


INTRODUCTION 

This is the one isn’t it? Without a doubt most of the questions I am asked by professional 
photographers like yourself are related to PRICING! And no wonder. It’s a nightmare trying 
to price something you are so emotionally attached to. Not to mention all the other 
pricing challenges you face. 

But we’re going to lay them all out in this course and absolutely crush them one by one. 
You’re going to come a VERY LONG way and you’re going to feel amazing at the end (with a 
little sprinkling of healthy fear for good measure). 

Before you dig in, here are the keys to success with this course: 

1. The foundations need to be in place first 

It is possible to complete this course without understanding your dream client, your 
differentiation and without having an action plan. But just know that you won’t have 
nearly as much success with it if you choose to do that. Shortcuts in business don’t work. 
It’s those who do the graft that take home the treasure. 

2. Complete every lesson that applies to you 

Don’t skip any unless they really don’t apply to you. Even if you just listen and don’t do the 
workbook - that’s absolutely fine. 

3. Your pricing is not set in stone 

Are you an ‘overthinker’? Me too. Be conscious of this. You WILL make mistakes with your 
pricing. In fact, you will make lots. The only way to know that they are mistakes is to give 
them a whirl for a little while. Your pricing will evolve as you and your business evolve. 
You will tweak it and improve it constantly.  

So if you know you’re going to change it all the time - why overthink it at this stage? Just 
do it. 

I can’t wait to hear from you after this one. This is where profitability begins… 

Julie x 
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1. CODB & MINIMUM CLIENT SPEND 
Part One  

HOURS OF CLIENT WORK 
(YOU MIGHT PREFER A SPREADSHEET CALCULATOR FOR THIS - THERE IS ONE 

AVAILABLE TO DOWNLOAD UNDERNEATH THE LESSON 1 VIDEO) 

1. Write down how many hours you can and want to devote to your photography business 
in a typical month. 

(Remember to be realistic and give yourself time to have a life and spend time with loved ones.)  

2. Now consider your holiday days and possible sick days across the year. How many days 
off are you going to allow for? 

3. Considering your typical working day, how many hours of work do those sick days/
holiday days equate to…  

a) Per year?       b) Per month? 

4. Subtract the number you wrote in box 3b from the number you wrote in box 1. 
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3a. 3b.
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5. Your time can’t all be spent on client work. How many of your monthly hours from box 
4 are you willing to spend working ‘on’ your business?  

Systemising, automating, planning, strategising and MARKETING! 

(If you’re a full time photographer I’d recommend that you work ‘on’ your business for at least 20 hours per 
month. That’s just an hour a day!) 

6. Subtract the number you wrote in box 5 from the number you wrote in box 4. 

This is the approximate number of hours I have for 
client work each month. 
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6.

EXAMPLE - SARAH 

• Sarah can realistically spend 120 hours per month working 
• She subtracts 15 of those hours to account for holiday/sick days 
• She needs to spend at least 20 of those hours working ‘on’ her business 
• This leaves 85 hours per month for client work



Part Two  
COST OF DOING BUSINESS (CODB) 

7. Now it’s time to work out your costs. It’s easier to work this out across the year first. 
You must include everything - Even costs that don’t exist yet.  

• Maybe you haven’t organised any training yet but you plan to - Include it 
• Maybe you haven’t upgraded your camera body yet but you plan to and you need to - 

Include it 
• Maybe you haven’t organised childcare for your toddler yet but it’s in the plan - Include 

it 

Simply write a figure against each item - leave it blank if it doesn’t apply to you but be 
careful with this. Should it apply to you? 

Please don’t overthink this - an approximate figure will do fine. 

OVERHEAD/EXPENSE AMOUNT OVERHEAD/EXPENSE AMOUNT
Office/Studio costs Office Supplies

Phone Postage and shipping

Internet Training and education

Utilities Marketing/Advertising

Gear/Equipment Subscriptions

Accessories and Props Insurance

Computer Accountancy fees

Software (editing/accounting/crm) Payroll

Web hosting Outsourcing (editor/bookkeeper/VA)

Vehicle (% payments/upkeep/insur) Childcare

Travel Banking fees

TOTAL
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8. Divide your total cost of doing business for the year by 12 and write it below. 

This is my monthly cost of doing business (CODB). 

It does not include the cost of goods sold to your clients (COGS). Prints, 
frames, albums etc. 
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Part Three  
YOUR SALARY 

9. What do you want and need to earn over and above your CODB each month?  

Look at the number of hours you’re working. Your salary MUST be enough to justify this or 
your time in business will be short and bitter.  

However, you also have to be realistic. We’d all love to earn 50 grand a month but unless 
that’s within reach for you right now, it’s not going to be helpful to write that down.  

So what’s a desirable but realistic monthly salary for you (including tax) given the hours 
you’re working, the stage you’re at and the clients you work with (or want to work with)?  

Did you consider the tax you’ll have to pay? If not, go back and add it in. 

10. Take the number you wrote in 9 above and divide it by the number of hours you work 
each month (box 1). 

This is what you would be making per hour with this salary. Is it enough? 

Unlike an employment contract, being self-employed is risky and unpredictable. For this 
reason you should be paying yourself WAY ABOVE minimum wage. There will be quiet 
times and unforeseen circumstances. Are you leaving yourself able to cope with these? If 
not, make some adjustments to your figures above. 
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Part Four  
MOMENT OF TRUTH 

11. Now add together your monthly CODB from box 8 and your desired monthly salary 
from box 9. Write this number in the box below. 

For your business to function well and pay you the salary you want and need, this is how 
much money you need to bring in per month (turnover).  

12. Now take the number from box 11 above and divide it by the number of hours you can 
spend on client work in a month (box 6). 

IMPORTANT NUMBER ALERT! 

This is the minimum I need to earn per hour of client work based 
on my CODB and the salary I want and need. 
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Part Five  
WHAT YOU NEED TO MAKE PER JOB 

On the following pages are tables for you to fill in.  

How many of these tables you choose to complete will depend on the number of different 
services you offer. You might only need to do one! 

A portrait job takes considerably less time than a wedding so, if you do portraits and 
weddings, filling out a table for each of them makes sense. 

Completing these will help you to price your services confidently and profitably. 

Work out the time spent based on your level of service and your ideal client. How much 
time do you spend on these tasks per client?  An average will do fine. 

Photographers tend to underestimate the time they spend on tasks. If you’re not sure, 
spend a week timing yourself.  
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Job Type 1 ____________________________

(Just miss out any tasks that don’t apply to you.) 

Multiply the total above by the minimum you need to earn per hour (box 12).  

This is the minimum average spend I need my 
________________ clients to make. 

TASK TIME TASK TIME
Emailing (start to finish) Culling images

Phone calls (start to finish) Post-processing images

Consultations Preparing/uploading online gallery

Booking in (payments,contracts etc) In-person sales session

Posting pre-shoot items Ordering products

Total travel Packaging

Shooting Organising delivery

Uploading images Post shoot thank you/referral work

TOTAL
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Job Type 2 ____________________________

(Just miss out any tasks that don’t apply to you.) 

Multiply the total above by the minimum you need to earn per hour (box 12).  

This is the minimum average spend I need my 
________________ clients to make. 

TASK TIME TASK TIME
Emailing (start to finish) Culling images

Phone calls (start to finish) Post-processing images

Consultations Preparing/uploading online gallery

Booking in (payments,contracts etc) In-person sales session

Posting pre-shoot items Ordering products

Total travel Packaging

Shooting Organising delivery

Uploading images Post shoot thank you/referral work

TOTAL
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Job Type 3 ____________________________

(Just miss out any tasks that don’t apply to you.) 

Multiply the total above by the minimum you need to earn per hour (box 12).  

This is the minimum average spend I need my 
________________ clients to make. 

TASK TIME TASK TIME
Emailing (start to finish) Culling images

Phone calls (start to finish) Post-processing images

Consultations Preparing/uploading online gallery

Booking in (payments,contracts etc) In-person sales session

Posting pre-shoot items Ordering products

Total travel Packaging

Shooting Organising delivery

Uploading images Post shoot thank you/referral work

TOTAL
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Job Type 4 ____________________________

(Just miss out any tasks that don’t apply to you.) 

Multiply the total above by the minimum you need to earn per hour (box 12).  

This is the minimum average spend I need my 
________________ clients to make. 

TASK TIME TASK TIME
Emailing (start to finish) Culling images

Phone calls (start to finish) Post-processing images

Consultations Preparing/uploading online gallery

Booking in (payments,contracts etc) In-person sales session

Posting pre-shoot items Ordering products

Total travel Packaging

Shooting Organising delivery

Uploading images Post shoot thank you/referral work

TOTAL
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Part Six  
HOW MANY CLIENTS? 

Now it’s time to think about what all of this means in terms of the number of clients you 
can serve each month. 

If you specialise in one genre this is going to be very simple. All you need to do is divide 
the number of hours you have available for client work (box 6) by the number of hours you 
spend on each client. Easy! 

This is how many clients you can serve well each month. 

However, if you offer different services you might want to use the space below to work out 
how this might look for you and your business. For example, if you do both weddings and 
portraits, how many of each can you do well per month? 
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Part Seven  
WHAT’S NEXT? 

Remember this minimum average spend does not include the cost of goods sold (COGS). That 
being the cost of the prints, frames or albums your clients might order from you. I’ve left this out 
until now.  

And for good reason. Depending where you’re at with your business right now you may have no 
idea what this figure might be. Maybe you’re just starting out. Perhaps you’re in the middle of 
changing your product offerings. Maybe you want to move from selling digitals to selling wall 
art… 

However, if you do know what the average cost of goods will be for your services (or you can work 
it out with reasonable confidence) then add it to the minimum average spend you’ve worked out. 
If not, just remember that it’s not there and factor it in as you go. 

Remember this is the minimum average spend you need your clients to make. Of course you 
want to give them the opportunity to spend more than this!  

This knowledge you now have is priceless! You can now price with confidence. 

The minimum average spend might scare you. It might be a lot more than you thought. It might 
be a lot more than your clients are spending right now. It might be a lot more than it’s even 
possible to spend with you right now.  

But the question is . . . 

What are you going to do with this knowledge? 

These are the moments that define you as a business person. The moments when you actually 
start to feel like a business person. This is one of them. 

You now know how many clients you can serve excellently and what they need to spend with 
you. Now it’s time to make your business so fantastic that they’ll be more than happy to do so.  
This won’t happen overnight. Remember it’s a journey to profitability. 

SO LET’S GET STARTED! 
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2. ALIGNING YOUR PRICING WITH YOUR IDEAL CLIENT 

1. Use the description of your ideal client from Day 4 of the Masterplan course. Jot down 
some brief notes about what you think your ideal client’s price expectations would be 
when it comes to looking for their ideal photographer.  

Remember, when a person values something they expect and want to pay more for it. 
 

2. Now look at your minimum spend amount. You want your ideal client to be relatively 
comfortable with this amount since it’s the absolute minimum they’ll be able to spend 
with you. Equally, you don’t want them to consider this minimum amount to be ‘cheap’. 

Use the box below to make notes about aligning your ideal client with your minimum 
spend. Do you need to make any changes? 
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3. BELIEVING IN YOUR PRICING 

Think about your minimum spend. If you had some disposable income (we’re not talking 
about being rich) would you pay that amount, and more, for photography? 

 
   Yes     No 

If you answered ‘no’ to the above question you need to think carefully about whether you 
can confidently and comfortably sell your services and products to others when you don’t 
value them enough yourself.  

To find belief, remember: 

1. You are charging what you NEED to charge to stay in business - these figures haven’t 
been plucked from thin air 

2. You owe it to your clients and yourself to be happy in your work. No one wants to be 
served by someone miserable - it shows in everything that they do. 

3. You must make your time spent away from your loved ones worth it. Think about that 
when your belief wavers. Who are you doing this for? 

To talk confidently about your prices, remember: 

1. Fake it til you make it! If you’re not confident talking about your prices just pretend 
that you are - pretty soon it will become true. 

2. Pretend you just work here - it’s easier to talk about prices when you’re not 
emotionally attached to the business. 

3. If someone thinks you are too expensive, ask yourself, ‘How much does this actually 
matter?’ It doesn’t - they simply don’t value what you do. Not everyone will! 

4. Always assume the person you are talking to can afford your prices. Not only will this 
help you to be more confident - it’s rude to assume differently! 

5. Remember everyone has a CHOICE. You’re simply passing on the information they 
need in order to make their decision. 
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4. WHAT TO INCLUDE ON YOUR PRICE LIST 
1. What would your ideal client want to purchase? What matters most to them? Jot down 
the items you feel you must have on your price list to serve your ideal client best. 

A common mistake is to think of this in terms of money and common expectations. Most 
clients don’t even know what they want until they see it. A better way to think about this 
is to think, ‘Which items would make my ideal client happiest? Which items would they fall 
in love with and show to their friends?’ 

2. If you, like us, offer different services - use the box below to write down what your ideal 
clients for these services would benefit most from being able to purchase. 
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5. SIMPLICITY 
Too much choice and too many different price options leads to ANALYSIS PARALYSIS. Your 
client might choose NOT to choose! 

Use the box to note down all of the ways in which you’re willing to make your price list as 
simple as possible? Don’t get too detailed - we have lots more work to do before you can 
do that. 

E.g. Do you need lots of different print sizes and prices?  
Do you need 8 packages? 
How can you simply explain your frame options?  
Is small, medium and large enough when it comes to wall art? 
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6. HOW TO PRICE YOUR SHOOTS AND PRODUCTS 
1. Think about your level of customer service, your minimum spend, your ideal client and 
don’t forget to consider the hourly rate you want to earn. Also take a look at what other 
photographers in your area are charging as a session fee. 

With all of that in mind, decide what your session fee should be. Also note down whether 
you will be charging this separately or including it with your packages. And lastly - will you 
make it more expensive on weekends or at certain times of year? 

2. There are three ways to make sure you always make your minimum spend with each 
shoot that you do. 

Use the box to jot down how you intend to ensure this. 
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3. A great formula to use to work out the price you should give each of your more 
presentation products is . . . 

(COST OF GOODS + COST OF LABOUR) x 3
Watch how to use this formula on the video and then use the following pages to work out 
the prices of all of the presentation products you intend putting on your price list (framed 
prints, canvas wraps, acrylics, mounted print box sets, albums etc).  

Also use the formula to price your single prints but remember you might find that this 
price may end up too high and unrealistic. You can reduce it to what you’re comfortable 
with since it is unlikely you will sell these individually meaning you’ll be able to combine 
costs. (But go as high as you can bear, remember!) 

Do not use this formula for digital images! 

You can always come back to this particular task at a different date, when you’re ready. 

1. If you have framed prints on your price list then simply work out the cost of a fully assembled ‘middle to 
high end frame’ - don’t base your cost on the cheapest moulding  

2. Choose a nice mount and price that - don’t bother with all the different types 
3. Remember to check whether your suppliers’ prices are inclusive or exclusive of tax and scope out their 

delivery costs 
4. When pricing albums remember to be realistic about your cost of labour - these can take a long time to 

design!
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4. Watch and listen to the advice in the video regarding digital files. 

Use the box below to jot down some initial thoughts on how you might deal with digital 
files on your price list in terms of what clients will be able to buy and what each will cost. 
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7. CRAFTING YOUR PRICE LIST 
1. Considering your level of service, your ideal client and your minimum spend do you feel 
that your price list should be: (circle one) 

 Strictly ‘A La Carte’  Packages Only   Both 

2. Use the boxes below to note down what you could include in your packages 
remembering to give your clients two great price anchor packages. 

Remember your cheapest package should be basic and shouldn’t include the thing that 
everyone wants (digitals!). It shouldn’t be so appealing that everyone just buys it. 

Your most expensive package should be extreme. It should be EXPENSIVE! 

Three packages is ideal but four at most. 
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8. COMMUNICATING YOUR PRICING 

If you’re not feeling some fear at this point - your pricing in not high enough! 

1. The first and most important place to communicate your pricing is on your website. 
Use the box below to make notes about how you will indicate to your potential clients 
what they can expect to spend and whether you will go into detail about your exact prices 
or opt for a ‘starting from’ approach for each item. 

If you don’t have a website yet, don’t worry! You can only do ONE THING AT A TIME. You 
will get there. For now, just put together a detailed pricing PDF that you can send to 
potential clients who enquire. Rome wasn’t built in a day. At least when your website is 
built you will have all of this ready to put on there! 

2. Where and how else will you communicate your pricing? Make a ‘to do list’ in the box 
below for this. But please remember that this will all take time. You can’t have everything 
done at once. So prioritise this in order of importance. One step at a time… 
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9. WHEN AND HOW TO INCREASE YOUR PRICES 

Signs you need to increase your prices: 

1. You’re always fully booked in advance without really having to try in terms of 
marketing  

2. Clients are actually visibly surprised by your low prices 
3. You are consistently working with clients who are a total pain in the butt!  
4. Your photography is getting better and better. If your product is of a higher quality it 

should have a higher price tag 
5. Your cost of doing business has increased significantly (outsourcing, hiring, training, 

new gear) 
6. You’re burnt out. You want to work less hours for the same money 

How to raise your prices without raising too many eyebrows: 

1. Give plenty of notice that a price increase is coming and set a deadline for bookings at 
your current prices 

2. Ensure you have proven yourself to be highly skilled and highly professional 
3. Add improvements to your service or products which justify the price hike 
4. Add extras to your packages with a high perceived value (but little cost to you) 
5. Target a completely different ideal client - you WILL outgrow your client base at least 

once in your career 
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10. HANDLING PRICING WHEN YOU’RE STARTING OUT 

1. Is your service and pricing basic and cheap enough for you to just get started with your 
full prices straight off the bat? 

YES     NO 

2. If not, use the box below to write notes about your ‘Introductory’ or ‘Portfolio Building’ 
pricing. 

E.g. What percentage can you afford to take off your full prices?
Can you offer everything on your full price list to your introductory clients? (Do your sums)
When will your introductory pricing end?
How will you make this clear to all clients?
How can you encourage them to tell their friends about you? (Vouchers? Referral Scheme?)
What will you do in this ‘introductory period’ to ensure you fill your books?
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11. ROUND UP 
The tendency at this point is to feel all fired up followed by an almost immediate sense of 
crippling overwhelm. 

There’s so much to do! 
Where do I even begin? 
I need more time. 
I’m not ready yet. 
I’m not cut out for this. 

If you think you’re the only one who suffers from this curse, think again and join the queue 
with 99% of the population. 

Yes there is lots to do. Yes it’s going to be hard work. Yes it’s going to take time.  

All you can do is take one step at a time. Let these quotes inspire you, soothe you and 
encourage you to quit the overwhelm and JUST GET STARTED! 

“A journey of a thousand miles begins with a single step” 
Lao Tzu 

“The man who removes a mountain begins by carrying away small stones.” 
Confucius 

“The elevator to success is out of order. You’ll have to use the stairs . . . one 
step at a time!”  

Joe Girard 

“You can do anything, but not everything.”  
David Allen 

“If it’s your job to eat a frog, it’s best to do it first thing in the morning. And if 
it’s your job to eat two frogs, it’s best to eat the biggest one first.”  

Mark Twain 
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