
ANTHONY CAVA’S CUTTING-EDGE photojournalis-
tic style gives him a portfolio of work that is recog-
nized internationally. An award-winning wedding
photographer from Ottawa, Canada, he is co-owner
of Photolux Studio, which handles weddings and por-
traits as well as commercial assignments.

“Photojournalism is nice because it is refreshing,”
says Anthony. Pho-
tolux has been mar-
keting photojour-
nalism for almost six
years, but he says it
has really taken off
in the last three. “A
photographer could
shoot a hundred
weddings in the
same hotel and po-
tentially have a hun-
dred different looks
because of the very
nature of photojour-
nalism,” he explains.
It is photographing
things as they actu-
ally happen versus
being prompted. I
think that different
styles will always
appeal to different
people. Anthony ad-
mits he is in love
with photojournalism. He also loves the fact that his
studio was involved in bringing the trend to Ottawa.
“It does so much for our customers’ wedding pho-
tos,” he notes.

The Photolux Studio team includes Anthony, his
brother and business partner Frank, and photogra-
phers Christian Lalonde, Dino Cardamone, Francesco
Maragoni and photojournalist, Natasha Moine. In
1990 Anthony and Frank took over the well respect-
ed photography studio established by their parents.
“The photographers at Photolux are always reviewing
each other’s work and looking for ways to improve,
and for ways to outdo one another,” says Anthony.

Photolux has a reputation for being cutting-edge,
and Anthony explains his dedication to that reputa-
tion. He believes traditional photography will always
appeal to certain people. Photolux offers photojour-
nalism and mainstream traditional wedding photog-
raphy running parallel, and he doesn’t like to have
them competing against one another. “We don’t
want to say photojournalism is better than tradition-
al,” explains Anthony. “I’d rather say they each has its
own place. Traditional photography is very much a
photographer’s interpretation of the wedding day,
but photojournalism captures the event the way it

happens,” notes Anthony. He believes it is more of a
documentary style; that it captures mood a lot better,
and there is very little prompting. “Photojournalism
and simplicity are big, and what we see at WPPI is
pretty indicative of that,” he states. 

Digital is also very big at Photolux. Anthony strong-
ly believes that digital will be the way weddings will

be done within
three to five years.
“Digital is not the
future, it’s  now,” he
says.

Anthony explains
that the trends he
has been influenced
by in the past and
present are coming
from WPPI, Toronto
and Montreal. He
notes that there is
quite a bit of differ-
ence in wedding
photography even
between Montreal
and Ottawa. He says
it is like the differ-
ence between Cal-
ifornia and Texas
wedding photogra-
phy. Anthony also
likes what some of
today’s European

photographers are doing. “The style is ‘Big City’,” he
says. He thinks that demographics plays a big role in
photographic styles. “You won’t see very many tradi-
tional styles in New York City, Toronto or Milan. I like
the feeling that Ottawa is watching us here at
Photolux, and it feels good to be a part of these cre-
ative trends.”

The Wedding Process

Anthony starts the process with a consultation prior
to the wedding. After shooting the wedding he
arranges for the couple to come in and place their
order. For digital wedding albums, he photographs
the wedding festivities; then scans the images, for-
mulates a montage of thumbnail images and views
the album in a digital format with his clients. If
changes are desired, they can be easily finalized, and
then customers are able to pick up final products
within four weeks.

“Digital is a great tool. I think people just have a hard
time embracing it because the mindset is proofs,”
explains Anthony. He believes that clients have a hard
time dealing with proofless weddings. People either

Anthony Cava
Photolux Studio BY SCOTT JACOBS
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Monthly, in this space, I will
endeavor to encourage and
aid competition photogra-
phers of all levels. This will be
done primarily by interview
with the some of the consis-
tently highest-scoring photo-
graphers in our field. In our
inaugural piece, I interviewed
(via e-mail) David Anthony
Williams, M.Photog. FRPS
AOPA, a WPPI member and
Grand Award winner from
Australia.

WPPI: What is the most
important aspect in capturing
a competition print?

DAW: “In portraiture (and in
wedding), I try to make com-
petition images with every
customer. It’s part of my
shooting philosophy. I don’t
believe that it’s the greatest
pose, or the best lighting, or
the most sumptuous scenery
that makes a winner. I think
that it is evidenced by the
communication the subject
gives to us. Communication is
evidence of the photograph-
er’s capabilities on a succes-
sion of levels. This communi-
cation must be readable by
the very viewers you want to
score your print highly.

At the risk of being painfully
obvious, photographs are a
visual communication. I ob-
served the power of an image
at an exhibition of Cartier-
Bresson’s work in Melbourne.
It was of a jaunty little French
boy coming out of a shop
with two large wine bottles. I
watched as various couples
came to the image. Almost
without fail, someone would
imitate the pose and expres-
sion.

Ultimately, for me, the most
important aspect in capturing
an image for competition is
that it marries my skills with
my perception to say what I
want—clearly.

WPPI: How much does

post-capture play a part in
your creations?

DAW: I approach the pro-
duction of a competition
print with these attitudes:

• Near enough is NOT
good enough.

• If I can see it (a blemish or
problem), so can the judges.

• I follow my instincts.
Digital gives me complete

control over how my image
looks. I use all of the conven-
tional tools: dodging, burn-
ing, retouching, coloring and
sizing. Digital does not give
me magical powers over an
image. It gives me precision
and control. 

• Do it ‘til it’s right—don’t
accept ‘almost.’ This extends
to the matting, mounting
and finishing. Many great
entries are marked down due
to poor finish.

• Finally, view your prints
CLOSELY by the same light
levels as used in the judging.

WPPI: How much time do
you spend on competition,
including just thinking about
it?

DAW: I look at competitions
as though they are exams I
must get through. Successful
Awards are, for me, qualifica-
tions. They are achievements
for me, and to my customers. 

At the risk of blowing my
own horn, I rarely rush at the
last minute to complete an
entry. That is where that horri-
ble creature, compromise, rears
its ugly head. When you com-
promise, it’s not your best. It’s
not that hard to plan your
entries. Take time to make
something your best. Not
doing so is visible to the judges.

WPPI: Do you have any
other tips you’d like to share
with our readers?

DAW: Does the image say
the same thing to other view-
ers? Is the print exactly the
way I want it? Have I exam-

ined the print under the right
intensity and color of light? Is
my spotting/retouching invis-
ible? Does the composition
hold up over a distance—is
the composition solid? Is my
matting subtle and enhanc-
ing? Is the surface finish exact
and non-interfering?

Turn the print upside-
down—distracting elements
of content or composition will
become more visible.

If the judge doesn’t see
what you see, it may not be
his or her fault.

David A Williams may be
reached via e-mail at: DaveH
Works@aol.com.au.

I think the most important
aspect of David’s philosophy
is this quote: “I look at com-
petitions as though they are
exams I must get through.” 

As professionals, how do we
rate against our fellow pros?
Via the old bottom line, dol-
lars and cents? The compari-
son of business acumen is
obviously a completely differ-
ent column.

Artistically, what we show to
the public is only compared
on a level playing field in print
competitions. Put as much
time into the quality of your
work as you did for final
exams in school. If you carried
a 3.5 average or above, you
didn’t have to cram at the last
minute. You worked toward
that final all semester, and
used the cramming time to
review, not discover. Don’t just
grab four properly exposed
and focused prints and ship
them off to competition.
Judges know. Those are the
prints that charitably get a 75.

Next time, I’ll discuss print
competition with that Chief
Judge, chairman of the Jurists,
Monte Zucker. Should be
interesting!—RP

Talking Competition
An Interview With David Williams

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
• Rafiq Hakim and Ally Manji,

Fotomax: e-mail:
rafiqhakim@yahoo.com

• Barry Altmark: e-mail: bar-
ryclick@aol.com, web:
www.altmarkphoto.com

• Dennis L. Aluisa, Classic
Images Photography: e-mail: 
classic-images@snet.net

• Sally Alvarez: e-mail: 
sallyaphoto@aol.com

• Barbara J. Ambrose, 
Portraits Plus: e-mail: 
bambrosestudio@aol.com

• Carroll Ambrose, Eagle River
Enterprises: e-mail:
weddings@gci.net

• Alfred Amirkhanian: e-mail:
alfred@alfredfoto.com, web:
www.alfredfoto.com

• Jerome Amos, Jr., Famous
Studio: e-mail: mail@famous
studio.com; web: www.famous
studio.com
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HAVE YOU EVER purchased a camera, lens,
flash, background, filter, etc. because a “famous”
photographer or speaker said they use one of
those products themselves? If so, you know first
hand the power of endorsement marketing. 

When used properly, endorsement marketing
can be one of the most powerful and effective
marketing tools available to you because it draws
on the trust and goodwill we have for those we
know. Think of your own experience. If you
made a purchase based on someone’s recom-
mendation, it is likely you did so because you
viewed that person as a credible source.

WHY PEOPLE BUY: Endorsement marketing is
effective because it’s based on how we make pur-
chasing decisions. If you understand the human
factors involved in making purchasing decisions,
you can use them to influence prospects to use
your services. There are four key human factors to
consider in any marketing strategy:

• Emotion, not logic—How will your customer
feel as a result of using your services. Why do you
think car dealers want you to test drive a car? To
experience ownership. Look for ways to engage
prospects on an emotional level. Why are they
having the images created, how will they be dis-
playing the finished prints, what do their chil-
dren mean to them, etc.?

• A preponderance of “social proof”—This fac-
tor is based on the principal that if enough peo-
ple say the product is good, it must be so. “Four
out of five doctors recommend….” What can
you do to convince your prospect, with absolute
certainty that you can do all that you promise?
One of the best methods is the use of testimoni-
als. Remember why you bought that lens filter?
Testimonials.

• Fear, greed, and scarcity—The less available
something is, the more valuable it becomes.
People want what they can’t have. Suppose you
only have one evening appointment per week. A
prospect calls to see you but you inform him or
her that it will take 3–4 weeks to get an evening
appointment. Instead of risking that you will
unavailable on their date, he or she  make an
appointment to see you during the day that
week.

• The law of reciprocity—I like to refer to this
as good old-fashioned guilt. If someone has
done you a favor, it is only natural for you to
want to reciprocate in kind.

ENDORSEMENT MARKETING TECHNIQUES:
Whatever product or service you offer, the

method is essentially the same. 
Begin by looking for a person to endorse your

studio. Think of someone you worked with

recently who was thrilled with your work and fits
your profile for the ideal client. Approach this
person and ask if he/she would mind sending a
letter of endorsement (on personal letterhead) to
colleagues, family, friends, etc., telling them
about you and what you did. The quality, not
quantity of their list is critical. The person who is
endorsing you needs to be in a position of influ-
ence or have a high degree of credibility.

The letter should contain a testimonial from
the sender and an offer from you via the sender.
For example, “I have asked Mark, as a special
favor to me, if he would….”  Remember to
incorporate the four human factors in why peo-
ple buy into your letter.

You would then send a follow-up letter (to the
list of prior recipients) a week or two later thank-
ing the endorser for the kind words and restat-
ing the offer. You may even want to send a third
letter or follow up with a personal phone call.

WHAT’S IN IT FOR THE ENDORSER?
I am often asked, why would someone want to

endorse you? 
• First, you did an exceptional job for them! 
• You did them a favor (guilt, reciprocity). 
• They want to use your services as gifts to

their customers.
• It creates goodwill for them to their cus-

tomers, and 
• They are being compensated to do so. (A flat

fee, commission based on sales, or a gift).
Of course, not everyone will want to send out an

endorsement letter. However, if you have estab-
lished goodwill with your clients, in many instances
they will be more than happy to help you.

People who come to you by means of referral
are more loyal as clients and are more likely to
refer additional clients to you.

One of the reasons I like endorsement market-
ing is it is easy to use, it doesn’t require a lot of
cash to implement, and it works equally as well
regardless if you just started out or are well
established. To learn more about endorsement
marketing and how it can work for you, visit
www.marktill.com/jmbem/html.

If you are looking for a quick way to generate
additional business, look no further than your
current clients.

Mark Till, Cr. Photog., is one of the country’s leading
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
Report Card diagnostic tool. You may contact Mark by
telephone at 508-655-9595 or via e-mail at
mark@marktill.com.

• Jose S. Amular, Jr., Elegant
Photo Arts And Frame: e-mail: 
fotoart@san.rr.com

• David Amundson, Superieur
Photographics: web:
www.superieurphoto.com

• Israel Anderson: e-mail: 
isphotos@yahoo.com

• Lindsey Anderson, Donette
Studio: web: www.donette.com

• Michael Anderson, Anderson's
Designer Portraits: e-mail: 
adp@usinternet.com, web: 
adesignerportraits.com

• Patrick Anderson: e-mail: 
foto@gte.net

• Sarah Anderson: e-mail: 
dallas0625@hotmail.com

• Todd Anderson: e-mail: 
tanderson@eventpix.com

• Morgan Andersson, Professional
Pet Portraits: e-mail: pro
petgroom1.1@netzero.net

• Daniel Andreas, Visual Image
Photography: e-mail:
andreas@psnw.com

• Jake Anglin: e-mail: 
blad@bendnet.com

• Glen Anthony: e-mail: 
glen@glenanthonyphoto.com;
web: www.glenanthonyphoto.com

• Gary Apodaca, Imageworks
Photography: e-mail: mage-
work1@juno.com, web:
www.imageworksphoto.com

ENDORSEMENT MARKETING

And The Psychology Of Sales
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Fagan specializes in
location and outdoor
portraiture—high
school seniors, family
groups, executives
and head-and-shoul-
der portraits for cor-
porate promotional
use. Fagan joined
WPPI 15 years ago,
when it was still
called WPI. In 2001,
Fagan earned the
organization’s Ac-
colade of Lifetime
Excellence, the high-
est award in the pro-
gram.

Background &
History: As a child,
Fagan was exposed
to photography because his father was an avid ama-
teur. Fagan watched his father start out with old
Brownies and move up to 35mm cameras. His fasci-
nation with photography increased along with his
father’s interest. However, it was not until after he
retired from a 30-year career as a tool and dye maker
at John Deere that he seriously pursued this profes-

sion. Before he for-
mally retired from
John Deere, Fagan
was already shoot-
ing weddings on a
part-time basis. At
one time, he was
p h o t o g r a p h i n g
about 50 weddings
a year, along with
hundreds of por-
traits. However, four
years ago, he
stopped shooting
weddings altogether
to concentrate total-
ly on portraiture.

The style of my
photography now is
environmental—
incorporating peo-

ple into beautiful landscapes, to tell a story. My goal is
to create works of art, not just to shoot pictures,”
Fagan says.

Last November, Fagan was the first photographer
from Dubuque to be invited to display prints at the
Rock-A-Budda Art Gallery in Dubuque. Seventy of
Fagan’s creative images were sold during this exhibit,
so it was a great success. He is already booked for the
next display in two years.

Gary and Jan operate their in-home studio by them-
selves, with no other employees. Fagan does all the
shooting, while Jan keeps the business organized and
running smoothly. For outdoor sittings, Fagan
Photography boasts an elaborate, in-yard garden,
complete with bridges, flowers, rocks, a gazebo and a
split-rail fence. The half-acre garden faces north, for the
best light.

WPPI Membership: Soon after WPPI began its
Accolade program, Fagan started pursuing the differ-
ent levels of achievement. At the March, 2001 Las
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Vegas Convention, he was awarded the Accolade of Lifetime
Excellence award and completed the program.

“As a WPPI member, its very important to socialize with fellow
members and learn from each other. WPPI helped me grow as a
photographer. When I first joined, I’d admire the prints and watch
the people going up on stage to receive all those awards, and it
made me want to do it someday. So, I started entering prints and
now I’m one of those photographers winning awards,” Fagan
says, smiling.

Not only is Fagan winning WPPI awards, but he is now one of
the speakers. At
the March, 2001
WPPI Conven-
tion, he taught a
M a s t e r C l a s s
workshop enti-
tled, “Mastering
the Subtleties of
Window Light,”
which included
instructions on
posing, lighting
and proper use
of light meters.

Fagan took nu-
merous photo

classes through the Mid-American Institute of Professional Photog-
raphy, in Iowa, where he met Don Blair. Through these many
years, they have remained good friends. Fagan even travels with
Blair and assists him in his portrait workshops around the nation.
Last year, on a trip to Mexico with Blair, Fagan captured an award-
winning portrait of his friend and mentor, which he titled “The
Legend.” This impressive print won Fagan “Best of Show” at the
2001 Heart of America Professional Photographers annual four-
state convention. In August, Fagan received the Kodak Regional
Medallion at the ASP Banquet for “The
Legend,” as well. This print also won sec-
ond place in the 8x10 Individual catego-
ry in the 2001 WPPI print competition.
Also in 2001, Fagan’s print entitled, “The
Artist,” won first place in the 8x10
Individual category and was also chosen
Portrait of the Year. In the 16x20 WPPI
print competition, Fagan won first place
in the Portrait category for “Sleigh Ride
For the Master.”

Marketing & Promoting: Fagan is for-
tunate because he does not need to
advertise to keep clients coming in. Fagan
Photography does not even run an ad in
the Yellow Pages. Most of his business
comes in through word-of-mouth adver-
tising. However, he is subcontracted to
John Deere to shoot all the corporation’s
promotional photographs, including
head shots of retirees and those promot-
ed within the company. This contract pro-
vides a steady income, plus referrals.

Photography Philosophy: “Looking
back on my career—how I started out
knowing nothing—and where I am
today, I feel that anyone can get as far as
they want in this profession. It’s not

going to be handed to you, but if you really want to succeed, and
work hard, you can do it. That’s the same way to look at digital
imaging. You can’t just go out and buy a digital camera and
instantly become a photographer. But if you take seminars and
practice, you can conquer digital as well. Learn at your own pace.
Don’t be rushed!” Fagan says.

Recently, Fagan took a two-day seminar in Photoshop and is
practicing by manipulating and enhancing his own images. He
uses a Dell PC system with an Epson 1280 printer.

“I am putting a lot of my scenics on computer and making
changes in Photoshop—deepening contrast, changing or intensi-
fying colors, putting borders on prints and experimenting,” Fagan
says. “If I don’t get into digital in some way, I’ll be missing out and
losing business. Photographers need to remember that when you
start shooting digital, you become the lab and the work load
increases. You have to do you own digital to maintain control over
your work. But I don’t intend to spend every day in front of the
computer. There’s only one way to get excellent portraits, and
that’s to shoot them with traditional film.”

Labs: Fagan does all his black-and-white work himself in his
8x10-foot, in-house darkroom. American Color Imaging and
Lattins Lab, both located in Cedar Falls, Iowa, do all his digital
imaging, proofing, and enlargements. Through the years, Fagan
has formed a good working relationship with both labs.

Future Plans: In the future, Fagan plans to increase his speaking
engagements. He also plans to purchase a digital camera soon
because John Deere always wants the orders back quickly. He
intends to continue learning and practicing Photoshop so he can
do his own digital imaging one day. Of course, Fagan will contin-
ue shooting black-and-white fine art images and market that work
more aggressively. That is the main reason he is now building a
website. Readers may contact him at Fagan Photography via e-
mail at: faganphoto@aol.com; or by phone at: (319) 556-6097.

Linda L. May is a freelance writer based in the Midwest.
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BETTER TO BE IN THE SOUTH IF YOUR SERVICE IS BAD
A third of customers who are badly served will simply walk out.

That’s in the Northeast where tolerance is lowest regarding serv-
ice. If that afflicts your operation, hopefully you are in the South
where only one of six disgruntled customers leaves. Nationally,
two common reactions to bad service are: 15% simply ignore it
and 39% complain to a manager, according to the survey by
MOHR Learning, Ridgewood, NJ.

FINALLY IN JULY AFTER TAXES YOU BEGAN WORKING
FOR YOURSELF

The average American worked 187 days this year to pay for
government costs, including income taxes and Social Security
charges. Only in July did individuals start working for themselves.
The conservative group Americans for Tax Reform Foundation
says that “working for the government” period increased three
days this year. 

INTERNET A LIBRARY NOT A MALL—USED MORE FOR
INFORMATION THAN SHOPPING

Rather than a channel for commerce, the Internet is proving to
be more for information than for shopping. A library rather than
a mall, concludes a study by Markle Foundation, a New York
group focused on mass communication. Biggest failure at selling
on the Web came in July with the bankruptcy closure of Webvan
Group, a national online grocery-delivery service

SMALL BUSINESS SALES DIP
For small businesses at least, sales are sliding somewhat. Fully

37% reported sales down in the latest three-month period with
only 23% posting an increase, according to the June monthly sur-
vey by National Federation of Independent Business. It was the
worst reading in the NFIB survey’s 28-year history. Net percent-
age of small businesses reporting profit increases was the lowest
since 1991. On the other hand, some analysts say that the sec-
ond quarter was the trough of the economic slowdown.

The ever optimistic Kiplinger Letter sees lackluster retail sales end-
ing with the summer. By fall, tax cuts are expected to counter job
jitters and help spur holiday sales by 5%, according to the econ-
omy newsletter. 

APPELLATE COURTS TOSSING JOB-BIAS SUITS
Winning a job-bias suit often is not the end of the affair for

plaintiff employees. On appeal, employers win reversal of the
decisions in 44% of cases. Also reported in a study by a Cornell
University law professor: employee job-bias suits are less likely to
win at trial in the first place. Only about 30% of such suits that
went to trial prevailed in U.S. district court, well below the aver-
age plaintiff win rate of 43%. 

COST OF BUSINESS TO RISE MODERATELY
The cost of doing business will rise moderately next year,

according to the Kiplinger Letter. Leading the way will be 12%-
13% cost increase for health-care premiums and almost 20% for
small firms. The average cost per worker will top $5000. Also the
cost of borrowing would go up a tad in the second half when the
Fed changes course and starts raising interest rates. 

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

like that or they don’t. “There is no ‘I really should have done digi-
tal.’ It is either yes, it is the greatest thing ever, or no, it’s not for me,”
Anthony says. Anthony likes the fact that digital has facilitated the
whole retouching process and says Photolux does at least some
retouching work on all photographs leaving the studio. He adds that
the studio deals with the average problems of blemishes, reflections
in glasses and shiny skin like any other studio.

Personal Preferences

Anthony’s personal preferences are weddings, portraits and peo-
ple photography. He would rather photograph people than prod-
ucts or places. 

Anthony is not married to any one film and says he feels they all
do the job well. He uses Agfa, Kodak and Fuji films, and likes them
all. Some he likes for skin tones, and some he likes for contrast. One
film that he uses a lot is the Kodak TMZ 3200 black and white,
which he exposes at E.I. 1600 for his photojournalistic style. 

“I’m not married to any one camera either,” he says, “I love my
Hasselblads, and I love my Nikons.” 

Anthony favors architectural locations and you can tell that from
his portfolio. “I am able to work subject and background a lot bet-
ter than with a canvas background,” he explains. 

Available light and a reflector is Anthony’s preference for photo-
graphing weddings, portraits and children. He likes keeping it plain
and simple versus making things so sophisticated and complicated. 

Issues

“In Canada, neither the national nor the provincial associations
have a category for photojournalism,” Anthony explains. Therefore,
prints are judged by wedding and portrait criteria, instead of pho-
tojournalistic standards. “The wedding category is very limited in
the Canadian system. If you enter the wedding category in the
Canadian competitions you have two choices: the wedding portrait
and the wedding group. A portrait is one or two people and a
group is three or more. Those are pretty vague categories when you
are photographing photojournalism, photographing portraits with
infrared film, or when you are shooting an illustrative style of wed-
dings,” says Anthony. He believes that is why WPPI is such a great
forum for wedding photographers. “It allows everything. It is the
greatest place for wedding photographers to expose their work,”
he says.

A problem that is being faced by many studios, Photolux includ-
ed, is copyright violations. “Copyright is a big issue,” he says. “We
see in consultations that a lot of people are asking for the images. I
think as photographers we have to realize that the images belong
to us.” He says a lot of studios use not “stamping” their proofs as a
bargaining tool. Anthony tries to protect or copyright all of
Photolux’s images. According to him the important thing is the
images that you are giving them, not so much whether or not they
can copy the originals. “I am always telling people it’s what’s on the
paper, not the number of sheets of paper you are getting that
counts,” he says.

In 1990 Anthony won the Grand Award from WPPI, with the first
print he ever entered in competition. In 1999 he was the winner of
“Best Wedding Album” in Ontario and then in all of Canada.
Recently, Anthony was invited to judge the 16x20 WPPI Wedding
Competition, evaluating over 600 prints. Anthony felt that being a

continued on page 8

Anthony Cava
continued from page 1
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CALENDAR: Seminars, Workshops, Conventions & Trade Shows

Do we have your email and web address?
Let us know so we can add it to your file and list you on

Eventphotographers.com. WPPI wants you to update your mem-
bership information. At www.wppinow.com, click on Eventpho
tographers.com—at the top of the page is a link to update your
membership information so you don’t lose out on any upcoming
news about the association and convention. 

Kodak Quits ProRewards Program
Kodak’s ProRewards program is being discontinued due to declin-

ing participation. There has been a decline in active participation
over the years, and fewer than 10% of active members have
redeemed rewards in the past six months. The company said it will
continue to look for new ways to reward its loyal customers. The
deadline for submitting end flaps was August 15, 2001. 

We’re Shopping for Insurance
WPPI is always searching for new benefits for its members. We are

currently shopping around with different insurance carriers to bring
added value to your membership. Included in this newsletter is an
insert that will help us to acquire these new added benefits. In order
to qualify for insurance programs we need to know a little bit more
about our members. This census survey is for WPPI purposes only;
we will not be making this information public. We appreciate your
help in this matter by returning the census document to us as soon
as possible.

Print Critiques Make a Comeback
Back by popular demand are the print critiques, but in a slightly dif-

ferent format. Up to four prints will be critiqued by our panel of
experts for a fee of $50. The new 16x20 print competition entry form
contains details, and allows you to order the video critique at the time
you submit your prints for competition. The experts, print judges all,
will be videotaped while analyzing your prints. The amount of time
given to each print critique will be six to eight minutes. We will use
several judges from the 2002 Awards of Excellence print competition
and they will dissect your print, examining why it scored the way it
did and how the print could be improved. These videotapes will be
available about four weeks after the convention.

Enjoy… Stay at the Trop for WPPI 2002
You know what it’s like schlepping from your hotel to the WPPI

Convention and back several times a day. Why not get the most out
of WPPI 2002? Stay at the Tropicana, so that when the day is done,
you simply ride the elevator up to your room. 

Reservations can now be made at the Tropicana Resort and
Casino for the WPPI 2002 Convention and Trade Show. Our room
block is bound to sell out quickly. Stay for $75 a night,
Sunday–Thursday (March 10–14, 2002—based on a two-person
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
the action is, stay at the Trop!

WPPI Announces Its New “Refer a Friend Program”
Refer a friend to WPPI and receive a discount on your next year’s

renewal. Here is how it works: Refer a new member to WPPI and

Member News & Feedback

continued on page 8

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.

Inernational Photography Hall of Fame Workshops: Sept. 16 International Photography Hall of Fame & Museum. Contact Stacy Webb, (405) 424-4055, 
Daguerreotypes: The World’s First Photographic Process fax (405) 424-4058, www.iphf.org.

)
Maine Photographic Workshops: Digital Photography Sept. 16–21 The Workshops, PO Box 200, 2 Central St., Rockport, ME 04856; (877) 577-7700; 

with Michael Campbell digital@theworkshops.com, www.theworkshops.com

Digital—from Capture to Final Print. Explore it all with Sept.17–21 Sarasota, FL. Contact Monte Zucker at (941) 918-0904; mzphoto@aol.com
Monte Zucker and Richard Pahl

Provence France: A Week-long Workshop in St. Remy Sept. 23–30 Contact The Julia Dean Photo Workshops, 3111 Ocean Front Walk, # 102, Marina del Rey, CA  90292,
with Julia Dean (310) 821-0909, fax (310) 821-0809; julia@juliadean.com, www.juliadean.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.

Veronica CassAcademy of Photo Retouching Arts Oct. 1–5 Veronica Cass Academy of Retouching Arts. 7506 New Jersey Ave., Hudson, FL  34667; (727) 863-2738;
Photo Oil Painging www.veronicacass.com, veronicacassinc@worldnet.att.net.

Veronica CassAcademy of Photo Retouching Arts Oct. 8–10 Veronica Cass Academy of Retouching Arts. 7506 New Jersey Ave., Hudson, FL  34667; (727) 863-2738;
Photo Airbrushing www.veronicacass.com, veronicacassinc@worldnet.att.net.

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. 

Maine Photographic Workshops: Digital Photography Oct. 21–26 The Workshops, PO Box 200, 2 Central St., Rockport, ME 04856; (877) 577-7700; 
with Michael Campbell digital@theworkshops.com, www.theworkshops.com

Santa Fe Workshops: Jerry Courvoisier—Photoshop Oct. 22–26 Santa Fe, NM. Contact SF Workshops, P.O. Box 9916, Santa Fe, NM 87504; www.santafeworkshops.com
Beyond the Basics or (505) 983-1400, fax (505) 989-8604.

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.



judge was a great learning experience. “As far
as I can remember, I always sat through print
critiques because it was a great way to see what

else is out there and what you like, and what
you don’t like. I think it was the peak, probably

the pinnacle, of my career,” says Anthony.
Anthony believes looking at other people’s

work is inspirational. His drive comes from his
family, friends and co-workers. “Conventions
give you the tools, workers give you the support
and family gives you the heart
and inspiration,” says Anthony.
He says it is a job where every
day is different and there is
always room to improve.
Anthony says you can inspire
yourself by going in new direc-
tions or shooting in a different
style. “I don’t ever see myself not
doing weddings and portraits
because I know my best work is
yet to come.” 

Anthony is accredited, through
both the Professional Photog-
raphers of Canada and the Pro-
fessional Photographers of On-
tario for Wedding Story, Wed-
ding Formal, Environmental
Wedding and General Portrait.
He is, at 33, one of the youngest
MPAs in Canada. He has won
WPPI’s 8x10 International Wed-

ding Photograph of the Year and numerous
Canadian and U.S. awards. He has lectured in
Canada and in the U.S. and has had his work
featured by Kodak and Agfa Film in national
campaigns. Readers may contact Anthony Cava

at: (613) 238-3448, anthony@photoluxstudio.
com; or visit the website at: www.photolux
studio.com.

Scott Jacobs is an Associate Editor at WPPI monthly
and a freelance writer in the Los Angeles area.
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receive an additional 15% discount
on your next year’s renewal. When
you refer a new member to WPPI
that person must include your
name on their application form as a
referral. When we receive their pay-
ment and application we will send
you a coupon for 15% off your next
year’s renewal. You can either wait
and send in your coupon when you
receive your renewal notice, or just
fill out the information and mail it
back to us with payment of $75
and we will add another year to
your current WPPI membership at
this new, low price. What an easy
way to save money and enjoy the
year-round benefits of WPPI!

“Professional 
Techniques for the Wedding
Photographer” Updated

The completely new edition of
George Schaub’s Professional Tech-
niques for the Wedding Photographer
is out. It provides great info on light-
ing, posing, and taking gorgeous
photographs that will increase your
wedding sales and profits. The guide
is organized as a detailed “shooting
script” for a typical wedding day.
Over 150 stunning photographs, by
award-winning photographer Ken
Sklute, take the reader step by step
through the pictures clients expect
to see in their albums—from formal
portraits to candid shots at the
reception. Plus, this updated version
details all the latest trends in wed-
ding photography, including wed-
ding photojournalism and black-
and-white. For more information,
contact the publisher, Watson-
Guptil at www.watsonguptil.com.

Ken Sklute Honored at PPA
WPPI member Ken Sklute, who

was the winner of the Fujifilm New
Approach Award for photographic
excellence at the 2001 WPPI
Convention in Las Vegas, was re-
cently honored at PPA national in
Rosemont, IL. His album submission
was one of the top five wedding
albums in the country for 2001 and
he was awarded first place in the
Kodak Gallery Elite Competition.
Ken will be one of our key presenters
at WPPI 2002. Look for a complete
list of speakers next month.

Anthony Cava
continued from page 6
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Panorama of Cava’s Photolux Studio.


