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KNOWLEDGE THE BIG ISSUE

Freelance photographers invest a lot of time and effort 
into their social media and online presence, but will digital 
marketing ever replace meeting potential clients in person?

Getting  
connected

Which solution did you opt for? Share your  
advice and experiences on our Facebook page. 

‘The media is very much 
relationship based, but 
maintaining relationships 
takes time and effort.’
CLAUDIA HINTERSEER

•  Relationships are crucial. If it’s not 
possible to meet in person because of 
distance or circumstance, research is 
key. Rather than adopting a scattergun 
approach, try to gauge what material 
the client is interested in from 
their existing portfolio. If you can 
strike a chord with regular, targeted 
submissions, you’re more likely to be 
remembered and commissioned. 

•  There are many different places where 
you can meet potential clients – from 
networking events to industry awards 
or press gatherings. The more you 
attend, the more likely you are to make 
relevant connections. 
   Before you go to an event, do some 
research to see who is going to be 
there, you may find you share some 
common ground already. Prepare a 
brief summary about yourself and your 
work and some non-work related small 
talk topics to break the ice. 

• Going with the mind-set of wanting to 
get to know people and learn about 
them makes it easier to build rapport 

than trying to deliver a sales pitch to 
as many people as possible. Actively 
listen and show interest in what they 
have to say.  

•  Be friendly and approachable and 
as helpful as you can. Introduce 
people to each other and give advice 
where appropriate. This will make 
contacts remember you and is often 
reciprocated. 

• If a conversation is stalling, ask 
questions, or get your opposite to 
elaborate on their projects. Don’t be 
afraid to tell the person you are talking 
to how nice it was to meet them and to 
move on. 

•  Follow up any promising contacts with 
an email, LinkedIn connection request 
or other social media connection.  

•  After a few of these events, people 
will start to remember you and 
you’ll be able to ask for referrals 
and introductions to new clients 
from your existing client list.

you (60 per cent of our polled photographers 
got commissions through friends and 
acquaintances), you have to do some good 
old fashioned networking. To see where 
you should concentrate your efforts in the 
future, it can be useful to see what’s worked 
in the past. A quick analysis of the return 
of investment (or ROI) on your marketing 
efforts isn’t as daunting as it sounds. Most 
larger businesses invest a lot of time and 
money in assessing which approach earns 
them the most clients, but small businesses 
and freelancers often forget to do this.

Adrien Barakat, a Swiss architectural 
photographer fully recognises the 
importance of connecting with clients on 
their level. His experience allows him to have 
another dimension when scouting for work, 

In these days of digital networking, 
meeting people face-to-face can 
seem a bit outdated, if not downright 

old fashioned. But are the hours spent 
updating Facebook and Twitter time well 
spent or could you be better off trying 
to connect with people in real life?

Relationships and connections still 
seem to play a big part in the photography 
industry. Claudia Hinterseer, former MD 
of Noor Images and Multimedia Project 
Development Manager of the Asia News 
Network, says, ‘The media is very much 
relationship based, but maintaining 
relationships takes time and effort.’

with potential clients in person. And it was 
this face-to-face promotion that seemed to 
pay dividends with the photographers who 
invested time in real-life networking, with 
half of them reporting that they got either 
half or most of their commissions this way.

It became very clear from our 
photographers’ comments how 

says documentary photographer Sven 
Zellner. ‘Then you can approach them 
with good proposals, ideas and stories 
that really resonate with them.’ 

A real meeting provides a lot of 
non-verbal information that a website, 
email or Facebook page can’t such as 
body language, appearance, verbal 
communication, sense of humour as well 

as self confidence. It’s also easier to find 
out in person if you have a shared creative 
vision and how well you can realise that 
– vital for the outcome of any project. 

This kind of chemistry can help to 
connect and build trust, which is often the 
basis for a long-term working relationship. 
When dealing with larger companies, 
who want you to project the image of 

Undoubtedly, more photographers use 
the somewhat superficial connections 
made through digital marketing to 
generate commissions, but do personal 
relationships with potential customers 
met face-to-face generate more?

For a straw poll, we spoke to 
some of the Nikon Pro professionals 
featured in our last three issues to see 
what techniques they employ. 

From the photographers who replied, 
almost all invested time in a website and had a 
social media presence. Around three quarters 
of these also sought exposure through 
exhibitions, interviews and actively networked 

important they felt the personal 
touch was for their businesses. 

Of course, every photography business 
is different and what works for one might 
not work for another. A wedding or fashion 
photographer for example, needs to be 
outgoing, patient and sociable, so meeting 
your clients is imperative to a successful 
outcome for both parties. Wildlife and nature 
photography can be more of a solitary 
profession, so the quality of the image will 
often be enough to promote your brand. 
That said, the online world can be seen as 
somewhere to hide so unless your established 
or have established people to recommend 

HOW TO NETWORK
Many people shy away from networking, but it’s the backbone of business  
relationships and regular work. Here are some tips on how to make it work

their organisation – trust is everything. 
As earthy and satisfying as meeting people 

in person is, the digital world’s importance 
cannot be dismissed. Marketing yourself 
isn’t as simple as one or the other, but 
more a case of how the two can dovetail. 

Only a few photographers can get 
away with not having a website and/or 
a social media presence. Not only has a 
photographer who cannot be found online 
little credibility, the digital world is usually the 
photographers’ inaugural marketing tool. 

American portrait photographer Jordan 
Matter had trouble getting subjects for his 
best-selling book, Dancers Among Us, until 
he used social media for a casting call.

‘I would tweet and Facebook where I was 
going to be and up to 60 dancers sometimes 
would volunteer in one city. It was crazy.’ 

Watching Jordan’s online BTS videos tells 
you why he’s such a success. He had the 
personality to follow his idea through, to 
make the subjects feel comfortable and 
to encourage them to complete his vision. 
But they wouldn’t have turned up in the 
first place without his online presence.  

‘I’d say the primary reason that I’ve 
had the success I’ve had, is because of 
social media. It starts with the idea. the 
concept and the shooting of it, but once 
you have imagery that can resonate, 
having that kind of platform is essential.’ 

Perhaps this is a prime example of how 
to make online and personal marketing 
work together. Both are useful tools, but 
neither work as well without each other.
Today, photographers have a wealth of 
marketing tools at their disposal. Social 
media, websites, email and advertising all 
play a part, but eventually – you have to 
get out there and meet clients in person.

‘Presenting good work is obviously 
important but the relationship with the 
client is also part of a photographer’s job.’ 
He says, ‘As a former architect, I can discuss 
with my architectural clients their work 
and share their vision. Some clients have 
recommended me to other professionals 
because of my understanding of architecture 
and also because they could trust my 
interpretation of their project. In the end, 
what makes a good photographer is not 
only the quality of his images but also his 
understanding of the social, cultural and 
economical aspects of his profession.’

Of course we can’t all have the specialist 
knowledge of our clients, but understanding 
their needs, passions and interests can 
often lead to work commissions.

‘Sometimes the best way to get work 
is to get to know editors personally,’ 

‘60 per cent of photographers 
who took part in our survey 
got work from or through 
friends and acquaintances’.
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