A
Add-on sales, 41, 67
Advertising, 8, 10, 13, 25-26, 27,
30, 31-34, 36-39, 67,76,
106-11
cost of, 34
direct mail, 8, 10, 13, 31-32, 39
Little League banners, 34
magazine, 13
mall displays, 13, 25-26, 27
newspaper, 13,27, 34
referrals, 13, 33, 36-39, 67,
76,108-10
television, 13, 34
testimonials, 106-7
trends in, 111
Val-Pak inserts, 34
yellow pages, 10, 13, 27
A la carte products, 96, 128

B

Benefits vs. features, 73, 99-101,
114

Best Value packages, 128

Blogs, 32-34, 76

Body language, 77

Boomerang close, 106

Box, Doug, 108-10, 139

Brainstorming, 19, 50, 65-66

Branding, 23-24, 29-30, 4649,
75, 81-84, 125

Bridal shows, 52

Budget, client’s, 88

Budget, marketing, 14

Bundling, see Packages

Business cards, 22, 31-32, 112

Business, analyzing, 19

C
Camera room, design, 61
Cantrell, Bambi, 81-84, 139
Capital expenses, 57-58, 117-20
Challenges to industry, 8, 15, 25,
41,52,63,70,81,97,108,
123,131
Chatsworth Portrait Studio, see
Parker, Bradd
Client referrals, 13, 33, 36-39
Closing techniques, 80, 103, 105-6
The Boomerang close, 106
The Feel, Felt, Found close,
105-6
The McAddon close, 106
The Minor Point/Alternate
Choice close, 106
Cohen, Skip, 70-71, 139
Collections, see Packages
Communication skills, 39—40, 76,
79-80, 85-88
Competition, understanding, 19,
20-21, 58-62, 127-28
Competitive-based pricing, 120-21
Conversion, 107
Copyright infringement, 92
Cost-based pricing, 117-20
Costs, 57-58, 57-58, 117-20
Country club promotion, 16
Curb appeal, 32
Customer base, marketing to,
9-10, 67-68
Customers, 18, 19-23, 28
educating, 20
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(Customers, cont’d)
establishing a personal
connection with, 23
priorities of; 18
understanding, 19-23
Customer service, 19-20, 58-61,
91-96

D

Database marketing, see Direct mail

Demand-based pricing, 122

Demographics, 58-62

Designer brands, 16, 82-83, 132

Digital projection, 92-94

Direct mail, 8, 10, 13, 31-32, 39,
67-68

Discipline, 26

Discounts, 128

Displays, advertising with, see Mall
displays

Displays, studio, 61, 64-65

Dressing room design, 61

E

Education, 78, 111-14

Efficiency, 77

E-mail, 32, 34

Emotions involved in selling,
73-74, 87-88, 98

Employees, 19

Expenses, 57-58, 117-20

F

Features »s. benefits, 73, 99-101,
114

Feel, Felt, Found close, 105-6



Ferro, Rick and Deborah, 52-53,
139

Files, selling, 134

First Edition Prints, 136-37

First impressions, 54, 58-62, 89

Five-Second Image Challenge,
58-62, 66, 85

Flyers, 31-32

Free-association exercise, 79-80

G
Goals, 14, 24, 57,65, 77,78
projecting into future, 57
setting for your business, 14, 24,
65,77,78

H

Habits, establishing good, 78

Halloween portraits, 64

Handouts, 31-32

Hartman, John, 8-10, 139

Hawkins, Jeff and Kathleen, 63-64,
139

Hoffarth, Christa, 12, 24, 57,79,
86,90,112-13,116-18,
135,139

Hook, defining your, 9, 10, 16,
21-23, 26, 43-44,49, 53,
56, 64, 81-84, 98

Hurter, Bill, 131-32, 139

1
Icebreakers, 80
Image, developing your, 54-62
common mistakes, 57-58
first impressions, 54
Five-Second Image Challenge,
58-62
simple solutions, 55-56
targeting your efforts, 58
Image files, selling, 134
Incentives, 76, 133-34
Individuality, see Niche, finding your
Inspirations, 10, 16, 27,53, 64, 71,
98,110, 124

Inventory, 19
Investment costs, 57-58, 117-20

L

Letterhead, 22, 31-32

Lewis, Charles, 41-45, 139

Lifestyle-based pricing, 122

Listening skills, 78

Literature, marketing, 22, 31-32,

57,61, 66-67,112,127

business cards, 22, 31-32, 112
content of, 31-32
distributing, 66-67
proofreading, 32
quality of, 31, 57, 61, 127

Little League banners, 34

Loss leaders, 46

Luxury appeal, 4649, 81-84

M
MacGregor, Don, 25-27, 139
Magazine advertising, 13, 34
Mall displays, 13, 25-26, 27
Marketing Program, Twelve Step,
65-69
add-on sales, boosting, 67
brainstorming, 65-66
customers, contacting, 67-68
direct mail, 67-68
Five-Second Image Challenge,
66
goals, setting, 65
networking, 67
press releases, 69
promotional pieces,
distributing, 66-67
results, tracking, 67
sense of humor, 68
vendors, meeting local, 68
web site, promoting, 69-70
McAddon close, 106
Message, see Hook, defining your
Minor Point/Alternate
Choice close, 106
Mistakes, fear of, 56, 78

Most Popular packages, 128
Motivation, 6

N

Networking, 13, 16, 30, 33, 36-39,
67

Newspaper advertising, 13, 27, 34

Niche, finding your, 23-24, 29-30,
75,98, 114, 137

(0]
Objections, overcoming, 76,
101-5
closes, 103
evaluating your abilities, 76
phone skills, 103—4
planning responses, 102-3
preventing, 101-2
tracking objections, 102-3
Objectives, see Goals, setting
Oftice, organizing, 112-13
Ordering procedures, 19; see also
Sales sessions
Overhead, 57-58, 117-20
Overhead-based pricing, 117-20

P
Packages, 30, 57-58, 96, 128-29,
133-37
adding beneftits, 133-34
Best Value, 128
designing, 128-29
First Edition Prints, 136-37
importance of, 30, 57-58
Most Popular, 128
number of, 137
presentation, 136-37
smallest, 135-36
vs. A la carte products, 96
whopper, 128, 134-35
Packaging, 74-75, 113, 136-37
Parker, Bradd, 20, 30, 33, 60, 65,
66,94, 96,104, 111, 120,
126-27,139
Perceived value, 46-51, 82
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Personal connections, 23
Personality, your, 77, 89, 112
Petty, Sarah, 55, 69, 74, 76,92, 99,
102, 105, 107, 129, 133,
135,139
Philosophies of marketing, 8, 25,
41-42,52,70, 81,97, 108,
123,131
Phone skills, 39-40, 76, 85-88,
1034
answering, 40, 85-86, 87
initial client contact, 85-86
overcoming objections, 1034
pricing questions, 86—-88
sales, 76
tracking calls, 39
voice mail, 3940
Ping-Pong Exercise, 88
Positioning, 28-29
Positive influences, maximizing,
77-78, 112
Power Corners, 6, 8-10, 15-16,
25-27,41-45,52-53, 63-64,
70-71, 81-84, 97-98,
108-10, 123-24, 131-2
Box, Doug, 108-10
Cantrell, Bambi, 81-84
Cohen, Skip, 70-71
Ferro, Rick and Deborah, 52-53
Hartman, John, 8-10
Hawkins, Jeff and Kathleen,
63-64
Hurter, Bill, 131-32
Lewis, Charles, 41-45
MacGregor, Don, 25-27
Redford, Michael, 15-16
Walden, Tim and Beverly, 97-98
Warshall, Michael, 123-24
Power Marketing, defined, 12-13
Power Marketing Self Test, 13-14
Power Pricing Self Test, 116-17
Power Selling Self Test, 75-77
Press releases, 35-36, 69
Price lists, 31, 57, 61, 76, 127-29

Pricing, 30, 34-35, 57-58, 84,
86-88, 115-22, 125-30
a la carte products, 128
answering questions about,
86-88,117
competitive-based, 120-21
cost-based, 117-20
demand-based, 122
determining acceptable, 115-16
discounts, 128
lifestyle-based, 122
listing on web site, 121
lists, 127-29
methods, 117-22
myths, 125
overhead-based, 117-20
poor, 126
Power Pricing Self Test, 116-17
prints, 128
second print discounts, 128
special offers, 130
strategies, 129-30
your time, 119
Printed pieces, see Literature,
marketing
Priorities, 9, 15, 17-18, 26, 4243,
53, 58-61, 63,70, 97
your clients’; 18, 58-59
your own, 9, 15, 17-18, 26,
42-43,53,58-61, 63, 70,97
Productivity, 77
Profit, 57-58
Projection, digital, 61, 92-94
Promotional pieces, see Literature,
marketing
Proofing methods, 61, 92-94, 104

Q
Qualifying clients, 88

R

Real value, 46-51

Redford, Michael, 15-16, 139

Referrals, 13, 30, 33, 36-39, 67,
76, 108-10
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Results, tracking, see Tracking
results of marketing
Risks, 56, 78, 101
eliminating for clients, 101
taking, 56, 78

S
Sales area, design, 61, 91
Sales averages, 76
Sales sessions, 19, 61,91-96, 101-6
a la carte products, 96
closing techniques, 105-6
digital projection, 61, 92-94
follow-up, 96
objections, overcoming, 76,
101-5
ordering procedures, 19
packages, see Packages
products, introducing
additional, 94-95
sales area, 61, 91
scheduling, 91
selecting images, 94, 95
slide show, creating, 93
suggestive selling, 95
welcoming the customer, 91-92
Selling, 19, 72-80, 85-96, 99-107,
135-6
atmosphere, importance of,
74-75
benefits-based, 73, 99-101
closing techniques, 80, 105-6
communication skills, 79-80
conversion, 107
during the session, 89-91
emotions involved, 73-74,
87-88
first impressions, 89
follow-up, 74, 96
free-association exercise, 79-80
ice-breakers, 80
incentives, 76
indicators of success, 77-78
initial contact, 85-88



(Selling, cont’d)
objections, overcoming, 76,
101-5
personality, your, 77, 89
Ping-Pong Exercise, 88
Power Selling Self Test, 75-77
pre-selling, 85
price list, 76
qualifying clients, 88
referral programs, 76
risks, 78, 101
sales sessions, 19, 91-96
strategy, 76
take-away, 135-36
vs. marketing, 72
Senior referral networks, 13
Sense of humor, 68, 75
Session fees, 129
Session, selling during the, 89-91
Slide shows, 61, 91-96
Slogans, 21-22
Smallest package, function of;
135-36
Staft, studio’s, 19

Strengths, identifying, 14, 19,
21-23,75

Strickland, Mike, 13

Studio design, 32, 60-62, 74-75,
91

Style of photography, 88

Suggestive selling, 95

Suppliers, 19

-

Take-away selling, 135-36

Television advertising, 13, 34

Tenacity, 77

Testimonials, generating, 106-7

Time management, 14, 36, 77, 114,
119

Tracking results of marketing, 13,
38-39, 67, 88

Twelve-Step Marketing Program,
65-69

u
Upselling, 41, 67, 94-95

|4
Val-Pak inserts, 34
Value, creating, 46-51, 82
higher valuation, 49
loss leaders, 46
luxury appeal, 4649, 82
perceived value, enhancing,
49-51, 82
Vendor referrals, 13, 30, 36-39,
67, 68
Viewing sessions, see Sales sessions

w

Walden, Tim and Beverly, 97-98,
139

Wall portraits, 25, 88,91, 95-96

Warshall, Michael, 123-24, 139

Weaknesses, identitying, 14, 19, 75

Whopper packages, 128, 134-35

World Wide Web, 32-34, 69-70,
76,121

Y
Yellow pages, 10, 13,27, 34
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