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Foreword

It seems odd to me that people who want so badly to live by their creative wits, as photographers do, think so conventionally and uncreatively about the ways in which they want to make a living with that same craft. It’s not only ironic, it’s tragic, because so many of them end up failing financially or, worse, unhappy.

Photography is, for most of us, a creative endeavor. Taking our photography into the marketplace should be no less a unique act of expression, one that begins with our vision and talents and ends in serving a client base willing to exchange what they have for what you have. Sadly, many photographers who are inspired when they’re behind the camera—photographers who would never dream of doing what everyone else is doing—step in line and do just as the photographers around them are doing when it comes to business and marketing. They become one of the crowd, a commodity duking it out for market share and underpricing each other into failure. It needn’t be this way. The reasons for this disconnect, of course, are not difficult to understand. Most of us decided to pursue this vocation because we love photography, not business. We know how to create a compelling photograph, but creating a compelling brand at the heart of a vital, and solvent, business is another thing altogether. And so we assume—or we allow ourselves to believe—that if we’re talented enough, or buy the right gear, or create the best work of our lives, then we’ll succeed. It would be nice if that were true. But real life doesn’t work like that.

The best corporations do not succeed because the CEOs really, really want them to. Nor do they succeed because they do what everyone else does. They do not even succeed because the CEO knows how to build whatever widget the company happens to sell. They succeed because the CEO knows how to run a great company and hire the best widget makers he or she can find. Similarly, the rise or fall of your business has less to do with your photographic chops than your business chops. If that scares you and makes you put this book back on the shelf in favor of yet another book about “The Best Wedding Portrait Poses Ever!” then Dane has done you a favor. Better that you stay in your current job and still have a hobby you love than to lose both.

I know, forewords are meant to be encouraging. Dane should have known better. He could have found someone much more positive to write this and illustrated this page with kittens and rainbows. But Dane didn’t write this book to make you feel better. He wrote it to help you—with truth, kindness, and the voice of experience—to build a business that will not only survive but thrive; a business that will not only meet your clients’ expectations but exceed them because you yourself have done something exceedingly rare: You’ve followed your vision instead of the crowd. Dane could have written an easier book. Maybe even put a unicorn on the cover. Everything’s happier with unicorns.

See, the thing is, I’m an idealist. I believe you can have your metaphorical cake and eat it, too. There is a way to sell your art without selling your soul. There is a way to do that which you are passionate about—a way to create something amazing, challenging, something you love—without starving.

Whether we all have the drive or the skill set to do so is another thing, and you’ll be much closer to knowing if you’ve got it in you once you’ve read The Fast Track Photographer Business Plan. If I had written this book, I’d have called it The Backtrack Photographer Business Plan, because my journey was a little more circuitous. But it can be done. I have done it. My friends have done it. We’ve fallen on our faces, we’ve had to start over, and we’ve learned the hard way, but we’ve done it. But if it’s to be done, it needs to be done the same way you’d create a great photograph. It’s an act of creativity, begun with vision for what might be, and executed in your own particular way. This book won’t show you what that way should look like, but, more important, it will help you discover it for yourself.

The principles Dane discusses in this book are profoundly important, and we’re in desperate need of more voices to preach the kind of sermons Dane is preaching here. The old rules are gone, and their absence has created a vacuum. The pull of that sucking void will force some to create new rules to fill that space, but the real visionaries will take this sudden absence of rules as permission to forge their own paths—paths that are scarier, full of more potholes than we ever imagined, and littered with risks. But they also take us through the best scenery and return the best rewards.

Whatever your path looks like, there will be risks. It’s never a question of whether you risk or do not risk. It’s a question of which risks you choose. I hope you’ll take the risks with the biggest payoffs, the ones that—should you succeed—allow you to craft a life doing what you love. The other risk—the one with the highest cost and no payoff, except the illusion of safety—is doing nothing, getting to the end of this life and facing regrets for never having tried. As I wrote in my book VisionMongers, there is no reward for tiptoeing carefully through life only to arrive safely at death. We’ve got one kick at this great adventure, so we might as well make our mark and live it in the way we were uniquely created to do.

Soren Kierkegaard said, “To dare is to lose one’s footing momentarily. To not dare is to lose oneself.” If the voices in your head tell you this is something you must try, listen to them. I dare you. But do not listen to those voices alone; those voices are high on motivation but low on experience. They are big on the “why,” but contribute nothing where the “how” is concerned. Dane Sanders is one of those alternate voices. He’s as big on passion and risk taking as he is on doing so with wisdom, and we ignore voices like his at our peril.

Wherever your own path takes you, I wish you peace.

David duChemin
Vancouver, 2010


Open Me First: The Old Model’s Broke—Don’t Fix It

The world of photography is going through a seismic shift, make no mistake about it. You probably don’t need this book to tell you that. Are we living in the Best of Times or the Worst of Times? That all depends on whom you ask. Casual shooters, newcomers, and part-time pros who love all the new photo gadgetry and the easy access to great technologies, forums, and markets might say the former. Struggling professionals trying to make a living, maybe the latter.

One thing is for sure: Today’s photo world is not suffering from a lack of passion. More people than ever before are actively involved with photography. Look at Facebook, look at your email inbox, look at your iPhone. Everywhere I go I see photographers intoxicated with new ideas about the images they are capturing, making, and manipulating. Never before have so many shooters, amateur and pro alike, had so much access to so much cool technology and so many places to share and explore that technology. And never before have there been so many exciting venues for talking about the artistic side of photography. Ask a photographer about his or her creative ideas and you’re probably in for a fun conversation. A long one, too.

And yet, the moment the conversation turns to business, many of these same photographers grow awkwardly silent. It’s as though the money-making part of their work has eluded them and they feel bad about it. When I ask them about their ideas for going out and getting customers, many have no answer. It’s not that they don’t understand what I mean or aren’t interested in finding a way to bring in new clients. It’s that they’re exhausted from trying and failing. For many of my peers, the “business stuff” can seem like one enormous headache, especially when you compare it to the more creative work of lighting a subject or composing an image. It seems too overwhelming to tackle.

Other photo friends of mine, particularly the seasoned vets, take an even dimmer view. Many of them are wearing looks on their faces these days as if they’ve just been hit by a Kodak truck. They’ve been in the business for years, have “paid their dues,” and have even experienced a taste of financial success as professional photographers. But suddenly the sands are shifting under their feet. The old models for “making it” in the photo world are crumbling before their eyes. Markets are being saturated, price tags for photo work are shrinking, and business is being spread too thin. The career they thought they signed up for has become almost unrecognizable.

And all of this seems to have happened practically overnight.

The New Landscape

Thanks to a “perfect storm” of recent developments—the changeover of the photo world to digital photography, the drastic drop in price for high-end cameras and photo technology, and the blossoming of internet commerce—the barriers to entry for professional photography have become little more than speed bumps. More people are able to equip themselves competitively and learn the pro’s toolset than ever before. What does that mean for all of us?

Well, because more would-be shooters can now afford professional-level equipment and because the learning curves for figuring out how to use the stuff are much shorter than ever before, more folks are throwing themselves into the fray. It’s a numbers game. At the same time, the internet has opened up cheap and easy markets for selling photos. As a result, more people are selling photos for money. And because many of these new shooters are part-timers who don’t need to pay their mortgage via their photo sales (or are living in parts of the world where a dollar goes a lot further), the price of photos in many markets has plummeted. People are willing to sell for whatever they can get.

This is a big problem for established pros.

But here’s what really irks the old-timers (i.e., those who got a taste of the old model before the new model came crashing in): the new shooters entering the business don’t seem properly seasoned. They don’t have a sense of tradition and hierarchy. They don’t use the sacred lingo. They haven’t paid their dues by working their way up the ladder. They don’t have reverence for the right things.

Worse, they have no sense of business etiquette. Many of them seem to be rogues and upstarts who have no stake in playing the game the way we were taught to play. It’s like World of Warcraft out there. The Horde versus the Alliance. No rules. No sympathy. No accountability.

And, boy, does that terrify the old-timers.

Meanwhile, the newcomers—and perhaps you’re one of them—are just trying to learn the rules of the game. They don’t understand all of the hostility they’re encountering.

So How Do We Respond?

The way many established shooters have chosen to respond to these new developments is the fear-based approach. The good old fight/flight response. They retreat to the corners of the boxing ring where they feel safe and throw punches to keep others out.

Take the online photo forums for example. As the upstart new shooters start posting their photos online and joining the discussions, members of the old guard react with predictable defensiveness. They try to employ browbeating and put-downs. Pay your dues, they tell the newbies. Apprentice for a few years. Learn your craft before you try to sell your craft. Stop watering down the market for all of us by selling underpriced goods.

And many of the newbies try to listen. They really do. But they see their friends making some money at this craft and they want in. They may not like the fact that selling photos at bargain prices is watering down the market for trained pros, but they still want a piece of the action and they want it now. They don’t want to wait. They don’t want to pay dues. And who can blame them? The fact is, in a digital world, they don’t really need to wait anymore.

Still, the old guard clings ferociously to the traditional models. It’s as if they hope that, by sheer force of resisting the new, they can will the old models back into existence. They fondly recall the day, not so long ago, when there was a fairly predictable path in the journey to becoming a pro shooter.

What did that old path look like? Well, of course, it varied a bit, depending on your specialty. For a photojournalist, for example, the path might look something like this: Go to photo school. Get a job shooting for a small newspaper. Develop your craft for a few years. Get a job at a better newspaper. Then a better one. Win a few prizes, get some name recognition. Get a job teaching.

For a commercial photographer, perhaps it would look more like this: Spend a couple of years building a portfolio. Apprentice with an established shooter, learn the ropes. Get your first break with an agent or an ad agency art director. Work with low-level clients for a few years. Then get some mid-level clients. Then high-level. Maybe become an art director yourself.

For other types of photographers the paths had similar trajectories. Spend some years learning the trade. Pay your dues. Impress the right people. Get some breaks. Work your way up. Get rich and fat.

It all seemed so fair, so right, so meritbased, so egalitarian. The only problem is, it’s now a fantasy. The old model is broken. Kaput.

We’re no longer living in a print-only world where print-only rules apply. We’re living in a new Wild West of ever-evolving media. Google Ads and social media are the new marketing tools of the day. Online images, in all their various forms, have supplanted paper ones. Video clips are now being used in many places where still images once served. Newspapers are disappearing or going online. Photographers’ agents and art directors are applying for unemployment. The list of changes goes on and on.

The old model is broken, my friends. And it doesn’t need to be fixed. It needs to be jettisoned.

What’s Needed Today

We are living in crazy times. Not just for photographers, but for everyone. It wasn’t long ago that our world was flush with cash (or at least credit), and working hard was usually enough to guarantee career safety.

Yet now, everywhere I look I see friends scrambling to deal with a tilt-a-whirl economy, working desperately to stay ahead of bills and hold onto their jobs. What used to feel secure—working for a company that offered a steady income, benefits, and the promise of a future—now feels about as substantial as a smoke ring. “The Man” is no longer standing by the career ladder and handing out gold retirement watches to those who make it to the top. The ladder is gone; the rungs have been sawn off.

So it’s no surprise that so many have decided, voluntarily or not, to forge their own trails in small business. This is especially true in creative industries that don’t require degrees or years of training to enter. Industries like photography.

From the outside, it can seem as if the only requirements to create your own photo start-up business nowadays are a modest investment in equipment and a willingness to jump into the fray. Obviously, this is a frightening turn of events to established pros.

But I would like to take this opportunity to put everyone at ease, both the established pro and the newcomer. As I see it, the problem with photography isn’t that there are too many photographers vying to make a living. There are just too many photographers failing at business. And, frankly, they don’t need to be.

I believe that business success is not only possible but well within your grasp. But you need to want it keenly and you need to reimagine the game you’re playing. You must start by realizing that you are never again going to own the competitive business edge strictly by having …


» The best equipment

» The best training

» The most prestigious degree

» The most experience

» Access to markets that others can’t break into

» A great apprenticeship record

» A stellar resume

» Your dues paid up



In today’s Digi-flat world (a term I coined in Fast Track Photographer, my previous book), none of these things matter very much. Then what does matter?

Well, here’s where it all gets interesting. And thrilling. If there’s one thing I’ve learned through my many conversations with photo professionals in recent years, it’s this: The most successful businesses are those that have grown directly out of the photographer’s own identity, creativity, and vision. The way these photographers have succeeded in the face of fierce competition is not by trying to outdo others at their game. It is by ignoring what everyone else is doing and building a business that stands apart.

Success today is not about having the best gadgets or posting the most blogs. It’s all about knowing exactly who you are as a photographer and using the new technologies to put it out there in the ideal form for all the world to see.

When you compare yourself to your competition or tailor your services to match other businesses in the field, you’re forgetting the one thing their business has that no other does: you. If, on the other hand, you build a business around your own unique talents, ideas, and vision, you’re ensuring that not only will you stand apart from the pack but that you’ll do the work you love and were meant to do.

The Creative and the Businessperson

Let me expand on this idea a little more and, in doing so, spell out the premise of this book.

“Back in the day,” when there was still a discernable path to success in the world of photography, you didn’t need to worry too much about being either (1) highly creative or (2) an amazing businessperson. There was a model to follow.

Because the path to success was externally laid out for us and marked by observable guideposts, and because these guideposts were reinforced by institutions such as newspapers, ad agencies, art galleries, and chambers of commerce, your job was only to work hard and improve at your craft. You didn’t need a particularly unique edge. You didn’t need to be a brilliant marketer. You didn’t need to create a magnetic brand that reached out and pulled in your market niche. You didn’t need to be highly creative.

All you really needed to do—and I’m oversimplifying here to make a point—was to follow the rules, make nice pictures, and keep your customers or employers happy. The longer you worked at your craft, the more skilled you gradually became, and the more money you usually earned. The more you earned, the nicer equipment and studio space you could acquire, which, in turn, helped distinguish you from the raw recruits. All very safe and predictable, at least compared to today’s world. Not everyone succeeded on this path, of course, but if you hit the right milestones, you could succeed.

It was a vastly more forgiving era, so you didn’t need to be an especially focused businessperson either. You didn’t need to be mega-efficient in your efforts. You could afford to play the role of accountant, photo editor, receptionist, and maintenance person, in addition to main shooter. You didn’t need to worry about leveraging and focusing your time and effort so as to produce the highest payoff.

All that has changed. Today the path is an internal one, not an external one. The old guideposts don’t lead anywhere. Today the path you walk is the one you carve for yourself. Today the mandate is to know exactly who you are and what value your unique talents hold in the marketplace. That means you need to be more creative and innovative than ever before. That means you can no longer afford to waste a lot of time doing things that are not directly related to building your brand or doing the high-level creative work of your business.

What that means, in turn, is that you must become better at the “business” side of running your business. You can’t afford to be diluting your value by working on tasks that can be done more efficiently by others. You must learn to share the workload with a support team and to systematize all those tasks that you do perform. Why? So that you free up more of your time and attention to to allow yourself to make the signature contribution you were born to make.

Let me sum that up again: To thrive in today’s Digi-flat world, you must become the most creative and unique photographer you can imagine being. To do so, you must dedicate lots of time and attention to that task. And to do that, you must become the most efficient businessperson you can become.

Do you see how it works? The way to free up your creativity is to spend less time on the routine tasks of running your business, so that these tasks no longer consume and drain you. That means becoming smarter, more efficient, and more systematized. Good business supports great creativity. Great creativity generates more business.

Business and creativity are not enemies; they are lovers.

Finding Focus in the Complexity

The reason so many artists (and business owners in general) are overwhelmed these days is not because running a business is too complex. It’s because the world we live in has become so complicated.

For all its wonders, the digital revolution has brought with it a host of distractions that sap our attention. From Twitter feeds to Facebook updates to iPhones that make it possible for us to be contacted 24/7, we’re all living a “life interrupted.” Recent studies suggest that the average professional today rarely works for five solid minutes without some kind of interruption. It’s a catch-22: Photographers and other creative professionals need time away from our computers and ringing phones if we’re to live up to our creative potential, and yet we can’t afford to hide away in our studios and wait for work to come to us. In an age where many clients find photographers through Google searches, or hear about cool artists on Facebook and Twitter, an active web presence is crucial. It’s also a full-time job itself!

This is one of the reasons why “personal productivity” has become such a booming industry. Thanks to productivity gurus like David Allen (the author of Getting Things Done) and time-management pioneers like Steven Covey (who wrote First Things First), we now have very sophisticated systems to help stay focused on what matters most. But despite the fact that these organizational tools can be very helpful, there is still a gap, especially for professionals whose work involves a lot of intangible creative tasks. Time management is not enough.

What creative business owners need is a whole new model for building and running their businesses. We need to reinvent how we approach business and in doing so we must account for the peculiar demands of the internet age. And that means taking charge of our business rather than letting it take charge of us. We must learn to become leaders, not followers. And this is true even if we run a business whose only employee is ourselves.

In fact it may be doubly true in that case.

A Better Way to Think About Your Business

I believe that the biggest problem most creative business owners face is a failure of leadership. It’s an understandable dilemma, of course: You probably think of yourself as a photographer first, businessperson second—if you think of yourself as a businessperson at all.

But you are a businessperson! If you’re making money from what you do, or actively trying to, then you’re running a business. And if you’re running a business, you have the same concerns and responsibilities as companies as huge as Apple, Google, or Wal-Mart. The only difference is one of scale. You, too, need visionary leadership, strategic decision making, and devoted sales, marketing, and operations teams. No wonder you’re so overwhelmed!

But because your business likely consists of very few, if any, employees, you simply don’t have the luxury of setting up a traditional hierarchy. And yet, the work still needs to get done.

What I’m suggesting is that it is possible for you to do it all without hiring so much as one staff member. I certainly did it all when I was starting out, and I have spoken with many photographers whose companies-of-one are thriving. But if you want to do it right, there’s a tricky task at hand. And this task turns out to be the very first step you need to take if you want to achieve success as a Fast Track business owner.

You need to fire yourself as the frontline photographer. Yes, that’s right. You need to fire yourself as the photographer and hire yourself as the CEO.

Don’t worry, you can always rehire yourself once you’ve finished reading this book. But if you’re serious about running your creative enterprise, you must dramatically change your perspective from that of the person doing the day-to-day, ground-level work to the person who looks at your business from a much higher perspective. You need to elevate your view. You need to be the CEO, not just the service provider.

Firing yourself means no more taking pictures—at least not until you understand the concepts I’ll be sharing in these pages. Believe it or not, your commitment to your craft may be the very thing that is holding you back from more freedom and money—not to mention enjoyment of your work.

Don’t get me wrong. I’m passionate about taking pictures. But the rules for being the frontline photographer and the rules for being the CEO of a business are different. If we play by the wrong rules at the wrong times, we get ourselves into trouble. If we keep the two roles distinct, though, this new way of thinking may actually give us more time to take photos.

If you want your business to be a living reflection of your creative genius (and I believe you do have genius), you’ll need to give yourself the gift of standing back from that work. I know it can feel scary to get off the front line and feel the weight of the company’s world on your shoulders. That’s why running a small business isn’t for everyone.

But if your intent is to become a thriving small-business owner in today’s ultracompetitive world, it’s time you step up to the role and own it.

Simply put, when you’re done reading this book and putting some of its ideas in motion, you’ll have built a structure that gives you much more time to do the work you love. You’ll have all the power (and responsibility) to put the right people on the right jobs. That might mean hiring people or working with partners and vendors. For those of you who are one-person businesses, it might also mean learning to wear the right hat at the right time and systematizing your routine activities so that you maximize the time you spend doing creative work. Either way, the new freedom will be all yours. Yours to spend doing the creative work you long to do.

Good business supports good creativity. Welcome to the life you really envisioned when you decided a day job wasn’t for you.

So What Can You Expect from This Book?

My guess is that if you’re reading this, you are either in startup or restart mode. If you’re just starting out, you likely have more enthusiasm than you know what to do with but aren’t sure which way to turn. You’re super-enthusiastic about the idea of taking your passion for photography and translating it into a moneymaking venture. Maybe you’re self-taught, or maybe you’re a recent art school graduate hungry for some business tips (since no one covered that trifling little concern behind those ivy-covered walls).

Or perhaps the reverse is true. You’ve already started building your business but your enthusiasm has evaporated. Maybe you’re scared. After maxing out your credit on gear, a website, and business cards, you’re wondering where all your clients are hiding. You know there are opportunities out there, but you have no guide to help you find them. Perhaps you’re stuck in the trenches of day-to-day details, with no time to be creative or get ahead.

Or maybe you’re just looking for a great big, red RESET button to give your career a fresh start. You may have lost your job and are thinking that maybe if you could make the kind of creative living you’ve always dreamed of, you’d be thanking your old boss for liberating you.

Whatever your particular story, know this: how you got here is less important than where the ideas in this book will take you. I think the reason so many of us never realize our dreams is not because becoming remarkable is impossible. Quite the contrary, it’s because too few of us even bother to pursue greatness for fear of failing. And by giving fear that much power in our lives, we forfeit our dreams.

So before you read one more sentence of this book, would you consider making a conscious decision not to make that trade-off? It’s a bad deal for you. Let’s take back those dreams of yours right now. How? By learning the tools to create a foundation for those dreams. By moving your dreams out of the realm of unrealized fantasy and placing them squarely in the realm of attainable reality. By building a plan that will allow you to more easily accomplish all the day-to-day tasks of running a business so that you may keep your main focus on the “big picture” stuff that got you into this field to begin with. If that’s what you’re truly interested in doing, then you’ve come to the right place.

If you’re looking for a “how to build a business plan in twenty-four hours” book, on the other hand, you’ve come to the wrong place. This book is not about creating a formal plan for others to read or fund. If you’ve ever bought one of those business-plan books in the past, I suspect you’ve been as frustrated as I’ve been with how little they’ve had to offer beyond a glorified template to fill in the blanks. The book you hold in your hands is meant to help you discover what goes in those blank spaces! You will be writing a business plan at the end of this book, but it will not be a traditional one; it will be a Fast Track business plan.

I should also point out that if you’re looking for a comprehensive checklist of “things I need to do to start a small business,” such as get an employer ID number, start a business checking account, and buy the right kinds of insurance, you will want to look further than this book. All of those concerns are valid, but they are addressed in many other resources, both online and in print. I’ve included some info in the appendix section to help you find guidance in these areas when you need it.

Here we need to keep the focus on learning the Fast Track approach to business.

How Fast Is This Fast Track?

Now, I want you to know that just because I call this method “Fast Track” doesn’t mean it’s instantaneous, although I do believe it is the most efficient way to achieve success. The goal is to help you build a real, functional approach and plan for your photo business that will last for the life of your company. That will require an investment of time and effort on your part.

Moreover, since this book has been written for all practitioners of photography, any one-size-fits-all, “how-to” attempt would feel thin in its treatment and thick in its volume. Instead, I’m going to invite you to play a much bigger game: the game of leading your company, large or small, by actively playing the role of “Visionary CEO.” There’s no such thing as a one-size-fits-all business plan, but there are some exciting principles you can follow that will help you build a business all your own and keep it running smoothly so you’re freed up to do the work you really love.

Surprisingly, the ideas I’m offering here are pretty simple. But I won’t lie to you: finding the discipline to implement them will not always be easy. There is, after all, a huge difference between simple and easy. If you’re intending to treat this book like a gym membership you never use, you may be left wanting. But if you’re up to the challenge of using the ideas in this book, I’m committed to offering all the direction you need to get where you dream of going.

How This Book Relates to Fast Track Photographer

Before we get rolling, I want to make an important point. If you are still trying to discover and forge your identity in this industry, I’d strongly recommend you start with my first book, Fast Track Photographer. In that book, you’ll learn about what matters most when you decide to go pro: not the photos you take, but your development as a photographer.

The Fast Track Photographer Business Plan will help you actually build a business based on your unique vision. So, FTP is about the photographer and The FTP Business Plan is about the business its owner is building. Make sense?

I want to mention, too, that in my first book I introduced two different types of shooters: Signature Brand Photographers and Freelance Photographers. Consumers, art directors, and editors hire Signature Brands directly because they know these photographers’ names and styles by reputation or from previous work. A Signature Brand’s images are certainly important because they showcase a photographer’s vision, but they are not the only factor in hiring decisions. As a Signature Brand Photographer myself, clients have often confessed to me that their primary reason for bringing me on was that they just felt confident that I’d be able to deliver the goods. When customers hire a Signature Brand shooter, they are hiring the person as much as the images.

The Freelance Photographer, on the other hand, operates largely anonymously. These photographers must also develop their personal style; the difference is that rather than marketing their names and personas, they market their skills and images to agents, art directors, editors, and photo agencies who then broker deals on their behalf. Imagine that the art director at outdoor-clothing retailer Patagonia was in the market to find a photographer for one of their catalogs and wanted a fresh look. Instead of combing through shooters’ websites, the art director might contact a company like Greenhouse Reps whose job it is to link commercial clients with Freelance Photographers. In a case like this, having representatives who get your style and personality is perhaps more important than connecting with the clients themselves, at least initially.

The ideas in this book will work for you, regardless of whether you consider yourself a Freelance Photographer or a Signature Brand Photographer (or a hybrid of both), since both types of photographers build businesses based
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