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Pricing Guide 
How To Price Your Photography To Make A Profit 

by Lori Osterberg 
 
 
Everything in life is available for a price. 
Every day we are faced with choices: to buy 
or not to buy.  We are presented with this 
option every time we visit a store, turn on our 
computer, open a newspaper or magazine, and 
watch television. We can choose to take 
action – if the price is right! 
 
But what it is a fair price? That is in the eye 
of the beholder. We choose to make a 
purchase if we consider the price to be fair. 
And we choose to forgo purchasing if the 
price is too high, and we don’t see the value 
in the product. 
 
So, how do you determine what that price is? 
What price should you be charging for your 
product? As a photographer, I see many 
people in this industry doing a lot of work for 
little if any profit.  And the photography 
industry is not alone. Most service-oriented 
businesses have a lot of bottom dwellers – 
businesses that are working for virtually 
nothing, and getting lots of so-so people 
whom are interested only in price. They work 
literally hours and hours on a project, and yet 
they take home little more than minimum 
wage.  What is the benefit in that? Wouldn’t it 
make more sense to work for someone else 
and go home at 5 every night to your family 
with no worries? 
 
If this sounds like you, don’t fret.  There is 
hope! I know, I’ve been in your shoes. When 
we began in this business over 15 years ago, 
we visited several local photography studios, 
and picked up their pricing guides.  Then we 
built our price guide based on their pricing 
structures – and lowered our price because we 
were just beginning.  There was no thought 
process – we just put ourselves on the pricing 

scale of our local market that we felt were our 
direct competition. 
 
There is more to pricing than charging “a 
little bit less” then what everyone else is. 
Pricing needs to be set so you cover your 
costs, and make a profit! Quite a concept! Yet 
it’s rarely followed. 
 
In the following pages, you will discover a 
method to never question your pricing again. 
You will be able to firmly state your pricing, 
understand how you reached that price, and 
stand firm and true to your pricing structure. 
With that said, let’s begin! 

 
Pay Yourself First 

Before you move on to the next idea, lets 
discuss the concept of paying yourself first.  
The whole purpose of owning your own 
company is to have the freedom to follow 
your own heart. To be in charge. To create 
something tangible that has your signature 
stamp on it. But above all, it should afford 
you the lifestyle you are wanting.  That 
doesn’t mean you can’t do without the high 
pay while you are building your company, but 
your short-term goal should be to create a 
business that can provide you with the type of 
lifestyle you want and demand! If that is not a 
possibility within a few short months, then it 
is easier to continue to work for someone else. 
 
Decide now how much of a salary you would 
like to draw from your business. What are you 
truly worth? What would make each hour of 
the day worth your time? How much would 
make you feel like you are truly contributing 
to this society? Don’t low-ball this figure 
because you know how much your business is 
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 making, or because you can’t fathom your 
business making enough to support what you 
are expecting. Just go from your gut. What 
salary would make owning your own business 
truly worthwhile? 

This figure will be used to track your labor 
costs. If you are the sole person in your 
business, everything you do should be 
charged at this hourly wage. Everything! All 
types of labor, production, sales, business 
management and marketing. 

 
Because pricing is a personal matter, it’s hard 
to say what salary you should be drawing for 
each industry. There are many different things 
to consider. However, you may wish to 
consider some of the following when deciding 
what your salary should be.  

 
You may be asking yourself “What does 
paying myself have to do with how much I 
have to charge for my services?” The concept 
that I am trying to emphasize is that you 
MUST be willing to pay yourself what you 
are worth, or you shouldn’t be in business for 
yourself! In order to pay yourself what you 
are worth, your pricing structure must capture 
enough profit to be able to pay yourself what 
you are worth! Simple! 

 
• If you have recently quit a corporate 

job, how much were you paid?  
• Are you the sole provider in your 

family? 
• What are your monthly expenses? 

 • What types of things do you plan to be 
doing in the future? (new house, 
schooling, trips, etc.) 

Determining The Right Price 
 
So now we move on to determining what 
price you should be charging for everything 
you sell. What is the right price for each 
product and each service your company 
provides? The right price should be that price 
that maximizes your profits while building a 
lifetime customer through value satisfaction. 
In simpler terms, it is that price that will bring 
you in the sales you need to sustain your 
lifestyle AND will satisfy your clients enough 
to want them to return to you, and to refer you 
to others. 

 
Once you have that “magic” number in mind, 
decide if that number is feasible for you 
TODAY. Can your business afford to pay you 
that salary today? If not, make that a goal. 
You can set up in increments over the next 
few years if you are uncomfortable giving 
yourself what you deserve today. Next, take 
your salary and divide it down into an hourly 
salary, based on a 40-hour workweek. (To get 
hourly wage from a per year salary, take the 
yearly salary amount, divide it by 52 for a 52 
week year, and divide it again by 40 for a 40 
hour work week.) For example, 

 
The right price is something different to 
everyone. The right price is determined by 
your goals, your values and your beliefs. In 
order to better assess how you can choose the 
right price for you and your photography, 
consider the following.  

 
Goal year 1: $40,000 per year salary 
     $40,000 = $20 per hour 
 
Goal year 2: $60,000 per year salary 

      $60,000 = $29 per hour 
6 Questions To Better Pricing  

1. What product/service are you selling?  Goal year 3: $100,000 per year salary 
This sounds like an easy question, and yet it 
has many complexities to it.  You need to 
consider all the many ways in which you are 

     $100,000 = $48 per hour 
 

This is your hourly labor cost! 
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 selling your products, and how your client 
views those individual products. Do you sell 
several levels of services? Do you sell 
products? Do you offer discounts on 
collective purchases (package deals)? Do you 
charge fees (late fees, travel fees)? You need 
to take all of this into account when you are 
determining your optimal price. Include 
anything that would appear as a sale in your 
financial statements. 

This list should include everything you offer 
to your client. List it all. List it in every 
combination. Anything that your client has 
access to, you should list out in exact format 
of how it is presented to your client. 
 
This will also give you an idea of how it looks 
to your client. If your product list is several 
pages long, how intimidated do you think 
your client will be when they have to decipher 
it? Now is the time to simplify your products, 
and make it easy for your clients to 
understand! 

 
Create a list of all products you are selling.   
 
 

  
Product/Services List 

 
Products 
 
 
 
 
 
 
 
 
 
 
Services 
 
 
 
 
 
 
 
 
 
Fees 
 
 
 
 
 

2. How unique is your product in the 
marketplace? 

 
 

Evaluate what your product offers the client. 
Know your competition. The first thing a 
client will do is to try to compare you to 
whatever other business is out there. Generic 
products are obviously a lot more price 
sensitive because a client has a lot of 
businesses to choose from. Creative products 
allow more room for pricing variations. A 
service is harder to compare, and ultimately it 
depends on how well the client likes the 
business and the sales person. so often a client 
will begin by attempting to compare price 
until he/she gains more knowledge on what 
sets you apart from your competition. 
Products are easier to comparehas limited 
knowledge, and beginIs your wedding 
photography photojournalistic or traditional? 
Do you provide traditional set ups, or do you 
spend less than 10 minutes posing them 
during their day? How would you describe 
your albums? Traditional or contemporary? 
How is your product different from other 
photographers in your competitive area? Are 
your portraits produced with timeless 
backgrounds in the studio, or do you 
photograph on location? 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

  
Don’t just assume that you are unique, and 
that you are doing something differently than 
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 everyone else in town. You must go out and 
check with other photographers to see what 
they are producing for their clients. An easy 
way to do this is to get involved with a local 
photography club. Professional Photographers 
of America has both regional and state 
organizations. Check out their web site at 
www.PPA.com to learn more about the PPA 
Affiliates program. 

4. What are the price points in your area? 
Around the country? 
Learn what similar businesses are charging in 
your area. Determine what all competing 
businesses are charging. This can be 
accomplished by hiring a “shopper” to call or 
visit each business and gather pricing 
information. Or you can develop relationships 
with peers at local association meetings, and 
simply ask them what they charge.  

 
3. How often is this product purchased 
within a household?  

Your biggest influence in your pricing will be 
the local pricing points; however you do need 
to track what national businesses are pricing 
at, and the manner in which they put their 
pricing structure together. As ecommerce 
continues to grow, you will begin to have 
clients from areas around the country, and 
you need to be aware of where you stand with 
the rest of the country. By monitoring what 
price points exist around the country, you will 
also gain access to a huge variety of plans and 
pricing techniques. This is the easiest way of 
learning of new ways to package ideas, and 
for developing better price points for 
individual products. 

Wedding photography is usually purchased 
once in a lifetime. Therefore it is a very 
specialized purchase.  
 
Tax accounting services are purchased every 
year. And you can sell different programs 
throughout the year, such as data entry, 
bookkeeping procedures, analysis and 
planning services, books, manuals and online 
help functions. 
 
Some products are seasonal, such as lawn 
care service, snow removal, patio furniture 
and pool services. They will only be 
purchased at certain times of the year. 

  
5. Are there competing products that may 
cause your product to increase/decrease in 
price? 

Other products are purchased on a continual 
and regular basis, such as groceries, car 
service, hair and beauty services, and 
household products.  Anything that has the ability to take money 

away from you can be considered a 
competing product.  

 
Look at what you are currently selling, and 
what you hope to be selling in the near future. 
If you are adding lines, or are planning to 
increase the frequency of your sales, take that 
into account.  

 
In wedding photography, all other wedding 
services vie for a percentage of the overall 
wedding budget. How much they are willing 
to spend is up to each individual client. If they 
see the value in your photography, they may 
choose to reduce their budgeted amount of a 
comparable product (ie. flowers, cake, dinner 
selections). Likewise, if a comparable 
industry convinces your client that their 
product is more important to them, they will 
decrease the importance of your photography, 

 
Consumer awareness is the key to purchasing. 
You must educate people on the importance 
of your product/service, discover the benefits 
and the longevity of using your 
product/service, then offer them enough 
selections to entice them to purchase on an as 
needed basis. 
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Future Value of Pricing Model and reduce the amount they are willing to 
spend. As a business owner, we typically look at 

each client for the value they bring into the 
company as total sales. So if a client selects a 
wedding package, and pays us $5000, we tend 
to look at their value to us as a $5000 client. 
But this is not true. A client is worth much 
more. 

 
For portrait photography, any consumer good 
competes against your products. But lets 
consider the obvious for now. Any other 
studio in your local area will be in 
competition for your clients. What they 
charge, how visible they are, and their 
reputation will directly affect your market 
share, and how you can price to attract new 
clientele. The key to portrait business is to be 
different, and create a following. 

 
To better understand the value of one client, 
lets consider their original purchase. Lets 
assume our client spent $5000 on their entire 
wedding purchase. Their value to us as a 
client is $5000. Now lets assume they refer 5 
couples to us, who also spend $5000. Our 
original client is now worth $30,000 to us 
(5*$5000 + the original $5000). Then lets 
assume that each of these 5 referrals love our 
work, and refer 5 clients each to us. Our 
original couple is now worth a future value of 
$130,000! (5*$5000 *5 referrals each + the 
original $5000) Would you treat your $5000 
clients differently if you knew they had a 
future value of $130,000 and beyond? 

 
6. How are you building a customer-for-life 
base? Understand the future value of 
pricing model. 
The most important thing with any small 
business is to build a database. Without a 
database, a small business will struggle its 
entire existence. You MUST capture every 
name and profile from every client you meet 
with, blend them into your database, and 
market to them. Again and again and again! 

  
Putting The Numbers Together We photographed a wedding back in 1994. 

They have referred numerous clients to us, 
and we have photographed numerous 
weddings thanks to this couple. We have 
photographed family portraits of many of 
these couples as they begin families. We have 
photographed numerous commercial projects, 
thanks to the influence of our original couple. 

 
So now that you have been pondering your 
product line, and ideas on how to price and 
market those products, lets continue on and 
find a way to capture the perfect price. At the 
end of this document is a Pricing Worksheet. 
Pull this up, and lets begin to fill in the 
blanks.   

What is the value of our original client? 
Priceless.  

 
Making money is really only a numbers 
game. How much you make is solely up to 
you. You can price yourself low, and receive 
a lot of interest, be busy all the time, and 
make very little on your bottom line. You are 
one person. Unless you are planning to grow 
with a full staff of photographers, keep in 
mind you must pay yourself too. 

 
Do we continually market to our original 
client? 
You bet! Including holiday cards, and 
occasional gifts. 
 
Do we consider them invaluable? 
YES! There is NO other way to market!  
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Fixed Costs 
Work your way through the fixed costs 
section on the Worksheet. This should be 
fairly easy. 
 
Salary – calculated above on page 2. 
 
Rent – how much is it costing to rent 
commercial space? If you are out of your 
home, your business should be paying rent for 
the portion of space it takes up. 
 
Phone, Internet – list the monthly fees. 
 
Marketing and promotion – include all dollars 
to be allocated to promoting your business. 
Include costs of brochures, stationary, 
business cards, direct mail pieces, 
advertisements and networking functions. 
 
Samples – approximate how much you will 
spend in sampling this year if you are unsure 
of exact amounts. 
 
Equipment – how much will you spend on 
equipment this year? 
 
Education – include fees to join professional 
organizations, training seminars, books, 
magazines, tapes, and all other types of 
training materials. 
 
Professional fees – this will be any service 
performed by a professional, including 
lawyers and accounting service. 
 
Miscellaneous – all other expenses incurred in 
day to day operations. 
 
By calculating what your yearly costs are to 
run and operate your business, you will begin 
to visualize how much money your business 
will have to make each month just to keep 
operating. This should put a new perspective 
on how you will need to price your product 

line to cover just the basic costs of business 
survival. 
 
For now, lets continue on. 
 
Doing Business 
Weddings 
If you photograph weddings, lets figure out 
how much you are making on each of the 
packages you offer to your clients. 
 
List your package price. This is the amount 
your client is paying.  
 
Then list the cost of everything that goes into 
completing production of that package. 
 
Film – how many rolls of film do you use at 
each wedding? How much does each of these 
rolls cost you? (This is eliminated with the 
use of digital equipment.) 
 
Processing – how much do you spend to have 
all of your film processed? Include 
developing and proofing costs, if you still 
proof. If you use ProShots, or some type of 
conversion system to put your images on the 
web, include that cost. Include any cost 
incurred to turn your images into a format 
presentable to your client. 
 
Albums – include the full cost of the entire 
album purchase, including covers, mats, 
inserts, etc. 
 
Photographs – this should include all 
development charges to satisfy the clients 
order. 
 
Frames – do you provide framed images 
within your packages? How about folios? 
Include any display costs here. 
 
Labor – how much labor was used to 
complete the production on this package? 
Include time spent meeting with the client, 
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Frames – total frame purchase made by the 
client, including frames and folios. 

photographing the event, time spent 
purchasing supplies (film, albums, frames), 
total production time of putting the order 
together, and delivery of the final product. 
When you have the total time spent, multiply 
that by the dollar figure you calculated under 
the “Pay Yourself First” section above. Enter 
this figure into your labor line. 

 
Extras – anything purchased by the client, not 
mentioned above. 
 
Then list the cost of everything that goes into 
the production of each portrait. These are the 
raw costs, or expenses.  
 Subtract your raw cost total from your 

package price. This is your total profit. This is 
the amount that you can have available to pay 
your fixed costs. 

Film – how many rolls of film do you use for 
each portrait? How much does each of these 
rolls cost you? (This is eliminated with the 
use of digital equipment.)  
 How much did you make on this package? 
Processing – how much do you spend to have 
all of your film processed? Include 
developing and proofing costs, if you still 
proof. If you use ProShots, or some type of 
conversion system to put your images on the 
web, include that cost. Include any cost 
incurred to turn your images into a format 
presentable to your client. 

 
Are you ready to change your pricing? 
 
Now figure out the same information on each 
package you offer your client. In order to 
calculate your yearly profit, multiply the 
profit of each package with the anticipated 
amount of clients choosing each package.  

  
Albums – include the full cost of the entire 
album purchase, including covers, mats, 
inserts, etc. 

Compare your anticipated yearly profit with 
the amount of your yearly fixed costs. Which 
figure is greater? If it’s your fixed costs, you 
need to begin reevaluating your pricing 
structure. Where is your highest cost? What 
can you change to create more of a net profit? 

 
Photographs – this should include all 
development charges to satisfy the clients 
order. List each individual cost by photograph 
size: wallets, 4x5, 5x7, 8x10, 11x14, 20x24, 
etc. 

 
Portraits 
Portraits are a little more complex than 
weddings because every client will purchase a 
little differently. 

 
Frames – include any display costs here, 
including tabletop frames, wall framing, 
folios, and all materials used to complete the 
framing process. 

 
Income 
Sitting Fee – fee paid to you for creating the 
portrait.  

Labor - how much labor was used to complete 
the production on this portrait? Include time 
spent meeting with the client, photographing 
the portrait, time spent purchasing supplies 
(film, albums, frames), total production time 
of putting the order together, and delivery of 
the final product. When you have the total 

 
Photographs – total photographic purchase 
made by the client. List each individual price 
by photograph size: wallets, 4x5, 5x7, 8x10, 
11x14, 20x24, etc. 
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What happens to your profit when you 
increase your photograph prices by $1?  

time spent, multiply that by the dollar figure 
you calculated under the “Pay Yourself First” 
section above. Enter this figure into your 
labor line. 

 
What happens when you take away your 
bottom wedding package?  

Profit and Loss Analysis  
Remember, it is up to you how much money 
you and your business will be making. Some 
people are satisfied with total sales per year of 
$100,000, while others shoot for endless 
amounts. It all depends on your comfort level. 

Your profit and loss analysis will show you 
how much profit you are making after all of 
your expenses, based on what you are 
charging for each product. The higher the 
profit, the better and stronger your business 
will be!   

Whatever you put into your own head is what 
will determine exactly how much you will 
make from your business. If you are willing to 
increase in your mind what profit level your 
business will make this year, you will be 
comfortable selling products that will earn 
you the sales necessary to achieve that profit. 
You must believe in your prices in order to 
sell at that level. 

 
First, take your total yearly profit for 
weddings and add in your total yearly profit 
for portraits. This will be your total profit for 
your business for the year. To figure out an 
approximate monthly profit, simply divide 
your yearly profit by 12. This figure will not 
be exact because some months you may 
photograph and have more sales than others, 
but it will give you an approximate dollar 
amount to base your monthly expenses on. 

 
 
  
 After you have your monthly and yearly profit 

amounts, subtract out your monthly and 
yearly fixed cost amounts, calculated at the 
beginning of the worksheet. How much of a 
profit did your business make?  

 
 
 
 
  
 Now that you see the numbers, you can begin 

to make changes. Can any of your fixed costs 
be lowered? Would digital be better than 
using film? Would hiring an employee be 
better than doing the work yourself? What 
jobs can you contract out? 

 
 
 
 
 
  
Note: It is a challenge to keep up with 
changes in contact names and telephone 
numbers. If you have a correction, please 
send it to info@VisionOfSuccess.com.  

 
 

Play With The Numbers 
 

 Now that you have your figures broken down 
so you can see them, begin to play with the 
numbers.   

Vision Business Concepts Inc. 
Creating Your Vision Of Success 
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Pricing Worksheet    

    
Fixed Costs     

 Monthly Yearly  

Salary $ $  

Rent $ $  
Phone $ $  
Internet/IT $ $  
Insurance $ $  
Samples (albums, frames, photographs, etc.) $ $  
Education $ $  
Professional Fees (ie. lawyers, accountants, etc.) $ $  
Miscellaneous $ $  
Totals $ $  
    

Doing Business    
    
Weddings    
Package Price   $  
Package Inclusions: raw costs    
  Film $   
  Processing $   
  Albums $   
  Photographs $   
  Frames $   
  Labor $   

subtract  $  
Total Profit  $  
Total # of Packages at this price #   

multiply    
Total Yearly Profit For This Package  $  
Total Yearly Profit For Package A  $  
Total Yearly Profit For Package B  $  
Total Yearly Profit For Package C  $  
Total Yearly Profit For Package D  $  
Total Yearly Profit For All Wedding Packages   $
    
    
Portraits    
Sitting Fee  $  
Photographs  $  
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Frames  $  
Extras  $  
   Costs:    
     Film $   
     Processing $   
     Albums $   

     Photographs $   

     Frames $   

     Labor $   

subtract  $  
Total Profit    
    
Total Portrait For Portrait A  $  
Total Portrait For Portrait B  $  
Total Portrait For Portrait C  $  
Total Portrait For Portrait D  $  
Total Portrait For Portrait E  $  
~~~  $  
Total Portrait For Portrait xxx  $  

Total Yearly Profit For All Portraits    
    

Profit and Loss Analysis    

    

Total Yearly Profit For All Wedding Packages  $  

Total Yearly Profit For All Portraits  $  

Total Profit    

    

     divide by 12 months   12
Approximate Monthly Profit   $

    
   

Total Yearly Fixed Cost (from above)  $  

Total Monthly Fixed Cost (from above)  $  

    

Total Profit minus Total Yearly Fixed Cost   $
    
Approximate Monthly Profit minus Total Monthly Fixed 
Cost 

  $
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