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Gomg Beyond the Camera

 Why we are your printing partner in success

: .At WHCC, we’re committed to helping your business thrive. We understand the importance of selling your clients on the value
R i ‘pf investing in photographic art. That’s why we provide a wide selection of innovative products and helpful resources that go
~ beyond the camera, so you can inspire your clients, sell more, and grow your business.
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DAVID YARROW INTRODUCES THE NEW NIKON FULL-FRAME D850.
With the versatile Nikon D850 in hand, master wildlife photographer David Yarrow has the
ability to capture a powerful moment like never before. The D850's unmatched combination

of resolution and speed, as well as a 45.7MP FX full-frame CMOS sensor and 9 fps* continuous
shooting, makes it our best all-around camera ever. Also featuring full-frame 4K UHD video,
the D850 brings adventure to life with vivid images and dramatic landscapes.

. S Nikon
Follow your relentless passion by visiting nikonusa.com/d850. ]OFG\'@

*Requires the optional MB-D18 Multi-Power Battery Pack and EN-EL18a/b battery. 1
Nikon is a registered trademark of Nikon Corporation. ©2018 Nikon Inc. annlversary ®
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- You Want to Be
- Protected When

Why risk the worst? You can keep your
photography business safe with PPA’'s General
Liability Insurance.

Whether you specialize in wedding, school or
sports/events photography, PPA’s $1 million
General Liability policy backs up working
photographers against:

¢ Bodily injuries
¢ Defamation and slander
¢ Invasion of privacy

¢ Property damage
and morel

Only $236/year! It's one of the most affordable
options out there!

Don’t wait for the worst to happen...

.com/Insurance



We offer over 80 stocked frames and thousands of custom order frames
to showcase your beautiful photography and match your
client’'s home decor.

Visit acilab.com/frames-mats to see all of the options!

?u&w whiat!! (é)% p%ofogwp%éo prn sale slarts c'n%adw//

Keep an eye on acilab.com/specials for details. C I

American Color Imaging | www.acilab.com | 800.728.2722
Thank you to © Captured Moments Photography by Jason and Kate Higdon for the beautiful family images.
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You're a "good” photographer, but you want
fo be a GREAT photographer! Enter photo
competitions!

PPA's International Photographic
Competition is the best way fo gain
feedback and useful critiques on your work
by qualified, professional judges.
Get your Images ready fOI' the How will you be the best in your field if you
dont know what to improve? Refine the
quality of every image you produce by
competing in the industry’s gold standard of
photographic competitions.

International
Photographic
Competition!

Entries open May 23 and close June 27.

Late enties accepted until July 11 for an addliional fee.

PIdA]

BE MORE PPA.com/IPC
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This style of family photography has become a tradition for us. Twice a year we sit down as a family and blueprint a photo concept. Getting input from the kids
helps them feel like they are part of the process and take ownership of the final image. | also find they are more willing to participate if they feel like it’s their ideas
coming to life. Plus the mind of a child isn’t restricted by reality, so they tend to have creative viewpoints. | like to build these images into a visual playground for
the viewer. Each subject has it's own story, within the story, and can stand on it’s own. So no matter where you’re looking there’s something interesting going on.
It’s a lot of fun for us to create something as a family that shows off our different personalities. In the end though, it’s not about getting the perfect shot. It's about
the process and making a memory together as a family. Everyone else sees the final image, but when we look at it we see a day spent laughing together.

To me, that’s what a family photo should represent — a snapshot of a time in your life, not just what you all look like in uncomfortable clothes.

ROBERT WAGNER
Photographer

manoverboard.photos

This photo is a composite, so everybody was shot individually and then the images are put together in Photoshop.

| used (2) AlienBees™ to light everyone, and just moved the lights around the scene as | photographed each person.

The key light had a 47” foldable octabox and | used a rim light with 7” standard reflector.

e = VIEN D

"(. AlienBees™ B800 Flash Unit Vagabond Mini™ Lithium
i - 6 f-stop power variability (10 Ws to 320 Ws) - 120W current-controlled 120VAC portable power source
- Stepless slider adjustment from full to 1/32 power - Operates flashes from its internal lithium (LINIMNCoO2) battery
!I' 7” Standard Reflector 47” Foldable Octabox
- Enhances and defines facial features - Creates a wrap of diffused light around your subject

PAUL C. BUFF, INC.
PROFESSIONAL PHOTOGRAPHIC LIGHTING
NASHVILLE, TN | 800.4 )

Go from hobby to profession with Paul C. Buff.

1ISO: 400 SS: 1/250 sec. Aperture: /5.6 Focal Length: 27mm paulcbuff.com | @paulcbuffinc | #paulcbuff #alienbees #b800 #vmini
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A fresh chapter
Jay Doherty invests energy in his dream
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Sales sessions
10 tips for selling face to face

Out of the park
Another Sigma Art lens scores big
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CREATIVE
CONSTRAINTS

SPEND YOUR EFFORTS WISELY

» Envision these scenarios:

1. Someone invites you to make a single photograph today

2. Someone invites you to take a 15-minute walk in your neighborhood and
make a single photograph that brings a fresh perspective to some ordinary item
you’'ve seen dozens of times

Option 1: meh. Option 2: Now that sounds interesting. You may already be plotting
your route and thinking of things you’d like to reconceive in an unusual light.

We tend to think of constraints as hindrances: They limit us by restricting our
options. But constraints can often turn out to be the special sauce that turns a
workaday activity into an invigorating challenge full of creative opportunities. A
limitless universe of possibilities is too big to get our heads around, while a spe-
cific set of limitations engages our minds in problem solving.

In much the same way that restricting options fosters creativity, photogra-
pher Tracie Maglosky found that strictly managing her time unleashed her mind
(“Freedom in Restraint,” page 41). “I used to think I was such a free spirit, but I
realized that discipline offers so much more freedom,” she explains. Maglosky’s
solution is to schedule her day in blocks of time that keep her on task for focused
periods of work.

Let’s imagine you’re you're not disciplined with your time. Three ideas to get
you started:

e The Pomodoro Technique: Get a kitchen timer, and determine what task you
want to work on. Set the timer for 25 minutes, and work on that task only. When
the timer rings, stop working, and put a checkmark on a piece of paper. Take a
3- to 5-minute break. Start the timer for 25 minutes, and begin where you left off.
After you accumulate four checkmarks, take a 15- to 30-minute break.

¢ 4D time management: Before you let yourself be diverted from your important
work by someone else’s urgent request, consider the four Ds: delete, delegate,
defer, do. Can you simply delete a good many of the emails and other requests
for your time that you receive? Can you delegate some tasks? How about defer-
ring an item until later? If you can’t do any of those three, then it’s time to buckle
down and do it.

e The 80/20 rule: Focus your efforts on the work and the clients that are the
most fruitful. The Pareto principle says that 80 percent of your effects will come
from 20 percent of the causes. For example, instead of directing the majority of
your time to attracting a lot of clients who spend a little, put your time toward
attracting the minority of client types who spend a lot.

You don’t need to use a specific method to keep your work schedule on track.
Using your work time productively so you can use your family time intentionally
is the goal. Restraining your universe of options is one effective way to do it. e

Jane Gaboury

Director of Publications

PPMAG.COM
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MARKETING ADVANTAGE PROGRAM

NEED HELP MARKETING YOUR BUSINESS?

Q MARKETING SAVINGS ACCOUNT
Q 20% OFF CATALOG PRICES

Q HELP EVERY STEP OF THE WAY

To get started call (800) 228.0629 or go to
www.MarketingAdvantageProgram.com

]

/
Design. Print. Websites. Marketing. Marathon /
(800) 228.0629 | MarathonPress.com /



S o R

> o

-y

Show every:«
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Become a PPA Certified Drone
Photographer and demonstrate to
potential clients that you have a higher
standard.The drone-certification program
from PPA measures your technical
drone-flying competence and aerial-
photographic proficiency.

Anyone can fly a drone, but PPA’s

drone certification requires knowledge

of FAA regulations, lighting, angles,
composition and other skills that only
professional photographers can bring

to the assignment. Certified Drone
Photographers must be FAA-certified, meet
a minimum of logged flight hours and pass a
comprehensive exam before achieving this
career-boosting credential.

You're the best they could possibly hire.
Show them by earning your drone
certification with PPA!

Learn more and begin your
drone-certification process today at

PPA.com/DroneCert

~ CERTIFIED DRONE

/¥ PHOTOGRAPHER
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FOREGROUND

by Amanda Arnold

GLACIAL GEM

PHOTOGENIC ICE CAVES

“This specific cave was accessible just for a few days before it
collapsed,” says nature photographer Matej Kriz. He made the
image in anice cave at the Falljokull glacierin Iceland’s Vatnajokull
National Park.

Trekkinginto anice cave is precarious business, requiring cram-
pons, helmets, flashlights, radios, and an off-road vehicle. If you're
there to make photographs, there are further equipment and
timing considerations.

“Risks are quite low when you know the area, the forecast, you
are well equipped, and you have some knowledge of ice caves,”
says Kriz. “But at the same time, the ceiling can crack because
of an earthquake or just for no reason.”

For Kriz, the magical scenery inside the cave makes the risk worth-
while: “Capturing photos of ice caves is a magnificent experience
giving you unlimited opportunities to play with light, colors, and
shapes.”

ZIgA (ALVINO

PROFESSIONAL PHOTOGRAPHER | MAY 2018
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¥ SURPRISING THE KIDS

COLOR THESE CLIENT FAMILIES DELIGHTED

aNIN 40 d01L
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\ ‘\L;\ .,

» When child and family portrait photog-
rapher Melissa Klein hand delivers albums
and prints to a client’s home, she adds a lit-
tle something extra to the package: coloring
pages and a box of crayons.

She makes the coloring pages in Photo-
shop using photos from the session.

MAY GIVEAWAY

1

The process is simple, she explains: Open
the black-and-white or color photo in Pho-
toshop; under Filter, go to Sketch; and un-
der Sketch, click Photocopy. Adjust the detail
and the dark and light areas a bit, and you’ll
have a line drawing worthy of sharing with
clients’ little ones.

SPIDERPRO SINGLE CAMERA SYSTEM V2

» The SpiderPro Single Camera System V2 protects photographers
from the strain of carrying heavy cameras and lenses. It has an im-

proved plate—compatible with any tripod—with anti-slip rubber
grips and an anti-twist stainless steel pin. The V2 Belt easily adjusts
for size and comfort. A $150 value. spiderholster.com

WIN A SPIDERPRO SINGLE CAMERA SYSTEM V2

ENTER TODAY: PPMAG.COM/WIN

14

“For kids that are able to appreciate it—
that like to color—they love it,” Klein says.
She points out to the parents that the pages
are her gift to the children, made as a thank-
you for them doing a good job at the session.
That’s customer service delivered and an ex-
tra little surprise to boot. e

PPMAG.COM



Our Owners Have The

MOST POWERFUL

TSS PHOTO MARKETING

Photographyj«—= SOFTWARE
& Tools In The Industry!

Marketing

24/7 Online
Ordering & Private
Galleries
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Event
Scheduling &
Management

Onsite
Data
Collection,
Image
Matching &
Sales Tools

Mobile Websites -

Accepts Credit Cards
Image & PayPal
Storing
9 Years+

Top 50 Franchise 500
2018 Franchisee Satisfaction Awards RANKED

FranchiseBusinessREVIEW"

The Leader in Sports, School & Event Photography

Learn more by visiting tssfranchisebusiness.com/PPA or call 1-800-336-4550 x116
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ART IN THE GREAT WIDE OPEN

CROWDSOURCING IMAGES TO RAISE NATIONAL PARK FUNDS

P Want to give back to the U.S. national parks? Sweden-born pho-
tographer Oscar Nilsson did. “I moved to California five years ago, and
from the moment I first moved here I was so blown away by the
national parks. They're kind of part of what inspired me to pursue
photography.”

Hoping to buoy his muse, Nilsson partnered with pop-up events
producer Alex Tatem to found The Art Rangers, a website where pho-
tographers and other artists can donate their park-inspired works to
be sold to the public, with 100 percent of the proceeds going directly
to the National Park Foundation.




To become an “art ranger,” you submit a high-res image via the
website (theartrangers.com) and answer a few short questions about
the work. The Art Rangers team reviews images to make sure they’re
large enough to produce a quality print. Those that make the cut are up-
loaded to the website, filed under the appropriate national park. “We
are getting lots of submissions from Yosemite and Yellowstone, and so
we are trying to fill up the lesser known national parks,” Nilsson says.

Eventually Nilsson and Tatem plan to create live Art Ranger events.
“We just want to have a conversation about what we can do [for the
parks] and why they’re important—for artists in particular.” e

Marathon(,

»VOLUME PHOTO SOLUTIONS

» Yearbooks

» Pre-pay Flyers

» 65¢ Volume Portraits
» School Incentives

» Student Products

» Sports Products

» Preproduced Items

8x10 Units

» High Quality Prints

» Environmentally Friendly
» Outstanding Print Life

» Fast, Reliable Delivery

» Ordering Software

Go to

VolumePhotoSolutions.com
to order today!

Marathonm (800) 228.0629
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How To Protect Your Business
Before Stuff Hits The Fan

3 No-Brainer Solutions You Get Through PPA.
These Are Your Resources. Use Them!

PPA members know they have a virtual piece of armor surrounding

them: it's the PPA Shield, and it has you covered on all sides:
gear, general liability, and malpractice...no matter what goes
wrong, PPA’s got your back. When stuff hits the fan, and it always,
inevitably does, professional photographers have a strong shield
protecting them with their PPA membership. The three forms

of photographic insurance offered through PPA keep you fully
protected no matter what the situation.

PPA photographers have everything they need to save money

and protect their greatest investment... their business. Assistance,

protection, and peace of mind...three big ways the PPA
membership is worth twentyfold as PPA saves you money, keeps
you protected and helps you Be More:

1. Broken or stolen camera? No worries! Just don’t forget
to activate your PhotoCare equipment insurance, and
you're covered!

2. Have an unsatisfied client or lost all the data on
your hard drive or an SD card? PPA’s Indemnification
Trust is like malpractice protection for you.

3. And if someone got hurt or something was destroyed
on your shoot, General Liability Coverage will handle it.

1. Get Your Gear Protected

Did you know that you can get up to $15,000 of photo equipment

insurance for FREE when you join PPAI? PhotoCare equipment
insurance is included with the PPA membership. All you have to

do is activate your policy. It covers photo gear, computers, tablets

or printers against fire, theft or breakage. And, you get worldwide

coverage while on location. With a first loss deductible of only $250

(8500 for breakage), it can pay big to activate PPA's PhotoCare
equipment coverage.

2. Data Loss & Malpractice Protection

Have you ever faced angry clients whose images all just
disappeared from your hard drive? PPA is here to help. PPA
photographers get a type of malpractice coverage, called PPA's
Indemnification Trust, which comes included in membership and

helps when things go wrong like data loss, equipment malfunction,

mistakes, or unsatisfied clients. The Trust can step in and guide

you through the claim process; negotiate and pay any settlement;

appoint local council and prepare you for court if needed; and
pay for data recovery services. In summary, the Trust covers

and protects members at no cost after they clear their small
deductible.

3. General Liability Coverage

At some point, every one of us will fall victim to Murphy’s Law —
the idea that everything that can go wrong, will go wrong. Did
your lighting setup fall over on someone’s aunt at the wedding?
Did little cousin Billy break his arm when he tripped over your
extension cord? We hope you never have to use this protection
benefit, but if you do, it can help save your reputation, business,
and A LOT of money. Nearly all commercial and event shoots
now require general liability insurance coverage. It's incredibly
affordable to get the protection you need and you can even
get an up-to-$1 million policy for less than 62¢ a day!

The next time you're feeling vulnerable or overwhelmed by
everything life can throw at a small business owner, lean on
your PPA membership because it has your back. Let PPA be
your shield! All these benefits and more are available for you to
save money and be more profitable. Find out how you and your
photography business can Be More Protected with PPA!

PPA.com/Protection

Oh, and by the way...

PPA now offers DRONE INSURANCE OPTIONS (see sidebar) as

an add-on to the insurance plans that come with the PPA
membership. Add Drones to your equipment coverage and
general liability insurance for the best drone insurance package
and rates on the market! To find out more, call 888.202.1526.




k& Unhappy clients or
equipment malfunctions? PPA's got my back!

It's part of my membership! 9%
Drone Insurance Packages

Candice fHosshonsg Now Available Through PPA!

* MEMBER SINCE 2015 -

k& = &
Insurance is such a pain. Drone photography means a new line

NO one |I|(eS ” Clnd no one WCln’fS ’fO deG| Wlth lf. of services to offer and a way to attract
With PPA's PhotoCare equipment insurance, new clients.As more and more
| don't have to! 9% Unmanned Aircraft Systems take flight
’ overhead, you're going to want to get
i into the game...and protect yourself,
% your equipment and your business.

t BEMARESNERINY PPA has partnered with Lockton Affinity

to offer the most competitive drone
insurance on the market.This new drone
insurance package comes in two parts:

Drone Photography Liability Insurance
is an endorsement (an add-on) to your
existing general liability policy. It's
reserved fo PPA members and covers
bodily injury and property damage
caused by the (FAA-certified) drone
photographer while on a paid
assignment. In the event of an accident
that causes a chain reaction, your
general liability insurance will cover the
non-drone, additional damage.

Drone equipment insurance to protect
your drone itself. PhotoCare Plus will
insure the drone itself by replacing or
repairing it when it (inevitably) falls from
the sky.

When combined, PhotoCare Plus, your
Drone General Liability and your PPA
membership come to a basic starting
price of $834 per year, which is much
more affordable than any other
program out there.

It's the first time this type of coverage

has ever been provided, and it's only for
members of PPA!

PPA.com/DroneCare
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Gaby Chung made “Daddy’s Little Girls” during a newborn session. She’d tried the same com-
position with her own kids when her son was a newborn. “Unfortunately, my daughter, who was
a spirited two-year-old at the time, refused to cooperate,” she says. So she had to wait for just the
right family to come along. “And here they are!” Gaby Chung Photography is based in Glendora,
California, and specializes in newborn, child, and family portrait photography. §~

MAIN LIGHT
Paul C. Buff Einstein
with Octabox

&

ABOUT THE LOAN COLLECTION

X

The current Loan Collection comprises more than 600 photographs chosen for distinction by jurors of PPA’s International Photo-

graphic Competition. The compositions are considered the best of the best in contemporary professional photography, having been
awarded the Loan Collection distinction based on their success in meeting the 12 elements of a merited image. ppa.com/ipc

ONNHD A9V95Q / NOILLDITIOD NVO1
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Quality work, fast
turnaround, good
prices and great
customer service.

- Jo-Anne K "
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Fast, responsive and
results are great!

—JenS"

[ Ct

Fast and courteous
and well executed
work.

- Paula R
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They are fast to
respond to questions
and fast in delivering
order. Will work with
them again.
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Low cost, good
quality and fast.

- David E 99
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Fast, reasonably
priced and fully
guaranteed. What's
better than that!

- Susan L

- Betty C T
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RetouchUp is fast
and they do a great
job!

- Trish M 99
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Super fast and
great job.

-Erin M
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Professional and
fast service. Love it.

- Elisa C 39
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Love the service.
So sooo fast.

- Sheila J
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Service is crazy fast
and the work is
beautiful.

-Jenny T 99
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Great Service = fast
turn-around,

excellent work, and
they aim to please!

-Rod B
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Find out what people love about you,
and then do that thing even better.

RefouchUp

Visit www.retouchup.com or call: 888.700.3686

© 2018 RetouchUp.com
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PORTRAIT OF A YOUNG WOMAN

Daria Doyle created “Portrait of a Young Woman”
while honing her posing, lighting, and post-
production skills for female portraiture. She
wanted to mimic painters who’ve inspired her, for
instance, William-Adolphe Bouguereau and John
Singer Sargent, she says. Renaissance Gallery is
based in Baton Rouge, Louisiana, and specializes
in portrait, wedding, event, and commercial pho-
tography, and photo restoration.
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HAIR AND RIM LIGHT
Calumet Travelite 750

; @ HAIRANDRIM LIGHT
/ Quantum Qflash T5dR

. BACKGROUND LIGHT
Calumet Travelite 750

A

withigrid 1'X3" strip box
’ with egg crate grid
MAIN LIGHT
Calumet Travelite 750
3'X4'

&4

FILL LIGHT

Calumet Travelite 750
with umbrella behind
camera position
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Discover a new way to be true to your vision.
The newly reimagined Tamron F/2.8 fast telephoto
zoom lens with faster autofocus, CIPA-rated 5-Stop
Vibration Compensation® and improved M.0.D of
just 37.4" exceeds your highest expectations.

SP 70-200mm F/2.8 Di VC USD G2
(Model A025)

For Canon and Nikon mounts
Di: For Full-Frame and APS-C format DSLR cameras

*VC Mode 3

TA M Ro N www.tamron-usa.com

ONLY AVAILABLE AT YOUR
AUTHORIZED TAMRON USA RETAILER
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BROTHERS IN ARMS

Dominique Harmon, M.Photog.Cr., CPP, had the title “Brothers in Arms” in her mind for a long time but hadn’t found the right subjects—
until a police officer friend posted a photo of herself and these boys on her Facebook page. “I immediately called her, and it took her about six
months to find the boys again, but she found them and they all came out to the studio with their sister,” she says. She made portraits of all of
them. Captivated Images Photography and Design specializes in high school and college seniors, family, child, maternity, newborn, and
commercial photography.
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MAIN LIGHT
Paul C. Buff Einstein
FILL LIGHT 4 Octabox

reflector panel
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Go Further.

Give Your Clients the Gift of

IN A WORLD GONE DIGITAL,

Many photographers no longer print their images
or create albums. It doesn’t have to be this way,
especially as the most profitable and successful
photographers ALL PRINT! All it takes is for you and
the public fo understand the value and importance
of having printed, framed and mounted photographs
displayed. How?

It’s time you join the PRINT movement. Join

the photographers who are most profitable, the

ones who understood early on the importance of
positioning themselves as Print Artists. They widen

the gap between amateurs and their competition,

are more revered as artists and take home more
money than photographers who stick to providing only
photography as a service. In the end, consumers can

PRINT

all get digital files, and even decent photos, on their
own. But they won't possess works of art without your
help.

Join and you will learn how to price, sell and upsell
prints as well as the benefits of offering professionally-
printed products. You will have access to tools to help
educate your own customers on the value of printing
and present them with options fo preserve and share
their family’s history through photography products.

It's free! The PRINT movement is brought to you by
PPA and its partners to help photographers be more
profitable and sell more printed photos and products.
It costs nothing fo join the movement and you won't
be asked for money later, either! So... join!

.org/LostGen



SUCCESS

STRONGER BUSINESS, BETTER LIFE

INSTA SOCIAL

There’s been a drastic reduction of organic reach for businesses on social media as some platforms have narrowed the pipelines
between you and your clients for unpaid posts. Trends show that Instagram is the place to go for small and medium-size businesses.
As an image-driven app, Instagram is the perfect place to show your photography and let potential clients, particularly Generation Z,
get to know you. How is your social strategy working? Does it need an update? Here, a few ways to jump-start your Instagram feed.

Create
it in the
moment

Show
behind
the scenes

Collaborate

*
with other

® ‘ ® vendors
P “ (makeup

artists,
florists,
caterers)

Use audio such
as narrative
voice and
ambient sound

Source: Fast Company
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A FASHIONABLE
BUSINESS

CRAIG STIDHAM CREATES A UNIQUE MODELING
EXPERIENCE THAT CONNECTS PHOTOGRAPHY AND FASHION

by Jeff Kent

» Fashion photography was Craig Stidham’s
first love. In the early days of his Amarillo,
Texas, studio, he successfully applied his
penchant for fashion imagery to a senior
portrait business, carving out a prosperous
niche by merging fashion and senior por-
traiture to create avant-garde collections for
fashion-forward high school subjects.

It’s not unusual for senior portrait pho-
tographers to promote a fashion influence
in their images, but Stidham brings a com-
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mercial aesthetic to his work, creating pho-
tographs that could be in magazine ads. He
also photographs fashion jobs for magazines
and commercial clients, which adds to his
credibility. The approach has set him apart
in his market and opened up doors to com-
plementary business lines.

In 2015 Stidham stepped through one of
these doors when he launched Amarillo Model-
ing & Talent, a modeling agency designed to
help some of the participants in his senior

modeling program make the leap to profes-
sional modeling. The agency completes the cir-
cle for Stidham, who can represent the mod-
els, use them in commercial assignments,
and provide photography for their portfolios.
It also helps him provide a reasonable path-
way for young people interested in model-
ing, where he can use his connections in the
industry to help them launch their careers.

UNIQUE PROGRAM

The key to understanding how a photogra-
pher can function effectively as a modeling
agent begins with a look at Stidham’s senior
modeling program. The program is open to
anyone with a fun attitude toward photogra-
phy, not just kids with a certain look. All of
his senior models are regular paying clients.
“Other photographers go out hunting for cer-
tain models—popular kids, cheerleaders, et
cetera—and then they offer them all kinds
of giveaways,” says Stidham. “That doesn’t
work for me. Instead, our senior models are
normal clients.”

Stidham extends invitations to join the se-
nior model program after the seniors’ por-
trait sessions. There’s no cost to the senior,
and no obligation to sell anything, hand
out materials, or participate in any defined
marketing program. “There are some pro-
motional elements—like encouraging them
to share images and video clips on social
media—but mostly it’s an invitation to come
back to the studio and play,” says Stidham.
“We have fun, try different things, and create
unique images. The program is truly about
modeling. We build out sets and concepts
and just create fun imagery.”

For Stidham, the senior modeling program
provides a “massive creative outlet.” He tries
out new equipment, experiments with differ-
ent setups, and tests unusual concepts, all
with no pressure because the sessions aren’t
paying jobs that require high-quality images
at the end. If the images are terrible, no big
deal. If they turn out great, he gives them to
the models to share with their friends.

Ironically, the lack of a defined marketing
element actually leads to great promotional
results. “By providing free, fun images to the
models to share as they see fit, I see much
more exposure than I would with a tradi-
tional senior model program,” says Stidham.

PPMAG.COM



SIGMA

WIDE LENSES.
WIDE RANGE.

With their high-level optical performance,
Sigma’s range of wide-angle Art lenses offers
expanded creative opportunities.

O Art
14mm F1.8 DG HSM

O Art
20mm F1.4 DG HSM

O Art
12-24mm F4 DG HSM

O Art
14-24mm F2.8 DG HSM

O Art
18-35mm F1.8 DC HSM

SIGMA USB Dock

Update, adjust & personalize. Customization never
thought possible. Sold separately.

Learn more sigmaphoto.com/usb-dock

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

SIGMA Corporation of America | 15 Fleetwood Court | Ronkonkoma, NY 11779, U.S.A. | Tel: (631) 585-1144
Follow us on Instagram @sigmaphoto and Facebook.com/sigmacorporationofamerica
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This isn’t conjecture; Stidham used to run a
more traditional senior model program with
incentives and giveaways and marketing re-
quirements. It didn’t work very well. In fact,
he lost money on it. The reason, he theorizes,
is that his senior clients don’t respond well
to the obligations of that kind of structured
program. “In my experience, when you push
kids to do certain things for your studio, then
they tend to shut down,” he says. “So now I
keepitfun and unstructured.The organic mar-
keting and word-of-mouth promotion works
so much better.” How much better? Stidham
is seeing referrals at a rate of 10 to 1 when
comparing the new program to the old one.

GOING PRO

If any of his senior models has the potential
to go pro, Stidham sits down with them and
their parents and talks about transitioning
them to the agency. If they come on board, he
creates the images for their portfolio, shoot-
ing at lower rates than his portrait services
to help them build a portfolio affordably. He
also uses his agency models in editorial and
commercial jobs that he shoots for fashion
clients, allowing him to provide work to his
models and draw from his own source of tal-
ent for his shoots.

Stidham keeps a hand in both photogra-
pher and agent roles in his relationship with
the model. He taps into the connections he’s
made over the years with modeling scouts
around the country and tries to get them
work. He also promotes them to other pho-
tographers. Yes, other photographers.

“You want them to get photographed by
other photographers,” he explains. “That’s
how they get more exposure and more
work. You can’t get mad about not doing all
their photography because you're represent-
ing them as an agent, not a photographer.”

The process of transitioning senior models
to professional models involves a “semi-pro”
stage where Stidham eases them into the
world of modeling, getting them a few gigs
for experience while managing their expec-
tations. “A lot of agencies get a bad rap be-
cause they promise the moon and then dash
the hopes of these young people,” he says. “I
don’t want to do that. I want to be very up-
front and honest and explain how the busi-
ness works from the beginning.”

PPMAG.COM



Stidham’s fashion connection is also helping
spark another business avenue—an engage-
ment portrait line with a fashion-forward
approach. The concept is to stage elaborate,
stylized shoots for engaged couples, with the
resulting images looking like something out of
a perfume ad or fashion spread. Currently, he’s
using models from his agency to stage mock
engagement shoots to build up a portfolio
and promote the new product line. Then
he’ll target a very specific clientele—couples
with the style to pull off this type of a shoot
and the budget to pay for it. “We want our
engagement pictures to be hung up as art,”
says Stidham. “Our engagement pictures are
not meant for the church.”

For Stidham, innovating new business
lines and derivations of his core services is
an essential process. Especially in today’s
topsy-turvy market full of low-cost practi-
tioners, he feels it’s critical for established
photographers to be more creative with
their businesses, to offer something above
and beyond what clients expect, and to stand

by the value they provide. Value yourself, and your clients will value you
“A lot of photographers are out there giving as well. When you establish that value, you
away everything just to get clients, but that’'s can get more creative, do new things, and
not the way to build a sustainable business,” really build a business for the long haul.”
he says. “Instead, I urge photographers: Be-
lieve in yourself and what you're producing. craigstidham.com
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PhotoStream SP 200
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P37163-PWW - $299.95

The new PhotoStream SP 200 is a carry-on compatible 4 wheeled
spinner case that fits 1 — 2 pro DSLRs (one with up to 70-200mm /2.8
lens attached), with room for up to 8 lenses/speedlights, 15” laptop,
tripod and other accessories. The perfect bag for the photographer
on the go!

lowepro.com
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ENHANCE

Your Equipment Insurance
with PhotoCare Plus!

What if $15,000 of coverage isn't enough for your business needs?
What if something happens to your gear? What if you need more
protection than the insurance that comes with your PPA membership?

Upgrade your equipment insurance to PhotoCare Plus for the best

rate on the market. It even covers your drone!

PhotoCare Plus is full replacement coverage and covers
mysterious disappearances. PhotoCare Plus boosts
your overall coverage (up fo $100,000), offers one flat
deductible no matter the number of losses, and is
available to U.S -based PPA members who have already
activated their PhotoCare insurance at PPA.com.

InsuranceforPPA.com
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THE GOODS

PRODUCTS, TECHNOLOGY & TECHNIQUE

VARIABLE EFFECT

The new Lensbaby Burnside 35 is an all-metal, non-tilting lens that
brings the user variable control over vignette and bokeh through a
gold anodized slider on the barrel. Images from the 35mm f/2.8 lens
have a large, bright central area of sharp focus surrounded by swirl-
ing bokeh that can be strong or subtle.

The effect slider can be used to adjust center brightness and in-cam-
eravignette in a four-stop range. The aperture range adjusts from
/2.8 to f/16 with a six-blade internal aperture and an eight-blade
secondaryinternal aperture for the effect slider. The minimum focus
distance is six inches.

The Burnside 35 is made for full-frame and crop sensor cameras and
comes in models compatible with Canon EF, Nikon F, Sony A, Pentax
K, Micro 4/3, Sony E, Fuji X, and Samsung NX camera mounts. $499.95

lensbaby.com
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VERSATILITY ON HIGH

CANON TS-E 50MM F/2.8L MACRO LENS

by Don Chick, M.Photog.Cr., CPP

» What makes a tilt-shift lens so different
from most other lenses is that the lens plane
is not fixed in relation to the image plane.
The lens can be rotated (tilted) in relation
to the image plane and moved (shifted) par-
allel to the image plane. These movements
can also be combined.

These features allow you to create imag-
es where the plane of focus is tilted, and if

PROS

e Parallax correction
e Ability to isolate or extend focus

e Extreme shallow depth of field is
possible

e Macro capability

34

you combine that with a fast aperture, you
can produce lush organic blur. Combined
with a slow aperture, such as {/11, you can
get an extensive and sharp depth of field.
The shift feature is often used in architec-
tural photography to keep the lens perpen-
dicular to the subject to correct perspective
issues where parallel structural lines pho-
tograph as angles that would eventually

CONS

e Manual focus only

e Learning curve

* Price

Ll

An uncorrected shot (top) shows the typical
architectural lines angling toward each other.
Above you can see the parallel lines achieved
using the shift function of a tilt-shift lens.

PPMAG.COM
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converge. By keeping the lens perpendic-
ular to the structure and shifting the lens
up, the entire structure can be included in
the final image without cutting off the top,
and the perspective issue is eliminated.

CANON TS-E 50MM
Recently I had the opportunity to test the
Canon TS-E 50mm /2.8l Macro tilt-shift
lens. The TS-E 50mm is a fixed focal length
manual focus lens. Canon offers TS-E lenses
in focal lengths from 17mm to 135mm, the
newest three being the macro f/2.8L lenses
at 50mm and 90mm, and 135mm f/4L. macro.
Though manual focus used to be the only
option, autofocus is the preferred choice to-
day. Aside from occasions when I've used
a Lensbaby lens, I haven’t had a manual
focus lens on my primary camera in some
time. My Canon 80D is a modern DSLR de-
signed to work with today’s autofocus lens-
es, so there’s no split-image focusing screen
to assist in getting a sharp image—I had to
focus very carefully to get crisp results.
Since I wasn’t photographing moving

subjects for my series of test images, I used
the camera’s live view mode, which en-
abled me to see precisely what was in focus
and what wasn’t. For accurate focusing, I
used the live view 10X magnification mode
and made sure my primary center of inter-
est was in focus before taking the picture.

RESULTS
The biggest revelation to me was discov-
ering the wide variety of subtle variations
possible. By that I mean there’s a learning
curve factor to becoming proficient with
a tilt-shift lens and honing your ability to
produce images that align with your vision.
At first I thought I could just set the lens on
/2.8 with the tilt-shift moved to its extreme
range and get great images. My expecta-
tions were dashed. The image might have
looked good on the camera preview, but in
Adobe Lightroom on a 27-inch monitor the
blur was more than I'd expected and too
much for my preference, verging beyond
artistic and approaching disturbing.

After working with the lens for a while

The Canon TS-E 50mm f/2.8L makes a lovely
portrait lens, allowing you to place the area of
focus on the subject’s face and have the rest of the
composition fade to a creamy blur.

Power. Performance. Versatility.

wesicott.

LIX

Kits from $449.°°

Solix patent pending. ©F.J. Westcott Co. All rights reserved.
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I could make adjustments that fit what I'd
been expecting. I was able to produce im-
ages as [ envisioned them. The blur was or-
ganic, just where and as I wanted it, much

PROFESSIONAL PHOTOGRAPHER | MAY 2018

more pleasing than something created in
post-production editing.

Being able to tilt the lens up and down
moves the plane of focus so that the result-
ing image can appear to have a great deal
of sharp depth of field or a soft, shallow
depth of field.

Photographing a miniature model train
layout was a great testing ground for the
lens. I used the tilt feature to minimize the
depth of field in one capture and maximize
it in another (top). Using the macro capa-
bility, I brought the lens in close to capture
two miniature figures observing the train
environment (left). You can use the tilt fea-
ture to its extreme in a landscape image
and make a real-life subject appear min-
iaturized to a degree that the viewer will
think the subject is not a real environment.
This works particularly well when you pho-
tograph from a high vantage point looking
down on the scene.

While the lens is a hefty investment at
$2,199 and manual focus may take some
practice, it can be used for more than just
architectural photography. Its features and
capabilities can be combined with excel-
lent results for practical purposes as well
as artistic aesthetics. o

FUNDY

DESIGNER

The Most
Powerful
Album Design
Suite

ALBUM
DESIGN

WALL ART
DESIGN

IN-PERSON
SALES

FREE TRIAL
FUNDY.COM
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BRIDGE LIGHT

PRL LIGHTING LUSTRA 50
by Ellis Vener

» As LED lighting becomes a more viable
option for still and motion photography,
it’s important to look for a balance be-
tween high output, high quality light, cost,
and size. The Lustra 50 from PRL Lighting
fits that bill. For still photography the Lus-
tra 50 is bright enough to use as a key or
fill light for close-up work like still life and
head-and-shoulders portraits or as an on-
camera light for event shooters. It’s equally
well suited for small-scale video production.
The Lustra 50 has the light quality and
sturdy build of large, cinema-grade prod-
ucts from Litepanels, Cineo, and Arriflex
in a compact 7.7x4.5x2.17-inch form. This
makes it small enough, and at 0.985 pounds
lightenough, to fit comfortablyin a camera’s
hot shoe mount or on a light stand, though
you will need to supply your own adapter
to mount it on a camera. The product’s 50
surface-mount micro-processor-controlled
LEDs are arranged in a 5x10 array for wide-
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angle coverage, perfect for on-camera use
when photographing events with or without
the 12x8-inch SofBox accessory.

COLOR QUALITY

There’s more to getting color right than
just color temperature. To know how well
a light reveals true color you need to know
the color rendering index (CRI). The closer
to 100 the CRI is, the more accurately the
light source shows the true color of an ob-
ject. As part of the quality control process,
manufacturers test and sort (bin) individ-
ual LEDs according to their color quality.
And PRL Lighting is using some very high-
spec, well-binned LEDs. With the help of
the lighting department at PC&E Atlanta I
measured the CRI and color temperature
using a Sekonic SpectroMaster C-700-U
color meter, which confirmed that the Lus-
tra 50 has a CRI of 96.1. Color temperature
is also important, and from the top to the

bottom of the light’s five-stop range, the
color temperature varied no more than 10
degrees from 5,600K.

OUTPUT
The quantity of light produced by an LED is
affected by the type of lens or reflector and
whether a manufacturer decides to over-
drive the LED by running excessive current
through it. Overdriving an LED creates
more light in the short term but shortens
the life of the LED and has negative effects
on color quality and color stability. PRL
decided to underdrive the Lustra 50 LEDs
and pair them with specially engineered
total internal reflection lenses to maximize
the amount of light produced. At full pow-
er, I metered the Lustra 50 as putting out
its claimed 1,200 lux at 5 feet. This means
that for still photography at ISO 100 you
can use it as a key light at f/4 plus a 1/2-
stop at 1/250 second with the light 3 feet
from the subject, or as fill or accent light.
It’s bright enough to work well as a fill light
even outdoors. The stepless output controls
allow you to dim the light over a five-stop
range to match it to ambient light levels.
Unlike many LED lighting instruments,
the Lustra 50 is not a bi-color LED array.
Its daylight balance has been engineered to
maximize output and complement the pro-
cessors used in still and video cameras.
Bi-color arrays work by dividing equal-
ly the total number of LEDs used between
those balanced for 3,200K and those with
5,600K output. At both ends of the range
only half of the LEDs are producing light
and the other half are turned off. For inter-
mediate color temperatures both sets are
dimmed, reducing the full output potential.
A bi-color LED works great if you have a
large array with hundreds of LEDs, but
then you lose the small form factor.

BUILD AND POWER

The aluminum housing is simple and rug-
ged, with detents on the front and ridges
on the back to make it easy to grip. There’s
a lot of room between the circuit board at
the back of the housing and the LED panel
at the front. This enables passive cooling
provided by air flowing through the vents
lining the top and bottom of the unit. A

PPMAG.COM



At close distances the Lustra 50 creates multiple
shadow/highlight patterns. Above, you can see
how adding the SofBox accessory blends the
light into a smooth, homogeneous source with
minimum reduction in light quality.

single 1/4"-20 thread-socket is centered on
the bottom. The controls are simple: On the
back is a rotary dial dimmer and on the
left side panel is an on-off toggle with a red
glow light to indicate it’s on.

There are two options for powering the
Lustra 50: 12V 30-watt AC inverter (in-
cluded) or unplugged with an NPF L-series
7.2-volt battery (not included) that locks
into a recess on the back. With a healthy
6,600mAh battery, the run time is approx-
imately 3 hours at full output.

GOOD VALUE

The PRL Lighting Lustra 50 is the perfect
bridge light for those seeking a portable
constant light source for both still and
video production. At $335 for the Lustra 50
light alone, $399 for the Lustra 50 Kit (in-
cluding the SofBox and a gel set), or $1,099
for the Lustra L50 T 3-lite Kit (with SofBox,
gel set, and stand mount for each, plus a case)
it isn’t the cheapest LED option. But given
the quality and quantity of the light, as well
as the build quality, it’s a good value.

PROFESSIONAL PHOTOGRAPHER | MAY 2018
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ADVERTISEMENT

When the American Dream turned into more of a nightmare
for Mandy Lea, she decided to take a vacation from clients
and do photography just for herself. Landscape photography
fed her soul.

ﬂ FOR YOU, IT'S ALL ABOUT GOING WITH THE FLOW. HOW DO YOU DO IT?
A: If there is one thing I've learned about life it's that it is
very fleeting. So when you find something that makes you
happy you do more of that thing. For me it is photography
and traveling in a teardrop trailer, which is a self-contained
universe of about 4 to 6 feet wide and 8 to 10 feet long. It
carries everything | need.

As | travel, | am actively present in my own life with ev-
ery adventure, and that includes getting stuck on a muddy
mountain in the middle of nowhere, locking myself out of
my teardrop, forgetting my wallet four hours down the road,
jackknifing the trailer into my car—and getting the most
incredible pictures along the way.

ﬂ BECAUSE YOUR CAMPER IS SMALL, YOU HAVE TO BE VERY SELECTIVE
IN WHAT YOU PACK.

A: Simplifying what we own is one of the hardest things for
people to do. If there is one area where | indulge, it's in

SCHNEIDER B+W

LANDSCAPE PHOTOGRAPHER MANDY LEA

my camera equipment. After all, that’s the reason I'm doing
this, so | try not to limit my photographic passion by scrimp-
ing on gear. | carry two Nikon camera bodies, a variety of
six or seven different lenses, three tripods, and a pouch
with about 10 of my favorite Schneider B+W filters. |
also carry lights and a couple of light stands that | use for
photos | take for my blog.

ﬂ YOU SAY YOU'RE A BIT OF A FANATIC WHEN IT COMES TO FILTERS?
A: When | first built my filter collection | quickly realized
how much money can be spent on just one
piece of glass, and | wanted several. | thought
differences in quality couldn’t be that big, so

| went with a cheaper brand. | immediately

realized my mistake. The cheaper filters

often caused odd spots in images and

were not consistent. Someone recom-

mended the B+W filters by Schneider,

and after trying my first one, it was

clear this was an area where | needed

to buy the best. While there are some

effects you can create in post-produc-

tion, there are many things you need

PPMAG.COM
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to capture in-camera to get
the raw image you want.

ﬂ WHICH OF YOUR FAVORITE
SHOTS LOOKED SIMPLE BUT WAS
A STRUGGLE TO GET RIGHT?

A: Niagara Falls. It's a wat-
erfall, right? Just go on a
nice day, use a filter, take
a long exposure, and voila!
Nope. First, | had to find a
clear viewing location un-
obstructed by tourists and
manmade objects. | man-
aged to go on a happy
day with puffy clouds, but
the sun was constantly
changing—one minute behind a cloud, and the next shining
bright, causingall sorts of shadows. | stacked B+W’'s.6 NDand
HTC Kaesemann Polarizer on my lens. | had a nice blue sky
that | really wanted to pop with the polarizer, but the sun
was so bright that | needed the extra stops to slow down
my shutter speed. It took nearly two hours of waiting and
watching for the right moment so | could get a long exposure
of the sun behind a cloud, no tourists, and no ferry trolling
through my frame, but it was worth it.

ﬂ WHAT IS IT ABOUT PHOTOGRAPHING WATER THAT YOU LOVE?

A: One of my favorite things about photographing water is
that you get to see it in a way the naked eye could never do.
To be able to visualize 30 seconds’ worth of movement in one
imageisunique. Often, Iwilldiscoverbeautiful littlewhirlpools
of water in my shot that | didn't even realize were there.
When | shoot water, | use the ND or the polarizer to slow the
water down and give me a smooth look. Sometimes if the
water is clear there will be beautiful rocks beneath the sur-
face that are hard to see because of the reflection of the sky.
Using a polarizer to eliminate the reflection brings out the
rocks clearly, often very colorfully, creating a nice foreground.

ﬂ WHAT WAS SPECIAL ABOUT THE DEATH VALLEY SHOT?
A: It was my first trip to Death Valley. After hearing there was a
rare occurrence of water pooling up in Badwater Basin, | de-
cided to shoot the sunset. | arrived an hour before and spent the
evening photographing the landscape as the sun went down.
Just after the sun was behind the horizon, the sky continued
to give out magic colors. To keep my creative juices flowing, |
will often mix up my landscapes with environmental portraits.
My friends (a fellow photographer and his wife, Brittany,
a model and circus performer) were with me. The water was
the size of a lake but only ankle deep, so it created a unique
area to shoot in. | placed Brittany in front of the most bril-
liant part of the sky to create the greatest contrast. | love the
soft effect of light on her chest.
mandyleaphoto.com
@mandyleaphoto

A Schneider
' KREUZNACH

SCHNEIDEROPTICS.COM
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FRECDOM IN RESTRAINT

\/\/hat’s holding you back from achieving your professional and
personal goals? Bad clients? Economic doldrums? Time? Rather than
blame external forces, it’s time to look inward: It might actually be you.

“It all starts with yourself and finding the freedom in discipline,” says
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Tracie Maglosky
found success
through
self-discipline.
You can, too

BY STEPHANIE BOOZER




photographer Tracie Maglosky from her Cin-
cinnati, Ohio, studio. “I used to think I was
such a free spirit, but I realized that discipline
offers so much more freedom. When you de-
velop a habit, it’s automatic, which means
you don’t have to make a decision. That will
free your mind.”

Maglosky came to this realization after be-
ing in the photography business a few years.

She made a lot of common mistakes in her
early days: not charging enough, working an
insane amount of hours, and running in cir-
cles chasing the work, doing the work, then
chasing the work again. She was exhausted,
working 60 to 70 hours a week, and missing
out on a lot of her life and the lives of her
children.

Now 10 years into her professional journey,

Maglosky relates her turning point: “I had
this epiphany that if I didn’t start charging
more and getting more time back, I was going
to be in deep trouble. Ilooked at my business and
my life, and thought hard about what [ want-
ed both to look like. I had to get this right.”
Thatrevelation led Maglosky to understand
two crucial things that turned her business
around: She had to raise prices, and she had




TAKE CONTROL

TRACIE MAGLOSKY’'S ESSENTIAL ADVICE

EMBRACE THE FEAR: Charging what you're
worth means losing some clients. Know that it
could be scary at the outset, but plan ahead so
you're not blindsided.

o
i

VISUALIZE: What do you want your life to look like
professionally and personally? Do you want more
time with family? Do you need to refocus sales
and marketing? |dentify areas that need attention

so that you can prioritize later.

PRIORITIZE: Maybe you need to establish your
marketing plan for the year or focus more on clos-
ing sales or tightening up your contract. Make a
list of everything you need to do, including person-
al time, and dedicate daily blocks of time to each
task. Yes, even an hour of unstructured hammock
time should be penned into the calendar.

“xs . TAKE ONE WEEK AT A TIME: Each Sunday, Mag-
' losky looks at the week ahead and tweaks her

schedule and workflow. Devote time to organize
the week so you're ready to fly on Monday morn-
ing and make it through the week without feeling
pummeled.

PROTECT YOUR SCHEDULE: Be firm and stand
your ground. Phone ringing during email hour?
Unless it's an emergency, it goes to voicemail.

SET THE TONE FOR EACH DAY: Whether you need
to exercise first or you do your best Instagram
captioning in the early hours, devote your first task
to the highest priority to-do item that will make
you feel accomplished and armed for the day.

ASK FOR HELP WHEN YOU NEED IT: Know when
you need to outsource. If a task is taking more
time to complete than is profitable or if you're
just not good at something, you're wasting time
and money. Editing, social media, sales—you can
outsource those and focus on what you're best at.



able clients are in paying. It’s about attitude.
If I know why I'm doing what I'm doing, I'm
more likely to stay in my lane.”

An unforeseen side effect of raising pric-
es was that Maglosky had a lot more time
on her hands. While that sounds like a good
thing, slowing down her breakneck pace ini-
tially made Maglosky feel anxious, like she
wasn’t working hard enough.

“When you go from working 70 hours in
a week to not nearly as many, you can freak
out even if the same money is there,” she
says. “Activity makes us feel important.”

Thinking about her apprehension over
working fewer hours, she realized this
was the opportunity she sought to create
a healthier work-life balance. Better time
management would allow her to pull her
priorities back in line, which would make
her feel more accomplished and confident,
which would make it easier to look clients in
the eye and name her price.

m On ppmag.com

More by Tracie Maglosky
ppmag.com/tracie-maglosky
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The world’s
smallest studio light
Profoto A1

The Al is every inch a Profoto light - just smaller. Its round head
delivers light that’s both natural and beautiful. And it’s incredibly
easy and to use, with superfast recycling and a long-lasting
battery, so you’ll never miss a shot. On the move, shooting

on-camera or off, this is light shaping excellence everywhere. @ Profoto®

Discover more at profoto.com The light shaping company™
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“I talk to photographers all over, and the

& No. 1 complaint I hear is that they don’t

7% know how to manage their time,” says Ma-

,/ \ . i glosky. “We all want to look at our weekly

CBAGE ' — schedule and get it all packaged up nice and
o R y 1 ’ neat, but it’s not always possible.”

M’ " : A y : R | ' To avoid being sidetracked by procrastina-

i il. 0k | e . tion, distraction, and myriad unforeseen

events, Maglosky knew she would have to de-

vise a system. That system’s name is discipline.

Maglosky’s studio operates in time blocks,

of which she’s very protective. Each day she

prioritizes the tasks that need to be complet-

' 3 - ] ; S ed and then structures her time so those pri-
B L PO SRR (AL iyt e orities are met. The most important things

A el 1SR e e e : (AR R R ey : : go to the top of the list.

Setting her intention for the day keeps
ol o (N I " - g ok ¥ : her out of common pitfalls like falling into
e e i T the social media well or getting sidetracked
= "t hah o e by emails. Maglosky’s workdays are broken
*‘ ¥ e — into chunks of 45 to 50 minutes that are
S ! -;‘ o e A | B _ devoted to specific tasks—blogging, client
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s slsealasie wie Y ! N - " meeting, meals, etc.—with no crossover.

“The No. 1 priority we should all have is

‘ ! [ protecting our time, and it’s not as hard to do

e =) —_— e 1 N oy R 8 g B ; when you know what’s important,” she says.

S . :m- . ' » o A — “People often get distrzjwted because they

T ,.rj 11 s . ik Wit of want to be filstraf:ted. Its'tough to see your

: ' £ own value if you're running on four hours

of sleep because at that point you don’t have

much value. But if you come to the table

at 100 percent, you feel the value you're try-
ing to sell.” o
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sounded doable: Capture a kayaker
and a whale in the same frame. But
a week into their whale watching assign-
ment on Quebec’s St. Lawrence River, Peter
Holcombe had a bank of images of migrat-
ing whales and a bank of images of his wife
and daughter kayaking. No whale/kayaker
composition in the bunch. “It was impossi-
ble to predict where the whale was going
to surface,” says Peter’s wife and business
partner, Kathy. For seven days at both dawn
and dusk, she and daughter Abby dropped
their kayaks into the water and attempted
over and over to position themselves near
breaching whales while Peter made photo-
graphs with a long lens from the riverbank.
On the last day, she thought they had it.
“The sun was setting, and I looked up and
there was a fin going along the top of the
water,” says Kathy. At last, she thought, and
frantically began paddling toward the fin. “I
get close to it, and from behind me I hear a
commotion and I stop and look and I hear, ‘Not
a whale! Stop! Not a whale!”” The next mo-
ments were terrifying: “The fin was 3 feet
tall and it turns toward me and sinks in the
water. I kept waiting for Jaws to attack me,”
she says. But it didn’t. It never resurfaced.
Who’s to say what the elusive creature
was—perhaps a basking shark or the area’s
resident 20-foot great white, the park rang-
er told them. Whatever the fish, it made for
a great story, which Kathy parleyed into an
article to accompany Peter’s images. “We
published an incredible article on our expe-
rience paddling with whales,” she says. “So
our client was super happy. And what we
delivered ended up being better anyway.”
“That’s usually how it is,” adds Peter. You
go into an assignment with a particular con-
cept in mind, “but in creating it, what you get
is so much better than what you imagined.”

RV-INGIT

It’s a common theme in Peter and Kathy’s
story—reality exceeding their dreams. Five
years ago, the Holcombes had a successful
home studio in Boulder, Colorado, where
they specialized in landscape-centric wed-
dings and family portraits. Since much of
their work involved making photographs in
dramatic natural environments, they were
often on the road. After one photo session
in Utah, they lamented the fact that they
couldn’t stay in Moab a few more days. And
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that’s when Kathy floated an idea: “What if
we bought an RV and instead of going back
to Boulder, we just stayed there and skipped
the whole going-home part?”

Peter thought about the prospect for a min-
ute before declaring it crazy. “But she really
planted a seed,” he says. Over the next year
the couple mulled over the idea of a life lived
on the road, which increasingly seemed not
so crazy. “We love being in these amazing
destinations and we love photographing a
huge variety of places. And we love spending
time personally in these places. So the whole
home studio work thing could be melded
into something we could do from an RV any-
where in the world. Why wouldn’t it work?”

In the spring of 2014, they made the jump.
They put their home studio on the market,
and it sold in two and a half hours. Since the
buyers wanted to close early, the Holcombes
had just one month to organize an online ed-
ucation for Abby, shed belongings, select a
vehicle, and get on the road. Initially they’d
planned to refurbish a van themselves, but
at Peter’s father’s insistence, they agreed to
check out models at a local dealership. Most
of the vehicles were exactly what Peter didn’t
want—mega RVs so bulky and luxurious
they couldn’t tackle the wild places he want-
ed to photograph. But then the salesperson
showed them a Winnebego View. It was com-
pact, built on a Mercedes Sprinter van body,
and was a Class C motor home, so it had an
attached cab and an overhang extending
above the cab. Its clean design, economy of
space, and drivability won over Peter and
Kathy. They found a similar used vehicle for
sale in Texas, and Peter flew down to drive it
back to Colorado. Their RV life was a go.

DREAM JOB SAVVY
Abandoning a home studio for a roving RV
may sound risky, but the Holcombes had a
solid business plan. “We had a full year of
weddings already booked,” Kathy says, “so
we had enough income for the year from
those weddings. And we figured we could
book portrait sessions from the road.” The
only real difference in their business would
be making do without a studio for in-person
sales sessions. It was a matter of easing cli-
ents into the idea that they wouldn’t be going
to the studio anymore, Peter says.

“We went into it thinking, If we can keep
our business afloat for a year, we will come







back [to Boulder] and get it up and running
again,” Kathy says. “Our original goal was to
go for a year if we could make the numbers
work. And now four years later it has been
the best thing for our business. Our business
is stronger than it has ever been.”

Much of that strength is thanks to brand
work, which has replaced wedding work as
their primary source of income. When the
Holcombe family adopted the RV life, Peter
and Kathy revamped the Holcombe Photog-
raphy website, retitling it Famagogo, to tell
the stories of their adventures via a blog,
photo galleries, and social media. Daughter
Abby, who was nine years old when they set
off, and dog Tucker are prominently featured
in many of the images. The unique story
of a family living a life of perpetual outdoor
adventure proved appealing to brands like
GoPro, Kokatat apparel, Winnebago, Mercedes-
Benz, Five Ten footwear, and Black Diamond
Equipment—all brands the family was al-
ready using. So partnerships made sense.

Each brand has its own requirements,
Kathy explains. “Some want us to generate
unique content that is just for them, and
they share our written story with an image

The Holcombes began their journey in
a used Winnebago View and have since
upgraded to a newer model, which Pe-
ter dubs “a self-contained creativity
capsule.” It's 25 feet long and gets up
to 17 miles to the gallon. His old pickup
got 10. A few of the vehicle’s features:

e Two beds, one over the cab (where
Abby sleeps) and one in the back
(where Peter and Kathy sleep)

e Full galley kitchen with a sink,
stove, fridge, freezer, and storage

e TV (“We don’t watch much,” says
Peter)

¢ Dinette that fits a family of three
and which Peter uses as a workspace
for post-production

¢ Full bathroom and shower

* “Slide room” that pops out to wid-
en the vehicle by 3 feet

e Solar power on the roof (so they
can keep computers and equipment
charged for a week in the wilderness)

PPMAG.COM
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or a video [on their own outlets]. And oth-
er companies just want to share things we
have already created for our own social me-
dia channels.” A few partnerships have led to
more traditional commercial projects where,
for example, Peter is responsible for produc-
ing the stills for a product launch. He also
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stays in touch with the paddling sports mag-
azines to take advantage of occasional ed-
itorial opportunities. And sometimes clients
reach out for a family portrait session.

For the most part, though, “Companies
just want us to photograph us as a family
and through my images tell our story,” Pe-

~=More by Holcombe Photograph' e -
“—ppmag.com/holcombe-photography

ter says. “I am photographing my family
and myself, and companies are hiring us to
do that, which is really different. I had not
heard of that before but it’s been really fun.
It’s kind of a dream. We pick where we want
to go, and capture it, and tell this story, and
the brands are buying our story.”

PPMAG.COM




In four years on the road the Holcombes
have explored 49 states, so at this point their
knowledge of photogenic landscapes is un-
matched. “Our specialty is we have been
everywhere,” Kathy says. “They rely on us
to know the best location for any project.”
A company can come to the Holcombes look-
ing for photos of its products on a beach,
in the mountains, in the desert, and the
Holcombes can instantly suggest several
ideal locations. Not only that, but they can
drive to those locations at any time since
they’re not tied to any one locale. “We have
been there, done that, and know the possi-
bilities,” Peter says.

THE ROAD AHEAD

The Holcombe’s one-year jaunt has morphed
into an indefinite journey. “After one year
was over, we felt like we had found the secret
of life,” Peter says. “We’d just gotten it figured
out, so we said let’s do two years. And then
two years rolled around and at that point we
could not put an expiration date on this. I'm
not saying we’re going to do it forever, but we
have no reason to quit right now. Our busi-
ness is better than ever, better than it had ever
been, and we are living life to the fullest.”

With ready access to the greatest land-
scapes in the country and the freedom to
explore at will, Kathy says, Peter has been
able to start photographing “the images that
were rattling around in his head,” explor-
ing personal projects that had been put off
to “feed of the machine of the mortgage.” In
doing the work he’s passionate about, peo-
ple have taken notice. “So really it was an
organic process. He created the images he
wanted, and people appreciated that,” so the
business followed.

Life on the road isn’t for everyone. The
takeaway of the Holcombe’s story is to be true
to oneself, Peter advises. “I know this from
being a photographer over the years: When
you try to copy what somebody else is do-
ing, you maybe can do that for a little while,
and it will work to some degree. But when
you break away from all that and say, This
is what I want to do, and even if you don’t
think there’s any value to it, if you pursue it
long enough and put everything into it, it will
turn into something. Usually something way
better than you originally imagined.”

Jamagogo.com
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PUT YOUR KIDS THROUGH COLLEGE
WITH PROJECTION SALES

BY JEFF KENT

Thirty-five years ago, when Bruce Hudson, M.Photog.Cr., and his late wife launched Hudson’s Portrait
Design near Seattle, they handled proofing and sales like most studios at the time. Bruce would photo-
graph a client, who came back a few weeks later to pick up paper proofs and take them home to review,
calling the studio two weeks later to place an order. One common problem: Those two weeks often turned
into two months, and sometimes into two years. The Hudsons sat on a growing pile of lost sales built
from client indecision.
In 1986, Hudson switched over to projection sales, which was a somewhat radical idea at the time.
Back then slideshows were literally produced with 35mm slides made from negatives, displayed on a slide
projector that had to be manually advanced. “We got a lot of pushback from
clients because it was new,” says Bruce. “However, it resulted in much
higher sales for much larger prints because our clients could see the
images projected at actual size, as opposed to a 4x5-inch paper proof.”
In fact, sales for the studio doubled and then tripled, and purchases
of large-scale wall décor increased substantially.

At that time, Bruce’s son, Josh, was a kid growing up in a
photography studio. He remembers sitting in a side room while his
parents worked on slideshow presentations, hearing the click, click,

click of the projector. “That sound was like the sound of money
dropping into a piggy bank,” Josh remembers. “My dad funded my
sister’s and my college funds entirely, with no debt, from wall art sales.
Bruce (left) and Josh Hudson ~ ‘Starving artist’ was never part of our vocabulary.”
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These days, Josh works with his father at the studio full time, managing op-
erations and marketing. The duo adamantly stands by the value of in-person
projection sales—a process that has evolved over the years with new tools and
technology but still maintains the same core fundamentals.

Why it’s so effective

The key to an effective sales system, say Bruce and Josh, is the underlying client
work that’s done before any photography takes place. They encourage photog-
raphers to imagine an iceberg floating in the ocean. You see about 10 percent of
the iceberg above the water. But 90 percent of the iceberg, the whole foundation
that holds it up, is invisible below the water.

60 PPMAG.COM
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WHY PROJECTION SALES WORKS

FIRST IMPRESSION, BEST IMPRESSION: Create the best first impression of your art
by displaying it in full size, full color, in an inspired environment.

VISUALIZATION AT SCALE: Clients can’t visualize size from a proof or a computer
monitor. Showing images at scale is much more powerful.

SHOW, DON'T TELL: Clients won't invest in what they can’t see. So show it to them.

CAPTURE THE EXCITEMENT: Selling at the height of excitement is much more effec-
tive than waiting until the inspiration has died down.

OPPORTUNITY TO EDUCATE: Educate while you sell, showing examples of different
sizes and options and how products will work in specific spaces.

“That 90 percent is what we focus on,”
says Bruce. “All that behind-the-scenes work
includes zeroing in on a target client, figuring
out what that target client wants, building
desire for your products through marketing,
and creating a well-produced presentation
to display those products.”

Josh points out that Hudson’s Portrait De-
sign has taken 35 years of information and
experience and distilled it into a specific
profile of an ideal client. True, they have the
advantage of three-plus decades of business
from which to draw information. However,
they insist that any studio—even a brand
new one—can follow the same process. You
build your picture of an ideal client bit by
bit, and adapt that picture as your studio
evolves. As you get to know your target mar-
ket better, you can customize your offerings
more specifically. When you can do this ef-
fectively, you not only improve sales, but you
also put yourself in a position to better ad-
dress the needs of your clients.

It starts with a conversation

The process begins with the initial contact.
Compiling years of customer insights, the
Hudsons have created a series of scripted
responses for team members to use when
answering inquiry calls or responding to
emails or text messages. Based on the pros-
pect’s initial questions as well as their an-

PPMAG.COM
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swers to follow-up questions, the Hudsons
can pre-qualify them for the next step. They
can also disqualify prospects who are look-
ing for a quick, inexpensive session. If the
prospect seems like a good fit, then the goals
of the initial contact include:
¢ Explaining next steps
¢ Building rapport
e Establishing confidence in the
photographer’s abilities
e Creating excitement
¢ Qualifying the final sale by discussing
ballpark pricing
From there, the process moves into a six-
step pre-session consultation:
1. Introduce. The clients come into the
studio, where Bruce or Josh walk them
through the process and set the tone.

PPMAG.COM




2. Show the possibilities. Using a slide-
show, the Hudsons illustrate all the products
and options they offer. They can also show
the prospects physical samples, including
multiple large-scale (30- and 40-inch) wall
portraits they have displayed around the
studio. This helps create a sense of need
and plants the seed for future sales of spe-
cific items.

3. Ask questions. How did you hear about
us? Why did you decide to do this now?
What do you like to do as a family? This
stage is important for building rapport and
understanding motivations.

4. Educate. To create a sense of value, it’s
important to educate clients about the work
and the artistry that goes into each engage-
ment. The Hudsons talk about the artistic
process as well as specifics about options,
pricing, and policies. They note that the price
conversation is important to have before the
portrait session so everyone is on the same
page. If clients get sticker shock during the
sales presentation, they tend to walk away,
and that represents a big loss of time and
effort for the photographer.

5. Close and go see. Get an honest as-
sessment from the clients. Are we in the
right ballpark? Are you still interested? If
so, it’s time to book a “go see” session to
view the client’s home and the space for the
portraits.

6. Book the session. This step includes
getting a deposit payment. This payment
represents a commitment on the part of
the client, meaning they are more invested
in the process and less likely to walk away
without making a purchase.

Go see
The go see session mentioned in Step 5 is
an in-person visit to the client’s home prior
to the session to view the space, take mea-
surements, get a feel for the client’s style,
and assess colors and tastes. Based on this
visit, Bruce is able to photograph for specif-
ic products. “Size, style, colors—these are
specifics we figure out before we ever click a
shutter,” says Bruce.

After clicking the shutter, of course, is
where all the hard work pays off. This is the
projection sales session, during which Bruce

invites clients into the final image selection
and editing process to ensure that they're
getting exactly what they want. Sales ses-
sions are set to music, and Bruce walks the
client through a process of choosing from
an artist-selected group of images. Clients
then pick the size and final products based
on recommendations formulated from the go
see session as well as options displayed at
scale during the sales presentation.

Does the extra work pay off?
During a recent appearance at Imaging USA,
Bruce and Josh were detailing all the steps
and background work that goes into their
portrait sales when a photographer in the
audience raised his hand. With all of this
work, driving to clients’ homes, the custom-
ization, you’d have to be averaging at least
$5,000 or $6,000 per sale, the audience
member suggested.

Bruce and Josh looked at each other, then
at the man in the audience, and shrugged.
“Yes. And?” they replied. e

hudsonportraits.com

* A new dimension in sport, school, and wedding photos

* Super fast turn around

 Upgrade your sport and senior banner templates to 3D
* Infroductory sample offer online

e Stand out from the competition and wow your clients
 Convert any portrait or fine art photograph to stunning 3D

o HIGH DEFINITION prints fit any frame

* No minimum order, wholesale prices available

www.Image 3DPhotos.com

Sales - Mark Rowley
(770) 2920061, Mark@Image3D.com




The NEW

. & Sony a7R Il Mirrorless Camera

e e e Proving that speed, resolution, and video capabilities can all coexist, the Al-

pha a/R lll Mirrorless Digital Camera from Sony is a versatile, high-perfor-
Th mance camera characterized by not only its resolution, but by its multimedia
e versatility. Revolving around a full-frame 42.4MP Exmor R BSI CMOS sensor

ProfeSS|Ona|'S and updated BIONZ X image processor, the a/R Il affords an impressive 10

- fps continuous shooting rate along with improved autofocus performance.
Source (Body Only) SOA7R3 | $3,198.00

Visit BandH.com for the most current pricing

Apple 13.3" MacBook Pro Zhiyun-Tech Crane-2 3-Axis Canon EOS 6D Mark Il DSLR Camera
w/ Touch Bar (Mid 2017, Space Gray) Handheld Stabilizer w/ Follow focus with 24-105mm /4 Lens
APMPXV2LLA | $1,799.00 ZHCRANEZ2 | $749.00 CAE6D2241054 | $3,099.00

Canon

|

Canon Speedlite Really Right Stuff DJI Inspire 2 Premium Combo with Zenmuse X5S
600€EX II-RT BH-55 Ball Head and CinemaDNG and Apple ProRes Licenses
CA600€EX2 | $579.00 REBH55LR | $489.00 DJINSPIRE2PC | $6,198.00

Learn, Explore and Buy Free Expedited Shipping
at the Largest Photo Retailer on orders over $49*

Call an Expert
Today
800-947-9964

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



D850 DSLR
Camera (Body)
NID850 | $3,296.95

Impact Venture TTL-600
Battery-Powered Monolight

IMVETTL

www.BandH.com

Where you will find information
on over 400,000 items

Panasonic Lumix DC-GH5
Mirrorless Micro Four Thirds (Body)

PADCGH5 | $1,997.99

DJI Ronin 2 3-Axis Handheld
Aerial Stabilizer

DJRONINZ | $6,999.00

Visit Our SuperStore

420 Ninth Avenue
New York, NY 10001

IMAGE SENSOR

35mm FULL-FRAME

(O

BandH.com
800-94/-9964

i
HDR

35mm
Full Frame

| 424

Mega pixels

10 Frames
Per Sec
Q) >xmor I
e S

b @ 4D Focus

Ouad-VGA OLED

Tru-Finder

Canon EF 16-35mm Sony FE 100-400mm
CA163528LEF2 S0100400GM
$1,599.00 $2,498.00

Think Tank Rolling Bag Manfrotto
THAPSECV3 Element Tripod
$429.75 MAMKELEBSRD | $149.88

Used Equipment
We Buy, Sell, and Trade
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PRESIDENT’S MESSAGE

ALWAYS ROOM AT THE TOP

by Stephen Thetford, M.Photog.Cr., CPP

» Thirty years ago, a successful woman shar-
ed with me some of the most inspirational
business advice I've ever received. I was ex-
plaining that my hesitation to become a pho-
tography entrepreneur was because there
were so many studios already in existence.
She looked me in the eye and said emphati-
cally, “Stephen, it will always be crowded at
the bottom, and there will always be room
at the top.” She was absolutely right, and be-
cause of this simple truth, I've been able to
define what the top is for me. While the bot-
tom tends to remain static and crowded, the
top is dynamic, limitless, and sparsely pop-
ulated. It’s up to each of us to define where
the top is in our market, which dictates how
crowded that market space will be. As entre-
preneurs, we each have to set our own bar.

68

How we do that greatly depends on where
each of us is today. Are you new to the pro-
fession and finding yourself overwhelmed by
what you need to know to get your business
started? Or perhaps you're a seasoned pro-
fessional feeling the pressure of a market
crowded with competitors. Either way, you
can set and maintain the bar for yourself
and your business.

“There is nothing as vulnerable as en-
trenched success,” said former American Mo-
tor Co. Chairman George Romney. How true.
I have found myself on both sides of that
axiom. There is inherent danger in success:
either being intimidated by it or relying on it.
Don’t let your success or someone else’s be a
deterrent to setting your own bar for success.

If you're an up-and-coming professional

made anxious by a competitive crowd of peers,
your goal is to break free. You don’t do that by
doing the same as everyone else with a slight
twist, but by redefining the level of quality,
creativity, and customer service in your mar-
ket. It’s your responsibility to build value into
your product and cultivate consumer desire
for your products. You have to make people
want to do business with your company. As
you make headway in this regard, you’ll find
yourself occupying a new niche—no longer
competing with other photographers but
competing for the discretionary funds that
consumers could choose to spend on any
number of products or services they desire
for themselves and their family.

On the other hand, if you're a pace setter in
your market, don’t slow down. There’s some-
one coming up behind you. And you can’t af-
ford an if-it’s-not-broke-don’t-fix-it attitude
because there’s a long list of things that al-
though not broken, lost all relevance in our cul-
ture. Think rotary dial telephones, vinyl re-
cords, VHS tapes, fax machines, flip phones,
and of course, film. The speed of cultural and
economic change has so accelerated over the
past 20 years that a paradigm shift can induce
a fatal flaw if not accounted for immediately.

Wherever you are in your profession, vigi-
lance and care are required. Small businesses
must be nurtured and protected continuously.
Getting to and staying at the top is a lot of
work. But remember that there is room for you
there if you're willing to do that hard work.

The good news is that you're not alone.
PPA is here to help you do this and do it effec-
tively. There is a long list of programs and
tools to help youreach and remain on the top
of your market. One of these that’s already
proving itself beneficial to new entrepreneurs
as well as established business owners is the
PPA Business Challenge. This year-longlearn-
ing experience assists you in every aspect of
your business evolution. It’s a tremendous
opportunity to learn, be challenged, network
with peers, and get real-world answers and
support. The education you’ll gain will sup-
port and inspire you for years to come. If
you're serious about defining your own suc-
cess and setting the bar in your market, join
the Business Challenge. New groups launch
three times a year. e
ppa.com/challenge

PPMAG.COM



The reactions,
feelings and
emotions that my
images bring people
that | photograph
is the contribution
that | can bring to

‘ their lives.

| joined PPA
for the support and
resources. The community
makes me feel that | am not
alone on this journey. It is helping
me to become the photographer
that | want to be and is taking my
business to the next level. If you
want to perfect your craft, get PPA
certified. | did and it was the | get inspired
best learning experience ' : by the work of some
I’'ve ever had. . » . amazing photographers out
' there and by the amazing PPA
Loan Collection book which
showcases jaw-dropping images.  §
My hopes are that someday my work ‘Q
will be the inspiration for someone '
else. In 5 years | expect to have a )J’

portfolio of award-winning :
images and a full schedule "
>, g "\

Luciana Calvin, CPP

Luciana Calvin Photography, Chelmsford, MA A
PPA member since 2013

LucianaCalvin.com

f /LucianaCalvinPhotography &
¥ /LucianaCalvin

4
of happy clients. '
‘ ‘ %
-

© Luciana Calvin
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+« REACHING FOR THE MERIT

2018 INTERNATIONAL PHOTOGRAPHIC COMPETITION

» PPA’s International Photographic Competi-
tion is where things get real. In this annual
contest, there’s no head-to-head competition
among professional photographers. It’s every

DETAILS

Registration: May 23-June 27

Late registration (additional fee):
June 28-July 11

Judging:
Aug. 5-8, Lawrenceville, Georgia

See judging online:
stream.theipc.org

image for itself as photographs are judged
against PPA’s longstanding 12 Elements of a
Merit Image (ppa.com/12-elements).
ppa.com/ipc

TO ENTER

1. Register at ppa.com/ipc

2. Choose Artist or Photographic
Open category

3. If submitting for Photographic
Open, choose your category

4. Submit up to four images as
prints, digital files, or both

IO¥ViId VIANVYSO

Every year, IPC jurors evaluate images based on
PPA’s 12 Elements of a Merit Image.

2018 AFFILIATE SCHOOLS
MAY 6-11

Entry fee per case of four:
Members pay $50 for cases
previously entered at district;
$99 for cases not entered at district;
$35 late fee after June 27.
Non-members pay $115;

5. Upload a digital file for each
image (print or digital) entered

6. Order an image critique to get
feedback from a juror (delivered 4-6
weeks after the competition)

7. Listen to your images being

Mid-Atlantic Regional School of
Professional Photography
Cape May, New Jersey
marsschool.com

MAY 20-24
Great Lakes Institute of Photography
Harbor Springs, Michigan

$90 late fee after June 27
Critiques:
$39 per case

AWORLD OF POSSIBILITY

WHO WILL TAKE HOME THE CUP THIS MONTH?

LLINYYV XITVO

Introduced at Imaging USA in January, Team USA is one of 30 teams competing for the top spotin the 2018
World Photographic Cup. The winner will be announced May 6 at a ceremony in Sydney, Australia.

70

glip.org

JUNE 9-12

Florida School of Photography
Florida Photography Workshops
Daytona Beach, Florida
floridaphotographyworkshops.org

judged Aug. 5-8 on stream.theipc.org

JUNE 10-13

Kansas Professional Photographers School
Newton, Kansas

kpps.com

JUNE 10-13
East Coast School

Raleigh, North Carolina
eastcoastschool.com

JUNE 10-15

West Coast School
San Diego
westcoastschool.com

JUNE 18-21

Winona School of Professional Photography
Winona Lake, Indiana
winonaphotoschool.org

JULY 15-20

Professional Photographers Society
of New York State

Photo Imaging Workshop

Geneva, New York
ppsnysworkshop.com

SEPTEMBER 23-27

Lamarr Williamson School of
Professional Photography
Columbia, South Carolina
larmarrschool.com

PPMAG.COM



LABS
MQ&/ART PRINTS

BEAUTIFUL PAPER, BEAUTIFUL PHOTOS, BEAUTIFUL ART

No Muﬂer Wh YourSHootRomIhe Service You Use

FULLY INTEGRATED WITH
|MCGOQUIX~Q ! ruTuRe e @ GotPhoto

PRI

TRY IT AND RECEIVE 20% OFF,

Use code 20PPA18 in Marathon ROES at checkout
to receive your discount. Expires May 31st, 2018.

To learn more go to BellaArtPrints.com

R 800 448-6171
2 ., Bitolorlab.com e Malﬂm()nn

\Cr<eONAll 7e o
allZc U

photonovelty.com | 1.800.844.5616 ext.714

photo finishing

High Quality Portraits

Wholesale Photo Gifts

LOW PRICES - FAST SHIPPING

6"x8" Premier 7 ra .
Proof Book 11"x17* Wall Cling

Let us help you grow YOUR TURN-KEY LAB

your senior business! ~Www.advancedphoto.com
800.241.9234
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FREE Sports
Design Guide!

pcliwest.com / 866.725.9378

Advertise in THE SHOP and LABS section of

PROFESSIONAL PHOTOGRAPHER

Ad size: 3.625” x 4.33”

THE SHOP

= e, gt
(oot S5 IS
-~

O | e | For more information,
e i NN contact your advertising representative:

BRIAN CISCO
Advertising Sales
404-522-8600, x230
bciscofdppa.com

MARINA ANDERSON
Advertising Manager
937-902-8217
mandersonfdppa.com

72 PPMAG.COM



What would
you do...

...if you lost all
your photos?

“We can save it!’)

Any storage device, including camera [l
cards, hard drives, SSDs and RAIDs =43

Use for special PPA 8%
member discounts and benefits 3

www.drivesavers.com/ppa-ad

50% OFF

STUDIO SAMPLES

WOW your clients from the start! Customized
Studio Samples allow you to physically show them
what their investment is going to get. It’s also a
budget friendly way for you to try out new styles
of Flash Drives or Packaging!

PHOTOFLASHDRIVE

same 5

W 100K |
gfeo\ company

Head to 3

PHOTOFLASHDRIVE.COM/STUDIOSAMPLE
to get started!

PROFESSIONAL PHOTOGRAPHER | MAY 2018

THE SHOP

PEEL PRESS FINISH

Professional-grade _ /\Y_‘
Self-adhesive PacificMount
Mount board LS"V

» Increases photo value

» Easy do-it-yourself process

» Custom sizes available

» Online how-to videos

» Also available in heat activated

Call today for

FREE SAMPLES
866.473.2580

pacificmount.com

Denny MANUFACTURING

~The Wortd's Largest Manufacturer of Photographic Backdrops and Props”

dennymfg.comg|_photonovelty.com

1.800:844.5616
CONTACT US FOR A FREE CATALOG

CP7811 - Honey Bowl Freedom Cloth® Backdrop - Photo by Jordan Chan
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D FINAL FRAME
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live photography laugh always love

PPA VENDOR OF THE YEAR

color lab

fun products to love from H&H



MQG./ ART ALBUMS

Marathon'’s albums are produced using archival inks & acid-free papers.
Then crafted using moisture resistant, acid-free boards & only
the finest textile cover materials.

Learn more at BellaArtAlbums.com

N Going on now through May 31
BOGOGradCards.com

Design. Print. Websites. Marketing. |
www.MarathonPress.com ara On V
(800) 228-0629




BE MORE Connected
Join Your Local Affiliate

PPA Affiliate members are a creative community of photographers helping
photographers. These non-profit groups nurture and provide the support
and tools to help you grow.

As an Affiliate member YOU wiill;

Meet & connect with peers & mentors

Aftend in-person workshops throughout the year with some of the
best instructors in the industry

Sharpen your skills by competing in your local image competitions

Close the gap toward earning a PPA Degree by attending
PPA Education Workshops

Get recognized; build credibility & set yourself apart

Get involved & give back fo your photographic
community

And much morel

There's never been a better time to Be More Connected!

Find a PPA Affiliate near you.

PPA.com/Affiliates

mﬁ

BEP MORE Connected




