BRANDING

uild your presence.
stand oult.

mercystreetstudio.com
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HOW TO USE

Welcome

Brand photography isn't about looking perfect, it's about showing up confidently
as the person behind your business.

This guide will help you think through what you want your photos to say before
your session, so you don't feel rushed, unsure, or overwhelmed when it's time to
step in front of the camera.

How to Use This Guide

Each page includes brief explanations and reflective questions to help you clarify
your brand, messaging, and visual needs.

You'll notice questions written in a handwritten-style font throughout the guide.
We recommend answering them in a separate notebook. This gives you space to
think freely and revisit ideas as they evolve.

There are no right or wrong answers.
Take your time, skip what doesn’t apply, and trust the process. By the end, you'll

have a clearer sense of what you want from your session, how to prepare, and
how your photos can support your business.

Let's get started.
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WHY

BRAND
PHOTOGRAPHY

Research shows that:

e People process visuals 60,000x faster than text
e Content with relevant images gets 94% more views
e Consistent brand presentation increases revenue by up to 33%

e Customers form trust judgments within 50 milliseconds
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ohswer these guestions
in your hotebook.




DEFINE YOUR
IDENTITY
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draw the below chart in your hotebook, mark where you aim
( to be, use yolr own words iF needed:
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playful @ » refined
modern R » timeless
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CRAFT &
COMMUNICATE

UR STORY

People connect with images when they can see themselves in the story.

Let’s figure out who we're trying to attract. Your photos should attract your right
client, not everyone.

answer the Po\lowir\a questions in your hotebook-

WHO IS YOUR WHAT PROBLEM ARE
CLIENT? THEY TRYING TO SOLVE?

Where do they live? What is their income

bracket? What do they like? What is their Why would they pay for your help rather
lifestyle like? What are their hobbies? What than DIY it?
other social media accounts do they follow?

WHAT ARE THEY WHAT WOULD
NERVOUS ABOUT REASSURE THEM?
BEFORE WORKING WITH

SOMEONE LIKE YOU? What would you say to put them at ease?

What questions can you answer that will
help them feel confident with you?

If you were in their shoes, what would
reassure you?

What fears do they have? Why are they
reluctant?

What would your ideal client need to see in a photo to Feel safe,
excited, and confident choosing you?
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WHO

According to Harvard Business
Review, brands using story-driven
content see higher engagement
and recall. Every strong brand photo
answers at least one question:

e Who are you?

e What do you do?

e Who is this for?

¢ Why should | trust you?

SOCIALIZING:

What do you talk about most on social media?

¢ Education
¢ Behind-the-scenes Which of these do you

* Transformation/results want your photos to support
J Personalﬁy/li?eg’ryle more intentionally?

o Au+hori+y/exper+ise
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STORY
MAPPIN

| want photos that:
* show me os..
* show my process os..
* make my business feel.

* moke my ideal client Feel.

Thinking Ahead...

e What do | want to say to clients/followers in
the next 3-6 months?

¢ |s there a holiday or season coming up? What
props will enable me to post something for the
holiday/season?

e Do | have an annual event coming up? What
picture will help me share about it?

aonswer these guestions
in your hotebook L

Extra Credit:
Use Pinterest to create a

board for your brand.




WHERE
ARE

YOU?

Your workspace is the best

environment for a branding
shoot. Getting to see you in
action gives your clients a sense
of what to expect. It also
conveys:

Expertise

Scale

Accessibility

Lifestyle

Where do you physically work clay to day?
Where do you want clients to imagine you working?

Do you waht your Pho’ros to feel:
A) Behind-the-scenes

* B) Elevated -
what do
¢ C) Relatable L inages of
L4 D) AGPir‘aﬁOhal each of these
\ look. like For

your brand?




WHATTO :
WEAR

Wardrobe is brand language. It's a part of our communication strategy. Color
impacts emotional response & brand perception. Choosing consistent brand
tones improves visual cohesion. Quite simply, what we wear speaks for us.

L%

WARDROBE REFLECTION

o How do you dress when working with clients
e How do you want to look in a year?

e Which colors feel most like your brand?

e Which colors do you want to avoid?

WARDROBE PLANNING @

Main outkit (on-brand, polished)
. Seconclary outFit (more relaxed)
¢ Seasonal options (Plan aohead)
* Brond-specific items (ap\"on,, lab coat, Ioao)
e Accessories (watch, gosses, jewelry)




SHOW
& TELL

Having props on hand is incredibly helpful.

Props & tools:
e reinforce credibility
e ground the images in real work
e reduce awkwardness during the shoot
e give clients a glimpse of what it's really
like to work with you
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What tools do you use every day
in your business?

What object instantly signals what
you do?

What object Feels authentic to
you?

Do you need to line up ‘clients' as

P\"OPG
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PACKING LIST
e Tools of the trade
Products

Packaging
Laptop/notebook
Branded items
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SHOT
IST

It's time to think about what photos you
need and what you need them for.

e Website (ask your web designer)

e Social media content (plan 3-6
months ahead)

e Marketing materials

e Newsletters

e LinkedIn posts

e Other publications

@ HERO IMAGES @ IN ACTION

These are for your welbsite, your Working, hands, process. These
profile. The ones you'll use over and photos show you doing the thing
over again. you do.

@ DETAIL SHOTS @ STORYTELLING

Tools, space, texture, products, These photos create connection,
logos, these photos fill in the they can be behind the scenes and
blanks for your clients. environment.al.

Considering the above, write a shot list For your session.
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YOU'VE
GOT

THIS

We know this feels like a lot, but
take it page by page and you'll get
there.

Camera anxiety is real, you may
feel anxious or uncomfortable
until we get going. Once we start
shooting, all of that fades away.

Take your time with this guide,
preparation is key.

The goal is authenticity, not

perfection. This is a collaboration,
and we will help guide you and
make your shoot a success.

That wasn’t as
bad as | thought

-Everyone



