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The Goal Of This Workshop 

Hi, Nigel Merrick here, the founder of the Prime Focus Lab, and marketing coach. I'm here to help 
you simplify your marketing so you can get more clients and spend more time on your creative 
purpose. 

I want to thank you for investing in this workshop, and I know you're going to get a ton of value from 
it that you won't find anywhere else. 

The goal of today's training is to show you the 5 areas you can work on, starting right now, to help 
your potential clients make the right choice of photographer—you, instead of your cheaper 
competitors . 

Ready to dive in? 

Awesome, let's get started. 

 



Why Cheap Photographers Are Able To Steal Your Clients 

Let's start off with the elephant in the room. We all know it's there, and yet few people like to talk 
about the problem, let alone try to understand it and develop a solution. 

Every time I ask a group of photographers for their thoughts on why so many of them struggle to 
make a living, I get the same answer. 

It goes something like this: 

"The market is flooded with too many cheap photographers who are hell-bent on undercutting 
everyone else..." 

This usually comes with a sad resignation to the mistaken idea that photography is no place to make 
a living. 

Maybe you've caught yourself agreeing with that sentiment, especially if you've ever lost a potential 
client to another photographer because of the price. 

But, is this a true assessment of what's really happening out there? 

Personally, I don't believe so, and I think the real reason most photographers struggle isn't as simple 
as losing business to a bunch of marauding price-slashers. 

It's far too easy to assume that your lost clients simply compared your services with another 
photographer, and then made the natural choice of going with the cheapest one. 

This can lead you to believe—incorrectly —that your prices must be too high. 

But is finding the cheapest photographer really the biggest motivator, and was it a wise decision in 
the long run for the client? 

I mean, even though you might actually be the very best choice of photographer for them, they still 
went with the cheapest because the low price outweighed any other considerations they may have 
had. 

Why? 

The problem isn't the lower prices of the photographer the client chose over you, or their 
unwillingness to spend more. 

The problem is the perception you  created for them about you and your business. 

To illustrate what I'm getting at here, suppose you go to the supermarket to buy a bag of sugar 
because you want to bake a cake. 

You head over to aisle 3, or wherever the baking goods are, and find the sugar. 
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Most likely, you'll see several varieties (brown, white, powdered, raw cane sugar, even coconut 
sugar), but your cake recipe calls only for white granulated sugar. 

There are 3 brands to choose from, with some variation in price. 

Do you pick the most expensive one? No, probably not. 

Sugar is just sugar, after all, and it's only one of many ingredients for your cake, so the cheapest one 
is probably good enough, right? 

Yes, of course. 

But... would you put your photography services and products in the same league as buying sugar? 

Absolutely not. 

Sugar is a commodity—something we can buy from almost anywhere —but there's only ONE place in 
the entire world where someone can purchase what you have to offer. 

What if, instead of buying a bag of sugar, you want to hire someone to babysit your children? 

Do you care only about the hourly babysitting rate, or are there other factors you would want to 
consider first? 

Leaving your children in the care of a potential stranger isn't something you take lightly, and I bet 
you'll agree that it's worth paying more for someone you know, like, and trust. 

Those 3 factors—know, like, and trust —are extremely powerful influencers in business and 
marketing, and they form the tripod, if you like, upon which this workshop rests. 

They certainly apply to your ideal clients and their decision of which photographer to choose. Okay, 
you're not taking care of their kids, but they are  trusting you with their memories, emotions, 
relationships, or their business image. 

For those reasons, the price you charge should not be their biggest deciding factor, and yet we see it 
happen all the time. 

The truth is, no other photographer on the planet has exactly the same combination of skills, talent, 
approach, or style as you do. 

You are unique in that regard—one of a kind . 

So, why in the world would you allow your customers to compare you with others based mainly on 
the cost of your services? 

The simple fact is, when photographers complain about their cheaper competitors running off with 
their clients, they have only themselves to blame because they failed to establish their true worth in 
the minds of their prospects during the evaluation process. 
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The result of this is that cheap photographers are able to steal your clients because you made it easy 
for them to do so. 

But you can  put a stop to that by enhancing the 5 major areas I'm going to show you in the rest of 
this workshop. 

These have nothing much to do with marketing tactics, by the way. I'm not going to talk about how 
to build a killer website, eye-popping galleries, or how to schmooze your prospects on Facebook. 

They're far more fundamental than that, but they do shape the way you approach every aspect of 
your marketing and business. 

#1: Your Personality 

The first of our 5 unique value propositions is your personality . 

Now, before you get too concerned and start worrying whether or not you have the "right" 
personality to be successful, there's really no such thing as "right"  or "wrong" . At least for most 
normal people—if you happen to be a closet serial killer or generally unlikeable, you're 
probably on the wrong workshop . 

But, assuming that you're a fairly well-balanced individual, and you love what you do, 
you've got nothing much to worry about. 

While I'm sure most photographers—even the cheap folks trying to undercut you —have a 
likeable personality, the successful photographers are those who let their personality shine 
through in everything they say and do. 

In some cases, their enthusiasm is contagious, as it should be if you're truly passionate 
about what you do, right? 

One of the principles of marketing is that people like to do business with people they like, 
and who are like them. 

It therefore makes a lot of sense that marketing infused with the photographer's 
personality will make a much better impression on the right people than, say, marketing 
that feels stale, robotic, or clinical. 

For example, this is where image-heavy websites drop the ball. 

Yes, a gallery, slideshow, or blog post can show off many photographs all at once, and it's 
easy to make a powerful visual  impact with a potential client. 

But, the subjects in the photographs are only half the story. 

The other half lies with the person behind the camera—you . 

3 



No one can tell, just from looking at one of your photographs, what you were thinking at 
the time, or understand the emotional reasons why you chose to compose the image a 
certain way. 

This is why you have to tell the stories of your photographs in words, rather than relying 
on the photograph itself to do the storytelling. 

Unless you tell those stories, how can you possibly hope to communicate the passion, 
energy, and enthusiasm you have for the work you create? 

This is one reason why I often refer to a blog as a window into the personality of your 
business. 

Done correctly, your blog posts will draw people into your world and bring them along for 
the ride, as you make your journey through life as a photographic artist. 

Of course, the one big concern most people have at this point is feeling self-conscious 
about allowing their true authentic personality to show too much. 

For example, a photographer once told me, "I don't feel all that interesting. I'm scared 
that people will see my flaws instead, and end up judging me poorly…" 

Sorry, but that's utter nonsense, and we simply have to get over our own insecurities by 
silencing the inner critic. 

Sure, not everyone is going to love you. That's a simple fact of life. 

Heck, I know plenty of people who don't like me, but I choose to ignore them. 

But enough people will resonate with you that it will render the few who don't 
insignificant. 

When someone does find you who happens to be a natural fit for your personality, 
something amazing happens. 

They feel more relaxed and open to your marketing message. 

You find yourself able to build rapport with them quickly and easily, and you seem to just 
click with them as if you share the same wavelength. 

More often than not, prospects who gel with your personality will also share similar values 
and beliefs with you about the power of photography to positively impact their world, 
making it easier for you to close the sale or booking. 

When you meet a new prospect face-to-face for the first time, they might feel like they 
already know you if they've been exposed to your personality-infused marketing on your 
website. 
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Do you see how important this element is? 

Nobody wants to do business with a faceless entity devoid of any personality. But, if you 
allow yours to shine through, it can only serve to highlight your unique aspects, which 
makes it hard for anyone to make comparisons with others based on price. 

#2: Your "Why" 

Next up, is number two on our list, your "why" . 

Several years ago, author Simon Sinek elevated the simple word "why"  to almost cult-status in an 
amazing TED talk where he talked about the idea that your customers will only care about what  you 
do when they know why  you do it. 

Simon went into great detail on this topic in his book, "Start With Why" , which ought to be required 
reading for anyone in business today. 

With so many people talking about the importance of knowing your "why"  these days, it's almost in 
danger of becoming a business cliche, or losing its meaning, but this is actually one of the most 
important things you can do to help you stand out from the crowd. 

This is so powerful because people love to get behind a purpose, and a business with a purpose at its 
core is far more attractive than one where the only goal is to part customers from their hard-earned 
money. 

Since you're watching this, I assume that you do have a purpose and you're dedicated to photography. 

If you honestly can't see yourself doing anything else for a living, despite the difficulties, I'm willing 
to bet that you have a REASON for doing it that has nothing to do with exchanging photos for money. 

You may not know what that reason is right now, but i guarantee there is one. 

To get at it, you have to dig deep—way deeper than simply identifying a passion for photography . 

For example, when I ask photographers what separates them from the competition, I usually get 
answers like these: 

● I'm passionate about photography… 
 

● I have an artistic eye… 
 

● I love working with people… 
 

● I just love being creative… 

Blah, blah, blah. 
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Sorry, I hate to shatter the illusion, but those are not  differentiating factors, they're simply 
attributes that every  professional photographer should possess before even thinking about picking up 
a camera. 

Your true "why"  is what gets you out of bed every morning, full of excitement and ready to hit the 
road running. 

It's what stops you from throwing in the towel when you haven't made a booking or a sale in over a 
month and the debt-collectors are kicking your door down. 

It's what makes you feel indescribably sad for a potential client who gave up the chance to work with 
you in favor of a cheaper photographer who you know won't do a great job. 

It's the same force that chains you to your computer for hours on end, even to the extent of 
sacrificing time with your family, so you can coax every last ounce of emotion from your images to 
create the most incredible work your clients can imagine. 

What is that reason going to be for you? 

What is it that drives you? 

It has to be something far more significant and substantial than a simple desire to sell your photos. 

When you know what your "why"  is, and you communicate it in your marketing, your ideal clients will 
be drawn to you like moths to a flame. 

But, for most people, getting to it isn't easy. 

It requires a lot of inner reflection, a deep examination of your past, and an objective look at 
everything that led you to this point. 

Something set you on this journey—you just have to figure out what that thing is for you . 

As an example, I talked with a photographer who loved creating portraits. But not just portraits of 
anyone who would sit in front of her camera. 

The clients she loved the most were other women who hated any photograph of themselves. I mean, 
these people would rather jump from a plane without a parachute than have their photo taken. 

The obvious marketing challenge this lady faced was in trying to persuade people with an intense 
dislike of photography to subject themselves to having a portrait created. 

So we talked for a while about why she chose something so difficult. 

We started digging, got past the obvious stuff of having a passion for photography, down through 
several layers of deeper motivations, until she suddenly started crying. 
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I asked her what the matter was, and she told me that years of being bullied at school about her 
physical appearance had left her with terrible mental scars that robbed her of participating in her 
own family portraits, or in simple photos with her own kids. 

She suddenly realized that her "why"  was to help other women who felt the same way she had to see 
that real beauty is found on the inside, and she made every effort in her work to bring those qualities 
to the surface. 

Do you see how powerful such a message can be when it's allowed to shape every element of her 
marketing? 

When someone reads that message and connects with it on a deep level, they're not thinking about 
what the photographer charges, or how many digital files they get, and they're certainly not going to 
be easily tempted away by another photographer whose "why"  is nothing more than "I'm cheaper" . 

#3: The Human Connection 

The third idea I want to talk about is making a human connection with your ideal clients. 

This isn't one of those fancy woo-woo ideas we come across so often that sounds profound and 
amazing, but where there's no substance when you boil it down to basics. 

In fact, getting this one right is critical to the success of your business. 

We already know that people prefer to work with businesses and professionals who they know, like, 
and trust. 

But it's almost impossible for someone to get to know, like, and trust you enough to want to hire you 
during their first encounter with you. 

That would be like asking someone to marry you at the end of a first date. Generally not a good idea, 
and most folks want to learn a bit more about their future spouse before going all in, as it were. 

Obviously, you're not going to marry your customers, but it's true that they're most likely not ready to 
hire you or buy from you after only one visit to your website, or a quick look at your Facebook page. 

In fact, the vast majority of your website visitors are not sitting there, credit card in hand, dying to 
hire you right there and then. 

More likely, they'll be at one of 5 stops along the buying journey: 

1. At the beginning, where they think they might need a photographer at some point… 
 

2. They could be in the investigation phase (aka "shopping around")… 
 

3. After some research, they're whittling down the options to a shortlist… 
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4. Perhaps they're ready to talk to some of their favorites… 
 

5. Or, they finally want to book or buy… 

Most of your first-time website visitors will be at stage 1 or 2, but once they leave your website 
there's very little chance of them returning unless you can start a relationship with them. 

The cheap photographers, the ones currently eloping with your intended clients, they're able to do 
steal your clients because no one else has bothered to build a relationship with them. In that case, a 
cheap price works as an effective lure in the absence of more compelling reasons, and there's no 
compelling reason for them to choose otherwise. 

But, if you don't want to compete on price and you want to charge the fees you know you deserve, 
you need to have a relationship and a connection with your prospects. 

The beauty of such a relationship is that it keeps the channels of communication open until the 
prospect reaches stage 3,4, or 5 in the buying journey where they're serious about finding someone 
for their photography project. 

By the way, if you happen to be a fine art photographer, don't make the mistake of thinking these 
stages don't apply to your customers. They do, but in different ways, and the end result is the same. 

For example, most of the fine art photographers I talk to tell me they make very few sales online. 
Looking deeper, it's usually because they have the typical fine art gallery website and they send 
people directly to pages where they can buy prints, but without first building a relationship. 

In the art world, people invest in art because they can relate well to the artist, not simply because 
of the work itself. 

So, how do you build these relationships and keep them alive? 

It's actually a lot easier than you might think. 

All you need is a way to capture visitors' email addresses in exchange for something of interest and 
value to your ideal clients (aka your "lead magnet" ). 

Getting them onto your email list is the start of the relationship, and then you keep that relationship 
alive over time by sending useful follow-up information and calls to action until they're ready to do 
business with you. 

Think about it for a moment… 

When one of your ideal clients reaches the point of being ready to hire a photographer or make a 
purchase, is she more likely to just start the search over from scratch or go with someone she 
already knows, likes, and trusts? 
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#4: A Stellar Experience 

If there's one area where the cheap photographers are unable to compete with you—a premium 
photographer —it's the overall quality of the client experience. 

Generally speaking, the cheaper photographers are only concerned about one goal—getting clients in 
the door, turning them around quickly, and moving on to the next in line . 

Because time really is money for those photographers, it's all about them, and hardly at all about 
their clients. 

But you're different, or at least I hope you are. 

You run a business based on providing a stellar experience to your clients, and you care deeply about 
how that experience makes your clients feel as a result. 

The interesting thing about this is that most of the photographers I coach feel the same way about 
the services and products they provide, and yet they neglect to communicate this to prospective 
clients who have yet to experience it for themselves. 

If you dedicate yourself 100% to every one of your clients as if they were Royalty, if you treat them 
like the most important people in your world, and if you give them an experience so amazing that 
they literally cry tears of joy when they see the results of your talent, why in the world aren't you 
demonstrating this to people who are starting to think about hiring you? 

Many times, the answer I get to this question is along the lines of, "my clients love what I do for 
them, so I get great word of mouth marketing and some referrals…" 

So they stick with a stale and robotic-looking website where the real heart and soul of the 
experience has been left out, in the hope that existing clients will send them a steady stream of 
friends and family. 

But a business cannot survive on word of mouth marketing alone, and the supply of referrals runs dry 
sooner or later. 

The solution is to make sure your website, and the rest of your marketing, conveys every amazing 
detail of the experience enjoyed by your clients. 

There are several ways to do this: 

● The design of the site can give your prospects a sense of what to expect from you. The colors 
you use, your choice of fonts, the page layout, and the way you display your photography can 
all create a sense of prestige and exclusivity if done correctly. This doesn't mean you have to 
focus primarily on having a "pretty"  website, but you should instead look at the psychological 
effects of the site design as it relates to your specific marketing goals. 
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● Another way is to simply tell people about the amazing experience you offer. Of course, you 
can say whatever you like about your own business but the big question is, will anyone 
actually believe you? Probably not. The answer is to get your existing clients to say these 
things instead. After all, they're the ones who had the experience, so they're the most 
qualified to talk about it. This is where you can put the power of testimonials to work for you 
to enhance the credibility of any statements about the experience. 
 

● The scope and depth of your website content also has an impact. The more you can talk about 
the emotional elements of your photography, and the more you can demonstrate the positive 
impact you bring to the world, the more successful your marketing will be. For example, 
having a page called "Family Portraits"  with 50 photos and one sentence that says "call us to 
talk about your next family portrait"  isn't going to cut it. You've got to do better than that by 
telling more of your photographic stories, and putting your heart and soul into the content. 
After all, how can you expect your prospective clients to care about you and what you do if 
you don't first demonstrate that you care about them? 
 

● Client-generated content (aka "buzz" ) is a great way to create interest and excitement about 
the work you do, and especially about the emotional elements of the experience you provide 
to your clients. For example, you can take selfies with your clients, which they can post on 
Instagram or Facebook. These give other people a glimpse into your world as a photographer, 
and a behind-the-scenes look at how you do what you do. 

When you put this into practice, can you imagine how a potential client will feel comparing the basic 
"name, rank, and serial number"  website of a cheap competitor with your website where they get 
the full-frontal qualities of the experience they could actually get from working with you? 

If they fit the profile of your ideal client, their choice of photographer should be a no-brainer. 

#5: Your Communication Skills 

Number 5 in the toolbox for competing with the cheap photographers is your communication skills. 

This covers a wide variety of things, but both the quality  and quantity  of your communication can 
make or break your business. 

Let's look at the qualitative aspects first. 

This has to do with things like your vocabulary and the words you choose to use in your marketing. 

Some words add to the value of what you do, while others detract from it, so you have to pay careful 
attention to what you say and how you say it. 

For example, the word "shoot"  is commonly used by photographers to describe the act of taking 
photographs, and we often use it without even thinking about the subtext it conveys. 
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In reality, because the word "shoot"  is so commonly used, it carries with it a sense of diminished 
value, and can evoke an expectation of being cheap. 

If I were to invite you to join me for a "portrait shoot"  with a $250 fee for the shoot alone, how 
would you feel about that? Does the fee fit with the expectation? 

How about if I asked you to join me for a custom portrait session with a $250 creation fee? Does the 
fee now feel more in line with the service being offered? 

Both of those offers were for the same thing, yet the value perception is significantly altered by the 
words used to describe them. 

The word "shoot"  might be okay for all those cheaper folks trying to run off with your clients, but is it 
really appropriate for your marketing? 

The same can be said for other words like "price" , "picture" , or "job", so be careful to use words that 
are well aligned with your overall message. 

The quantity of your communication is also important. 

We all know what can happen when we suffer a communication breakdown. Things can go 
pear-shaped pretty quickly if communication misfires or stops altogether. 

For example, people can show up at the wrong place at the wrong time, wearing the wrong clothes, 
or they end up gatecrashing someone else's appointment. 

Not good for customer relations, right? 

When I worked as a portrait photographer, the last thing I ever wanted for a client was for them to 
feel like they had to chase me up for information. 

I didn't want anyone to feel forced to contact me to find out when their photographs would be ready, 
or what time their next appointment was. If they did, I considered it a massive failure on my part. 

The simple solution is to manage your client expectations so that they always know what's 
happening, what might be coming up next, and when to expect things to be ready. 

Emails, phone calls, text messages, and in-person meetings are all perfect opportunities for you to 
make sure your clients are fully informed and kept in the loop at all times. 

For example, when a client print order was sent to the lab I made sure the client received an email 
to let them know, and to give them an idea of when the prints would be available. In most cases, 
we'd already agreed on a date and time for them to collect their prints, so this email was simply a 
checkpoint to let them know things were running smoothly and on time. 

Another area where so many photographers really screw up is in returning phone calls, which really 
makes me mad. 
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You're busy, I get that, and you can't answer phone calls 24/7, so people are going to leave you 
messages so you can get back to them later. 

But, for some reason I can't fathom out for the life of me, many photographers let these messages sit 
in their voicemail for days before returning the call. Many such messages are genuine enquiries from 
people asking about their services, so you'd imagine them to be important. But no, they get left 
unanswered for way too long, and the lead goes cold or into the arms of a cheaper competitor by the 
time the photographer does get around to calling them back. 

I'm sure you'll agree that there's really no excuse for this kind of behavior in a professional business 
aimed at providing a premium service or product. 

After all, there's no faster way to lose clients than by ignoring them when they want to talk with you 
about giving you their business. 

Action Steps 

So there you have the 5 areas you should be constantly working on to improve in your business: 

● Allowing your personality to liven up your marketing… 
● Demonstrating the deep-seated reasons for doing what you do… 
● Building great relationships with your prospects… 
● Showcasing the amazing experience people have from working with you… 
● Making every aspect of your client communications as clear as possible… 

If you master these areas, you'll be amazed at the difference it will make in every aspect of your 
business, and you'll attract more of the people you love to work with while sending away the folks 
who aren't a good fit for you. 

Here are some simple action steps you can take away today to make immediate improvements: 

● Select a single recent photograph, and create a simple blog post about that one image. It can 
be as long or as short as you want, but try to infuse the story with your personality and the 
inspiration behind the image. Once you see how easy it really is, you'll be able to repeat it. 
 

● If you haven't already seen it, watch SImon Sinek's great TED talk about starting with why. You 
can find a link to it in the resources section below this workshop video. 
 

● Build a collection of testimonials from your existing clients that talk about how they felt 
about the quality of the experience you gave them, and then include those testimonials in 
strategic places on your website. 
 

● Examine every part of the client journey to make sure you properly communicate with them 
at each stage. Create templates of commonly-sent emails to save time, and draw up a simple 
communication plan or flow-chart to act as a reminder. 

12 



That's all for this workshop, but I want to take a moment to thank you for investing in it. 

My hope is that you got tremendous value from it, and I'll be more than happy to answer any 
questions you have about any of the material I shared with you today. You can send those over to me 
using the form below this recording at the bottom of the page. 

I wish you every success, and maybe we'll get to talk personally sometime. 

Thanks, and all the best of luck to you... 
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