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Introduction  
 

Do you know the #1 reason why so many photographers never grow their business to be anything more 

than a well-curated Instagram feed? 

 

Because they do not have an effective marketing plan in place to help them build a successful, profit -

turning business.  

 

Too many photographers jump into advertising on social media without knowing the best practices or if 

theyĦre even reaching the right audience. And the truth of the matter is if you donĦt know the ins and 

outs of marketing in todayĦs digital world, then youĦre just wasting your money on ineffective marketing 

endeavors. 

 

With so much noise in todayĦs content-driven economy, being a talented and creative photographer is 

not enough to make it in the business. 

 

Whether youĦre a newbie or a seasoned photographer, you need to get to grips with the basics of 

marketing to build a successful career. 

 

This book has been written with great photographers like you in mind. You know your photography, you 

just need a little help with how to position yourself and your work to define your brand, reach your 

audience, and start showcasing your portfolio in a way that sells. 

 

With exclusive tips from some of photographyĦs biggest names and influencers, including Anne Geddes, 

Trey Ratcliff, Lindsay Adler, Jim Richardson, Keith Ladzinski, and Brooke Shaden, youĦre sure to gain 

some valuable insight as you learn from the best.  

  

You will learn how to think like a marketer, use modern marketing tools, avoid common mistakes, and 

set realistic expectations of what is possible. 

 

You will not learn Ĩsecret hacks,ĩ cheats, unethical advice, untested techniques, or how to turn your 

photography business into a $10M a year behemoth. 

 

We offer up many practical tips to improve the efficiency of your photography marketing efforts. Now 

you can take the next step in your professional career, become the photographer you want to be and, 

more importantly, make sure everyone knows it! 
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always bear in mind that the millions of images taken 
every day on phones around the world are more just a 
fleeting thought. Everyone is not automatically a 
ƨqipuphsbqifsƩ! qvsfmz! cfdbvtf! uifz! ibwf! bddftt! up! b!
qipof! ps! b! dbnfsb/! JuƦt! fwfo! npsf! efqfoefou! po!
professional photographers today to have a unique 
tjhobuvsfƮ! up! dsfbuf! ujnfmftt! xpslt! xjui! zpvs! pxo!
qfstpobm!qpjou!pg!wjfx/Ʃ!!!!      ƣ Anne Geddes                                                                                     
 

http://www.annegeddes.com/


 

 

 

So, youĦve just made the leap from a really, really good 
photographer to professional photographer. Or perhaps 
youĦre just about to. In either case, congratulations are in 
order! This is the beginning of a very satisfying and 
creative career. And if youĦre like most photographers we 
know, you got into it because photography itself (the 
taking and making of images) calls to you and fills your 
soul, and likely not because you wanted to get into 
marketing, or even have much of an idea of what that 
entails.  
 
This is the purpose of this book; to put marketing your 
photography into understandable and executable actions 
that work for you, rather than the other way around. 
YouĦre a photographer. If things are going right, you 
should be spending most of your time with your camera, 
post-production and delivery, and less and less time trying 
to figure out your marketing plan. For this, you need a 
roadmap. And thatĦs what we want to design for you here. 
 
WeĦre going to go over the real truth about how people 
discover you and what it takes to break through and get 
hired in todayĦs market. Our approach is a mix of old 
school and new school. Most people will tell you that the 
landscape of photography has changed drastically over 
the last five to 10 years and that marketing yourself today 
is about understanding social media, spending money on 
promoting your work , and standing out in an ever-
growing sea of wannabe photographers.  
 
ItĦs hard to argue the validity of those points, yet itĦs not 
our opinion that those ominous-sounding realities are 
really what will drive your success. Yes, that is the world 
we now live in, but your success is based on the same 
basic principles of hiring a photographer that have been 
true for many decades, and for which the majority of 
people who will hire you still adhere to. Yes, there are a 
ton of new tools to embrace ģ and weĦll go over them ģ 
but the foundation of what makes you hirable is the same 
as it ever was. 
 
Also, name recognition is not all that itĦs cracked up to be. 
We all know photographers who are incredibly adept at 
marketing themselves. We seem to hear their names all 
the time and their YouTube videos pop up with every 
search. But try somethingĮ go to the magazines, websites, 
newspapers, and projects that you really love and look up 
the photographers who are working steadily for them. Do 
their names look familiar? Probably not. Our theory is that 
the hardest working photographers donĦt have time for 
the kind of marketing youĦre probably looking at, because 
they are too busy working. Or, as weĦll get into, someone 
else is doing their marketing for them and itĦs far more 
pinpointed than a general YouTube video to the masses. 

So, yes, we want to use marketing to get you out there ģ 
and there are tools that can be extremely helpful in 
establishing some name-recognition and a Ĩreason to buyĩ 
your services, when the time comes. However, the major 
tenets of your marketing strategy will be how to break 
into the industry of your choice. Remember, photography 
is a service, not a product. If you reduce your service to 
the same things someone reduces a product to in 
marketing, you will likely be competing on price, not 
quality. ThatĦs how the market works.  You need to come 
up with a unique selling proposition (USP). So, donĦt 
market yourself like youĦre a thing on a shelf ģ this is rule 
number one. YouĦre a person with a great creative skill. 
What youĦre selling is both you and the work. And thatĦs 
what weĦre going to focus most of these 
recommendations on. In building a proper roadmap, the 
first questions to answer are: 
 
 
¶ What Is Your Pitch? This is a multi-faceted question 

that gets at who you are and what your clients need. 
Honing this in terms they will get quickly and that get 
them excited is crucial. 
 
¶ How to Get Meetings? Because youĦre a service (and 

a human), not a product, most deals will get made in 
person, even if thatĦs on the phone or in a video 
meeting. Digital marketing, which we will cover fully, 
is a means to an end. We certainly recommend doing 
everything you can with media tools at your disposal, 
but always with a mind toward establishing 
meaningful relationships with clients. 
 
¶ How to Get a Rep? When things are going really well, 

someone else is getting your name out there, finding 
PR opportunities for you, and hunting down clients. 
What does it take to get someone like that on board? 
 
¶ How to Use New Tools? Before people bring you on, 

they check you out. And before they hire you again, 
they evaluate how seamless it was to work with you. 
This is where modern tools ensure youĦre running 
smoothly, efficiently and, most of all, professionally. 

 
 

In the following chapters, weĦll go over all these questions 
and dive much more deeply into each of them so that 
youĦre really taking the right steps to market yourself in a 
way that is true to you and sets you up well for ongoing 
work. Each one of these areas requires some hard work, 
but thatĦs also what makes them useful and effective. If it 
were easy, everyone would do it. This is exactly the kind of 
work that gives you a leg up on everyone else, because 
most people wonĦt put in this kind of effort. 



 

 

 

 

Before we dive into the main sections, weĦre going to go 
over a bit of a checklist to make sure youĦre truly ready to 
embark on these key marketing tactics. These are the 
parts of your business and work that you want to be in 
place and ready to go before you start putting too much 
effort into areas that are going to take a bit of time and 
thought. So, first things first, letĦs cover the essential 
needs of being a well-marketed photographer. 
 

 

Know Your Genre 
 
This sounds easier than it is. For one thing, most 
photographers are capable of shooting a lot of different 
genres, so being able to describe your work can 
sometimes feel limiting. We encourage you to have a 
major and a minor. Your major is the genre you truly want 
to market yourself for and the minors are the ones you 
could do, if asked. 
 
Another issue with establishing a genre is that genres can 
be complicated and overlap each other. Sports 
photography and nature photography have a lot in 
common. So do documentary and editorial. Or being Ĩan 
Instagrammerĩ and being a travel photographer. So, when 
you really get into it, deciding on a genre (or inventing 
one) will really help you when it comes time to market 
yourself. One of the basic rules of marketing is that 
people need a Ĩsingle most important thingĩ to hold onto. 
This work to establish that singular idea of what you offer 
will help it stick in peopleĦs minds. 
 
 

Know Your Client  
 
Once you know your genre, you can figure out who your 
clients are. LetĦs say, for example, you want to shoot for 
different  brands and get paid to post on your Instagram 
feed. Who is your ideal client? The brands? Today, nearly 
all brands use agencies to find their influencers and 
micro-influencers. So, the real clients here are the 
agencies that hire photographers for the brands.  
 
If you want to shoot for Vogue, Vanity Fair or Rolling 
Stone, then you need to get inside those walls. Those 
outlets have Photography Directors and so they are 
your clients. 

If you want to shoot celebrities or artists, they will rarely 
be the ones who answer your emails ģ but their 
managers might. 
 
If youĦre shooting events, look at who puts on the event. 
There are plenty of companies who do event planning, from 
weddings to concerts to marathons. 
 
 

 

 
 
I like the idea of working t owards a 
specific genre in your marketing 
efforts, while understanding you're 
going to say yes to a broad spectrum of 
work. Show the world who you are, 
and who you want to be, and you'll be 
more likely to end up there. But, along 
the way shoot weddings, wo odwork, 
widgets, and whatever you need to 
connect the dots. All, while focusing on 
your end goal.  
                                
                                     ƣ Reuben Krabbe 

 

 
 
And a lot of people hire photographers individually ģ people 
looking for baby photos, boudoir, and pet photography, for 
example.  
 
Look at your genre and start to really get into how 
photographers are hired within it. Sometimes itĦs 
complicated. Headshots, for example. Sometimes actors, 
models, or celebrities look it up online and sometimes itĦs 
set up by their managers. Truly knowing your client and 
how they hire is key as you start to market yourself. 

https://www.reubenkrabbe.com/


 

Know Yourself 
 

In getting ready to market yourself, you will do yourself a huge favor (and leap past your competition) by thinking about how 

you come across and even giving yourself a photography persona. Remember, if things go well, youĦre going to actually meet 

your client before they decide to hire you. At this point, they assume you can take good photos, what they really want to 

know is are you an artist and collaborator?  

 

This is offset by having a very distinguished voice. It needs to feel special, coherent, and totally yours. Any work that doesnĦt 

fit into that voice detracts from it and works against you at this stage. 

 

Your portfolio will really start to find its voice when youĦre leaving great shots off of it, in the name of building a story around 

your images. Not all of your work can look like it came from the same storyteller, but that is what clients want and that is 

what potential management looks for. Stay lean and stay true to give yourself the greatest opportunity for someone to see 

you, understand you, and want what you offer. Gearing your portfolio not just for those whoĦd hire you, but also for those 

who might represent you, offers a true sense of what you bring to the table. 

 

 
 
It doesn't make sense to try and 
impress other photographers in 
most cases. You'll find success faster 
if you focus on impressing the brand 
executives. Researching what a 
brand classically focuses on as their 
product differentiator will garner 
much more favorable results to your 
career versus making sure your 
editing stands up to the scrutiny of 
the horde of amateur and 
pro fessional photo graphers modern 
technology connectivity affords. The 
best clients I've had normally take 
the photos and pay before I even get 
a chance to get feed-back from them.  
                              
                                   ƣ Nayo Martinez  

 

It sounds like a soft issue, but put yourself into the shoes 
of someone looking for a photographer. This isnĦt shoe 
repair or taxes, where personality is inconsequential to 
the job. In photography, the perception (and often the 
reality) is that itĦs an artform and so, in many cases, your 
client wants an artist. Cultivating that persona is an 
artform in and of itself and you might be surprised at how 
well it works. This applies to both what youĦre like in 
person and how you come across on your website, which 
is an area that we will explore deeply in this book. 
 
So, ask yourself whether you come across like an artist. 
Can you talk conceptually? Do you dress the part? Does 
your online persona match up with the in-person you? Do 
you bring an energy to your meetings and your shoots? 
Can you name this energy? These cues help a client feel 
that they are getting something special from you and that 
youĦre not just a technician with a camera. And in many 
cases, this is exactly what they are buying. 
 
 
 

Know Your Work  
 
At the outset of a career in professional photography, 
there is usually one key ingredient missing from your 
portfolio: recognizable clients. Sure, you shoot models, 
but you havenĦt yet shot supermodels. YouĦve shot food, 
but you havenĦt shot for Bon Appétit  magazine. YouĦve 
shot celebrities, but not A-listers. The reality is, clients are 
going to be most impressed by a portfolio that already has 
a lot of recognizable work in it and no matter how creative 
your work is, you canĦt compete against someone whoĦs 
already established themselves in the category.  

http://www.nayophoto.com/


 

 
Know Your Business 
 
Lastly, prepare yourself for success by being set up for it. There are a myriad of tools to put into place for the daily running of 
your business, taking the natural pressure that photography puts on photographers to be all things ģ bookkeeper, producer, 
new business, website designer, and so much more. 
 

ItĦs important to have your systems in place for everything from doing a concept deck to asset delivery to invoicing because, 
in truth, your greatest marketing tool is the experience that your clients have with you. By creating a frictionless experience 
with your clients, from start to finish, they are more likely to rehire you and recommend you. And, as you will soon see, 
nothing does more for a photographerĦs business than great word-of-mouth. 
 
 

 
Now, LetĦs Go 
 
Hopefully, at this point youĦre feeling the roadmap to success start to take form. Sure, itĦs some work to do, and there are no 
shortcuts, but none of this requires schooling or a large investment. These are mostly conceptual frameworks, decision-
making, and time with some new tools to set you up for the key areas of marketing that weĦre going to get into. Ready to head 
down the road? LetĦs go. 

 

 

 

 

 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

ƨSfnfncfs!uibu!uif!qsj{f!jt!up!cf!jo!b!tjuvbujpo!
when you can continuously grow and be creative ƣ 
not to be popular. Make sure that you're creating 
the lifestyle and ecosystem that enables you to 
continue to be creative ƣ rather than simply trying 
to do what's expected of you even if it doesn't 
resonate with you. There's nothing worse than 
cfjoh!usbqqfe!jo!zpvs!pxo!tvddftt/Ʃ 
                                                                                ƣ Ben Von Wong                                                                                     
 

https://www.vonwong.com/


 

 

 

If you just read this chapter title and said to yourself, 
ĨWait a minute! IĦm a photographer, not a marketer,ĩ itĦs 
time to change that way of thinking. No matter if your 
business model is geared towards client sessions, selling 
prints or albums, or creating actions and presets, if you 
want to be in the driverĦs seat to success you need to be a 
marketer. Understanding marketing will help you to serve 
your clients better because youĦll know who they are and 
what they want!  

 
Here, we are going to talk about the foundational 
components that you need to know as a marketer. This 
will help you build a solid web presence, work with social 
media effectively, and help you know if youĦre spending 
your advertising dollars wisely.  

 
Also, name recognition is not all that itĦs cracked up to be. 
We all know photographers who are incredibly adept at 
marketing themselves. We seem to hear their names all 
the time and their YouTube videos pop up with every 
search. But try somethingĮ go to the magazines, websites, 
newspapers, and projects that you really love and look up 
the photographers who are working steadily for them. Do 
their names look familiar? Probably not. Our theory is that 
the hardest working photographers donĦt have time for 
the kind of marketing youĦre probably looking at, because 
they are too busy working. Or, as weĦll get into, someone 
else is doing their marketing for them and itĦs far more 
pinpointed than a general YouTube video to the masses. 
 
 

1. Copywriting  
 
We all wish that our work could just speak for itself. But 
no matter how awesome we are or how amazing what we 
do is, selling our sessions, prints, albums, or editing 
services depends on us writing excellent copy to convince 
prospects to convert into buyers. 
 
Good copywriting makes your prospect aware of your 
product, educates them, and inspires them to take action. 
Everything that you write on your website, your emails, 
and your advertisements is a form of copywriting. And 
that copy needs to serve one of three purposes: 

 
1.   Getting prospects to engage with you and your offers. 
2.   Giving your prospect something valuable ģ not just      

  asking them for the sale. 
3.   Inspiring people to want to buy from you, because   

  they feel invested in what you do and feel that they 
  have already received value from your content! 

 

In his book, Advertising Secrets of the Written Word , 
legendary copywriter Joe Sugarman talks about copy-
writing like a Ĩslippery slopeĩ: The job of the first line is to 
get them sucked into the second line. The job of the 
second line is to get them sucked into the third line. You 
get the picture. 
 

The best way to do this is to tell a story that lets your 
potential client know that you understand them and their 
problems. And a good narrative uses the Ĩshow, donĦt tellĩ 
rule. In copywriting, this means that youĦre going to need 
to do more than just tell your prospects what you do. 
YouĦre going to need to paint a picture of how your 
product or service benefits them.  
 

So, how do you write great copy that is both memorable 
and persuasive? Here are some psychological hacks that 
can help: 
 
1. Let your potential customer know whatĦs in it for them. 

One of the biggest mistakes we can make is getting 
hung up on the features of our product or service. 
YouĦll grab a potential customerĦs attention by talking 
about the specific benefits to them. For example, if 
you make the most of your money on album sales 
after a client session, focus on how that album will 
make them feel, not just how many pages it will be. 

 
2. Use the sandwich method. 

We retain information better ģ and find it more 
trustworthy  ģ when itĦs repeated. That doesnĦt mean 
you need to be redundant. But a popular format to 
writing and public speaking is to tell your audience 
what youĦre going to tell them, say it, and then remind 
them of what you just said. Frame the introduction 
and conclusion to your content with the important 
points, and then sandwich the Ĩmeatĩ of your content 
in between. 

 
3. Think about positioning.  

We are all notorious scanners and skimmers. In our 
busy world, most of us donĦt have the time to read in-
depth blogs and articles. The opening and closing 
paragraphs are your most valuable pieces of real 
estate, as this is where the eye will scan to. 

 
4. Justify yourself.  
ĨBecause I said soĩ isnĦt a great line of copy, but itĦs a 
pretty impactful psychological hack. OK, you donĦt 
exactly want to go all mom on your prospects, but the 
word Ĩbecauseĩ can have a powerful impact. Using 
Ĩbecauseĩ and giving a justification can result in 
people complying with the request. 

 

https://buffer.com/resources/copywriting-formulas
https://geni.us/AfQQt
https://business.trustpilot.com/reviews/7-copywriting-secrets-to-be-more-trustworthy-and-convincing
https://business.trustpilot.com/reviews/7-copywriting-secrets-to-be-more-trustworthy-and-convincing
https://medium.com/evernote-design/are-you-skimming-or-scanning-right-now-21bd674804d0
https://www.psychologytoday.com/us/blog/brain-wise/201310/the-power-the-word-because-get-people-do-stuff
https://www.psychologytoday.com/us/blog/brain-wise/201310/the-power-the-word-because-get-people-do-stuff


 

 

 

 

5. Use a call to action. 
Never underestimate the power of telling your 
prospect what the next steps are. At the end of your 
copy, tell them what to do. If you want them to 
download your lead magnet eBook, tell them to 
ĨDownload It Now.ĩ Or if you like to meet potential 
clients before in-studio sessions, tell them to ĨCall 
Now for a Free Consultation.ĩ 

 
2. Branding 
 
The next time I hear a photographer say, ĨI spent a lot of 
money on branding and got this great logo,ĩ I might go 
mad. Too many photographers conflate branding with a 
logo and think that theyĦre done. But thereĦs a reason why 
lots of us are fuzzy on the term, Ĩbrand.ĩ Even the 
American Marketing AssociationĦs definition is vague: ĨA 
brand is a name, term, design, symbol, or any other 
feature that identifies one sellerĦs good or service as 
distinct from those of other sellers.ĩ  

 
 Branding is so much more than a logo, a tagline, fonts on 
your website, or even the colors that you use. Branding is 
the essence of your business. 
 
Now, thatĦs a bit of an abstract statement. So letĦs make it 
a little more concrete. Your brand ģ the essence of your 
business ģ is defined by these things: 

 
¶ Your personality 
¶ Your mission as a photographer 
¶ The benefits you offer over other photographers in 

your area 
¶ What your customers already think of you 
¶ The qualities you want them to associate with you 

 
HereĦs a quick assignment: visit the websites of two 
competitors from within the photography world. They 
could be big ones like Canon and Nikon or smaller 
companies that specialize in other photo-related 
products. Using the above list, take a look at their 
websites and social media and jot down notes about each 
company to see if you can find areas in which their 
branding differs. 

 
An example might be A Color Story versus The Luxe Lens. 
Each sells presets to photographers. But one glance at 
their social media tells me that they are going after very 
different kinds of clients. On one hand, A Color StoryĦs 
overall website reminds me of a well-curated Instagram feed. 

 
 

Check out how they have designed their Tutorials page to look 
like an Instagram gallery! Even their captions on Facebook 
seem more geared towards the language used on Instagram. 
 

Our guess is that they are selling to aspiring Instagram 
influencers and the photographers who provide branding 
photos to influencers. 
 

The Luxe Lens, on the other hand, fills their site with 
portraits ģ mostly of children. This visual clue on its own is 
telling us about who they serve within their brand: 
 

 

https://acolorstory.com/tutorials/
https://www.theluxelens.com/


 
If you were to look deeper at these two competitors, what are some of the other differentiating aspects that you can find 
about their brands? How do they speak on their websites and respective social media? What feelings do their colors, fonts, 
stylings, and logos evoke? 
 
Now letĦs think about this in the context of your work: You need to know who your customer is and what they want, and then 
communicate to them how and why your sessions, albums, prints, or plugins are the best solution for them. 
 
How do you do this? 
 
¶ Decide how you want to infuse your personality into your business. The personality that you want to portray in your 

business becomes your brand voice. 
 
¶ Know who your ideal client is, what their needs are, and how to connect your personality and brand voice. 

 
¶ Choose colors, fonts, and a logo that communicates your personality, voice, and mission. 

 
¶ Have a high-quality website. If your website looks unprofessional, then it is representing you as being unprofessional. 

 
¶ Create content in your brand voice that appeals to your ideal clients and speaks to their needs.  

 
¶ Keep your social media consistent and optimized. While you might speak differently on LinkedIn than you do on Twitter, 
donĦt try to be prim and proper on LinkedIn and then snarky on Twitter. Again, this all goes back to your brand voice. 

 
Once you know what the essence of your business is, you know your brand. And once you establish what your brand is and 
what it stands for, it becomes a guiding point for every marketing decision that you make: how you look, act, sound, and behave! 
 
 
 

3. Patience & Consistency 
 
How many times have you launched a new effort, only 
to get frustrated when you donĦt see an immediate 
return? Hello, every New YearĦs Resolution IĦve ever 
made. If your goal was to lose 20 pounds, you know 
that results like that donĦt happen overnight. Instead, 
weight loss and overall fitness are about incremental 
gains, using applied effort over time. 
 
In fact, itĦs worth turning this into a formula so that we 
donĦt forget it: 
 
Success = (incremental gains + applied effort) x time  
 

 

 
 
To me, the most important thing is consistency.  
                           
                           ƣ Cory Johnson of Kremer/Johnson  

Whether itĦs a fitness goal or a marketing goal, nothing happens without incremental progress over time. And in order to see 
that progress, we need to be both patient and consistent with our efforts. 
 
There are plenty of photographers who create a website and write a few blog posts, but then get frustrated when they donĦt 
see immediate readership and bookings from it. The fact is that marketing is not a short-term game. If youĦre in business for 
the long term, then itĦs important that you market with the long-term vision in sight as well.  
 
In order to know if your marketing is working, you need to start with a plan and know how you will measure success. And 
because we are talking about this being over time, itĦs important to think about metrics outside of sales and bookings that 
can mean success.  

https://www.entrepreneur.com/article/279833
https://kremerjohnson.com/


 

 

To use our fitness analogy, sales and bookings are like the 
20-pound weight loss goal. But what other metrics could 
be used to measure success along the way? While you 
could measure incremental weight loss, you could also 
measure things like steps walked or miles run. An early 
goal might be to walk a mile every day and work up to 
running a mile every day. Eventually, as you become more 
fit, you will increase the goal distance. 
 

Now apply the analogy to your photography business. The 
important thing to remember here is that no marketing 
campaign is likely going to be an overnight success. We 
need to track our results over time, stay consistent with 
our efforts, and use failure as a teacher. 
 

ThatĦs right: failure can be a good thing if we are willing to 
learn from it. Just as success teaches us something, failing 
to resonate with our ideal audience can teach us and 
guide our efforts in the right directio n. If you abandon 
your efforts at the first sign of failure, your marketing 
campaigns will never gain traction. 
 
So, as you move forward in your marketing, remember to 
be patient and consistent. Track your efforts and donĦt be 
afraid to try new things. No matter if a campaign is going 
well or poorly, everything is information for you to grow 
and find ways to better connect with your audience. 
Challenge yourself to see how you can improve results 
over the long term and you will see the incremental gains 
that  constitute success! 
 

 
4. Measurement 
 
We already know that we may not be able to measure 
success in sales and bookings right off the bat. So letĦs 
look at some other metrics that you might be able to 
measure to help you track that incremental growth. 
 
 

Brand Awareness 
Whether youĦre just getting started with an in-home 
studio or launching a new suite of Lightroom presets, 
brand awareness is one of the first metrics youĦll need to 
pay attention to. At its simplest, brand awareness is just 
defining who knows about your business and if that 
number is growing.  

 
There are a few different ways to track this. One way is to 
track your social media reach over time. For example, if 
youĦre launching an in-home studio, you might want to 
track how many Facebook and Instagram followers you 
have and how many of your fans see your posts per week. 

Another option is to use Google Analytics to see how 
much traffic is coming to your website and where it is 
coming from. Keep an eye on the different channels in 
your Google Analytics. You can also use tools to monitor 
mentions of your brand and understand the conversations 
being had about it. 
 
 

Pipeline Growth  
Using the example of the new in-home studio, once you 
have people who are aware of your business, you need to 
find ways to get them into your studio and in front of your 
camera. This is where a pipeline comes in. Many 
businesses use their newsletter as the foundation for 
their pipeline. When someone signs up for your 
newsletter, they can receive a series of automated emails 
that takes them from brand aware to interested prospect. 
 

In a studio-based business model, these emails likely 
introduce new signups to the photographer and their 
mission (this is why having your branding down is so 
important!), and then, over time, entices them with the 
experience of a session. If youĦre selling a service like 
retouching, or a product like a preset, the concept is 
the same! Tracking the growth of your pipeline by 
seeing how many new sign-ups youĦre getting to your 
newsletter every month is an important part of 
growing your business. 

 
In the following chapters, weĦll talk a lot more about 
generating leads and creating a pipeline. 
 
 

Conversion Rate 
Once you have a pipeline in place that is generating new 
sign-ups, you need to be tracking how people move 
through your pipeline and at what rate they convert. Did 
your eyes just cross? DonĦt worry. 
 
LetĦs use another example of a retoucher looking to sell 
her culling and editing services to burnt-out wedding 
photographers who want to free themselves from the 
computer. Our retoucher friend has created a lead 
magnet called Ĩ10 Ways to Get out of Editing Purgatory 
and Supercharge Your Wedding Photography Business.ĩ 
She then decides to create a Facebook ads campaign that 
sends traffic to the lead magnet. 

 
In order for our friend to track how successful her 
campaign is, she will not only want to see how many 
signups she got, she will also want to track how many 
people clicked on her ad versus how many people 
signed up for the lead magnet. This equation is the 
conversion rate. 

https://blog.hubspot.com/blog/tabid/6307/bid/29437/20-free-social-media-and-brand-monitoring-tools-that-rock.aspx
https://blog.hubspot.com/blog/tabid/6307/bid/29437/20-free-social-media-and-brand-monitoring-tools-that-rock.aspx


 

 

 

 

 
 
My belief is that marketing is best done organically and over a lot of time. For 
me, trust and honesty are the two pillars of my business. I work hard to be 
constantly honest with my community, transparent in my process, and 
trustworthy in the advice I give in turn. This ha s allowed me to build a 
community of people who do not follow my work because of the photography, 
but because of the person behind it.                          
                                                                                                                                             ƣ Brooke Shaden 

 

 

5. Ethics 
 

Before we go any further, itĦs probably time to address the 10-ton elephant in the room. And that elephant is the ethics of 

marketing. Many of us have the image of the unscrupulous advertising executive in our minds when we think of a marketer. 

But being a good marketer and being unethical donĦt have to go hand in hand. In fact, they shouldnĦt! 

 

Sure, sometimes marketing a white lie can achieve you some success in the short term. But with the ability to share 

information at the speed of the internet, companies that market unethically are simply a screenshot away from losing all of 

their credibility.  

 

 

Once someone has signed up for the lead magnet, they are 
on her newsletter list. They are sent a series of automated 
emails to introduce them to her culling and editing 
business and are primed for a consultation. She will want 
to track her conversion rate from sign-ups to 
consultations, and then consultations to bookings! 
 
 

Return on Investment or Return on Ad Spend 
There are two acronyms that get thrown around a lot in 
marketing: ROI (return on investment) and ROAS (return 
on ad spend). While these acronyms sound the same, and 
lots of us (incorrectly) use them interchangeably, they are 
measured differently.  

 
Here are their formulas: 

 
ROI = (Revenue - Costs) / Costs 

 
ROAS = Revenue generated from ads / Cost of ads 

To calculate ROI, we have to take into consideration more 
than just the cost in terms of dollars. We also need to 
consider our time, energy, labor, cost of goods, and 
marketing spend. LetĦs say you value your time at 
$50/hour and spend 10 hours making a new set of 
Photoshop actions. 
 
You have invested an intangible $500 in this product. 
Then you spend another $500 on Facebook ads to sell the 
actions. YouĦll need to make back at least $1000 to break 
even from an ROI perspective. 
 
ROAS, on the other hand, calculates the direct revenue 
results of your advertising efforts. So that same $500 of 
ad spend generates $1000 in sales, the picture seems a lot 
rosier doesnĦt it? 
 
So, what does this actually mean for you and which 
measurement should you be using? Well, you can see from 
the example above that you need both, as metrics can 
help you keep a pulse on the health of your business! 

https://brookeshaden.com/gallery/
https://blog.adstage.io/2018/03/28/facebook-roi-vs-roas
https://blog.adstage.io/2018/03/28/facebook-roi-vs-roas


 
LetĦs look at a few things that you should absolutely not do when youĦre marketing: 

 
1.     DonĦt create campaigns that mislead. 

ItĦs not uncommon for us to highlight the good things about our photography services and downplay the poorer features 

to try to sell a print or book a new client. But this can backfire on you because it can give customers false expectations. 

DonĦt promise what you canĦt deliver and donĦt sell yourself on false premises.  

 
2. DonĦt try to trick Google. 

In the past, lots of people used something called black hat SEO tactics to try to trick Google and other search engines 

into ranking their content. This included spammy techniques like keyword stuffing or leaving spam comments with links 

on blogs. Eventually, Google caught on and created an algorithmic penalty for tactics like these. 

 
3. Never spam people. 

Spamming can take many forms: adding people to your email list without consent, adding them to your online group 

without asking them, or tagging them in posts aimed at selling your work. Adding people to your email list without their 

opting in is actually illegal. Being overly promotional in forums and groups is also spammy. The best way to find new fans 

online is to look for ways to be helpful and add your wisdom to conversations without going in for the hard sell. 

 
4. DonĦt try to piggyback onto controversy or tragedy.  

There are people out there who will tell you to take a stand on issues. ItĦs one thing to support issues that are 

controversial, but donĦt use controversy or tragedy as a way to try to drum up more business for yourself. 

 
By following a code of ethics, youĦre setting yourself up for better relationships with prospects and customers down the line. 

Do mishaps happen? Of course. Many photographers find themselves in a situation where they have a misunderstanding 

with a customer and a little bit of PR work to do. However, if youĦve been operating ethically up until that point, you will be 

able to weather the bumps much more easily! 

 

 

 

 
 
Have something to say. The era when photographers could be just slick technicians 
who could makf!puifs!qfpqmfƦt!jefbt!mppl!hppe!jt!hpjoh!gbtu-!jg!opu!hpof!bmsfbez/!Uif!
qipuphsbqifs!upebz!boe!joup!uif!gvuvsf!ibt!up!cf!uif!fncpejnfou!pg!uif!jttvf/!UibuƦt!b!
kind of job security. (If your only talent is clever camera knob turning, then your client 
can just find another clever knob turner and you are out of work.) But if you embody 
the issue, if you are the go-up!fyqfsu-!jg!zpv!csjoh!uif!jttvf!up!mjgf-!juƦt!nvdi!ibsefs!gps!
you to be replaced. 
                                                                                                                     ƣ Jim Richardson  

 

 
 

 

 

 

https://www.ftc.gov/tips-advice/business-center/guidance/can-spam-act-compliance-guide-business
https://www.ftc.gov/tips-advice/business-center/guidance/can-spam-act-compliance-guide-business
https://www.jimrichardsonphotography.com/


 

 

6. Where Marketing Is Going Next  
 

It seems like every day Google, Facebook, and Instagram are rolling out new features or changing the rules. Technology is 

also changing at a breathtaking rate, and people are adopting new ways of researching products or experiences before they 

buy. As assistant devices like Alexa become more and more ubiquitous in peopleĦs homes, we will have to contend with things 

like voice search. 

 

So, here are just a few trends that you should be aware of as you plan your marketing campaigns for 2020 and beyond! 

 

 

 

ItĦs a Mobile World 
Smartphones are now the most common way that 

people access the internet. Many of your potential 

customers have smartphones but donĦt actually have 

laptops or desktop computers. So, you need to think 

of your website and your marketing strategy with a 

mobile-first mindset. 

 

This means having fast website load times on mobile 

devices and making sure that youĦre delivering a good 

mobile experience. Google recommends a two-

second load time for mobile. 
                                                                                                                                                                       

                                                                                                                                                                                                  Image Source: Hosting Tribunal 

 

 

 
 

 
 
My most successful avenue has been my consistency with mobile design. 
There were plenty of times I was tested to give up because of my 
limitations, but I allowed the limitations to inspire me to think outside of 
the box. Now those struggles are the reason I have learned so many 
valuable lessons and grown as an artist.  
                                                                                               ƣ Elise Swopes 

 

 

 

 

https://hostingtribunal.com/blog/how-speed-affects-website/
https://www.swopes.info/


 

 

The Age of Voice Search Is Here 
If the idea of optimizing for voice search scares you, thatĦs ok. Most people feel the same way and are still not sure what to do 

about it. But it is one of the newer frontiers in digital marketing, and one that all of us would do well to pay attention to. 

 

Adoption of voice search via Siri, Alexa, Cortana, and other AI assistants has come quickly. As more people adopt voice 

search, marketers will need to find ways to adapt both their content and their strategies. 

 

 

 

 
Image via VentureHarbor 

 

 

 

 

Email Is Here to Stay 
The world of marketing is one where we are all tormented by shiny object syndrome. Something new comes along and weĦre 

excited to adopt it and throw it into our marketing mix like a spice to our gumbo. But some things, like email, are tried and 

true as an effective way to get new leads and customers. There have been plenty of marketers over the years who have 

declared email to be dead. DonĦt listen to them, theyĦre either the worst shiny object offenders or trying to distract you with 

their own shiny stuff.  

 

Unlike social or search engine results, email is an owned channel that you can control. In fact, email might grow in importance 

as a marketing channel in the wake of data breaches and scandals with social media. Sailthru found nearly half of all 

consumers plan to delete at least one social media account in the next year because they donĦt trust the platform with their 

personal information. 

 

 

https://www.ventureharbour.com/digital-marketing-statistics-charts/
https://www.sailthru.com/marketing-blog/data-privacy-post-cambridge-analytica/
https://www.sailthru.com/marketing-blog/data-privacy-post-cambridge-analytica/


 

 
 
Marketing is the single most important part of having a successful business. Do 
what ever you can, and do it often!  
                                                                                                                        ƣ  Inti St. Clair  

 

 

Your First Steps as a Marketer 
 

Marketing your photography can feel like a daunting prospect. But by knowing these six things, youĦre already way ahead of 

the pack. Not only do you know the fundamentals of a solid brand and how to write persuasively, but you are also armed with 

the incredible tools of patience and consistency! That alone will likely see you outlast your competitors in the long run.  

 

You now also know how to market ethically, and understand the fundamentals of measuring your marketing impact. This will 

help you going forward as you build a following, interact with your audience, and find ways to convert them into paying 

customers. Now itĦs time to put this knowledge into your marketing strategy and figure out where your efforts are best spent. 

 

 

https://intistclair.com/


 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

ƨJ!gjoe!uibu!ibwjoh!bo!bdujwf!joufsofu!qsftfodf!ibt!cffo!cz!
far the most useful thing to me. Talking to fans and 
people, answering emails and interviews, even the small 
tdippm!ofxtqbqfs!poftƮ!J!vtvbmmz!btl!dmjfout!xifsf!uifz!
found out about my work and it's quite often just by 
tffjoh!ju!tpnfxifsf!pomjof/Ʃ 
                                                                                   ƣ Erik Johansson                                                                                     

https://www.erikjo.com/


 

 

 

One of the biggest questions that photographers have 
when beginning to market themselves online is ĨWhat is 
SEO?ĩ SEO is an acronym in the digital marketing world 
that stands for Search Engine Optimization. It is the 
process by which businesses make their content and 
websites easy for search engines such as Google and Bing 
to understand, thereby making it more likely that these 
will deliver their content in a Search Engine Results Page 
(SERP). 
  
Both Google and Bing are looking to deliver the best 
possible experience to the end user. So that means that 
when a user is searching for Ĩred womenĦs high heeled 
shoes near me,ĩ the search engines donĦt want to deliver 
green menĦs running sneakers in the results. The same can 
be said for your photography business. If a user is looking 
for a headshot photographer near them, Google and Bing 
are not going to want to deliver results for newborn 
photography three states away. 
  
There are very specific ways in which search engines are 
able to understand the content of your website and the 
value that it provides. We will be delving into those 
elements to help you build or improve your site so that 
search engines can understand it and humans can enjoy it! 
 
 
 

Using Search Engine Optimization 
to Your Advantage  
 

People are out there searching for your photography 
services. Research says that 93 percent of online activities 
begin with a search engine. And those searches are Ĩintent 
basedĩ which means that people are out there looking for 
solutions and services. Therefore, SEO presents an 
opportunity for your business to be found within those 
searches and found by qualified traffic. 
 

Traffic that comes in organically through search channels 
is also considered to be the traffic that is more likely to 
convert. Again, this is because organic traffic tends to 
have the highest intent to purchase. This means that if 
youĦre investing in other channels, such as social networks 
or paid traffic, but ignoring your SEO, you could be losing 
out on valuable prospects. 
 

For many people, photography is a big investment. When 
was the last time that you hired a professional or made a 
large purchase without doing some research first? While 
some businesses can maintain healthy growth using a  
referra l system, the fact is that your customer is likely 
doing research online before finding you. 

According to the cloud computing company Salesforce, it 
requires six to eight touchpoints with a prospect in order 
for them to be a viable sales lead. For some larger 
purchases, it can increase to 13 or higher. When we talk 
about a touchpoint, weĦre referring to any interaction 
between your business and a potential customer. So 
someone seeing a photo or article of yours on social 
media, seeing your content in a SERP, or reading a blog 
post could all be considered touch points. 
 
One of those vital touchpoints in the customerĦs process is 
having your website be visible in search engine results, 
delivering valuable content or answers to a prospectĦs 
questions. The earlier that youĦre able to connect with a 
prospect in their research and buying cycle, the more 
easily you will be able to establish the Ĩknow, like, and 
trustĩ factors which are so important to bringing in 
customers. 
 

 

 

 
I think that for my work as a photographer, 
the most important and successful decision 
xbt!up!gpdvt!po!tqfdjbmj{joh!jo!b!ojdifƮ!J!
tried to create a solid portfolio on this to try 
to be recognized as much as possible as an 
expert in this field and so a possible 
reference point for any company or 
magazine that is looking for a specific 
content.  
                                                   ƣ Francesco Gola 

 
 

How Does SEO Work? 
SEO is essentially a process of proving to search engines 
that your website provides the most relevant, 
authoritative and trusted content to a searcherĦs query. 
SEO works to send signals to search engines that your 
content is valuable to the community or niche that you 
serve. The best way to do this is to create quality content 
that your potential customer would find valuable, utilizing 
key phrases that they might be searching for. Having 
other photography -related websites share your content 
on their websites is another way to send positive signals 
to search engines. 

https://www.salesforce.com/blog/2015/04/takes-6-8-touches-generate-viable-sales-lead-heres-why-gp.html
http://www.francescogola.net/


 

 

 
Once upon a time, people used to employ ĥblack hatĦ 
tactics to trick search engines into ranking their website. 
There is a lot of bad advice out there on how to optimize 
your site for search engine rankings. So, recognizing those 
ĥblack hatĦ tactics and making sure youĦre only employing 
ĥwhite hatĦ SEO strategies is very important! 
 
One of those ĥblack hatĦ tricks was stuffing websites with a 
list of keywords instead of writing quality long-form 
content. You may have heard of the term ĥkeyword 
stuffingĦ before, which refers to the practice of loading a 
website or a web page with keywords in order to try and 
manipulate search engine rankings. Usually, when 
keyword stuffing, a site owner would put them into a list 
or a group, instead of using them naturally in their writing. 
 
One keyword stuffing trick that was employed in the 
photography industry was to try to hide a list of keywords 
in white font at the botto m of the page. Another is to list 
your city and all of the surrounding cities that your 
business serves in a paragraph at the bottom of your page 
in order to try to rank for those phrases. While this tactic 
once worked for ranking high on a search engine, they 
arenĦt very human friendly. Imagine going to a page that 
read like this: 

 
 
We sell custom photography albums. Our custom 
photography albums  are handmade. If youĦre thinking 
of buying a custom photography album,  please contact 
our custom photography album  specialists at 
custom.photography.albums @photographysite.com  

  
 
YouĦve probably come across a few websites like this in 
the past. Perhaps youĦve even written copy like this 
before. Now that you recognize it, make sure to put it on 
the list of things not to do! 

 
Keyword stuffing isnĦt the only ĥblack hatĦ tactic that 
website owners used to use to manipulate their search 
engine rankings. Because having other sites link to your 
content is a way to send positive signals to a search 
engine, thereby giving the search engine more 
information about your trustworthiness, photographers 
have tried to game this as well. In the past, the more 
websites that linked to your site or content, the better. 
Therefore, people would buy links back to their website, 
even if those links lived on spammy sites! So no matter 
how tempting, donĦt buy links to other sites! 

 
 
 

 
The reason that some photographers and other creatives 
built sites with these ĥblack hatĦ tactics is that they used to 
work. That is, until Google got wise. Now Google has 
established algorithms that detect these, and other, tactics 
and actually penalize sites for employing them. Some 
businesses have lost huge percentages of their organic 
traffic overnight when hit with a Google penalty. These 
days itĦs about quality over quantity.  Whether youĦre trying 
to write content for specific keywords and phrases, or 
trying to find other sites to link to your content, make sure 
that youĦre keeping your customer in mind! 
 
What Google and other search engines have learned, is 
that relevance, context, and value are the most important 
things for users. They are looking at various elements of 
your site to be able to establish that your context is useful 
and relevant to a user, in order to decide to deliver it high 
on a SERP.  Establishing trust with a search engine is a 
process that takes time to yield results. However, if youĦre 
willing to make that investment, your business can reap 
serious returns. 
 
 
 
 

 

 
More often than not, we never really 
know exactly which marketing efforts 
bring a new client  our way. Because we 
can't pin our wins on one specific 
marketing method, we tend to subscribe 
to the "be everywhere all the time" 
philosophy. We're in source books, we 
advertise in ad industry magazines, we 
send email and printed mail promos, our 
website SEO is dialed-in, and we're active 
and prolific across  several social media 
channels. 
 
     ƣ Cory Johnson of Kremer/Johnson  

 
 
 
 

https://kremerjohnson.com/


 

 

Optimizing Your Digital Presence  
 
Clients are the lifeblood of your photography business 
and finding ways to promote your business and reach new 
clients is essential. While many photographers will invest 
in traditional advertising by taking out ads in magazines, it 
becomes difficult to track a print adĦs effectiveness. In 
fact, many photography marketing experts will tell you 
not to invest in traditional advertising, and that itĦs not 
worth the money. While we wonĦt go so far as to say that 
traditional ads will never get you clients, itĦs important to 
understand what goes into a clientĦs booking your 
photography services and where a traditional ad might fall 
into the overall customer journey. 
 
We live in a digital and mobile-first world. While a 
traditional ad might be useful in creating awareness about 
your business, if your digital sphere is not optimized, then 
when that traditional ad prompts someone to search for 
you they will immediately be turned off. Imagine inviting 
someone into a dirty studio! Having an unoptimized 
digital presence is the online equivalent of a dirty studio. 
 
So, when a potential client becomes interested in a service 
that your photography studio can fulfill, the likelihood is 
that they will begin their research online. Being where 
your potential client is with the answers that they are 
looking for is of the utmost importance! In order for us to 
be where our potential clients are, we need to know who 
they are, what their concerns are, and where they are in 
their journey to booking. 
 

 
 

Not everyone is your target audience. In 
fact, you should be as specific as possible 
with your target audience. When you do 
this you can focus all of your marketing 
efforts (and budget) on reaching the exact 
people that really would be interested in 
ijsjoh!zpv/!EpoƦu!usz!up!qmfbtf!fwfszpof/!Jg!
you try to please everyone, no one will 
truly be thr illed and ignited by your work.  
 
                                                     ƣ Lindsay Adler  

 

Know Your Customer  
If you were to look deeper at these two competitors, what 
are some of the other differentiating aspects that you can 
find about their brands? How do they speak on their 
websites and respective social media? What feelings do 
their colors, fonts, stylings, and logos evoke? 
 
Now letĦs think about this in the context of your work: 
You need to know who your customer is and what they 
want, and then communicate to them how and why your 
sessions, albums, prints, or plugins are the best solution   
 
The only way to create solid marketing strategies and 
campaign plans is to know who you are trying to engage 
with and why. This is why we create Customer Avatars in 
marketing. It helps us speak to our potential clients and 
serve them in a way that feels authentic to their 
personalities. For example, if you run a wedding 
photography business that produces crisp, minimalist 
images, your ideal customer might be ĨJosephine, a 28-
year-old creative director at a startup who earns  $70,000 
a year and aims for chic minimalism in everything that she 
cultivates in her work and home.ĩ  
 
The way that you design your website, write your blog and 
website copy, and create advertisements will now all go 
through a filter of your own Ideal Client Avatar. Will every 
single client of yours be a perfect match for this avatar? Of 
course not. But the idea is that once you have an avatar, it 
works as a north star for your business and marketing. It 
helps turn off clients that will not be a good fit for you and 
attracts the ones you are meant to serve.  
 
 
 

How to Det ermine Your Ideal Client Avatar   
The simplest way is to think back on your favorite 
clients that youĦve had in the past. Ask yourself what 
their defining characteristics were and what was 
similar about them. Why did you enjoy working with 
them? Was it their personalities, their value sets, or 
the kind of creative freedom that they allowed you? 
Write these characteristics down, and eventually you 
will begin to home in on an avatar of who you feel you 
were meant to serve. 

 
If you havenĦt worked with paying clients yet, thatĦs ok. 
You can still begin to drill down into an idea of who you 
want to work with. Think back to other career 
experiences and use those to help you understand the 
kinds of personalities and attributes that you worked well 
with and try to extrapolate that into a beginning avatar. 

https://www.lindsayadlerphotography.com/


 

 

DonĦt worry about getting this right the first time. Your 
avatar will evolve over time, as will your business. Doing 
an annual check-in with you Ideal Client Avatar is a great 
way to make sure that you are still serving the right 
people, and that your business is in line with your mission. 
 

Here are some starter questions to get you going. If you 
have a studio that offers multiple services, do this 
exercise for each service that you offer. For example, if 
you do wedding, boudoir, and newborn photography, 
even if the same woman could be your client for all three 
services, her needs and desires will change. Fill out the 
following about your ideal client for each service: 

  
¶ Age 
¶ Gender 
¶ Sexual Preference 
¶ Faith/Spiritual Practices 
¶ Location 
¶ Occupation 
¶ Income 
¶ Education 
¶ Marital Status 
¶ Children 
¶ What attributes do they possess?  
¶ What are their passions? 
¶ What are their favorite brands?  
¶ What shops or websites do they purchase from? 
¶ Where do they like to spend most of their time? 
¶ Where do they spend their time online? 
¶ Who and what do they spend the most money on? 
¶ What is a need, problem, or worry that they have in 

their life and what is a solution you offer? 
¶ What attracts them to your service specifically? 
¶ What is their biggest concern as it relates to booking 

your services? 
¶ What type of people are you currently attracting to 

your business? 
¶ If there is a disconnect, how can you begin to attract 

more ideal clients? 
 

Now that you know who your ideal client is, itĦs time to 
do some reverse engineering and figure out how they 
make their way to you ģ and how you can help curate 
their journey! The idea is that if we can engage with a 
potential client early enough while they are 
researching their options, we can help them in their 
decision-making process. 
 

Your Own Website  
 

Having a well-optimized website is one of the most 
important things you can do in the digital sphere. Too 
many photographers believe that having a social media 
presence is enough to market their business, and that 
they donĦt need a website. 

However, here are just a few reasons why you absolutely 
need a website: 

 
1. It is a space you own and control. 

While there are a number of photographers who 
have built businesses based on their social media 
presences alone, they are at the mercy of those 
platforms. Every time Facebook or Instagram 
changes their algorithms, it can affect the revenue 
of their businesses. Other users have had their 
accounts banned or suspended, which has created 
huge obstacles for them. And if suddenly those 
platforms ceased to exist, so would their 
businesses. Because you own your website and 
website content, you are in the driverĦs seat.  

 
2. You can control the experience on your website. 

The experience with your business is unique and 
your website can help express that. If your website 
is well- designed and thought-out, you can guide a 
customer through a path on your site to answer 
their questions and excite them about working with 
you. On Facebook or other social media platforms, a 
clientĦs experience is dictated by the limitations of 
the platform and their attention will be pulled by 
other content in their feed. 

 
3. Your website gives you credibility.  

If the only place that a prospective client can find 
you is on Facebook, it likely says to them that you 
are not well-established or serious about your 
business. It would be difficult to expect a client to 
spend hundreds or thousands of dollars on your 
service or product if you are using social media as a 
proxy for your  website. 

 
4. You can attract your ideal client and keep less-

than-ideal ones at bay. 
Once you know who your ideal client is, everything 
in your marketing will be curated to appeal to them. 
That means that your websiteĦs design and written 
content will be specifically created for their type. 
There is a saying, ĨShow what you want to sell.ĩ If 
youĦre showing boudoir images to appeal to that 
30s woman with a rock and roll vibe, you are much 
less likely to get inquiries from someone who isnĦt a 
good fit!  

 
5. You can build your newsletter list.  

Having a place on your website to sign up for your 
newsletter is a must! Having an email list is a 
fantastic way to keep in touch with both 
prospective and past clients. By showcasing what is 
going on in your business, you can stay top of mind 
and encourage people to book with you. 



 

Complementing Your Portfolio  
Having a website is important, however, the problem is most photographers donĦt fully understand the role that their 

website should play in their business, or what they should feature on it. 

 

While many website themes geared towards the photography industry put the focus on featuring the portfolio, having a 

website with a portfolio and a contact page is simply not enough to get you hired. Photography is a big investment for most 

clients. Whether you sell high-quality albums, a piece of retouching software, or Lightroom presets that can speed up 

workflow, once your product crosses a certain price threshold it moves from an impulse buy into something that requires 

more nurturing.  

 

Your website acts as a proxy for you and your business in the online sphere, giving customers an idea of what working with 

you is like. It also acts as a marketing machine, helping customers find your photography portfolio or studio online and decide 

whether your services or style are the right fit for them or not.  

 

LetĦs take a quick look at what your website needs: 

 

ĭ A clear vision of who your ideal client is. 

ĭ A homepage that shows off your best work to appeal to that ideal client. 

o Your template should also have an easy way to get back to your homepage. Most web users have been trained to click 

a link on a logo to get to the homepage, so make sure yours is clickable. 

ĭ An about page that is client-focused and helps build trust. 

ĭ Service pages or galleries that show off your best work. 

ĭ A contact page that includes an address, a phone number, and a contact form. 

ĭ Quality content geared towards educating your ideal client. 

ĭ Calls to action (CTAs) throughout the site to encourage movement through the customer journey towards conversion.  

ĭ Social media links in the footer of your site and the ability to share your content on social media. 

ĭ Simple navigation and clean aesthetic that is mobile responsive. 

o If possible, keep the number of menu items to five or six to keep navigation uncluttered. 

 

 

 
I would suggest that you become a good storyteller. People want to know the 
stories about the photos and how you have grown and learned as you've been 
through the struggle.  
                                                                                                                                        ƣ Trey Ratcliff  

 
Telling a Story with Your Website  
Think about the Ĩwhyĩ of your photography business ģ this is the story you want to tell on your website. Unfortunately, many 

photographers confuse the focus of the story they tell. What you need to understand is that the story isnĦt just about you. 

More than anything, itĦs about your client, their needs, challenges, concerns, and the solutions that you can provide them. 

You are there to solve their problems and alleviate their concerns, and your story is going to be the key driver in letting your 

visitors know that you see them, recognize what their concerns are, and are qualified to help. 

 

https://stuckincustoms.com/


 
Your About Page is a fantastic place to start. When writing your About Page, focus on the following: 

 

ĭ Make it clear who you are serving. 

If your business is geared towards commercial photographers who need a high-end retouching service, then include 

images and text that call that out. If your business is selling Photoshop actions and Lightroom presets designed 

specifically to create the light, airy look that is popular for newborn photographers, then donĦt fill your site with images 

that arenĦt relevant. 

 

ĭ Highlight what their problems are.  

Using the above example, if youĦve designed a specific Photoshop workflow to retouch the skin discoloration that some 

newborns have, then write your copy so that visitors understand that you relate to the issues that they have in post. 

 

ĭ Introduce your business and how you are able to solve those problems. 

This is where your story can come in. Write copy along the lines of, ĨWhen I was [insert situation that is relevant to where 

your ideal client is now], I struggled with [insert relevant problem]. Then I discovered/ created/fell in love with [your 

product or service as the solution].ĩ 

 

In our example of the newborn photographer selling actions and presets, they might say: ĨWhen I first started my 

newborn photography business, I spent hours in editing trying to correct skin tones and get those creamy 

highlights that are so popular. Despite the fact that I started my business to give me more flexibility and time with 

my family, I found myself missing meals and bedtimes! ThatĦs when I knew something had to change. So I created 

the Newborn Photography Workflow to help speed up your post-processing time, and achieve consistent edits 

and snuggle-soft skin tones!ĩ 

 

ĭ Establish your credibility as an expert, but be personal.  

The above example not only lets prospects know that youĦve been in their shoes and found a solution, but it makes you 

relatable. Someone who has done marathon editing sessions and missed important time with their family can completely 

relate to this story and will be moved by the prospect of a solution that can help. 

 

ĭ Offer a call to action (CTA) to get them to subscribe to your newsletter or purchase your product.   

Depending on your price point, you might want to direct someone to a buy button. In the preset example, if you have a 

$20 introductory product, someone might be willing to buy on impulse. But if you have an entire class or academy on 

newborn photography and retouching, you might need someone to sign up for a special offer like a video or a newsletter 

series that gives a sample of what they will learn. 

 

 

 
 

You need to commit to taking photos that are better than yesterday ƣ you 
have to always be making new work. Nobody wants to come back to your 
site six months from now and see the same images that were there when 
they last visited. You have to always be creating new content, then 
intentionally taking the time to make sure it's being seen. Either of those 
things ampof!epftoƦu!xpsl/ 
                                                                                                                             ƣ Doug Levy 

 

https://www.douglaslevy.com/


 
When it comes time to building your own website, there are quite a few platforms you can choose from, like Squarespace or 

Wix. However, since SmugMug is designed exclusively for photographers, thatĦs where we are going to focus our efforts 

since the platform aligns so well with the concepts we have talked about in this book. 

 

SmugMug Websites 
 

For photographers who hope to use a portfolio site as their online storefront, SmugMug is one of the better and more 

recognizable options. SmugMug offers the ability to make a quick portfolio, but photographers have the ability to heavily 

customize the look and function of their site to match their own personal brand. YouĦll find it simple to manage SEO settings, 

create galleries, list photos for sale, view your sales records, and apply custom touches that add professionalism to your 

orders. But first, letĦs talk about getting images into your portfolio. 

 

 

 

Uploading 
You can upload your photos to SmugMug from pretty much wherever youĦre keeping them. Pulling from Dropbox, Amazon 

Drive, or Flickr is straightforward, and you can add images from your mobile devices via the app. You can also go the 

traditional ro ute and upload from a hard drive. SmugMug works some magic here with  an option to drag one of your existing 

folders straight from your computer. The structure within that folder will automatically be recreated and all the images 

within will be uploaded. Established photographers usually have their own way of organizing image files, so this is a 

timesaver of epic proportions. If youĦre a Lightroom user, SmugMug has their own free plugin that allows you to add photos 

straight from your Lightroom catalog. ThereĦs a lot of flexibility here, which todayĦs on-the-go photographers will appreciate. 

 

 

Content Blocks, Templates, and Themes 
Under the Customize tab menu, you can fiddle with content blocks, color settings, image sizing, and whatever else you might 

need to change about your template to help it compliment your work. This is really the heart of the website; you can 

customize the look, feel, and function of SmugMug in a way that makes sense to you and increases your personal efficiency. 

That extends from your homepage all the way to your folders and galleries. 

 

 

https://www.squarespace.com/
https://www.wix.com/
https://help.smugmug.com/upload-photos-and-videos-ryoVlgDJErz#folder







































































































































































































































































































































