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Introduction 

Nigel Merrick here, founder of the Prime Focus Lab website and thank you for investing in 
today's workshop. 

It's great to have you here, and I hope you get a lot of value from what you learn here 
today. 

You'll have permanent access to this recording, as well as the other downloadable 
resources, so you'll be able to go through the content at your own pace, and refer back to 
it whenever you need to. 

If you have questions about any of the material, by all means let me know. There's a 
handy question box at the bottom of the workshop page for you to send me any questions 
or comments, and I promise to read them all. 

It may take me a day or so to get back to you, but I will answer each and every question 
I get to the best of my ability. 

The goal of today's workshop is for you to come away with the concepts and tools needed 
for you to figure out who your ideal clients are for your business, so you can create 
marketing that makes an impact on the right people. 

Of course, every photographer is different, so the clients who are ideal for your business 
may not be the same as those for your nearest competitor. This has the advantage of 
actually reducing the pressure of thinking there's too much competition in your area, 
which is a good thing for you and your clients. 

Here's what we'll be covering in this video: 

● The definition of the ideal client... 
● Understanding who you are as a professional photographer... 
● Defining the experience you offer... 
● Understanding who your ideal clients are... 
● An introduction to empathy maps... 
● A guide to building your own client empathy map... 
● How to gather more intelligence about your ideal clients... 
● Translating what you know about your ideal clients into marketing... 
● We'll also look at a practical example with an "about" page... 

Ready to dive in? 

Awesome, let's get started. 
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Definition Of The Ideal Client 
Before you can define who your ideal clients are, it helps to understand what we actually 
mean by the term "ideal client". 

This is one of those phrases that gets thrown around in marketing circles to the point 
where it's in danger of losing its meaning. 

There's also the temptation to simply assume that we know what we mean, and end up 
missing out on the deeper significance. 

I often see the end results of this when photographers tell me their ideal clients are moms 
who live within 25 miles of their studio, love their kids, and can afford to hire a 
professional photographer. 

While this is a good start, it's not enough to find the people who truly resonate with you 
and the work you create. 

Why The Ideal Client Concept Is Important 

When I started my portrait and wedding photography business in Memphis, I had no real 
clue about the ideal client concept. 

After all, if you're new, and you're trying to build a business, it's easy to think of your 
ideal client as being any client at all. 

At the time I didn't realize that marketing was all about mastering the art of 
communication. For some reason, I thought it was more about broadcasting a message to 
attract interest from, well, anyone really. 

Today, of course, I know much better. 

Back then, though, the end result of my ignorance was little more than shotgun 
marketing. Basically, spray-and-pray in the hopes that someone (anyone, actually) would 
show an interest in hiring me. 

You know what they say, though, right? 

Be careful what you wish for. 

My unfocused marketing efforts attracted people who covered the whole spectrum of 
clients, from the best to the least desirable. 

Many of the people who hired me turned out to be more trouble than what they paid me 
for. Generally speaking, they were late for appointments (or didn't show up at all), 
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complained a lot, they made unreasonable demands, and often threw a wrench into the 
works during a session by asking for extra things we hadn't previously talked about. 

It was amazing how often a simple assignment to photograph two kids suddenly turned 
into a full-blown family portrait session with all the extended family because the mom 
decided to turn it into a giant family reunion. 

After a while of dealing with this, I was starting to get burned out by it. 

I found myself asking the question, "why can't all my clients be like Mrs. Smith, for 
example, who was a dream to work with and didn't complain at all about anything?" 

Mrs. Smith, obviously not her real name, was obviously a great example of my ideal 
client, and I wanted to know how to find more people like her. 

If this sounds familiar to you, chances are your precious time and resources are being 
abused by too many people who you'd rather not work with, and not reserved enough for 
the right people. 

What Do We Mean By Ideal Client? 

The fact is, you can't hope to work with everyone in your city who happens to have a 
pulse and a credit card. 

You need to narrow the field down to just those people you most enjoy working with. 

It should go without saying that everyone is different, with different values and 
expectations when it comes to hiring and working with a professional photographer. 

It's up to you, the photographer, to decide who is the right kind of person for your 
business. 

They represent the bull's-eye of your "ideal clients", and are the people you should tailor 
your marketing to. 

Your ideal clients are therefore a smaller segment of the total available market. 

First and foremost, they are the people you love to work with most. There's no point in 
working with people with whom you don't resonate because the experience won't be 
enjoyable for you or them, and it will show in the finished photographs. 

They're also the folks who truly appreciate the value of your photography, and they 
understand the role that great photography plays in enhancing their lives. 

They also value the experience you offer, and we'll talk more about that in a bit. For now, 
let's just say that every interaction you have with your clients is critically important in 
adding to the value of the experience, not just the process of creating the photographs. 
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If you were to represent the complete market as an archery target, your ideal clients, the 
absolute best ones for you, would occupy the bull's-eye at the center. 

The further out you move from the center, the less ideal those people become until you 
reach the vast majority at the rim who will never become a client. 

For the folks in the bull's-eye, though, you'll notice that your fees may not be the most 
important factor for them, at least in the beginning, because they're more concerned 
about how you make them feel and the experience you're going to give them. 

However, you can see that the definition of "ideal client" is actually more complex than 
simply finding people who happen to be in your area, and like what you do. 

We'll look more at understanding who these people are shortly. 

But, first, you have to turn your attention inwards to understand who you are as a 
photographer because this is what defines your chosen business model and the 
experience you decide to offer as a result. 
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Understanding Who You Are As A Photographer 
It's a fact that successful photographers are those who show up every day despite 
inevitable setbacks, and they're not afraid to take consistent action to move their business 
forward. 

Photography is not a commodity, and it falls squarely into the category of luxury spending 
for most people. It also represents a significant investment and requires a certain degree 
of personal involvement. 

But it's not just about the photographs. 

When someone invests in your photography they're also making an investment in you, 
the photographer, because every photograph you create has a part of you embedded 
within it. 

Your creative energy, inspiration, personal vision, and photographic style are all part of 
the finished photographs, despite being invisible to the naked eye. 

Obviously, you are at the root of every sale you make. 

What Defines You As A Photographer? 

Every photographer has their own unique story about why and how they first pursued 
photography as a business. 

But the mistake most photographers make is assuming their story is nothing special, or 
that prospective clients won't care about it. 

You might easily imagine your story as nothing special, but rest assured the opposite is 
true; especially when you consider that it's unique. 

No other photographer in the world shares exactly the same path, drives, experiences, 
and style as you do. 

Your personal journey in photography is what made you who you are today, and will 
continue to shape who you become tomorrow, and next year, and so on. 

Whatever you do, don't shy away from telling your personal story because you think no 
one will care, or that it's not interesting enough. 

In fact, the more "normal" your story is, the easier it will be for the average client to 
relate to it. 

Your story is the sum of all your experiences, past decisions or opportunities, and the 
route you've taken to become a master of your craft. There's always a beginning, and 
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most likely a few bumps along the way, but your ideal clients will resonate with you more 
because you share it with them. 

One of the key elements of your photographer story is your dominant driving purpose. 

Often referred to as your "why". 

Why Are You In Business? 

If you're familiar with the author Simon Sinek, you'll recognize this quote from his now 
famous TED talk: 

"People don't care what you do until they know why you do it..." 

If you read his book, Start With Why, you'll understand why companies such as Apple can 
attract a more loyal following than, say, Microsoft because they communicate their "why" 
more effectively to their ideal customers. 

The same principle applies to your photography business. 

I don't care who you are, or what kind of photography you specialize in, there's a 
deep-seated reason why you chose photography as a profession. 

Without a deeply-held "why", you might as well be in photography only for the money, 
which makes no sense given how hard it can be to make a living from it these days. 

There simply has to be a deep sense of purpose to make it all worthwhile. 

But having a purpose, and knowing what that purpose is, are two different things. 

It's still possible to be driven by a deeper purpose without being fully aware of what it is. 

However, you should make every possible effort to figure out what that purpose is 
because only then will you be able to articulate it in your marketing materials. 

If you don't add a sense of depth and meaning to your marketing, you risk becoming part 
of the noise; just another photographer with pretty pictures who may or may not be a 
good fit for whomever views your website. 

Your reason "why" is without doubt one of the most effective ways to differentiate yourself 
from the other photographers in your area. 

And, like your photographer story, your "why" does not have to be some sweeping epic 
tale. 

Yes, it should be honest and it should authentically represent you because people can 
quickly sniff out a fake from a mile away. 
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All it needs to be is genuinely "you". 

What Motivates And Inspires You? 

How does your "why" show itself? 

For one thing, it has the power to keep you going even when you feel like quitting. 

If I were to take away all your camera gear right now and forbid you from being a 
professional photographer because you can earn a better living doing something else, 
your "why" is what would rise up inside you in protest. 

Something baked into who you are, hidden deep down, drives you to get out of bed every 
day full of enthusiasm and ready to create your best photography, despite any difficulties. 

Every time you capture an image, it's the result of an instinctual response to what you 
see, often perceived only by your subconscious. 

It's up to you to figure out what this motivation is, and what truly inspires you about what 
you do. 

For example, if you photograph weddings, is it because you're deeply and honestly in love 
with all that comes along with it, or is it because you initially thought you had to because 
that's where the money is? 

If it's because of the money, you might want to rethink your choice and find out what 
really inspires you instead. 

Questions You Should Ask Yourself 

To help you uncover these rather nebulous bits of information about yourself, I've 
prepared some questions in the form of a simple self-questionnaire. 

I recommend you download the PDF, print it out, and then devote some time to answering 
the questions in as much detail as possible. Don't worry about making your answers 
perfect, since the only person who will see them is you. 

They're simply there to help get the mental juices flowing, and to help you feel more 
comfortable about the process of self-reflection to identify what makes you tick as a 
photographer. 

I promise you, the results may surprise you. 

Why Should Your Ideal Client Hire You? 

When a prospect first lands on your website, and she's trying to decide whether or not to 
call you for more information, there's a big question she needs the answer to. 
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99.999% of the time, she's not consciously aware of the question. I hate to say 100%, 
because there just might be someone out there who's self-aware enough to realize it, but 
most likely everyone who sees your website is unaware of it. 

The question is: 

"If I'm your ideal client, why should I hire you instead of another photographer?" 

When she does have the answer in her mind, something clicks, and it means she's 
reached a point of resonance where she would almost hire you regardless of what you 
charge. 

If she understands and resonates with your "why", and she clearly understands what sets 
you apart from other photographers, it's practically a home run. 

As if by magic, a meaningful human relationship has been formed, making the rest of the 
booking or sales process much easier. 

But if the question can't be answered, she remains stuck in the realm of having to justify 
hiring you based on your fees, what she gets from you in terms of physical products or 
time. 

The foundation of trust needed to make a booking or sale simply isn't there. 

At this point, don't worry if your marketing can't answer this all-important question just 
yet because what I'm going to share with you here will give you everything you need. 

For now I simply want to make you aware of the need to bake this into your marketing. 

This Is The Foundation Of Your Business Model 

Everything I've talked about so far in this section is designed to lead to this point, which is 
to build the foundation of your business model and, on top of that, the experience you 
plan to offer to your clients. 

Who you are, why you're in business to begin with, what motivates and inspires you, and 
how you plan to set yourself apart from the competition, all help to determine the type of 
business model you want to follow and the quality of the experience you provide. 

For example, it's no use trying to offer a boutique-style portrait experience if your 
business personality is more suited to a high-volume low-price business model. 

I'll talk more about this in the next section. 
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Defining The Experience You Offer 
One question I get when teaching this material is, why spend time talking about your 
business model and the experience you offer when we only want to identify your ideal 
clients? 

It's a fair question, but the business model and your ideal clients go hand in hand. 

For example, we know that a low-priced photographer will attract a different kind of client 
than a premium high-priced photography studio. 

Each business model has its own pros and cons, but the important thing to understand is 
how your choice of service and product offerings directly affects who will naturally be 
attracted to it. 

Even within the same business model, how you actually deliver your services and products 
(what we're referring to as the experience) will also determine who will want to invest in 
it. 

For example, some people may look for an exclusive low-volume photographer who 
charges higher fees, but still want a quick "in and out" experience rather than a 
sophisticated boutique-style experience. 

You might also find people who look for a lower-priced photographer but still want the 
option to purchase a few premium prints in addition to the digital files they may already 
get as part of their package. 

So where do you start? 

What Do You Most Love To Do? 

I believe the best place to start is to decide on your major specialty. 

What photographic genre will you focus most of your marketing attention on? In other 
words, what do you want to be known for you in your community? 

Your final choice depends on several factors, but I recommend you follow your instincts 
and go with what you most love doing because it will mesh more closely with your 
dominant driving purpose and provide more personal satisfaction at the end of the day. 

You can still offer a range of genres, of course, but I think it's worth choosing one as your 
primary focus. 
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Decide On Your Business Model 

Having picked a major specialty, the next thing to do is to decide upon your business 
model. 

This will determine how you deliver your services, where you position yourself in the 
marketplace, and who you'll ultimately serve. 

There are two broad categories of business model in the photography industry: 

● Low volume, high priced, premium service 
● High volume, low priced, standard service 

There's nothing good or bad about either of these models, and there's a pool of 
prospective clients out there for each of them. 

But the danger for the photographer lies in failing to choose. For example, I see some 
photographers who try to have a foot in both camps, as it were, which eventually leads to 
failure because their business lacks a clear market position. 

Others try to occupy the middle ground with a model that can best be described as 
average volume, average priced, and average service. 

Unfortunately, the middle of the road is the worst place to be from a business standpoint. 
The big recession that began in 2008 proved this point dramatically by killing off most of 
the photographers who followed the "average" business model. 

What Do We Mean By The "Experience"? 

When it comes to defining the experience you offer, which we've mentioned already a few 
times, it's best to look at it from the client's perspective. 

For example, how would they describe to their friends and family what you did for them 
and what they received from you? 

How did you make them feel throughout the process, especially at the end when they 
received the final product? 

The experience also includes the quality of the personal interactions between yourself and 
the client at every stage, from the moment they first contacted you to the second they 
walk out of your studio with their finished prints or albums. 

We should also include the perceived quality of the service you gave and the physical 
quality of the end product you created. 

On an intangible level, the quality of the experience also relies heavily on the depth of the 
relationship you built with them. This actually starts before they ever talk to you or meet 
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you in person. The relationship begins with their mental perception of you, initially formed 
as they browsed your website, read your marketing, and looked at your photographs. 

Finally, the end result of these factors will determine their readiness (or not, as the case 
may be) to recommend you to friends or family. Word of mouth marketing is powerful, 
but it runs on heavy fuel. 

What I mean by that is it takes an exceptionally good experience to generate positive 
word of mouth. No one will feel motivated enough to recommend you based on an 
average experience. 

On the other hand, it can take only one small mistake to create negative word of mouth, 
which is why we must carefully manage every aspect of the experience to ensure such 
things don't happen. 

Defining The Experience You Provide 

What you put into the experience is limited only by your own imagination, but here are 
some ideas to get you thinking about how to shape an experience for your clients they 
can't get from someone else. 

It starts with the initial impression you want people to form about your business, which 
usually begins with the look and feel of your website and other marketing materials. Think 
about what the design says about you and how it sets the tone for what the client can 
expect going forward. 

Once you've settled on a design, make sure you're consistent in the presentation of your 
marketing. This is all about the colors, layout, typography, logos, and other aesthetics, as 
well as the voice and personality you bring to your marketing copy. 

The style of your photography is obviously an important element of the overall 
experience, so make sure the galleries and portfolios on your website follow a consistent 
style. This becomes the de facto expectation of your clients when they hire you so this is 
why it's important to be able to quickly and effortlessly deliver what they think they're 
going to get from you. 

The physical location of the photography session is also important. Some people prefer a 
studio setting, whereas others are more comfortable in an outdoor situation. Neither one 
is inherently better than the other, as they appeal to different people, but this is clearly a 
point of interest when it comes to identifying who your ideal clients are. 

An important factor, especially in the relationship-building phase, is your degree of 
accessibility. For example, are you approachable and available when they need to talk 
with you, or is there a velvet rope of some kind? Being 100% accessible can be a 
double-edged sword because you don't want people disturbing you at all hours, or 
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impinging on your personal or family time. I believe some degree of a velvet rope idea is 
perfectly acceptable, and can also confer a sense of exclusivity. 

Talking of the velvet rope idea, do you have a minimum response time you want to stick 
to, especially for initial enquiries from potential clients? Care is needed here because 
many photographers have developed a reputation for not returning calls in a timely 
fashion, which obviously leads to a negative impression. On the other hand, feeling 
pressured to return every call or email within minutes can be a burden. 

When you do respond to enquiries, phone calls, or emails from clients, how you respond 
contributes to the overall experience. As with all other personal interactions, you should 
decide which medium to use (phone, email, text, Facebook message etc.) on a case by 
case basis. Your choice of vocabulary is also a major factor, so it's important to choose 
the language most appropriate for the business model you operate by. 

When a client looks back on the experience, one thing that will stick in their mind is your 
booking or sales process. What was it like for them? How did it make them feel? Was it 
easy or awkward, formal or informal? What did you do to put them at ease and make the 
experience pleasurable? 

Your personality and the way you present yourself clearly has an impact on every part of 
the experience. You may need to make some tweaks in order to maximize the positive 
effects of the first impression you make on prospects, for example. 

When it comes to your fees, how you present your prices is as important as the actual 
fees themselves. It doesn't matter whether you charge high or low prices, you should try 
to choose a presentation method that's appropriate to your position in the marketplace. 

What you choose to offer in terms of products is a key element of the experience because 
those products will be a permanent physical reminder of what it was like to work with you. 
There's an overwhelming array of products available for photographers today, but you 
don't have to offer everything under the sun just because you can. Choose the right 
products for your business model and your own personal preferences, and limit the range 
of options for the client in order to minimize the chances of them suffering from option 
shock. 

Going back to the area of communication for a moment, do you prefer to be reactive or 
proactive? For a high-end photographer, a proactive or preemptive approach may be more 
in line with a prestige experience. For lower-priced photographers, a reactive style of 
communication may put less burden on the business in terms of time spent per client. 

There's a common saying of "under-promise and over-deliver" with respect to customer 
service, but it's not appropriate to every aspect of every business. You must decide what's 
right for you in this regard. It doesn't hurt to deliver a bit more than you promised in an 
effort to "wow" the client, but you should also weigh the cost of doing so. In other words, 
do what your profit margins will comfortably allow. 
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Finally, creating your customer experience is a bit like creating a new recipe. Once you've 
put it all together, you need to figure out where your experience differs from what your 
potential clients might see from other photographers. Then, you work to highlight those 
areas in your marketing to make sure they're obvious to new prospects. 

As you can see, there's so much you can do with this, and so many combinations of 
factors, but it makes creating a unique experience for your customers less difficult than 
you might at first imagine. 

To make this a little easier, I've prepared a downloadable PDF for you called "The 
Experience Definition Worksheet", which you can get from the workshop page in the 
members area. 

Now that we're finished dealing with who you are as a photographer, your business 
model, and the experience you offer, it's time to figure out who your ideal clients are. In 
other words, who will be most likely to invest in the type of service and experience you've 
created? 
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Understanding Who Your Ideal Clients Are 
We've laid a lot of groundwork to get to this point, so let's dive into the details of 
understanding who your ideal clients are. 

To restate what I said earlier, these are the people you most love to work with, and who 
resonate most closely with your brand, your photography, the story behind who you are, 
and the experience you offer them. 

In a sense, your photography experience is one half of a puzzle that will only fit perfectly 
with the other half, namely a specific group of people. 

The trick, as a marketer of photography, is to know who those people are so you can go 
find them in the real world without wasting precious time on the wrong folks. 

Sadly, a lot of photographers skip this step and go straight into marketing mode 
(remember the shotgun marketing approach I mentioned earlier?), but it rarely works out 
in their favor. 

But, since you're here, you can avoid the same mistake. 

We'll start by focusing on two key, but quite different, sets of qualities: 

Demographics and psychographics. 

Demographics 

Demographics are the concrete statistical facts about your clients that can be expressed 
quite specifically, and are easily quantified. 

This kind of data-driven information can be easy to target with your marketing, especially 
so with paid ads on Facebook or on Google AdWords. 

Demographics answers the question of "who" your clients are. 

For example, their gender, age, marital and family status, life stage, job details, education 
level, location, income range etc. 

Marketers have used this kind of information for decades to target ads and other 
marketing at the people likely to buy their stuff. 

But, "likely" is about as close as demographics can get you to deeply understanding the 
true personality of your ideal client. 

Demographics can't get you to the point of understanding their desires or motivations for 
hiring a specific photographer. 
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All they can do is identify a broad pool of people who might be a good fit. 

While it's great to have all this information, demographics can only produce a crowd of 
faceless, nameless entities, devoid of any personality. It fails to tell you anything about 
how they see or value the role of photography in their lives. 

Demographics by themselves are great if you're selling a commodity, but it takes far more 
personal intelligence to create marketing with impact for portrait or wedding photography. 

What's needed is a way to get inside the mind of your client. 

You need psychographics. 

Psychographics 

These are the fuzzy details, mostly nonspecific and qualitative intelligence that tell you 
more about your clients' behavior and why they would invest in the photographic service 
you have to offer. 

Psychographic data is more difficult than demographics to target in your paid ads, but 
Facebook does a good job of it because of the massive volume of data they have about 
everyone who uses their platform. 

Advertising and especially marketing based on psychographics is often far more effective 
at converting prospects into clients because the targeting and messaging are focused on 
their psychology and behavior. 

What kind of information are you looking for here? 

You're looking for clues about who they hang out with online (and offline if you can), how 
they view and value photography as an investment, their other interests, what they buy 
or don't buy, their likes and dislikes, etc. 

You almost need to know them better than they know themselves. 

One way to get at this information is through simple observation, and Facebook is a 
powerful tool for doing just that. 

In fact, social media in general is a great way to "people watch". 

You can uncover a wealth of information by following conversations between friends and 
followers, or in groups where your target clients hang out together. Pay close attention to 
the language they use, and any possible indicators of interest in the kind of photography 
you offer. 

Not sure exactly what to look for when compiling demographic and psychographic 
information? 

Page: 16 of 32 



No problem, I've created a PDF download for you with some sample questions to ask 
yourself about the kind of clients you most want to work with. 

You'll find the download on the workshop page in your members area, and I recommend 
grabbing that and printing it out for future reference. 

But we're not done with this yet. 

Far from it. 

Next, I'll introduce you to one of the most powerful tools you can use to understand your 
ideal clients: 

Empathy maps. 
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Introduction To Empathy Maps 
An empathy map is a useful visual guide you can use to better understand how others 
perceive you and your photography services. 

It's a great tool that helps you get into your ideal client's head so you can see through her 
eyes to get a more objective view of your business. 

In short, you get to experience what her search for a photographer is like when viewed 
from her perspective, rather than your own. 

As you can imagine, this process is all about your ideal clients, not you. 

It's about the things they see, say, think, feel, hear, and do when they're thinking of 
hiring someone like yourself, or trying to decide who to hire. 

The empathy map is an invaluable summary of her worldview, and how she sees you. It’s 
also about how she feels when she sees your work, and how the experience you offer 
affects her emotions. 

Using the information from an empathy map, you'll be able to craft marketing copy that 
makes a deeper impact and builds the foundation for a positive relationship. 

Done correctly, this is the single most valuable tool at your disposal for understanding 
your ideal clients. 

As the name suggests, an empathy map takes you way beyond demographics, and deeper 
into the world of psychographics. 

Here's an example of what an empathy map looks like. 

You can download and print a PDF version of this template from the workshop page in 
your members area, so you can go through this exercise yourself. 

I want to stress here that this tool is intended to be used objectively. 

In fact, the empathy map works best as a recording tool during interviews and actual 
conversations with real prospects or clients. 

It is possible to do this on your own, or with a business partner, but you must make a 
conscious effort to eliminate your own predisposed viewpoints or assumptions. This can be 
difficult to do, regardless of how objective you think you are. 

Therefore, if at all possible, I recommend you find some real clients and prospects to talk 
with in order to eliminate any potential bias. 

Let's go through the different sections. 
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In the center, we have a circle marked "who is she?" This is where you can note down 
some of her important demographic data. 

What Does She Think And Feel? 

The top section is labeled, "what does she think and feel?" 

As you talk with your prospect or client about what she might be looking for, and 
photography in general, she'll give you a range of responses that indicate how she feels 
about it and what she thinks. 

Don't be afraid to ask follow-up questions to go deeper, and keep digging until you feel 
like you've gone as deep as you can. 

For example, she might say something like, "professional photography is too expensive." 

It's a start but, on its own, the statement is too fuzzy. 

To expand on it, you could follow this up with a discussion to discover how she came to 
that conclusion, and what "expensive" actually means to her in real terms. You may even 
uncover some previously unspoken objections that she wasn't ready to reveal until you 
dug deeper. 

Here are some example questions you could ask and topics to explore: 

● Why is the type of photography she's seeking important to her? 
● Why now? Are there personal circumstances or life events happening? 
● How important is photography to her and her family? 
● How does she feel about the role that photographs play in her life story? 
● Who (or what) is she wanting photographed and why? 
● How does she see the dynamics and interactions between the subjects involved? 
● What is the intended purpose of the finished photographs? 
● How is her search for a photographer going? 
● How does she feel about the other photographers she's talked with? 

What Does She Hear? 

In the leftmost section, is the question "what does she hear?" 

This is less about her, and more about what her peers, friends, or family members say to 
her on the subject. 

Of course, you should take into account the possibility of selective hearing, meaning she 
may only hear what she wants to hear or only remembers hearing the things that support 
her own point of view. Psychologists refer to this as the confirmation bias, so you might 
need to ask follow-up questions to challenge or verify her answers. 
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What she hears from others is important for your marketing because she'll basically hand 
you many of the obstacles she faces with regard to finding a professional photographer. 
You can then deal with those objections in your marketing copy. 

For example, suppose she's a potential family portrait client. 

She might hear complaints from her kids about how lame they think the idea is, how 
much they think it's a waste of time, what their friends might think or say, that it won't be 
fun, or they don't want to be cooped up in a stuffy studio. 

From her spouse, she might hear objections about the cost of doing it, the lack of time, 
the hassle of getting everyone together, or a general apathy about family photography in 
general. 

All of these are valid objections, from her perspective, and helps you empathize with her 
situation. Showing her in your marketing that you understand her position helps create 
trust and build relationships. 

Some questions to consider in this section include: 

● What do her family members or co-workers say about this specific photographic 
need?  

● How do her friends and family talk about professional photography in general? 
● Are there outside constraints being placed on the scope of the project (e.g. financial 

or time-related)? 
● What factors or people might influence her final decision? 

What Does She See? 

Moving to the right side of the empathy map, we have the question, "what does she see?" 

This is all about how she sees the role of photography in her life and the world she lives 
in, which may not be the same as the one you live in. 

I know photographers take pride in being visual storytellers, for example, and you know 
exactly how to capture emotion and story through your images. 

But, your prospects and clients are most likely not as visually minded as you. And, even if 
they are, they're probably not able to extract a complete and accurate story from a single 
image without some context. 

For these reasons, what she sees in the photography around her will be quite different to 
what you see. 

Here are some things to consider for this section: 

● What other photography is she regularly exposed to? 
● Was she surrounded by photographs while growing up? 
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● Does she have treasured photographs on display at home or at work? 
● What do those photographs mean to her, specifically? 
● How is she impacted by what she sees from other photographers? 
● What roadblocks might she see from family members or colleagues in terms of their 

behavior? 

What Does She Say And Do? 

This one, in the first part of the bottom section, is a little easier to complete because you 
can write down exactly what she says and does in response to your questions. 

Not only does this cover the words she uses in her answers, but can also include reference 
to her body language or the rhythm of her speech, which may reveal deeper motivations 
or concerns than those she actually vocalizes. 

This is one of the most valuable sections of the empathy map because it clues you in on 
the words and phrases she actually uses to describe photography in general and what 
she's looking for. 

You can then use those things to make your marketing speak directly to her. 

However, be careful not to copy words that might cheapen what you do or detract from 
the experience you offer. For example, words like "shoot" or "picture" may not properly 
reflect the level of quality you provide, so exercise caution here. 

Some of the questions you should aim to answer in this section include: 

● What kind of attitude does she have about photography and photographers? 
● How does she frame her questions to you about professional photography? 
● What is she saying in the world of social media about her needs? 
● How might she express those needs to you? 

What Potential Objections Might She Have? 

A prospect or client with no objections at all is a rare thing! 

The bottom left of the empathy map is a place to make notes about the potential 
objections or roadblocks you hear as you talk with her. 

You may already have a list of these gained from some of the previous sections, but here 
are some other questions to consider: 

● What factors stand in the way of hiring you? 
● Who else needs to be included in the decision-making process? 
● How much does price really impact her decision? 
● Is she a doer or a procrastinator? 
● Does she see any possible risk in making a decision about who to hire? 
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What Benefits Is She Looking For? 

The final section is concerned with the benefits of working with a professional 
photographer. 

You need to be a little careful here because there will be benefits she's consciously looking 
for and others she's yet unaware of but that she wants anyway. 

Examples of conscious benefits might be things like flexibility in the choice of location, the 
number of poses or outfit changes, or the availability of certain products such as albums 
or wall art. 

The unconscious benefits are more powerful, and are closely connected with how she feels 
before, during, and after the experience. These intangible benefits may be things she 
doesn't think of but they become critically important to her once you bring them to her 
attention. 

Here are some examples of questions to go deeper into this: 

● Is the experience you offer crystal clear to her? 
● Does she understand the intangible benefits? 
● Are those benefits actually desirable to her? 
● Can she enjoy the same benefits elsewhere? 
● How important to her are the photographs you plan to create? 

The intelligence you'll gather from this tool can be priceless because it allows you to write 
marketing copy for your website, blog, and printed materials in such a way that your ideal 
client will immediately resonate with it. 

You'll know it hit the target when your prospects start telling you how much they loved 
reading what you had to say because they felt as if you were talking to them specifically. 

Before we talk about how to use all this in your marketing, specifically, there are a couple 
more ways to gather intelligence about your ideal clients, so let's quickly go over those. 
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Gathering Intelligence About Your Ideal Clients 
In addition to demographics, psychographics, and empathy maps, there are at least two 
other ways to gather useful intelligence about your ideal clients. 

Both of these are often overlooked by photographers, so I want to quickly mention them 
here to make sure you're aware of them. 

Interactions With Prospects And Leads 

First, you can look at the interactions you already have, or have had in the past, with your 
prospects and interested leads. 

These are the people who found you, liked what you do, and at least took the step of 
finding out more about you and your photography. 

They may or may not have turned into actual clients, but there's a lot you can learn from 
them. 

For example, you can mine your email history for valuable insights. Look at the emails you 
received from prospects asking about you and your services. What do they say, and how 
do they say it? What responses did you give to their questions? 

You can also think back to phone conversations you've had with them. How did the 
conversation go, and what was the end result? Did your prospects ask you certain 
questions repeatedly (aside from the usual "how much do you charge" question, of 
course)? 

Did they express any specific concerns or raise objections you hadn't heard before? 

The same principle also applies to any in-person meetings you've had with potential 
clients. 

For example, did you notice any topics that led to friction in the client booking part of the 
process? 

Think about those areas that could be improved by tapping into the psychology and 
behavior of your prospects, and any important points you could emphasize in your 
marketing. 

From Your Existing Customers 

The other group, of course, is your pool of existing clients. 

These people obviously liked you enough to actually hire you, so you must have done 
something right to get them to say "yes". 
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One powerful question to ask them is why did they hire you when there are so many 
other photographers to choose from? 

You should try to go as deep as you can with this question, to get past the obvious 
responses, such as "we liked your photography", and into the more meaningful answers 
that tell you how they actually felt about you and what you do. 

Another question to ask them is what were they most unsure about before they hired you, 
and how did they overcome such objections in their decision-making process? 

It's important to get to the root of how they felt about the idea of working with you before 
they said "yes" because this will tell you where your marketing or sales process succeeded 
and where it may have some issues you could improve upon. 

As a result of talking with them, try to understand how you made them feel as a result of 
working with you. For example, what surprised them the most, or what did they really 
enjoy about the experience? 

Find out, too, how they feel about the work you actually created for them. What does it 
mean to them now? 

More useful information can be had from looking at any past complaints. I know it can be 
hard to look at such things objectively, but it can be revealing to assess what people have 
complained about and how those complaints were resolved. 

Finally, find out how they talk to friends and family about what you did for them. Are they 
super-excited about it, or just so-so? What can you do to turn them into raving fans in the 
future? 

After you go through the exercises I've shared with you here, you'll have a wealth of 
information about who your ideal clients are, how they think and behave, and you'll have 
a much better idea of what to say in your marketing to resonate with them. 

How do you incorporate all this into your marketing copy? 

We'll talk about that next.  
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Translate What You've Learned Into Marketing 
The more you know about your ideal clients, the more effectively you can tailor your 
marketing so that it speaks to them in ways that feel intimate and personal. 

The reason most photographers struggle with marketing isn't because they don't know 
which strategies or tactics to use, it's because the message they put out there through 
those channels isn't focused enough on the right people. 

With so many photographers to choose from, how do you think potential clients feel when 
every website they visit looks about the same as the last one? 

Before long, everything they see merges into a featureless blur. 

In other words, the photographers who neglect to invest the time and effort required to 
identify who it is they want to serve will inevitably become nothing more than part of the 
background noise. 

But, armed with what I've shown you here today, you can step out of the background and 
get noticed by the people you want to work with. 

If you put this into practice, you can be the one photographer in your community who 
breaks the pattern and makes your ideal client breathe a sigh of relief because she knows 
she's found someone who understands what she needs. 

Translating all the information about your ideal clients into actual marketing could take up 
an entire book, but I'll cover the basic essentials for you here to give you a good start. 

Focus On Benefits Not Features 

We've talked a lot about the importance of the experience you offer your clients, and 
especially the benefits your clients get from it. 

But the mistake most photographers make is to focus too heavily on the features of the 
experience. 

If you're a wedding photographer, for example, you probably have a page on your website 
all about your wedding photography services. 

The easy thing to do is say something like this: 

"I'm a wedding photographer who serves Memphis and the surrounding areas. I love the 
romance of the wedding day, and can't wait to capture your precious memories for you. I 
offer several packages starting at $2,000 depending on how many hours of coverage you 
want and how you want the finished photographs. The digital files are included in every 
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package. I make sure we treat you, your family, and the ceremony with respect, and 
would love to chat with you about your needs..." 

Yuk, right? 

Okay, I purposely wrote that to act as a terrible example that focuses too much on 
features, but you'd be amazed at how many photographers have something like it on their 
website. 

No wonder nobody ever gets in touch with them. 

Now, let's see what we can do with all the information we have about our ideal client. 

Our prospective bride is between 25 and 30 years of age, and she lives in a quiet but 
family-friendly area in one of the Memphis suburbs. She and her fiancé are both working 
professionals who work hard and value their time off together, which they spend with 
friends or hiking around the local state parks. Some of her friends are already married, so 
she's seen how other wedding photographers work. The walls in her mom's home are 
covered in family photographs. One thing she doesn't want is to spend all her wedding 
day stuck in front of a camera, and she wants something more elegant than a CD of 
images. Her engagement is almost as important as the wedding day. For the day itself, 
she's heavily invested in the details and the people who'll be attending. She knows that 
wedding photographers aren't cheap, and is prepared to pay the right price for getting 
what she wants. 

Let's see what we can do with this to improve on the previous example: 

"Congratulations to you both on your engagement! This will be the most exciting and 
romantic day of your lives. You've looked forward to this for years, and now it's finally 
here. I know you're busy planning an amazing wedding day, and I would thrilled to be a 
small part of it to capture every precious moment as it happens. You want a photographer 
who feels that your wedding day is as important as you do, so I'll be there with you every 
minute from start to finish. Because this is your day, you'll want to spend as much time as 
possible with your family and friends, many of whom you may not have seen in a long 
time. By taking the bridal portraits ahead of the wedding day, just like we do with your 
engagement portraits, you can spend more time with your guests and less time stuck in 
front of the camera. Call today and we can get together for a friendly chat where you can 
learn more about who we are, what we do, and the investment..." 

Do you see how that does a better job of relating to a specific group of people? There's no 
mention of features, only the benefits of those features. 

The key is to understand the benefits of each element of the experience you provide. 

You can usually figure this out by adding the words "so that..." at the end of the feature 
statement and completing the sentence. 
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For example: 

We create all of our kids portraits on location at the park... so that they can feel more 
relaxed, are under less pressure, and will be more likely to act naturally. 

Or this one: 

We present you with a finished album layout 2 weeks after the wedding... so that you 
don't have to spend days wading through thousands of photos to pick out the best ones 
on top of your already busy schedule. 

Or something like this: 

Your high-school senior can bring up to 3 outfits to the session... so that they can create a 
wide variety of both formal and fun images to make sure the session is a wonderful 
experience they'll remember forever. 

How about one for family portraits: 

We reserve an entire morning or afternoon for your family portrait session... so that 
everyone can relax and be themselves without worrying about the time, and to make sure 
we capture everyone at their absolute best. 

I could go on, but I think you get the point, right? 

Create Marketing From Her Perspective 

Another thing to bear in mind when writing your marketing copy is to write it from the 
perspective of your ideal client, not yours. 

This means eliminating the words "I" or "me" from your marketing, and replacing them 
with the most powerful word in marketing, which is the word "you". 

Doing so will help your reader feel like you're addressing her directly instead of talking at 
her, so to speak. 

Here's an example: 

"I believe family is the most important thing in the world, and I work hard to capture the 
love and relationships of your family for you..." 

This could be reworded to be more effective, like this: 

"You know how important your family is to you. In fact, there's nothing more important 
than your kids, your spouse, your parents, and the people with whom you've built 
unbreakable lifelong relationships. For this reason, you want a photographer who feels the 
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same way and instinctively understands the love you feel for each other, and who can 
capture it all through their artistic vision..." 

Not only does the second one speak from the client's perspective, it also brings with it an 
elevated perceived value, something not to be underestimated. 

You also want to make your marketing feel friendly and conversational. 

This isn't hard to do, you simply need to relax and forget about "trying to write". 

Simply write as if you were talking to them in person, and the words will flow more easily. 

Another great tip is to make use of contractions. 

For example, "you're" instead of "you are"; "I'm" instead of "I am"; "You'll" instead of 
"you will" and so on. 

Use The Power Of Testimonials 

I'm sure you'll agree that a lot of marketing sounds a bit like hype, or there are things you 
want to say in your marketing that you feel you can't because it sounds too much like 
you're blowing your own trumpet. 

The answer is to use testimonials. 

A great testimonial can say things about you that you could never say about yourself, and 
remain credible. 

You can use testimonials anywhere in your marketing, but it's best to make sure each one 
is accompanied by an appropriate photograph created for the client providing the 
testimonial. 

But, testimonials aren't all created equal. 

The best ones are those that highlight specific key benefits of the experience, and you 
might need to write them yourself and then ask the client for permission to use it (I've 
never had anyone say no to that). 

For example, a client may give you this as a testimonial: 

"We had a great time, and we love the photos in the park..." 

Better than nothing, obviously, but what if she had said something like this instead: 

"I can't tell you much the kids enjoyed the photo session in the park. It was wonderful to 
see them so relaxed, and they seemed to love working with you. In fact, they can't stop 
talking about it. We love all the photos, especially the framed canvas we have on the wall 
in our living room..." 
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See how much more emotional the second one is, and how it talks about a specific 
benefit? Not only does it help to highlight what you do, it also enhances your credibility. 

When using a testimonial on your website, or elsewhere in your marketing, be sure to 
include the person's full name, city, and state, which will make them even more credible. 

Obviously, the topic of copywriting and marketing is enormous, and I can't hope to cover 
it all here, but I hope this has given you some valuable pointers in the right direction. 

In the final segment of this workshop, I'll give you an example of how I would rewrite a 
typical photographer's "about" page to make it more appealing to the right people. 
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A Practical Example: Improving An "About" Page 
To round the workshop off, I'm going to give you a quick rundown and practical example 
where I'll take an existing photographer's "about" page, and reword it into something 
more appealing for their ideal clients. 

This is similar to most of the "about" pages I encounter on the web, so I think it will give 
you some great pointers on how to improve your own page. 

By the way, you'll have a copy of all this in the presentation notes, so you'll be able to 
look at it in detail without having to rely on the video. 

I've changed the names to protect the innocent, but here's the original text: 

"We are a boutique family photography studio by award winning photographer John 
Smith. Although based in Sydney, we love to travel around Australia to photograph your 
family. 

Family is everything to us and we know that you value your family more than anything. 
We know that you want to create memories of your family to have and to hold forever. As 
time passes, memories fade and we forget how things were. We want to help you cherish 
those memories by creating beautiful images that you will be proud of and treasure for 
years to come. 

In consultation with you, we will create a customized, one of a kind photo shoot, inspired 
by your dreams and hopes and imaginations. We will get the whole family together and 
ensure that we preserve your family's dynamic when we tell your family's story. 

Don't worry about taking your photos in the confines of a studio where your family may 
not be comfortable. We will take your family photos in a beautiful, natural surrounding 
where everyone will be relaxed and have lots of fun. 

You can choose a time and a place that you love. We will dedicate a whole morning or 
afternoon for the shoot so you don't worry about running out of  time. 

After the shoot, you will receive all the images from your shoot to select your favorites. 
We know this can be daunting and will help you select the images that are the most 
perfect for you. 

Whether it is stunning wall prints, timeless albums or digital collections, we will ensure 
that your images are finished to perfection and last forever. 

We will keep you informed during every step of the process and ensure you will enjoy an 
experience that you will never forget. 
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Nothing ever stays the same and your family is forever changing. Don't wait until 
tomorrow to create your memories. Call today to see what we can dream up for you!" 

Before I show you the revised version, here are my thoughts on the original: 

● This is a great attempt at aiming the copy at the ideal client. The photographer 
clearly knew who they were talking to... 

● The copy itself is too focused on the photographer, and not enough on the client... 
● It's a little awkward to read in places and feels a bit dry... 
● It uses some "bad" words, such as "shoot"... 
● The call to action is a little weak... 

That said, here's a revised version: 

"Family is everything to you. 

We know you value your family more than anything else, and you want to preserve the 
memories of your family history so you can relive them again whenever you want to. 

As time passes, our precious memories fade and we can forget exactly how things actually 
were. 

Our goal is to help you protect and cherish those memories by creating beautiful images 
that you'll be proud of and treasure for decades to come. 

Capturing these all-important photographs is something we'll do together. 

We'll chat about the kinds of things you're looking for, and combine those with our artistic 
vision in a customized, one-of-a-kind photography session. 

This is 100% inspired by your dreams, hopes, and imagination. 

We'll get the whole family together and ensure that we weave all the delicate relationships 
together when we tell your family's story. 

Like many people, you might feel uncomfortable or stiff in the confines of a formal 
photography studio, so we eliminate that problem by taking your family portraits in 
beautiful natural surroundings where everyone can feel relaxed and have lots of fun. 

You're busy, so we'll choose a time convenient for you, as well as a place you love or has 
special significance for you. There's no rush because we'll dedicate an entire morning or 
afternoon to you so you don't need to worry about running out of  time. 

After the session, you'll be able to select your favorites from the best images we capture. 
This is a super fun time, and we'll help you select the images that are the most perfect 
ones for you. 
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Whether you choose stunning wall art, timeless albums, or digital collections, we'll ensure 
that your images are finished to absolute perfection and will last a lifetime. 

Of course, you also value the art of good communication, so you'll be kept properly 
informed at every step of the process to ensure nothing gets missed. 

For example, you'll never need to call us to find out if your photographs are ready 
because we'll make sure you know when to expect them, and when they're ready. 

I promise you, this will be an experience you'll never forget, and one you can't get from 
any other photographer in the area. 

We are a boutique family photography studio by award-winning photographer John Smith. 
Based in Sydney, we also love to travel around Australia to photograph your family 
wherever you happen to be. 

As a mom, you know that nothing ever stays the same from one day to the next, and your 
family is forever changing, so don't wait until tomorrow to capture today's memories 
because it will be too late. 

Call today to see what we can dream up together!" 

Here are a few things I would like to draw your attention to in the revised version: 

● Notice the more natural, conversational tone... 
● We're focusing heavily on benefits and not features... 
● The writing is from the client's perspective, affirming what we already know about 

them... 
● The call to action at the end is a bit stronger, and would include a phone number in 

the finished version... 

So this brings us to the end of this workshop. I sincerely hope you get a lot of value from 
it, and do let me know if you have any questions at all about what I've talked about in 
here. 

I know there's a lot of information in here, so it may take several viewings to squeeze 
everything from it, but I promise you it will be well worth the effort. 

Thanks for being here, it means the world to me, and I wish you every success in the 
future. 
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