asmp

OLYMPUS"
AMERICAN SOCIETY OF

MEDIA PHOTOGRAPHERS

Taking Control of your Career

Judy Herrmann
Herrmann + Starke LLC
Judy@HSstudio.com

© Herrmann + Starke, 2008. The following information is provided as a courtesy for attendees of this seminar and may not be further
distributed without written permission from the authors. We appreciate your understanding of our need to protect our intellectual
property and the time and energy we put into creating this program. These notes and this seminar could not have been created without
the generous support of Olympus America.

Our goal in this seminar and these handouts is to give you the tools to take your business
where you want it to go and to help you gain an understanding of the business practices
you’ll need to operate successfully at any tier of the market.

A first step to taking control of your business is to engage in intelligent strategic
planning. There’s a common saying in the business world that a failure to plan is a plan
to fail. We hope these tools will help you avoid that pitfall.

The following pages will provide you with a collection of questions to answer that you
can format into a worksheet or simply use as the basis for a typed document. For this
kind of strategizing to work, you have to write the answers out in a format that you can
keep, review and modify over time. The answers are for you and you alone, so it’s
important to be brutally honest.

You’ll use these questionnaires as the basis for forming a plan of action. Plan to revisit
both your questionnaires and your plan at least once each year. Take note of where your
projections were accurate and where you missed the mark. As your goals change, change
your plan to accommodate your new goals. No matter where you are on this continuum
of growth, these questions and your answers will always be able to help you plan a
roadmap for where you want to go next.

About Setting Goals:

In the organizational development field, people often talk about “SMART” goals.
SMART stands for:

Specific
Measurable
Attainable
Relevant

Time-bound
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“Specific” means that the goal must be clearly articulated and outline exactly what you
want the outcome to be. As you look at your goals, use the classic 5 W’s from journalism
to help you define the goals clearly:

Who is involved?

What is to be accomplished?

Where will the goal be accomplished?

When will it be accomplished?

Why is this goal important? (Why make this effort? How will it benefit you?)
How will the goal be accomplished?

“Measurable” means that you need to define benchmarks for achievements within the
goal. These benchmarks will let you know that you’ve made progress and help you
determine when the goal has actually been accomplished.

“Attainable” means that the goal is a realistic one. If the goal is too far out of reach and
takes too long to achieve, you’re likely to quit out of frustration. Remember, once you’ve
achieved a specific goal, you can set a new goal that will take you to the next level.

“Relevant” means that you can see a direct connection between achieving the goal and
improving the quality of your life. This is the only way to build your commitment level
to the point where you’ll actually change your behaviors. Visualize what your life will be
like when the goal has been achieved and use that to motivate yourself.

“Time-bound” means that you set a time frame for completion and for each benchmark.
Tracking your progress over time will help you stay on target, monitor your progress and
ultimately achieve your goals.

Once you’ve defined your goals, each goal should be broken down into Outcome
Objectives and Process Objectives. An Outcome Objective is simply a description of
what has to be done to accomplish the goal. Each goal may have multiple Outcome
Objectives. If your goal were, say, “Have $X,XXX,XXX in assets by the time I retire.”
A sample Outcome Objective might be “Grow income by 30% this year.”

Process Objectives are the activities required to achieve each Outcome Objective.
Process Objectives should be broken down into errands that need to be run, things that
need to be done, decisions that need to be made, or items that need to be researched.
Following our example above, your Process Objectives would include specific actions
(e.g. raise fees, move savings to higher interest account) you can take immediately to
increase revenues, reduce expenses and maximize the earning potential of your savings.

Don’t let the jargon get in the way — if it’s easier, just think of Outcome Objectives as
“steps” and Process Objectives as “actions.” You may find the Goals, Objectives and
Activities Worksheet on the following page a useful format to follow.
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Goals Objectives & Activities Worksheet:

GOALS: A goal is a statement describing what you wish to accomplish.
Goal 1:

OUTCOME OBJECTIVES: An outcome objective is a description of what has to be
done to accomplish the goal. Each goal may have multiple Outcome Objectives.

Outcome Objective 1.1

Add more Outcome Objectives on separate sheets as appropriate

PROCESS OBJECTIVES: Process Objectives are the activities required to achieve
each Outcome Objective. Process Objectives should be broken down into errands that
need to be run, things that need to be done, decisions that need to be made, or items
that need to be researched. Add more process objectives as needed.

Process Objective 1.1.1

Process Objective 1.1.2

Process Objective 1.1.3

Process Objective 1.1.4

Process Objective 1.1.5
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Part 1: Quality of Life and Lifestyle Questions:

A good place to start is to figure out what’s really important to you personally. In order
to effect change, you need to hone in on where your true dissatisfactions lie. Often, the
things we think are bothering us turn out to be fairly trivial and we discover that they are
symptoms of a much greater problem. The following exercises are a critical first step to
taking control of your business.

The Values Analysis:

You can find several different values analyses from a wide variety of sources. The
following is just one values analysis exercise that we feel is particularly useful. If the
language used here doesn’t resonate with you, look for other related exercises.

1) Separate the following values into 3 categories: Always Valued, Sometimes
Valued, and Never Valued. Feel free to add any values that are missing from this
list:

IS

oo oA o

Achievement: having a sense of accomplishment in one’s work
Advancement: gaining opportunities for growth from work well done
Adventure: opportunities to take risks

Affection: working in a caring environment

Affiliation: prestige gained from association with a particular organization

Challenging Problems: engaging with complex questions, trouble-shooting
and problem-solving as a core part of your work

Change & Variety: having work responsibilities frequently change in
content and/or setting

Close Relationships: spending time with or searching for a significant
other

Community: living in a place where you know your neighbors and can be
active in local activities

Competence: exhibiting areas of skill and expertise as part of your daily
work

Competition: engaging in activities that allow you to pit your skills against
others

Cooperation: working with others in a team environment

Creativity: finding new solutions or approaches, not having to follow a
format developed by others

Decisiveness: having the ability to make and act on decisions quickly
without oversight
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aa.
bb.

CC.

dd.

cc.

ff.

ge.

hh.

ii.

3

Economic Security: having consistent earnings, not having significant
fluctuations in earning potential.

Effectiveness: the ability to get things done independently or when
working with others

Efficiency: not wasting time or other resources

Ethical Practice: not having to engage in unethical behavior, being around
people who are open and honest.

Excellence: setting and meeting high standards

Excitement: experiencing a high level of stimulation, novelty and/or
drama on the job

Fame: recognition from others within the field or within a broader
community

Fast Pace: working in circumstances where speed is of the essence
Friendships: spending time with the people most important to you

Having Children: ability to both afford children financially and have
adequate time to spend with them.

High Earnings: ability to have a high level of disposable income

Growth: opportunities to advance financially and/or through increased job
responsibilities

Helping Others: involvement in helping people directly or indirectly
Helping Society: contributing to the betterment of the world

Independence: ability to determine work practice without significant
direction from others

Influencing Others: being in a position to affect the attitudes and opinions
of other people

Intellectual Status: being regarded as well-informed, achieving expert
status

Job Tranquility: avoiding the “rat race” in job role and work environment

Knowledge: engaging in the pursuit of knowledge, truth and
understanding

Leadership: ability to unite other people to accomplish a common goal

Market Position: prestige gained through association with a particular
client base

Meaningful Work: opportunities to engage in work that has value beyond
earnings
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kk. Moral Fulfillment: feeling that your work is contributing to ideals that you
value highly

1. Order: having tranquility, stability and conformity in one’s work life

mm. Power and Authority: having the ability to control the work activities
and/or destinies of others

nn. Precision Work: engaging in tasks requiring exact specifications and
careful, accurate attention to detail

00. Profit Gain: having the strong likelihood of accumulating wealth through
ownership or profit-sharing

pp. Public Contact: having a lot of day-to-day contact with people
qq. Recognition: respect from others, status

rr.  Reputation: being known for providing a certain level of work, service,
etc.

ss. Security: confidence that one will be able to earn an adequate living and
take care of basic needs

tt.  Stability: having a work routine that’s largely predictable and not subject
to frequent change

uu. Time Flexibility: ability to set one’s own hours or schedule
vv. Working Alone: ability to complete work without contact with others
ww. Working with Others: ability to interact with others on a daily basis

xx. Working under Pressure: work environments where there is little margin
for error

2) Take your “always valued” and “sometimes valued” list and narrow it down to
your top 10 choices. These would be the 10 values that are the most important to
you.

3) Narrow that down to 5 values and put them in order of priority.

4) Identify the 10 values that actually hold top priority based on your current
lifestyle. How does that list compare to the list you made in step 2? What new
values would you like to have become priorities in your life and career?

5) Think about specific changes you can make to bring these new values into your
lifestyle. Develop a detailed action plan broken down into simple, achievable
tasks. Assign each task a deadline.

6) Periodically review your values list to see what’s changed and to evaluate the
progress you’ve made so far.
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Satisfaction Analysis:

1))

2)

3)

4)

Take a sheet of paper or open a word processing document on your computer. At
the top of the page, write “I want more of...” and then start listing what you want
more of in your life and in your career. Don’t worry about editing. Don’t worry
about the order you write things in. Don’t worry about mixing life and career
issues in a single document. Just start writing and let your mind go wherever it
wants to go.

Take a new sheet of paper or open a new document and this time, at the top of the
page write, “I want less of...” Again, don’t edit yourself. Free associate and write
down anything that pops into your mind.

Take your two lists and compare them. Create a new document and prioritize
your entries from each list.

Make a list of what you need to change. Identify the things you need to change
immediately, the ones that you can live with for a little while longer and the ones
you can live with indefinitely. Put real time-frames into your priorities (e.g. this
week, within the next month, within the next 3 months, etc.)

Quality of Life/Lifestyle BSummary Evaluation:

1)

2)

3)

4)

On yet another sheet of paper or new document, write at the top “To improve the
quality of my life and career, I need to...” Use the Values Analysis and
Satisfaction Analysis to create a prioritized list of changes that you intend to
implement.

For the “immediate” priority group, break each change into baby steps—these
should all boil down to errands you need to run, things you need to do, things you
need to learn or research and things you need to decide. Set a deadline for each.
You may wish to use the Goals, Objectives and Activities worksheet for this step.

Once you’ve completed all of your immediate priority tasks, go back to your list
and see if the next level of priority items has now moved up to immediate or if
there are other items that have taken their place.

Periodically, review your progress. It’s not uncommon to take two steps forward
and one step back. You may find that you have a hard time maintaining these
new behaviors and need to use the lists to reinforce why you’re making these
changes. You may also find that your priorities change over time.

Note: While we talk about writing a list on paper or as a word processing document
interchangeably, you may notice that the medium affects the message. For many people
writing things out by hand triggers parts of the brain that are not stimulated through
typing. You may brainstorm more creatively by writing your lists longhand and
transcribing them into a typed document for organizing and prioritizing.
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Part 2: External/Internal Factors

Once you’ve addressed quality of life and lifestyle issues, the next step is to focus on the
external and internal environments in which you’re operating. Two tools that will help
you do this are the PEST (Political, Environment, Social & Technological Trends) and
SWOT (Strengths, Weaknesses, Opportunities and Threats) analyses.

Again, you can find all kinds of worksheets and explanations for these two exercises by
doing a quick Internet search. The following provides a brief summary of each tool.

The Political, Economic, Social & Technological Trends (PEST) Analysis:

To conduct a PEST analysis, you’ll examine the environment that you’re working within
based on the following criteria:

POLITICAL
* Ecological/Environmental Issues
Current Legislation within Domestic Market
Future Legislation within Domestic Market
Current/Future Legislation within International Market as appropriate
Regulatory Bodies and Processes
Tax Policies
Employment Laws
Political Stability
Safety Regulations
NOMIC
Domestic Economy Current Situation
Domestic Economy Trends
International Economic Trends
Market and Trade Cycles
Inflation Rates
Consumer Confidence
Specific Industry Trends
TIAL
Lifestyle Trends
Demographics
Consumer Attitudes and Opinions
Media Views
Branding
Consumer Buying Patterns
Population Age Distribution
Population Ethnicity Distribution
Education
HNOLOGICAL
Current Technologies
Technological Trends
New Inventions
Changes in How People Use Technology
Maturity of Current Technologies
Life cycle of Technology/Technological Obsolescence
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The Strengths, Weaknesses, Opportunities and Threats (SWOT) Analysis:

To conduct a SWOT analysis, answer the following questions as thoroughly as you can.
Be brutally honest—the only person using this tool is you and any self-deception that you
allow will hurt you and you alone.

STRENGTHS - resources /capabilities you can use to develop competitive advantage.

What advantages does your company have?

What capabilities do you offer?

What do you do better than anyone else?

What are your unique selling points?

What unique or low-cost resources do you have access to?

What experience, knowledge or expertise do you offer that others don’t?
What kinds of activities do you excel at?

How do your price, value and quality compare to your competition?
What do people in your market see as your strengths?

WEAKNESSES — the absence of certain strengths may be viewed as a weakness.

What could you improve?

What gaps are there in your capabilities, experience, expertise, etc.?

What do others do better than you?

What areas of weakness do you yourself have that affect your company’s success?
What kinds of activities should you avoid?

What are people in your market most likely to see as weaknesses?

OPPORTUNITIES internal/external factors that create opportunities for profit and growth.

Where are the good opportunities facmg you?

What are the interesting trends you’re aware of?

Where do your competitors’ vulnerabilities lie?

How can industry or lifestyle trends be turned into opportunities?

What new markets may be opening up?

Who could you partner with to create new opportunities? What would those
opportunities look like?

THREATS — changes in the external environment that present threats to your success

What obstacles do you face?

How is your market changing?

What is your competition doing?

Are the requirements of your job changing?

Is changing technology threatening your position?

Do you have debt or cash-flow problems?

Could any of your weaknesses seriously threaten your business?

As you complete your SWOT analysis, be sure to keep the following in mind:
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Be realistic about the strengths and weakness of your organization—this is a
highly subjective analysis so you need to try to be as objective as possible
SWOT analyses should distinguish between where your company is today and
where you want it to be in the future

SWOT answers need to be specific—avoid grey areas.

Always apply SWOT in relation to your competition ie better or worse than your
competitors
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Part 3: Defining your Vision:

For other businesses, this section would be called something like defining your product.
For photographers and visual artists, your product is your vision and how you express
that in your imagery. What do you shoot best? How do you shoot it? Why should
someone hire your vision instead of someone else’s?

As you define your vision, be prepared to revisit that definition every few years. As
fashions change — not just clothing, hair and make-up but lighting styles, compositional
approaches and techniques — how you express your vision through images must also
change. As you grow and develop as an artist, your vision will also change.

When evaluating your visual style, it’s important to remember that most photography
careers tend to follow an established cycle. You start out in an entrepreneurial mode.
You haven’t yet mastered what you’re doing but you’re excited about the work and
motivated to grow. You’re experimenting and playing. You’re spending much of your
free time shooting just to see what happens.

Once you begin to achieve some level of success, the temptation to enter a maintenance
mode becomes very strong. You’re earning some money but you’re too busy to play.
Besides, you have a lot invested in your current portfolio and your clients are happy with
your work. You don’t want to lose that so you become hesitant to take risks. After
awhile, the maintenance mode stops working. Either your images are no longer keeping
up with current market trends or you get bored with doing the same old stuff over and
over again. At that point, you have to get your entrepreneurial spirit back and find time
to create new, innovative images even as you’re maintaining your existing client base.

Part of keeping your business fresh is keeping your work fresh. Without images that
you’re excited about, that speak to the viewer and that look current, all the planning in the
world isn’t going to get you where you want to go.

When it comes to defining your vision, you need to look at what you’re bringing to the
table now and what you’ll need to bring to the table, visually, to get where you want to
go. Part of this involves examining your existing work with a critical eye and figuring
out what it says to the viewer. A second part may involve developing new work that
more accurately represents who you are and how you see the world.

Exercises:
1) Write out your purpose as a photographer.

a. In your first version of this list, every item should begin with the word
“to” (e.g. My purpose as a photographer is to document the world around
me.)

b. Next, examine each of your answers. For each answer, ask yourself why
and then why again until you’re able to distill the answer to a basic truth.
(I’m a photographer to document the world around me. Why? Because I
want to show people the beauty of the world. Why? Because...)
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2) Look at your work—does it actually fulfill your real purpose as defined in the first
exercise?

3) What do you need to add more of, to get closer to your real purpose? What do
you need less of?

4) Go through books, magazines, etc. Pull images that really speak to you. Analyze
what it is about these images that move you—the lighting? the subject matter? the
composition? What do the images have in common? Use these images to help
you verbalize the visual styles that speak to you the most strongly.

5) Compare the images you’ve pulled with the work that you’re showing to
prospective clients. Are you speaking the same visual language as the images
you’re drawn to? What needs to change to bring those closer to each other?

6) Ask friends to look at your portfolio and tell you what it says to them. Don’t
dismiss their gut reactions by telling yourself that they’re not part of the industry
or that they don’t know what they’re looking at. Really listen to what they have
to say—remember, they are the audience that you’re being hired to reach.

Part 4: Developing a Functional Business and Marketing Plan:

A formal business plan is usually designed to attract financing and many of the items
required don’t have much meaning in this context. Your goal with this functional plan is
to lay out a roadmap of where you are, where you want to go and how you’re going to get
there. You’ll use the information that you’ve assembled through the Quality of
Life/Lifestyle and Internal/External Factors exercises you’ve already completed.

The questions we’ve provided are designed to get you started. Again, plenty of resources
exist on-line that can flesh out how to build a business and marketing plan. Use what
makes sense to you; ignore stuff that doesn’t seem relevant. Your goal is to develop a
working document—a tool that you can reference to make sure that you’re going where
you want to go and use to monitor your progress.

Your business and marketing plan should cover the following areas and all of these
questions should be answered in terms of where you are right now, where you see
yourself in 3 years and where you want to be in 5 years:

1) A definition of what your company is and does. This may include a mission
statement. It should definitely include a brief history of the company along with
the answers to these questions:

a. Who are we? Describe the key players, what experience, expertise, skills
do they bring to the company

b. What services do we provide? List everything you can think of that a
customer could purchase from your company

c. What makes us unique? What does our company offer that no one else can
do? Why do or should our customers come to us instead of someone else?

d. What services don’t we provide? For each of us, there are some types of
photography that we either aren’t good at or simply aren’t willing to
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perform. List those areas along with resources that you can refer potential
customers to for that kind of work.
2) An analysis of your geographic market region that includes its boundaries along
with the advantages and disadvantages of your location.
3) An analysis of the competitive landscape that includes at least 5 direct
competitors by name. At a minimum, it should answer the following questions:
a. Who are our primary competitors? Include a description of their key
players and the experience, expertise, skills they bring to their company.
What services do they offer?
What are their strengths?
What are their weaknesses?
What do we do better than they do?
What do they do better than us?
How do their prices compare to ours?
Why would customers choose them over us?
Why would customers choose us over them?
j. Why do we consider them to be direct competitors?
4) An analysis of your target customer demographics. At a minimum, it should
include the answers to these questions:
a. Who are my target customers?

— M ER SO a0 o

b. What industries do they work in?

c. What job title do they hold?

d. How much money do they spend on photography?

e. What do we want to get from our customers? Any job? Only the big

budget jobs? Only the creative jobs?
5) An analysis of your marketing budget and how you plan to spend it. This should
include:
a. An advertising plan (ads, direct mail, etc.)
b. A P.R. plan (development of press releases, articles you write, articles
about you)
c. A website plan (outline any improvements needed plus budget for periodic
maintenance and updating)
d. A similar treatment for any other promotional tools you plan to use
6) A prospecting plan. This should include
a. A strategy for identifying specific prospects
b. A strategy identifying how you plan to contact these prospects that
includes
1. The vehicles you plan to use
ii. The frequency you plan to use them in
iii. Who’s going to make the contacts
iv. How you’re going to stay on top of the plan when you get busy
c. A strategy for tracking the contacts you’ve made with the prospects
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7) Income projections including what you expect to earn from existing clients and
from new revenue streams (new clients, new markets, new services, etc.) as well
as the time frame in which you expect to earn it.

As part of this process, interview some of your clients and even some key prospects to
gain insights into how they perceive you, your business, your competitors, etc.

Part 5: Implementation and Review:

A final step will be to take the information you’ve outlined in all the exercises and
convert it into an Action Plan or To Do list. Each week, identify the items on that list
that you can realistically accomplish given everything else on your plate.

As circumstances change, revisit all of these exercises and update them to reflect your
current needs, goals and desires. On-going reevaluation of where see yourself today, in 3
years and in 5 years is critical to staying on track as your life and career goals change.

Working with a consultant:

Taking control of your career presents many challenges. Some of them may be easier to
overcome with the help of a good consultant. Consultants come with a wide range of
backgrounds and experiences. They each have different skill sets and areas of expertise.

Consultants can work with you to map out a plan to achieve your goals and help keep you
on track during the implementation phase, evaluate your work in the context of that plan,
help you define or refine your vision and produce new imagery that expresses it, help you
assemble a strong, unified portfolio and marketing campaign, and even provide support
on pricing, paperwork or production. Depending on the range of help you’re looking for,
you may want to work with different consultants for different phases of your plan.

Doing some serious self-analysis before you call a consultant will help you find the best
consultant for your needs and save you a lot of money. Answering the following
questions will help:

*  What do you believe about your work?
*  What do others tell you about your work?

* How do your images compare to the work you see that you wish
you were doing?

* How do your marketing materials compare to what other
photographers that you’d like to be competing with are doing?

* Are the people you’re marketing to the right people for what
you’re trying to sell?

* Ifyou’re doing any advertising or promotion, are you getting calls
and are they for the type of work you want to be doing? If not,
what do you think the problem is—the vehicle you’re using, your
images or your presentation?
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* How do your advertising and promotional experiences compare to
other people who are using the same vehicles?

Once you've defined where you are and what you’re trying to achieve, we suggest you
talk to some photographers about which consultants they've worked with and what their
experiences have been. In particular, try to find out if the consultant they've worked with
has helped them effectively in the areas that you want help in. Talk to the consultants
that come the most highly recommended about their backgrounds and experiences and
weigh how those experiences fit with what you need.

We hope the following examples will explain what we mean by evaluating the
consultant's experiences and weighing whether they're right for your situation or not.

If your first and foremost problem is that your work is stale, then you need a creative
coach--someone that'll get you to shoot stronger images. If your work isn't commercial
enough, then you might need a consultant that has a stronger advertising or commercial
art background to help you revamp your style to something that's more viable.

If the problem isn't your work, but rather your marketing materials or presentation, then
you might need a consultant whose experience comes from the buying and selling sides
of the business rather than the creative development side.

If you’re floundering and need direction, work with a consultant that’s well versed in
strategic planning and career development before investing money or time into
developing your vision or building a new portfolio.

If your location has something to do with the problem (e.g. you're in a small market, your
market doesn't support the niche you want to work in, you want to do big city jobs but
you don't want to live in the big city, etc.), then a consultant who has spent their entire
career working with photographers based in major cities may not be the best choice for
your situation. By the same token, if you really want to do editorial or corporate
photography, then a consultant that’s never worked outside of the advertising industry
may not be the best match.

Finally, a consultant is someone that you bare your heart, soul and checking account
balance to. They know more about your business than ANYone. They know when
you're slow, they know when you're busy, they know when you've won a great job, and
they know when you've lost a bid that you set your heart on. They know about your
fears, your insecurities, your self-doubts, and your anxieties.

You have to feel that you can trust them. You have to feel confident enough in their
advice to follow it even when it's something you've never done before or thought of doing
or think will work. If you get the teeniest wiggly feeling in your gut when you talk to
these people--if you feel that they're there to sell you on their services or to stroke their
own ego or to do anything other than put their heart and soul into really thinking about
what you need and what's best for you--run.

There are some great consultants out there. There are also a few slime balls. But mostly,
there are people who have certain areas of expertise and certain areas that they aren't as
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strong in. Ultimately, you just want to find the right match for you--someone who knows
and has experience about where you're coming from, where you want to go and how you
can best get there.

Transitioning & Qualifying Client Base:

As you start implementing your new career plan, it’s important to recognize that you
can’t always take your existing clients with you. Develop a plan for transitioning your
current clients to your new policies and practices. Some clients will be receptive to the
changes you’re making but many won’t.

Once you’ve gotten some new clients or new income streams, figure out which of your
old clients you can afford to lose. Inform them of your new practices or policies before
they come to you for a job — no one likes a bait and switch! Keep the conversation
positive and stress the value that you’re adding.

In order to take control of your career, you must qualify both existing and new clients.
Just because someone phones you, doesn’t mean that you have to serve them. If a project
isn’t going to take you closer to your goals then it needs to offer enough compensation to
justify your time. Otherwise, you’re better off spending that time pursuing your goals.

Tom Guidera, a former ASMP National board member, once told us that the best piece of
business advice he ever got was “Never pay too much for money.” These are important
words to live by.

Getting the Job:

At the point where there’s a project on the line, the best vehicles that we have for
communicating what we bring to the table are how we handle the phone conversation
when they call for the quote and how we write up the estimate. It’s a really good idea to
develop a cheat sheet that you can keep by the phone for when clients call.

A lot of you probably already have a cheat sheet that reminds you to ask about things like
usage and reproduction size and all the other technical questions that go into producing a
shoot. If you don’t you can find a good example of that in Leslie Burns-Dell’ Acqua’s
recent book Business Basics for the Successful Commercial Photographer: or how to use
your left brain, too, which is available thru lulu.com. It’s a small book, geared towards
students and emerging photographers but has some great tips that even established pros
haven’t always thought about.

That kind of cheat sheet’s important but it’s not the one we’re talking about it. We’re
talking about a cheat sheet that reminds you what your key selling points are so you
remember to bring them up as appropriate in the conversation.
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Think about what your added value points are and be sure to mention them during the
conversation with the client. Obviously, you can’t be too heavy handed about this—you
have to tie the point into the conversation in a way that makes sense. One good way to
do this is to share some of your thoughts about how you’ll produce the job with the client
while you have them on the phone. Use that opportunity to point out pitfalls that they
could run into with a studio that doesn’t offer these value added features.

Protecting your assets

Using proper paperwork protects your interests and shows your clients that you’re a
professional who understands the rules of the game. Changing your career path and
client base, provides the perfect opportunity to put new policies and practices in place.

As you adopt new technologies and methodologies, be sure to review your paperwork to
ensure that it protects you from any new liabilities. Before incorporating any new
practices into your business ask yourself the following questions:

* Does this new approach or technology affect my potential liability with my clients,
models, locations, vendors or suppliers?

* How do I need to change my terms & conditions or releases to protect myself from
any miscommunications?

* How will this new approach or technology affect my profitability and prices?

* How can I sell my client on the value this new approach or technology offers?

Digital capture is the biggest change to affect our industry in recent years. The ASMP
has updated its recommended paperwork to reflect the increased liabilities that digital
capture and delivery create for photographers. Be sure to visit the following URLS to get
up to the minute recommendations on best practices for photographers:

ASMP’s Licensing Guide & Paperwork Share
www.ASMP.org/licensing

Former ASMP president Susan Carr developed this comprehensive website resource
explaining everything you need to know about licensing images. It includes a paperwork
share featuring actual invoices collected from photographers around the country showing
real projects, real numbers, and real licenses as well as tips on writing a license and
explaining the licensing model to clients.

ASMP’s Terms & Conditions module
www.ASMP.org/t&c

ASMP’s in-house legal counsel, Vic Perlman has brought ASMP’s recommended terms
& conditions into the digital age. This module provides you with recommended verbiage
for digital or film shoots. ASMP members can customize the terms directly on the site.
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Picture Licensing Universal System (PLUS):
www.useplus.com

ASMP is a member of the PLUS (Picture Licensing Universal System) coalition, which
has published a comprehensive glossary of licensing and usage terms. Just click on the
link to the glossary and enter your search terms into the box.

ASMP’s Releases module:
www.ASMP.org/releases

ASMP’s releases module gives you all the ins and outs of releases--when you need them,
why you need them and what they need to say. If you're an ASMP member, we've even
included a customizable release module that allows you to adjust the release for your
needs on the fly and then print the final version out from your Internet browser.

Protect Your Copyright

One of the big advantages of digital files for clients—the ease of creating multiple
originals—makes it harder for photographers to protect their images. To minimize
unauthorized use of your digital images, consider doing the following:

* Embed your contact info, copyright and usage license information in the file’s
metadata. My two part article, “Managing Metadata” in the Technology section of
the Olympus Visionage website <http://www.pdnonline.com/visionage> will show
you how. Visit the Universal Photographic Digital Imaging Guidelines for a
comprehensive explanation of metadata and more <http://www.UPDIG.org>.

* If delivering files on disk, print your license agreement on the cover that goes inside
the disk’s jewel case.

* Include a “readme” file on your CD/DVD or with your FTP upload that provides
contact info, copyright and usage licensing agreement. If delivering by FTP,
consider stuffing or zipping the readme file into the same archive as the images.

* Use a digital slide mount—just make the canvas size of your image larger than the
image size, type your contact info, copyright notice and usage license agreement
into the border. Your client can just resize the picture box in their layout so that info
doesn’t print. This makes it harder for an infringer to claim innocent infringement.

¢ Register your copyright—this offers the best protection you have in terms of
making sure you receive appropriate compensation for any misuse of your work.
Utilize the ASMP copyright tutorial at <http://www.ASMP.org/Copyright> to
answer all your copyright questions

In Conclusion

Taking control of your career is hard work. It takes strategic thinking and planning,
exploiting your strengths, compensating for your weaknesses, looking out for
opportunities and responding to threats before they hit you. We hope the tools and
information provided here and in the seminar will help you navigate your way to a career
trajectory that satisfies your financial and visual goals.
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