
SUCCESS CAN BE ITS OWN PUNISHMENT…as well
as its own reward.

The success of Beltrami Studios, with four locations
in Vermont and New Hampshire, has forced Chris
Beltrami to cut down on his shooting schedule. He
does more manag-
ing and less photog-
raphy. 

But rather than
complain, Chris has
turned the situation
into a positive. He
and wife Pat Bel-
trami have launched
limited edition Sig-
nature Series por-
traiture. These sit-
tings command top
dollar (roughly two
times as much as
portraiture by the
other photogra-
phers in their area).
Chris is also finding
new satisfaction in
devoting more time
to lecturing to other
photographers, and
working to make his
studio’s photogra-
phy more distinc-
tive.

What motivates
that effort? “When I
buy a piece of jewel-
ry for my wife, I
think of the ‘wow’
factor,” Beltrami
explains. “And that’s
my approach to photography. If our images are up on
someone’s wall, or a wedding album or senior portfo-
lio goes out, I want people to say, “Wow! Where did
you get that?”

Signature Series, Family Plan

The Beltramis launched their Signature Series por-
traits as premium products—works of art produced
by artists. Though Beltrami Studios includes several
other photographers, only Chris and Pat’s sittings are
billed as Signature Series. Images are custom printed,
hand-mounted on oversized boards, and signed by
Chris or Pat. The studio promotes the series with a
Monet image. Promotion materials ask customers,
“What’s more important, the image or the artist?”
The answer, says Beltrami, “They’re both important—
that’s what makes the portrait priceless.”

Chris estimates he shoots only 50 to 60 Signature
Series sessions each year; the rest of the time, he’s
managing his staff. The studio’s mainstream photog-
raphers shoot families, seniors, weddings and chil-
dren, in almost even numbers.

“A few years ago,
50 percent of our
business was sen-
iors, and we decided
that too much of
our business was
concentrated in one
area, so we devel-
oped what we call
the ‘Family Plan,’ ”
he explains. The
Family Plan is a 10-
year commitment
from the customer.
The studio presents
the customer with
an album, and each
year the family sits
for a portrait and
gets an 8x10 for the
album, for $40.
Normally, of course,
the family orders far
more—an average
of $350 per family
per year. Beltrami’s
goal is to get 500
families per studio
signed up in the
plan. The Family
Plan has proven so
successful that it has
added 25% to the
studio’s gross sales.

Weddings, Seniors

The four studios handle a total of 120 weddings
each year. Chris and Pat have cut down to a schedule
of 10 Signature Series weddings (above and beyond
the Signature Series portraits), after having won the
Best Wedding in Vermont honors for six consecutive
years and New England Best Wedding for four out of
five years.

The studio’s standard wedding coverage mixes tra-
ditional and wedding photojournalism. Typically, a
photographer will work with an assistant. For tradi-
tional images, photographers will shoot Kodak
Professional Portra 160NC or 400 NC film in 220 for-
mat and use multiple lights to produce beautiful, clas-
sic portraits. The candid/photojournalism images are

Beltrami Studios
Signature Series, Family Plan BY GREG RICE
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continued on page 6

A bridal portrait using an indoor north-light setup. A “room” space in Chris Bel-
trami’s studio is illuminated by light bounced from a 750 watt-second Photogenic
flash into a corner and through a 12-foot window frame with sheers used to dif-
fuse the light. The back wall of the “room” has a white wall for high-key portrai-
ture and three muslins overhead on rails for various background tones.



LAST MONTH’S newsletter
article featured an overview of
safes and safe storage sys-
tems. We concluded with a
rating of the top containers
available.

Ratings: Underwriters Lab-
oratories classifies containers
according to the degree of
protection a container will
provide its contents when
exposed to fire. U.L. conducts
several critical tests, an inter-
nal temperature test, explo-
sion test, and a drop test.
Containers must pass these
tests and survive the cool-
down period successfully,
protecting the container’s
contents in order to be issued
a U.L. rating. The term “test-
ed to U.L. standards” on a
container is not the same as a
U.L. rating.

Paper Record Protection:
Paper records can withstand
temperatures up to 350°F.  

U.L. Class 350—1 Hour:
(Contents will withstand tem-
peratures up to 350°F for one
hour.)

U.L. Class 350—4 Hour:
(Contents will withstand tem-
peratures up to 350°F for four
hours.) 

Media Protection: Compu-
ter media is damaged beyond
use by temperatures above
125°F and 80% humidity.

U.L. Class 125—1 Hour:
(Contents will withstand tem-
peratures up to 125°F for one
hour.)

U.L. Class125—2 Hour:
(Contents will withstand tem-
peratures up to 125°F for two
hours.)

Mr. Tim Ryan purchased a
double-door Diebold jewel-
er’s safe with a money chest,
with the highest fire rating.
“For peace of mind, I sleep
better at night,” he said of his
choice.

“Twelve years ago, I had a
fire. None of the lenses were
damaged. I saved on cleaning
bills of lenses. From the
smoke and heat, everything
was black except what was in
the safe,” he added. 

Mr. Andrew Russetti of
Cameraworks, Inc., an adver-
tising, large-format  studio
photographer is the owner of
a 6-foot tall double-door
antique safe, which he came
upon owning by accident. It
was a prop for a photography
shoot. When delivered the
safe company asked if he
wanted to purchase it to save
them from moving it out. 

“I was in the market for one
and they solved my prob-
lem.”

Craftsmanship and Mater-
ials: In containers, the adage ,
“you get what you pay for,”
rings true. For fire and theft
protection, cheap is not bet-
ter. Just because two contain-
ers look alike doesn’t mean
that they are of the same
quality. Additional features
and more “bells and whistles”
often don’t make a product
better. By design, a composite
body and composite door
offers better theft protection
and better fire resistance than
plate steel. The better quality
justifies the higher price. In
addition, a container should
be heavy enough not to be
carried off or it should be
anchored to the floor. The
container’s location will often
determine the allowable
weight. A structural engineer
can determine the allowable
weight for your particular
location. Most important,
seek a manufacturer with a
history and reputation for
quality products.

“I would get a safe as large
as what the floors and eleva-

tors can handle,” Tim Ryan
suggested. “Also, wheels are
important when you need to
move the safe when chang-
ing around the studio.”

Warranties: (for media con-
tainers purchased new).
Here’s some basic info on
what your warranty should
and does cover.

Purchase Warranty: pro-
tects from defects in materials
and workmanship for one
year from date of purchase.

Covered Contents Guaran-
tee: if product fails.

Free After-the-Fire Replace-
ment: the manufacturer re-
places the container at no
cost during the lifetime of the
container.

Service/Upkeep: A container
is virtually maintenance free
but you should be aware that
some service is required to
keep it functioning. Once a
year, a safe technician should
be called in to check on and
service your container. If you
purchase a fire-resistant con-
tainer, the door should be
opened at least twice a
month for about 20 minutes
to allow the container to vent.
Otherwise, moisture builds
up and the door can seal
shut, preventing the contain-
er’s use and damaging it, not
to mention damaging the
contents. 

“Make the combination
simple,” Tim Ryan said. “Most
people wouldn’t know how
simple. Don’t use a birthday
or anniversary, though. My
trusted assistant and my wife
always get the combination.
You have to have some kind
of trust level. It’s cheaper to
change the combination than
to lose the money in business
by stopping on location to
get equipment.”

“Trusted employees, who

Securing Your Future
Why You Need “Safe” Protection

Guess Who’s
Online?
Send your online address to WPPI,

Editor, “Guess Who’s Online?” P.O.
Box 2003, Santa Monica, CA
90406; or send it via the web.

• WPPI: www.wppinow.com
• Rangefinder Magazine:

www.rangefindermag.com
• Jerry D, Enchanted Memories:

e-mail: jdsansoo@aol.com; web:
www.enchantedmemoriesphoto
graphy.com

• John Aaron Photography: e-
mail: john.aaron@worldnet.att.net

• William Abram, Memorable
Moments Photography: e-mail:
memmophoto@aol.com; web:
www.memorablemoment.com

• Linda Herbert: web:
www.finelady.com

• Erin Hession Photography, LLC:
www.erinhessionphotography.com
e-mail: erinhession@hotmail.com

• Horst Staudner: e-mail:
Info@hsphotography.com; web:
www.hsphotography.com

• James M. Reed: e-mail: 
jimreedphotos@earthlink.net;

web: www.jimreedphotos.com
• Danny Abrego, Portland Reign

Photography: e-mail:
pdxreign@ftconnect.com; web:
www.portlandreign.com
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YOU JUST PURCHASED A custom-made
product. Although it cost a lot more than you
planned for, you rationalize the purchase, in
part based on the connection or friendship
with the salesperson. After delivery, overall,
you are pleased with the result. However, you
do not receive a call to make sure you are
pleased with the product or to thank you for
your purchase. 

A few weeks later you make a purchase of
an item that costs less than $30. Two days
after your purchase you receive a call from the
company thanking you for your patronage
and to make sure everything was okay with
the product they sold you.

While the above examples are fictitious, the
former could be photography and the latter a
service like having the oil changed in your car.
Customer appreciation is not dependent on
the amount of money a customer spends.
When was the last time you received a call
after the purchase to make sure everything
was okay? It’s easy to remember because it
doesn’t happen very often, but when it does,
how does it make you feel? 

As part of Census 2000, I asked photographers
to rank the reasons they believe customers hire
them. Customer service was listed fourth. Yet,
nearly six out of 10 photographers fail to follow-
up with customers after delivery.   Another three
out of 10 do so only occasionally.

People who are either really upset or really
happy will say something. (This is especially
true if they are really upset.) However, the
majority of people will not complain, even if
they are unhappy because they don’t believe
anyone wants to know what they think. If
something is not exactly what they wanted
and you don’t follow up, the problem just
lingers and the next time a need for your serv-

ices arises, they go somewhere else.
You can make no better marketing invest-

ment than spending your dollars on your
existing customers. Yet less than half of all
photographers have a formal system for
showing their appreciation to their customers.
And of those that do, the most popular gift
(by a margin of more than 2-1) is a simple
thank-you note.  

To illustrate the point, let’s look at a few sta-
tistics. 

• The top five businesses in any industry
have a 93–95% client-retention rate, whereas
most businesses average 78–82%.

• For every 1% improvement (sustained
over five years) in your client-retention rate,
there is a 20% improvement in operating
income.

• A referral from an existing client will have
a 92% retention rate versus a 67% retention
rate from a client obtained from advertising.

The number one reason (67%) why cus-
tomers switch from one company to another
is because they didn’t feel the former appreci-
ated their business. Based on the above statis-
tics, it is easy to see why. Great customer serv-
ice is not limited to what you do before the
sale; it is also how you show your appreciation
after the sale.

If you are looking for a way to give yourself
a competitive advantage over your competi-
tion, start by saying thank-you. 

Mark Till, Cr. Photog., ASP, is one of the country’s lead-
ing authorities on helping photographers operate a
lucrative business. He is the author of The Lucrative
Photographer: How to Become Indispensable To
Your Clients, Maximize Your Profitability, and Regain
Your Personal Life, and The Lucrative Photographer’s
Action Plan diagnostic tool. Mark is a frequent lecturer
across the country and can be reached by telephone at
(508) 655-9595 or via email at mark@marktill.com.

• Rush K. Abry: e-mail: 
abryphotos@msn.com

• Nafeh Abunab, Vogue Studios:
e-mail: camelj123@aol.com

• Gary Adams: e-mail: 
garygary57@aol.com

• Gordon Adams: e-mail: adam
sphotography@mindspring.com

• Jeff Adams, Adams
Photographics: e-mail: 
prophoto@adamsimages.com; 
web sites: www.adamsphotograph
ics.com; www.artisticbride.com

• Leslie Adiska, A Pair of
Photographers: e-mail: 
don@apairphoto.com

• Kathleen Ahern: web: 
ahernphoto.com

• Deanna Akright: e-mail: 
dakright@bellatlantic.net; web:
www.deeakright.com

• Leticia Alarcon, LNA Portrait
Studio: e-mail: alarcon@pvnet.
com.mx

• Michael K. Albert: e-mail:
m.albert_photograph@juno.com

• Adrian M. Alden-Smith: e-mail: 
adrian@alden-smith.co.uk

• Denise Alexander: e-mail: 
dalex63@aol.com

• Steven Allen, Portraits in the
Rough: e-mail: sallen@
wolfenet.com

• Ron Allured: e-mail: 
ron@alluredphoto.com; web
www.alluredphoto.com

CUSTOMER RETENTION STRATEGIES:

The Importance of Saying Thank-You
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BY MARK TILL

have been here at least six months have access
to the safe,” Andrew Russetti added.

Purchasing a rated storage container is one
of the most important things you can do for
your career, business, and home. Every situa-
tion is different, so you must define what you
want to protect and buy accordingly. Make an
educated decision that is within your budget.
Buy the best you can afford and seek the U.L.
labels. Visit your local safe dealer and secure
the future of your photographic business.

“Every photographer should have a safe for
lenses and equipment. I couldn’t imagine it
any other way,” Russetti summed up.

Nancy L. Schuemann is a freelance writer in
Cleveland, OH specializing in architecture, design, con-
struction, travel and antique safes. She is a regular con-
tributor to Safe and Vault Technology Magazine and
wishes to thank S.A.V.T.A for their help with this article.
She and her husband, architectural photographer, Bill
Schuemann, also collect antique safes as a hobby.

Securing Your Future (continued)



Together, they shoot 60
weddings a year. Rena
joined WPPI in 1994, and
has attended every Vegas
Convention since. 

BACKGROUND/HIS-
TORY: Rena had no plans
to become a professional
photographer. She gradu-
ated from Arizona State
University, earning a B.S.
in Sociology, and was
ready to go on to law
school. Then she married
Jeff Colling, who was
already a successful com-
mercial photographer.
Watching him shoot pic-
tures sparked Rena’s inter-
est, so in 1993, she per-
suaded Jeff to buy her a medium format camera, and
she began practicing. 

Jeff taught her the basics, from apertures to shutter
speeds; and she learned the rest on her own by read-
ing every book and magazine she could find; attend-
ing industry conventions and seminars; and constant
practicing. By 1994, she was photographing wed-

dings, which quickly
became her passion,
because she loves attend-
ing these happy occasions.
Law school was forgotten.
In time, she converted Jeff
from commercial to wed-
ding photography. Now,
they shoot together. Rena
shoots the traditional cov-
erage while Jeff shoots the
special effects and photo-
journalistic images. 

PHILOSOPHY: “When I
photograph a wedding, I
try thinking as if it’s my
family. If a grandmother is
there, I always photograph
her because I remember
how important pictures of

my grandmother are to me. I just love being a wed-
ding photographer and sharing this special day with
clients. Photography is a passion for me. Many pho-
tographers don’t truly enjoy shooting weddings. It’s
just a source of income. If you don’t truly like being
there, it shows in your images. We try to capture what
is unique and different about each wedding. We don’t
produce cookie-cutter images.” says Rena. 

All Colling Photography’s wedding packages include
an engagement portrait session. At this time photog-
raphers and clients get to know each other and bond.
“The knowledge we gain at the engagement session
helps us do a better job at the wedding. Is one a ‘blink-
er,’ for example?” Rena explains. The engagement ses-
sion also yields extra sales because couples receive only
a folio with eight proofs—whatever they order is extra.
For example, the Signature Portrait, for display on the
wedding day, is a hot item at Colling Photography
right now. The typical print size is 11x14, with a 20x24
matt for signatures. Presently, the bestsellers are black-
and-white prints, in a silver frame, with a silver lining
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G RENA COLLING, along with her husband Jeff,
owns Colling Photography, located in
Chandler, AZ. Weddings are their specialty.
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and a black border for guests to sign with a silver metallic pen. Rena
uses Picture This frames, which she first saw at a WPPI Convention a
few years back. The company sells a Signature Portrait kit, complete
with instructions, frame, matt, pen and carrying case, which pro-
tects prints in transit. 

On average, this imagemaking couple shoots around 600 expo-
sures per wedding. Because Arizona is such a beautiful state, many
weddings are held at resorts, rather than churches, according to
Rena. Their coverage begins right after the bride is dressed, and con-
tinues through the formals, ceremony and reception. Some brides
are now asking for the “getting ready” coverage, which is becom-
ing more popular in their area. 

Rena believes in being prepared, so she carries lots of gear on loca-
tion, including White Lightning Ultra 1200 studio lights, umbrellas
and reflectors. She uses studio lights to illuminate the dance floor at
receptions and for fill outdoors. Sunpak flash units are used on
Rena’s Bronica SQ-A medium format cameras. Rena shoots Kodak
Professional Portra 400 NC film; but Jeff shoots a variety of films,
including black and white and infrared. 

MARKETING & PROMOTING: Chandler is a suburb of Phoenix,
where home and business construction is booming, and so is the
market. Colling Photography uses a variety of advertising sources to
keep its name before the public, including: a small ad in the local
Yellow Pages; attending two large Bridal Fairs annually; referrals from
other wedding vendors in the area, like florists, hotels and resorts
and cakemakers, where Rena’s images are displayed; and word-of-
mouth from satisfied customers. A website also attracts new clients.
However, the best use of the website, according to Rena, is showing
potential clients sample images and price information, before they
book the wedding date. “We book most weddings after people visit
our website and view the work,” Rena says. “The website also
screens customers, because they know up front what our coverage
costs and if they can afford it.” 

WPPI MEMBERSHIP: Rena says she has benefitted from attending
WPPI Conventions from the very beginning. “In the early stages of

my career, I was going to WPPI Conventions to learn as much as pos-
sible about the photography profession. I’m a school-type person. I
love classes and learning and reading. WPPI was so good for me back
then because my mind was like a sponge, absorbing all the informa-
tion. Now, my focus is different when I attend WPPI Conventions.
The basics are well behind me at this stage in my career. Now, I’m
looking for new creative ideas, different posing and lighting styles,
hot industry trends, and current products,” Rena says. “The WPPI
Business Insurance Package through Hartford Insurance covers every-
thing—from liability to equipment. I highly recommend it because it
is specifically tailored to the photography profession.” 

In the 2001 WPPI Print Competition, Rena won three honorable
mentions for her wedding images. A year ago, she joined WPPI’s
Accolade Program and is accumulating points towards her goal. 

OUTSTANDING ACHIEVEMENTS: This Arizona imagemaker has
come a long way since she first picked up a camera in 1993. In
2001, Rena was chosen Wedding Photographer of the Year by the
Phoenix Professional Photographers Association, where she current-
ly serves as Vice President. Rena is also a CPP through PPA. 

FUTURE PLANS: As for the future, Rena and Jeff plan to continue
offering the best service possible. Reducing the number of weddings
they shoot annually is also a goal. Soon, the studio will also sell
frames by Gross National Product, which are distributed by Art
Leather, the album line they currently use. Rena feels that offering
frames will not only increase studio revenues, but will also be an
added convenience for clients, “because they won’t have to go else-
where for framing. We can do everything right here.” 

PARTING SHOT: “Definitely attend seminars and conventions,
like WPPI,” Rena advises. “Even if you are not particularly interested
in the topic, if you pick up only one bit of information from it, you’ll
be further ahead in your business.” 

Readers may contact Rena at Colling Photography via e-mail at:
cllng1foto@aol.com; or by phone at: (480) 940-7477; or view the
website at: www.collingphoto.com. 

Linda L. May is a freelance writer based in the Midwest.

www.wppinow.com 5



6 www.wppinow.com

SMALL BUSINESS OPTIMISTIC, DITTO 
FOR CONSUMERS

Overall, small business is optimistic with more firms raising
prices and fewer having difficulties filling open positions. That’s
seen in the three consecutive months of increases for the Small
Business Optimism index of National Federation of Independent
Business. Business is cheered by consumer spending holding
steady, with tax relief already being spent before the rebate
checks arrive. Analysts observe that a recession has never
occurred without an outright drop in consumer spending.

Shrugging off some dire predictions was the consumer confi-
dence index of the Conference Board. For May, the index ticked
up to 115.5 from 109.9 the previous month. A spokesperson
said: “Consumers will continue to spend at a solid pace, not a
rapid pace.” And in another economy bright spot, there’s new
life reported for many downtowns with a wave of residential,
retail, and office construction under way.

SENATE REJECTS EMPLOYER PROTECTION IN 
PATIENT-RIGHTS BILL

The Senate has rejected by 57-43 a business-backed amend-
ment to the Democratic patients-rights bill aimed to help work-
ers sue their managed-care health plans. The amendment would
have exempted employers from liability. The measure protects
only those employers who can demonstrate that they did not
“directly participate” in a decision to deny a claim for benefits.
Opponents observe that small-business owners still would be vul-
nerable to the costs of proving that they did not participate,
thereby boosting their costs of insurance which already is their
main concern. 

SMALL BUSINESS WOULD GET $3000 INTEREST ON
CHECKING ACCOUNT

Repeal of a law exempting banks from paying interest on busi-
ness checking accounts could provide an average of $3000 annu-
ally to a typical five-year employee business. According to the
House-approved repeal, which now moves to the Senate, there
would be a two-year phase-in before death of the Depression-era
bank law.

FED CUTS RATES, BUT ONLY A QUARTER
The Federal Reserve cut interest rates June 27, but just a mod-

est quarter point, while signaling it stood ready to do more per-
haps at its next meeting Aug. 21. Some economists had hoped
for a half-point reduction. The smaller percentage takes into
account growing inflation fears. A Fed statement indicated it still
sees excessive weakness rather than inflation as the main threat.
The current cycle of six cuts this year began Jan. 3 with a surprise
half-percentage point reduction in between regular meetings.

Most of 48 economists surveyed by USA Today said the chance
of a recession this year has dropped to 35% as compared to 40%
back in April. However, there remains an occasional worry such as
an increase in home mortgage foreclosures. In the first quarter,
foreclosures increased 9%. Such a jump is noteworthy because
mortgages have lower default rates than other loans. Also worri-
some is the fact that mortgages which originated last year are
going bad sooner.

Business writer John Rogers focuses on legislative and regulatory issues, and has
covered the Washington scene for more than 25 years.

NATIONAL BUSINESS BRIEFS
BY JOHN ROGERS

typically shot with 35 mm cameras loaded with Kodak Professional
Portra 800 NC film and, for black-and-white, Kodak Professional
T400 CN film.

“The greatest compliment we can receive from the bride is when
she says, ‘These photographs captured the emotions of our wed-
ding day, and we didn’t even realize that you were there,’ ” says
Beltrami. “We give them a classical approach as well as photojour-
nalism. Most brides come in and say they want photojournalism,
but if that was all they got, they would miss out on the images with
all their friends and relatives who had come miles to see them. It’s
important to give them both.”

For the senior market, on the other hand, classic is the last thing
Beltrami wants to promote. “The button that pushes seniors is
being different, so our high school senior work changes a lot from
year to year,” Chris says. “We have magazines they can look at, and
we encourage them to bring in pictures that they really like, for us
to emulate. So our senior photography is really upbeat and tailored
to each individual.”

Though Chris and Pat Beltrami segregate themselves from the
rest of the studio’s photographers with their Signature Series, Chris
also devotes considerable time to training the other photographers
and maintaining the look of the studio’s work. He leads quarterly
meetings in which the photographers meet and discuss every-
thing—from shooting techniques to administrative details. He also
reviews the studio’s generally prescribed approach to lighting: a
four-light setup with a 24-inch softbox providing the key. (He does-
n’t like using a larger softbox, since the Beltrami formula also
includes a soft focus filter.) “The photographers each have some
artistic license, but we don’t want them to stray too far from our
standard lighting,” he says. “It maintains a consistent look that peo-
ple can count on when they come to Beltrami Studios.”

But that doesn’t mean Chris isn’t open to some experimentation.
Remember the ‘wow factor’? He’s constantly working to maintain

that level of excitement in his work. After years of working with the
four-light setup, he has recently re-energized himself by exploring
portraiture with a “North Light”
look. “It’s a beautiful, soft light. Over
the years, some of the best images
we’ve produced were with window
light, and our North Light studio
gives us that look in a very con-
trolled way.”

He doesn’t depend on sunlight.
Instead, he has built a North Light
studio setup in two of his studio
locations. It uses one 700 watt-sec-
ond light bounced into a white wall.
Light bounces into the shooting
area through a window set.
Sometimes the window frame
appears in the portrait as a prop. The
result is a soft, natural, wrap-around effect that’s far simpler to shoot
with. “In fact, I have a hard time going back to the four-light setup
now,” Beltrami says.

Film is also an important part of the Beltrami look. The studio’s
film of choice has been Kodak Professional Portra 160 NC film, but
Beltrami is planning a switch to the faster 400 NC version. He adds,
“No client has ever said, ‘This picture is too sharp.’ With the faster
film, we can go from f/8 to f/11 and decrease the number of

continued on page 8

Beltrami Studios
continued from page 1

Chris A. Beltrami, M. Photog, CR,
ASP-F.
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CALENDAR: Seminars, Workshops, Conventions & Trade Shows

A Whole New Approach to Competitions for WPPI
WPPI continues to improve the Awards of Excellence Print and

Album Competitions. This year we are using a newly developed
three-panel judging system for the prints, and all judging will be
completed in a single day, Saturday, March 9. The print competi-
tion is open to the public for viewing and will be held at the
Tropicana Resort and Casino, 9:00 a.m.—6:00 p.m.

The Album Competition will follow on Sunday, March 10, 2002,
at the same location and this competition is also open to the pub-
lic. We hope you’ll join us—see you there!

Wedding Marketing Systems Guarantees Results!
SDI Publications has introduced its Proven Wedding Marketing

System. This simple-to-implement system carries a “no-excuses”
money-back guarantee that you will not only be thrilled with the
information it contains, but will also save time, book far more qual-
ified brides and simply earn more dollars per hour than with any
other methods you are currently using, or you can return it for a full
refund up to year from the purchase. Many of the methods and
tactics in this system are not taught in any photography marketing
class, according to the company. 

The kit contains an easy to follow system manual that is written
conversationally and covers each marketing piece in detail and
explains its use to bring in the best possible response. The
Marketing Files CD contains all of the pre-written sales letters, lead-
generation ads and educational pieces in both QuarkXPress and
Adobe Pagemaker formats—all you need to do is open the files and
personalize them by placing your name, address and phone num-
ber where SDI’s info is. The kit also contains a professionally record-

ed Audio CD that follows the entire system and explains all the mar-
keting tools—also done conversationally. The Wedding Marketing
System’s creator, Michael Spatola says, “The wedding sales letter
alone has been worth several hundred thousand dollars in booked
weddings to us!” There are over 30 different marketing pieces con-
tained in this system.

For more information e-mail weddingsystem@yahoo. com or visit
the website at www.Spatolaimages.com/weddingsystem.html or
call the company at (818) 989-7639.

Are You Promoting Your Wedding Site?
Bestweddingsites.com is a wedding-specific, searchable directory

featuring the Web’s best wedding sites. You can get free multiple
category listings, free bridal consultant listings, a direct link to your
site, enhanced listings, featured sites, “Site of the Month,”
smartLeads, Account Manager plus, targeted advertising opportu-
nities. and more. Contact: www. BestWeddingSites.com.

Update Now!
Do we have your e-mail and web address? Let us know, so we can

add it to your file and so you can be listed on WPPI’s Eventphoto
graphers.com referral network. You could be missing out on impor-
tant leads by not having current information about your studio listed.

WPPI also wants you to update your membership information. At
www.wppinow.com you can click on “Member Services” and it will
take you to the Eventphotographers.com site. Click on “update” to
update your current membership information so you don’t lose out
on any upcoming news about the association and upcoming WPPI
convention. 

Member News & Feedback

continued on page 8

Maine Photographic Workshops: The National Geographic Aug. 12–18 Rockport, ME. Contact Maine Photographic Workshops, (877) 577-7700, fax (207) 236-2558,
Assignment with Jim Blair www.TheWorkshops.com.

The Full Monte—Five Days That Will Change Your Life Aug. 13–17 Long Island, NY. Contact Monte Zucker at (941) 918-0904 or mzphotog@aol.com.
and Your Photography

Total Wedding Success: A Week with Michael Ayers, August 13–17 Long Island Photo Workshop, Oakdale, L.I. Contact Gary Oppenheim, 53 Vinton
M.Photog.,Cr.,Hon.ALPE Street, Long Beach, NY 11561, or www.liphotoworkshop.com.

Tony Sweet’s Art of Nature Photography Workshops Aug. 16–19 Arcadia National Park, ME. Contact Tony Sweet: e-mail: info@tonysweetphotography.com
Arcadia National Park (410) 284-4484, fax: 410-284-6696. 

John Sexton Photography Workshops: Advanced Techniques: Sept. 9–21 Snowmass Village, CO. Conatct Anderson Ranch Arts Center, (970) 923-3181, 
Exploring the Black & White Print www.andersonranch.org.

Professional Photographers of Missouri: Fall Seminar Sept. 16–17 Osage Beach, MO. Contact Jim Devine, (913) 236-4340, jpdevine@att.net, www.moppa.com.

Tony Sweet’s Art of Nature Photography Workshops: Sept. 27–30 Contact Tony Sweet: e-mail: info@tonysweetphotography.com, (410) 284-4484,
Maine Lighthouse Tour fax: 410-284-6696. 

Photography by Don, The Canyons of Utah and Arizona Sept. 29–Oct. 7 Contact Photography by Don, (626) 444-8008; photobydon@earthlink.net, www.
Bryce and Zion, North Rim and Slot Canyons photographybydon.com.

Tony Sweet’s Art of Nature Photography Workshops: Oct. 11–14 Delaware Water Gap, PA. Contact Tony Sweet: e-mail: info@tonysweetphotography.com, (410) 284-4484,
Delaware Water Gap fax: 410-284-6696. 

John Sexton Photography Workshops: Fine Tuning Oct. 23–28 Carmel Valley, CA. Conatct Laura Bayless (831) 659-3130, fax (831) 659-5509, info@
The Expressive Print johnsexton.com, www.johnsexton.com

Wen Saunders 2001 Escapes: Quick Books Nov. 4 Breckenridge, CO. Contact Wendy Saunders Escapes, 2962 Golden Eagle Circle, Lafayette, CO 80026;
(303) 665-1171, wenboulder@aol.com, www.wendysaunders.com.

Wen Saunders 2001 Escapes: Web Site Marketing Nov. 5–8 Breckenridge, CO. Contact Wendy Saunders Escapes, 2962 Golden Eagle Circle, Lafayette, CO 80026;
4-Day Escapes (303) 665-1171, wenboulder@aol.com, www.wendysaunders.com.

EPIC 2001 School of Evidence Photography and Nov. 16–18 Atlanta, GA. Contact Evidence Photographers International Council, (800) 356-3742 or (570) 253-5450,
Digital Imaging www.epic-photo.org.

Arizona Workshop and Safari with Norman Phillips & Michele Jan. 7–10 Includes a day in Sedona. For information and to reserve your place call, Norman Phillips at 
Celentano. 4 days of intensive instruction & hands-on practice (800) 792-2092; ndp@interaccess.com; web: normanphillipsoflondon.com. (go to Seminars button). 

A Week in Heaven— St. Lucia, West Indies, PPA-accredited Jan. 15–22 Contact: Charles Vandersluys, PPA Certified,M.Photog.,Cr., http://photo_workshops.homestead.com; 
bvphoto@on.aibn.com, (905) 354-8692. 

WPPI 2002 Convention and Trade Show March 10–14, 2002 Tropicana Resort, Las Vegas, NV. Contact, WPPI, 1312 Lincoln Blvd. Santa Monica, CA 90401
(310) 451-0090 (ext. 313); fax (310) 395-9058 www.wppinow.com.



images that are a little soft.”
He says the various speeds of Portra film are

also more consistent than ever before.
“Whether the images are on 160, 400 or 800
film, their appearance is similar and consistent,
whereas in the past, images on 400-speed film
tended to go brown and grainy.”

Beltrami has chosen to stick with the NC (nat-
ural color) films, which provide all the contrast he
needs for portraiture. They also work well with his
lab’s workflow to produce consistent results with
a broad tonal range. He estimates that 25 per-
cent of his Signature Series is shot on Kodak
Professional T400 CN black-and-white film.

Marketing and Management Challenges

Marketing is an important part of what sepa-
rates Beltrami today from the typical studio of a
generation ago. Beltrami estimates he spends
seven percent of gross revenue on marketing
and promotion, significantly more than the 4–5
percent average among studios. “The whole

portrait industry is getting more and more com-
petitive, so you can’t rest on your laurels,” he
advises.

Daughter Christy makes up the
direct mailers. “She’s a promotion
materials genius,” Beltrami says.
“She picks up a lot of magazines,
and knows what the seniors are
thinking.” But just to be sure, the
studio puts together a ‘Mentor
Group’ of seniors to act as a mar-
keting sounding board. Each stu-
dio location gets together with
them over pizza and Coke and
surveys their reactions to mailers,
ads and telemarketing efforts.

Chris is purposely spending less
time behind the camera these
days as he focuses more on man-
aging his four-location business.
He’s considering passing on the
lessons of multiple-studio owner-

ship in his next lecture series.
Beltrami has found it pays to travel from stu-

dio to studio on a regular basis to supervise the
operation himself. “When you have absentee
management, all kinds of things can happen.
Most of the problems you have in owning more
than one studio are personnel issues, which has
caused us to come up with a personnel policy
manual.” Now Beltrami has a person devoted
to personnel issues, and arranges quarterly
meetings to ensure everyone is working within
the company’s guidelines.

“The payoff is that when things work well,
you get to the point that you’re making enough
money to compensate your staff well, so you
keep the people you want to keep. That’s a key
to success for any small business.”

Greg Rice is a professional writer and photographer
based in Cloverdale, Indiana.
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WPPI 2002: Stay at the
Host Hotel
Room Reservations can now be

made at the Tropicana Resort and
Casino for the WPPI 2002
Convention and Trade Show. Don’t
miss out, our room block is bound
to sell out quickly. Stay for $75 a
night, Sunday–Thursday (Mar.
10–14, 2002—based on a two-per-
son occupancy)*. And stay for $129
a night, Friday and Saturday*
(March 8-9, 2002), *(Price does not
include taxes and surcharges). You
must use the code SWPP02 to
receive these great rates! Stay where
all the action is, stay at the Trop!

PrimeShot.dead
According to published reports,

PrimeShot Corp. has taken its last
picture. The Washington-based
company was founded in 1999 to
let photographers post and sell their
shots online. The company, found-
ed by David Holder and Mike
Niccolini, college buddies who
worked together at MicroStrategy
Inc. in Vienna, VA, has filed for bank-
ruptcy. In a Chapter 7 filing, the
company shutters operations im-
mediately and sells off its assets.

In April, the company had 2000
photographers signed up to provide
services worldwide. At its peak,
PrimeShot.com employed 52 people.

No one at the company would
comment on the recent reports, no
one answered the door recently at
the company’s offices, and empty
desks were visible through win-
dows, according to the published
report.

Myron of Green Gables
Thanks for putting my e-mail and

web page in the monthly newsletter.
I have had many e-mails that say
they cannot get to my web page.
After weeks of trying to figure out
why, my wife showed me the issue
and you have the site listed incor-
rectly. You have it listed as green
gables.com, which is a bed and
breakfast. My web page is
www.greengablesphotography.com.
If you ever fix these kinds of mis-
prints, I would greatly appreciate
it.—Myron G. Bursell, Ph.F, Green
Gables Photography, Spokane, WA.

Beltrami
continued from page 6

Member News
continued from page 7

Location wedding imagery can be romantic and interest-
ing. “Under the Marquee” was shot on Kodak Professional
Portra 400 VC film.

A high-key, one-light North Light portrait

Beltrami likes to shoot outdoor environmental portraits like this one, which
he titled “Daydreaming.” It was shot with existing light on Kodak
Professional Portra 400 VC film.


