
August 2009 

Features 
PRINT COMP RESULTS 

PRESIDENTõS LETTER 

WEST COAST SCHOOL 

ARTICLE: TACK SHARP 

IMAGES 

GENE HIGA PROGRAM 

DETAILS 

PRESIDENTõS LETTER 2 

JULY PRINT COMP WIN-

NERS 
3 

JULY PRINT COMP WIN-

NERS CONTINUED 
4 

WEST COAST SCHOOL/

STUDIO SHARE PHOTOS 
5 

TACK SHARP IMAGES BY 

JOE JOHNSON 
6 

CALENDAR 8 

OFFICERS AND BOARD 9 

GENE HIGA 11 

Inside this issue: 

I N L A N D  E M P I R E  P R O F E SS I O N A L  P H O T O G R A P H E R S A N D  V I D E O G R A P H E R S 

July Print Competition 

Our July general meeting was our third 

print competition for 2009.  Our members 

submitted more than 40 separate entries in 

all four categories.  . 

 

Ten entries were entered in the wedding 

category, 18 in portraits, Illustrative had 14 

images and there was one entry in the com-

mercial category.  There were also 5 al-

bums submitted in the album category.  17 

of the entries earned merits. 

 

Carol Piscotta won Best in Show for her im-

age, òComposed.ó  Her image is pictured 

above and was also best of category, Por-

traits.  Best of category, illustrative was 

awarded to Neale Adair for his image, 

òMasqueradeó   

 

DeeDee Dallas won best of category in 

weddings with her print, òItõs Magical.ó  

There were no merits in the  commercial 

category. 

 

Dual makers Tiffanie Edwards and DeeDee 

Dallas wont best of category, albums, for 

their guestbook album. 

 

Go to page three to see the merit winners. 

ñComposedò by Carol Piscotta. Best of Show, July 2009. 



Do not assume that you 
are the only photogra-
pher that person is con-
tacting! Sometimes cli-
ents will select a pho-
tographer based upon 
who responds first! 
Unless they already 
know you, timing is criti-
cal! And even if they 
know you, timing is still 
critical! 

 
Google is your friend! If 
you havenõt already, 
get a Google account 
and sign up for Google 
Alerts. It will tell you 
what others are saying 
about you on the inter-
net. Then sign up for 
Google Analytics for 
your website. It will tell 
you not only how many 
people visit your site, 
but what pages they 
click, and how long they 
stay on each page. 
Very valuable informa-
tion if you want to make 
it easy for clients to find 
the information they 
want. If their web ex-
perience is positive, 
they just might give you 
a call! 

 
Offer products that the 

average amateur or 
òprosumeró cannot pro-
vide. Composites are 
the best example of this 
that I can think of. They 
are especially popular 
with seniors and babies. 
I sell a lot of composites. 
Why? Because not eve-

 
 
How you 
answer this 
question 
could very 
well deter-

mine the success or failure 
of your business! It seems 
that nearly everyone can 
take decent, if not really 
good, photos with the cam-
eras available today, even 
with what we would call 
òconsumeró DSLRs. Just put 
the camera in Program 
Mode and start shooting! 
Letõs be honest: most of the 
time, the photos look pretty 
good! In fact, so good that 
most people may not be 
able to tell much differ-
ence between what they 
take and what we offer! 
 
This is not just true for pho-
tographers. I was talking to 
a DJ at a wedding a cou-
ple of weeks ago. He told 
me his business is off. 
Why? Brides are having 
friends with an iPod being 
the DJ! 
 
So you take great images? 
So do a lot of other pho-
tographers, pro and ama-
teur. Deliver your products 
on time? That should be a 
given. Low prices? If you 
are trying to gain an ad-
vantage by offering lower 
prices, that is a losing 
proposition. 
 
So what can you do? 
 

Get over yourself! Put your 
ego away when talking 
to clients. I am amazed 
at how many couples 
tell me that other pho-
tographers they inter-
view for their wedding 
spend the whole time 
talking about them-
selves, showing all their 
work, and hardly listen-
ing at all to what the 
couple wants! Thatõs a 
big turn-off! 

 
Be passionate and let it 

show!  Your passion for 
your work will be conta-
gious! If you are not 
always on top of your 
game, you may miss an 
important opportunity! 

 
The client is always right. If 

the client is wrong, re-
read the first sentence. 
As the old saying goes, 
òThe boss may not al-
ways be right, but he/
she is still the boss.ó In 
my business I do what-
ever it takes to satisfy 
the client. This is a great 
way to build repeat 
business, which should 
be the foundation of 
your business. 

 
Respond immediately, if 

not sooner, to email re-
quests. I have learned 
this the hard way a cou-
ple of times. When you 
get an email for more 
information from a pro-
spective client, drop 
everything and respond. 

ryone knows how to 
do them, or doesnõt 
want to be bothered 
with making one, but 
they love them! 

 
Donõt be a òcopy-cat.ó 

We learned in school 
that copying someone 
elseõs work is not 
good. Turns out itõs not 
good in business ei-
ther. Itõs really tempt-
ing to look at what 
successful shooters are 
doing, then trying to 
copy them. But think 
about this: if you are 
only copying what 
someone else is doing, 
why would anyone 
come to you? You look 
just like the other pho-
tographer! Find some-
thing to make you 
unique! 

 
The list could go on. I 
truly hope that you will 
give this topic some 
thought. I know that I am 
forced to almost every 
day! 
 
Jack Bohlka 
IEPPV president 2009 
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ñA Touch of Rembrandtò by 
Cathy Nesbit.  Merit, Illustrative.   

ñDa Beeò by Cathy Nesbit.  
Merit, Illustrative 

ñMasquerade,ò best of Category, 
Illustrative by Neale Adair.   

Album page from Tiffany Edwards and DeeDee Dallasô 
Best of Category, Albums. 

ñAbbagaleò by Neale Adair 
merit, Portraits.   

ñAwakeningò by Cathy Nesbit.  
Merit, Illustrative 

ñItôs Magicalò, by DeeDee Dallas.  Best of 
Category,  Wedding. 


