick it off. This was cause-related marketing, with a requirement to make a food donation to an 
animal shelter. She had a few partners in the community to help promote the event.

When the day of free 5x7’s ended, Vicki and her staff had photographed 120 pets with 40 on the waiting list. It 
eventually established V Gallery as the number-one pet studio in the area.

wedding photographers as a perfect example. 

After couples start families, there are endless opportunities for portraits. It’s not just the bride and groom any 
longer, but a constant stream of potential memory makers as the kids grow and the family dynamics keep chang-
ing. Mom and Dad are typically missing a little romance. Life, kids, responsibilities get in the way.

Here’s your chance to be a hero in your community.

On the family side, do a direct mail piece to all your past clients. It can be as simple as a personalized letter. 
Remind them of your skill set and let’s get you in there to help capture those memories of the family changing 
and the kids growing up. Before you roll your eyes and tell me you’re not a children’s photographer, if you 
don’t want to build out your skill set, then build a relationship with another photographer. Find an artist who 
specializes in children’s and family portraiture.

On the romance side, launch a program reminding Mom that’s it’s been too long since you did their engagement 

Date night starts with you reminding Mom, “When was the last time you and your husband got out for a night 

dinner for two. The components of the package can also include a short portrait session loaded with the same 
fun you put into the couple’s original engagement session. It’s all included in one package price. They’ve got to 
get the sitter, but you’re there to capture another memory.
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There’s so much more I could write about, but here’s the bottom line. You don’t have to wait for society to give 
you reasons to capture images. Building a business doesn’t happen by accident; it’s the result of planning and 
an incredible series of efforts all built on your passion for being the best.

If you’re stuck, email me. Most of you know how much I love this stuff. Sometimes the biggest challenge is 
being too close to your own business.

Skip Cohen is president and founder of Marketing Essentials International, a consulting fi rm 
specializing in projects dedicated to photographic education, marketing and social media 
support across a variety of marketing and business platforms. He founded SkipCohenUniver-
sity.com in January 2013. He’s been actively involved in the photographic industry his entire 
career, and previously served as president of Rangefi nder/WPPI and Hasselblad USA. He has 
coauthored six books on photography and is involved in several popular podcasts, including 
Weekend Wisdom.

skipcohenuniversity.com

LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at
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One of the best experiences I had when I was working for another photography company was being able to 
observe consultation sessions. Out of all of the photography education out there, there isn’t much on how to talk 
with clients—or, more precisely, how to talk clients into trusting you with their money and memories.

It’s not easy to teach because you’re essentially teaching people skills. There are other elements to it, like selling 
without being salesy and setting client expectations while walking them through your process. But at the root of 
it all is the ability to communicate and connect with other people. To some, this comes naturally, but if you’re an 
introvert like I am, you’ll need to work on this. Our students work on it while shooting their portfolio for half a 
day at headshot-bootcamp.com.
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Client Consultations | Vanessa Joy

How do you practice consultations and sales sessions? It’s unlikely that another photographer is going to let you 
hone your skills on their potential clients. But that doesn’t mean you can’t practice talking.

One of the best ways I learned to speak to people was by traveling alone. It can be as simple as taking public 
transportation and striking up a conversation with a stranger. I would take the PATH train from New Jersey into 

It’s easy. First, I’d break the ice by commenting on an article of clothing they were wearing, or maybe a bag a 
woman was holding. I’d continue by asking them questions. It’s all small talk, really, but that kind of talk is all 

PRACTICE
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When you meet with a client, lead the meeting. This ensures it goes where you want it to go, and gives off an air 

things they need to know.

Don’t chatter through the whole presentation like you’re giving a lecture. Leave room for them to ask questions. 
Have a plan. If there is a lull in the conversation, you should know exactly where to move it.

Here are the things I always cover in an initial consultation:

- Rough timeline of the day
- Pricing and packages
- Delivery times and methods
- Next steps for booking

LEAD
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Learn how to read people. 

are feeling without them saying it. So much of their unspoken communication tells you if they’re ready to book, 

Understanding how your clients are feeling will help you lead the session and speak to them better. It’s also a 

for that cliché sales pitch ending: “Does this sound like what you’re looking for?” Even if they did, yuck—those 
words would taste like vinegar coming out of my mouth.

Toward the end of a consultation, I can usually tell if they’re ready to book, in which case I say, “Do you want to 

space and tell them to go home and talk it over, and let me know if they have any questions. 

Either way, I want to leave them with a good feeling, like we connected. Whether or not they hire me, they will 
have only nice things to say about me. That is a successful consultation in my book.

READ
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Client Consultations | Vanessa Joy

Buy a B1 or B2 Off-Camera Flash kit before April 21, 2017 and 
get any of the Air Remote TTL (for Canon, Nikon or Sony) or 
Air Remote for free.

Find dealer: profoto.com/offcameraflash/find-dealer

Now
Buy the B1 or B2. 
Get an Air Remote 
for free.

Making people feel comfortable is one of the most important skills a photographer can possess. We can be 

have a much harder time booking gigs since most of us are sole proprietors. 

The same goes for marketing. I know too many photographers who are incredible at what they do behind the 
camera, but can’t make a living because they don’t know how to market themselves. That’s why this issue of 
Shutter

Still not booking clients? Watch this video for a bit of honesty. 

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

vanessajoy.com

LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at
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Diff erent Session Types | Blair Phillips

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
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ON1 Photo RAW is a lightning fast raw 
processor, photo editor and plug-in collection 
all in one app photographers have been 
asking for. It features a new, modern raw 
processing engine, tuned for today’s sensors 
and graphics chips. Combined with ON1’s 
current tools, Photo RAW will work where 
you want, as a standalone app, a plug-in for 
Adobe® Photoshop® & Lightroom®, or a host 
app for other editing apps. 

www.on1.com

Songfreedom was created to bring the best 
music to creatives for a price that makes 
sense. With a library specially curated by 
an unparalleled team of Music Supervisors, 
Songfreedom brings exactly what you need 
for your next video.

Featuring music by popular Mainstream 
artists and incredible Indie artists, this library 
has multiple selections for your every musical 
need.

www.songfreedom.com

Instantly make beautiful HD shows on-the-go, 
from a desktop or mobile device in seconds!

It’s simple. Upload, build, edit, publish and 
share anywhere! ProShow Web’s easy to use 
built-in music library, photo and video editors 
make slideshow creation a breeze. With 
access to hundreds of royalty free songs, and 
unlimited creative control…you’ll have it all at 
your fi ngertips.

web.photodex.com/sal

Isn’t it time you had a camera bag that works 
as hard as you do? Designed by professional 
wedding and portrait photographer, Sal 
Cincotta, the Bug Out Bag is the last shoulder 
bag you’ll ever need. Made to be a working 
fi eld bag, it’s been built to maximize space 
while remaining durable, lightweight, and 
functional.

Key features include:
- Reinforced lens-swap pocket
- Shock proof foot cushion
- 3 Expandable fl ash pockets
- “Junk drawer” compartment for cords                  
  & triggers

www.salvatorethestore.com
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Overcoming the Top 5 Most Common Objections

with Alissa Zimmerman
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In-Person Sales Objections | Alissa Zimmerman

The art of in-person sales is a terrifying beast for many photographers. I never wanted to be in the sales room 
because selling is very low in my skillset. Like many photographers, I didn’t have a choice. Even though I was 

without in-person sales. If I can do it, so can you. 

role. Role-play these scenarios with a friend, family member or coworker until you’re comfortable making 

these objections, and will pounce at any opportunity to take advantage of that weakness to score photography 

you alive.

This is probably the most common objection you will run into, especially with brides after their wedding. 

your client averages. 

It is crucial to set yourself up for success. Make sure your clients know your pricing before they come in for 
their sales session so they aren’t blindsided. I send out pricing the night after their photo shoot (engagement 
session, senior session, family session) or the day after the wedding. I attach the pricing document to the 
email I send to schedule their in-person sales session. This gives them a two-week window where they are 
able to process how much they are willing to spend. Of course, all of that goes out the window when they 
come in and love every single image (more on that later).

During the sales session, if your client is having a hard time pulling the trigger because of price, offer a 
payment plan. It’s important that they know the order will go into production once payment has been made 

out with your client that night, but get their credit card number before they leave so you can run it on the 
agreed-upon dates without having to chase them down. 

1. “WE CAN’T AFFORD IT.”
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In-Person Sales Objections | Alissa Zimmerman

I guarantee that at some point in the course of your career, you will run into this question. And I guarantee 
it will take everything in you not to crack up laughing when you hear it. 

Of course, it depends on where and how your client is wanting to hang the photo, but in the case of creating 
artwork and the staple centerpiece of their home, the answer is no. But you can’t just tell your client no. You 
need the tools to support your response. This is why in-person sales are so important for photographers. A 

over couches, mantles and sofa tables is the only way for them to get perspective. 

mindset changes. 

on a wall. You can also ask clients to take pictures of the wall they want to decorate in their home so you 
can mock up their images using their actual home within Room-Vu. The value of being able to do this in 

2. “IS AN 8X10 BIG ENOUGH FOR MY WALL?”
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In-Person Sales Objections | Alissa Zimmerman

Ah, yes, the objection every photographer dreads hearing. 

wording will be different. The main point you want to drive home to your clients who think they want only 

clients’ homes. 

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

salcincotta.com

This one is magic to my ears. I take clients through a narrowing-down process in Lightroom after I have 

this process, the client normally ends up with an overwhelming number of images they love. That’s when I 
present the folio of our packages and walk them through the products listed in each. 

As the trusted adviser, go through the package and show them the images that would look best as big wall 

First of all, if you do not have this disclaimer written into your pricing sheets already, go do it right now. 
At the bottom of your pricing document, you should have a sentence with an asterisk in front saying, 

refer back to the document you sent them in the email scheduling their sales session. 

are tied to specials our vendors are running. 

Also note that the packages should be structured in a way that shows the value of going into a package 
versus buying à la carte, so they are already discounted. 

And we all know what Sal always preaches: You cannot discount a discount. 

4. “WE DON’T NEED THAT MANY PICTURES ON OUR WALLS.”

5. “CAN I SWAP OUT ITEMS IN THE PACKAGES?”



Tired of trying to convince clients that they need something bigger than an 

8×10 on their wall? Show your clients exactly what your images are going to 

look like in their home with Room-Vu.

SIGN UP TODAY

Simple set-up

Easy social media sharing

Sell more - and larger - prints!

Included in ALL N-Vu plans!

n-vu.com
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with Curtiss Bryant
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Using Contests to Expand Your Social Media Reach | Curtiss Bryant

We rarely discount our services, and everyone in our area knows that. When we do offer a contest for a free 
shoot, it is a big deal because it’s the only time you can get us for free. If we did discounts or sales all the time, 
there wouldn’t be an incentive to enter the contest, as they could just wait for the next giveaway or discount. If 
we did a monthly mini-session, why would anyone want to pay full price for a regular session when they can just 
do a monthly mini-session for a fraction of the price? It is the same concept here. If we always offered a discount, 
why would anyone pay full price?

We run these contests twice a year, coinciding with engagement season and the holidays. The one over the 
summer is for engagements and the two we do over Christmas are for regular sessions as well as engagements 
(one for each).

In the past, we had great success with Facebook/Instagram ads. Then something changed, and they are no longer 
as effective. We were spending more money and not getting the same amount of engagement as before, so we 
started to abandon them. We still needed something to gain reach on social media to replace Facebook ads. We 
decided to run a contest for a free shoot, and the results were amazing. It’s the same thing we were doing before 
with the ads, only this time it was all organic reach and we didn’t pay a penny. Let’s look at how to use contests 
and “free” giveaways to drive social media reach to grow your business.

First, let’s dispel the myth that free devalues your brand. Shooting a cover for a large magazine is often a free 
shoot; but in return, you get the cover image on a magazine that is seen by thousands (sometimes millions) of 
people. That is certainly not a bad use of your talents. Free doesn’t have to be a bad word. Embrace it to help 
your business grow.

STEP 1: BUILD THE DEMAND
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Do you want to offer a full session? Do you want to offer digitals? Prints? We want to keep our out-of-pocket 
costs as low as possible on these giveaways, so we offer only digitals—they are the cheapest product for us to 
produce. Digitals also happen to be the most expensive product we offer, so the giveaway value is huge. Our 
Christmas giveaway is our biggest value of the year. We give away the session and include 20 digital images, 

$499 value). We have found that the bigger the value of the giveaway, the more people are interested.

STEP 2: DECIDE WHAT YOU WANT TO OFFER
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contests, we are able to do so if we structure them properly. We cannot just post the contest and tell people to 
message us. Once we post the contest on our page, we tell people they have to do three things to enter the contest: 

1) “Like” our page 
2) Share the post 
3) Comment with the word shared on the post (or have them tell you their favorite movie or something else fun)

We don’t have time to monitor it to make sure they do all three things in order for their entry to count, so we 
count them just as long as they comment, since we need names to include in the drawing. Posts that include 
an image with the giveaway details are seen more throughout Facebook than a post with no image. The most 
important aspect here is that they share the post so it builds organic views. The more people who share it, the 
more Facebook puts it out. The likes on the page don’t mean much, but it does get noticed by potential clients 
who are looking for a photographer. To them, more likes equals a better photographer, so they aren’t a bad thing 
to have.

Our engagement contest is a bit different. We use the same idea as above, but we ask that people comment on the 
post with a name of someone who recently got engaged, rather than commenting “shared” on the post. This way, 
we have the names of the bride and/or groom, and they can see the post as well (and share it). This can be more 
successful than a bridal show because the engaged couples are now being given to you on a platter (for free) 

An important thing to remember is that they have to go to our page and like, share and comment on the post on 
the page in order to count. They cannot do it on shared posts since we will never see them. We want them on our 
page checking out our work.

STEP 3: STRUCTURE IT FOR SUCCESS
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Now that we have all these entries, how do you know whom to pick when the contest ends? We take all the names 
of those who commented (or those tagged engaged couples) and put them into a spreadsheet so each is assigned 
a number. We hop onto Facebook Live and use a random number generator to generate the winner. We announce 
them live so that people see it’s a transparent process and we aren’t just selecting people we know. Normally, we 
do the big giveaway (the reason they signed up), and then, as a bonus, we include a few smaller giveaways (mini-
sessions). This way, more people win and we surprise them, which gets them talking about us with their friends.

STEP 4: DETERMINE A WINNER
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This is huge for our studio. We reward everyone who participated in the contest with some type of prize. For the 
portrait giveaway at Christmas, we offer everyone a discounted session fee. We do not announce this; we simply 
message each person with the offer. This weeds out those who aren’t willing to invest with us, and allows us to 
shoot more portrait sessions than we would have otherwise.

For our engagement entries, we make everyone a winner of a free engagement session. This gets them into our 
studio, where we can show them what we do. If they hire us for the engagement session, chances are they will 
hire us to shoot their wedding. 

We make it known to all the secondary winners that products and images are available at an additional cost and 
are not included in the free/discounted session they receive. This eliminates any confusion. They know they are 
expected to pay for any prints or products they want.

In addition to the winners (who will likely spend more money with us), we have all the people who saw our name 
all over Facebook for a week. Those people will remember us when they look for a photographer, and will likely 

likes to our pages. We didn’t pay a penny for that reach, nor did we boost the post. It was simply organic reach, 
using the power of social media to get the word out and get people to our pages.

Curtiss is the owner/photographer (along with his wife, Valerie) of Curtiss Bryant Photography in 
Central Florida. He has a degree in marketing and has been shooting professionally since 2005, 
specializing in weddings and high school senior portraits. Curtiss’s work has graced the pages 
of international publications, and his awards include being named to the Hot 100 for 2016 by 
Senior Style Guide.

curtissbryantphotography.com

STEP 5: MAKE EVERYONE A WINNER
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The Emotion of Sales and Marketing | Melanie Anderson

This month, I share several vital areas of my business that enable me to communicate clearly with my clients, 

clients and creates an emotional experience. Below are four ideas that can help you connect with clients, from 
the initial contact to in-person sales. 

CONNECTING WITH CLIENTS

When a prospective client contacts me, I always respond this way: “Thank you so much for your interest. What 
is your phone number? We will contact you with details.” I do not respond with pricing or have a conversation 
via email. I need to make a personal connection with my clients. I need to sell them on the experience. I cannot 
stress this enough. We are a high-end elite studio, and we must preserve this reputation through the experience, 
conversation and how we educate our clients to “see the difference.”

I always ask, “How did you hear about our studio?” I want a personal connection—did they hear of us from word 

tells me if my marketing efforts are working.

in time because they understand the importance of preserving it with a pro. They feel comfortable, like they are 

A client preparing for a session is stressed out. It requires a lot of prep work. Our job is to ease any anxiety 
they may have and create the best experience for the entire family. Make it easy to order, and provide beautiful 
products. I can do all of this over the phone. I do not need to schedule preconsultations, which means I can spend 
that time growing my business via networking or taking on more sessions. 

I pride myself on being personable and easy to engage. This personality strength comes out when I photograph. 
I am better able to capture emotion and expression. I get the “real” smile, which is accompanied by the smile in 

from feeling defeated. 

in you, and that emotion rubs off on them. They no longer feel so good about their appearance, and this shows in 
the photos. Lift your clients up. Make them feel beautiful so that beauty comes out in their photos, thus creating 
an emotional connection and driving sales. 

working, move on, don’t force it. Perfect a system that lets you engage with your clients while you’re shooting. 

in any environment at any time.
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The Emotion of Sales and Marketing | Melanie Anderson

INTENTIONAL CONVERSATION

needs for their home or family members? I need to know if my client understands the value of wall portraits—if 
not, I educate them and ensure that this investment is worth every penny. 

Family dynamics change, and photography has a way of stopping time and allowing us to relive moments in 
time. We must convey the emotion of this from the beginning. I want to understand the family as well: Will I 
have a challenge with one of the children? Are all who are present willing participants? I discuss a few collection 
options while I’m photographing. I mention how beautiful a certain image just captured would look on a canvas. 
I discuss collage options, and explain these are part of one of our portrait collections that I will show them in 

session. This creates an emotional attachment to images and ensures that even my favorites are purchased and 
created in sizes that are intended to showcase my work—not only in their homes, but on the social media pages 
of friends and family.
 
After the portrait session, I tell clients that we are going to schedule a sales session and to plan to be here for 
about an hour. I remind them that I do all of my sales in person, that anyone involved in purchasing decisions 
needs to be here and that they will be making their purchasing decisions the day of the sales session. I tell them 
their photos will not be pre-edited. I will crop the images and switch a few to black and white if appropriate, but 
the images will not be edited. 

session within minutes. I can have a sales session ready within 10 minutes for clients who are coming in from out 
of town or grandparents who are visiting. It is not always convenient for them to come back to the studio. I must 

IN-PERSON SALES

while adding emotion to the sale. We are the experts. We need to project the vision of what will look best in their 
home. I have product samples laid out on a table, including announcements and mounted prints. On the wall are 
the framed and canvas collection options.

I always have an idea about the client’s budget going into the sales session, which I gathered from previous 

Emotion leads photography sales. In order to meet and exceed your sales goals, you must engage your clients on 
an emotional level. The products that trigger an emotional response include canvas wall art, signature albums, 
brag books and our extreme metal pieces.

I have to involve the client emotionally, shoot with intention and provide quality products and a personal 
experience. When I project the slide presentation of the family, senior or newborn on the wall with music, the 
emotional connection is made. When clients see their portraits larger than life, they know the investment is a 
good one.Im
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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 Certifi ed 
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

1. Head to Anderson-Education.com for a list of products and companies I love, plus discount codes. These items 
can help your efficiency, client workflow and sales.

2. Add the following verbiage to your communication:
“How did you hear about our studio?”
“What is the purpose of the session?”
“What do you plan to do with the images? Where will you hang them?”

3. Switch to in-person sales if you are not already providing that service.

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

Marketing is all about exposure. Make it easy for your clients to enjoy and share your work, and they will 
become your biggest mouthpiece and a built-in marketing machine for you. 

Believe it or not, there is now something even better than StickyAlbums. Welcome to StickyFolios. 

We have loved using StickyAlbums over the past fi ve years. After each wedding, we would surprise our 
couples with their own custom app. They shared them like crazy, which created huge exposure for my 
brand.

So how could anything be even better than StickyAlbums?

The new Wedding Website template that comes with StickyFolios does everything StickyAlbums did, only 
better. Now we don’t have to wait until after the wedding. As soon as we shoot the engagement session, 
we can create something our couples value even more, and it gets us exponentially more brand exposure. 
You can even off er it as a premium upgrade.

This tactic doesn’t scale with other website building tools. The StickyFolios builder is dead simple. This 
is not about being a custom website designer—you need to build and update these sites in minutes, 
not hours. With StickyFolios’ unlimited pricing model, you can make one for every single client without 
breaking the bank.

Want to see some sample websites? Text SHUTTER to 33444. 

Get your fi rst month for $1—only when you sign up at www.stickyfolios.com/sal.

Why StickyFolios?
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For more information, visit www.stickyfolios.com
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Hacking Lightroom for In-Person Sales | Phillip Blume
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SECOND PHASE
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LEARN MORE.
youtube.com/btsShutterMagazine
Click here or check us out at

Phillip Blume is an international award-winning photographer and, with his wife, Eileen, cofounder 
of Blume Photography Studios and ComeUnity Workshops. In addition to photographing 
weddings and portraits worldwide, the Blumes focus their eff orts on personal projects to help 
those suff ering extreme poverty. As educators, the two have appeared on CreativeLIVE, and 
speak to thousands of photographers every year. They live with their children in rural Georgia. 

blumephotography.com

Digital Live MOS sensor delivers the ultimate in LUMIX image quality. 

Ultra high-speed DFD AF freezes the frame with stunning clarity and 

5-stop, 5-axis Dual I.S.2 stabilizes the world you see. World’s first 

4K/60P¹ video recording, 4:2:2² 10-bit faithful color reproduction and 

practical features support a professional workflow. 6K PHOTO³ lets you 

confidently capture moments otherwise left to chance. Explore new 

dimensions of photography and videography with LUMIX GH5.

#LumixGH5

PHOTOS. VIDEOS.
Explore New Frontiers.

¹As a Digital Single Lens Mirrorless camera as of January 4, 2017. ²As an Interchangeable lens system camera as 

of January 4, 2017. ³6K PHOTO is a high speed burst shooting function that cuts a still image out of 4:3 or 3:2 video 

footage with approx. 18-megapixel (approx. 6000x3000 effective pixel count) that the 6K image manage.

#lumixlounge
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CREATE YOUR CODE (AND KNOW YOUR SHORTCUTS) 
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Inspiration can come when you least expect it. As 

photographers, we are visual artists. We  express 

ourselves through our camera and the images we 

create. Inspirations represents a  sampling of our 

industry and the vision of  professional photographers 

from around the world. 

Congratulations to all our featured artists. Be inspired 

and create something that is you.

Sal Cincotta, Editor-in-chief
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As a business owner, you’re constantly battling the competition. In an 
ever-evolving market, it can be exhausting to keep up. This month, I show 
you how to crush the competition.

with Jeff  Rojas

3 Ways to Get Ahead in Business

THE
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Crush the Competition | Jeff  Rojas

Fig. 1.3

I’ve always been competitive. I’ll always be competitive. That’s who I am.
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Crush the Competition | Jeff  Rojas

Entrepreneurship is the

without regard to resources currently controlled.

-Harvard Business School Professor Howard Stevenson

pursuit of opportunity

I expect my peers to have. 

This is why I appreciate action over talk. It’s great to have plans, but it’s always better to accomplish them. 

STOP TALKING AND START DOING.
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Photographing Men  

can control.

REMEMBER THAT COPYCATS CAN’T MAKE THE CUT.
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Jeff  Rojas is an American photographer and author based in New York City. His primary body of 
work is his portrait and fashion photography, which has been published in both Elle and Esquire. 
Jeff  is a heralded photography instructor at platforms like CreativeLive, WPPI, the Photo Plus 
Expo, Imaging USA and APA.

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

www.tamron-usa.com

BUILT TO IMPRESS
Introducing three F/1.8 fast-aperture prime lenses with 

superior optical quality, even at wide open aperture. 
Designed to perform at the level demanded by 

the latest DSLRs, each is integrated with 
VC image stabilization for maximum 

performance and features moisture-resistant
 construction, fluorine coating, 

close-focusing and the new SP lens design.

For Canon, Nikon and Sony* mounts  *Sony mount model without VC.

They can imitate your

but they can't imitate your

-Sonya Teclai, TheGoodVibe.co

style,
creativity.
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Workflow Tips From A to Z | Michael Anthony

Running a photography business is no easy task. While many people think our job consists of photographing our 
subjects and delivering products, any photographer with a successful business will tell you there is much more 
to it than that. In addition to all the business-related tasks, we are responsible for the safekeeping of our clients’ 
most treasured memories. For wedding and event photographers, our business and reputation is at stake with 
every job we upload.

It goes without saying that when handling millions of images a year, staying organized is no easy task. But it’s 

holiday shopping, bridal show payments. It is also the time of year when we take advantage of the abundance 

This was the type of problem we were running into consistently, and it was a major pain point in our business. I 
knew that something had to change immediately. 

“It’s up to you to dictate your business’s rate of growth as best you can by understanding the key processes that 
need to be performed, the key objectives that need to be achieved, the key position you are aiming your business 

Work and What to Do About It.

The part of that quote that stuck out for me was that you have to understand the key processes that need to be 

as part of a process manual for our studio.

aspect of a task. While it may seem redundant to write a process manual if you work alone, I can assure you that 

keeping a process manual for every aspect of your business.

a high-volume studio. Our system has been designed to ensure ease of access and to secure data, and will work 
whether you are running a high-volume studio or a small boutique studio.
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Many photographers do not understand that when your client’s images are on the card inside your camera, they 

photos, making them the easiest to lose or become corrupted. 

simultaneously record Raw images at the point of capture. If you have not had a corrupted card yet, you 
eventually will.

Just this summer, I was photographing a wedding and came home to download images. I shot it with my 1DX 

In addition, if you are shooting with two cards and you have to leave your camera for whatever reason, you 
should always bring one card with you. That way, if someone walks off with your camera, at least you still have 
the images. 

Digital technology has given photographers an incredible advantage. With those advantages also come risks, 

photographers who don’t follow a process of backup and redundancy, which is critical for any studio. You should 
always have at minimum two copies of your clients’ images, in separate locations. I call this the rule of twos. As 
you will see, our studio uses more than two in most cases.

DATA BACKUP: RULE OF TWOS

POINT OF CAPTURE

Im
a

g
e

 ©
 M

ic
h

a
e

l 
A

n
th

o
n

y



19
2 

  S
h

u
tt

er
 M

ag
az

in
e 

. F
eb

ru
ar

y 
20

17

19
3 

  b
eh

in
d

th
es

h
u

tt
er

.c
o

m

Workflow Tips From A to Z | Michael Anthony
Im

a
g

e
 ©

 M
ic

h
a

e
l 

A
n

th
o

n
y

Im
a

g
e

s 
©

 M
ic

h
a

e
l 

A
n

th
o

n
y

You are a professional, and clients will have no sympathy for you if you lose their images, including after you 

that you follow the rule of twos and make sure you have a system in place should a catastrophe occur.

allows me to work during the day, and go home and pick up right where I left off. I have access to all of my 

mirror RAID system by itself since there is not a 100 percent assurance that the array will be able to rebuild itself. 

drive in my home because it’s my last line of defense against lost images, and it is safest there.

comes to backing up images, redundancy is key.

Im
a

g
e

 ©
 M

ic
h

a
e

l 
A

n
th

o
n

y

BACKING UP
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Workflow Tips From A to Z | Michael Anthony
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UPLOADING IMAGES

Photo Mechanic or Finder on Mac. Do not use Lightroom to import images, which can cause problems. 

become corrupted if there is a disruption in the network. 
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Workfl ow Tips From A to Z | Michael Anthony

It has taken us years to create a system that allows for easy access to clients’ images. We have also made sure that 

competition images.

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

michaelanthonyphotography.com

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

Im
a

g
e

 ©
 M

ic
h

a
e

l 
A

n
th

o
n

y

card wallet, and one remains with the camera.

a. 1-Raws

a. 6-Print order

FULL WORKFLOW
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Night Location Portraits | Michael Corsentino
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Night Location Portraits | Michael Corsentino
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Night Location Portraits | Michael Corsentino
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Night Location Portraits | Michael Corsentino
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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
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photographer salvatore cincotta

gear fujifi lm x-pro2 | fujifi lm 23mm f/2

exposure
lighting

location

image title 5:58pm
f2.0 @ 1/55, ISO 4000

available light
big ben | london, united kingdom
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FEATURING
REINFORCED LENS-SWAP POCKET LINED WITH MICROFIBER FOR EXTRA LENS PROTECTION

QUICK ACCESS STORAGE COMPARTMENT BOTTOM WITH 2 EXPANDABLE VELCRO POCKETS ON FLAP

REMOVABLE QUILTED DIVIDERS // 1.5” ATTACHMENT BANDS ON SIDE PANELS

“JUNK DRAWER” FOR QUICK ACCESS STORAGE OF CORDS, SMALL ITEMS, ETC.

$199reg $299

Buy a B1 or B2 Off-Camera Flash kit before April 21, 2017 and 
get any of the Air Remote TTL (for Canon, Nikon or Sony) or 
Air Remote for free.

Find dealer: profoto.com/offcameraflash/find-dealer

Now
Buy the B1 or B2. 
Get an Air Remote 
for free.
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