


stickers, bag tags, magazine covers, etc. — in addition to
standard team portraits, and to deliver them more speedily
than their tradition-bound competitors. Finished orders also
are placed online, so families can continue to place orders
via the Internet.

PhotoWave also expanded the traditional bounds of “sports”™
photography. They shoot photos for band, dance and cheer-
leading competitions, as well as less-known sports such as
lacrosse and water polo. Add these events to basketball, foot-
ball, volleyball and karate, and cameras are no longer gather-
ing dust from January through March.

The initial success PhotoWave’s studios enjoyed with sports
photography led to the launch last summer of ASPN.com
(www.aspn.com), which essentially is the franchising of Pho-
toWave’s digital sports program.

“The training program we created for our dealers is end-to-
end business in a box,” Russell says. “We not only train
people in digital photography, but provide them with a
major marketing program. Our dealers can’t succeed if we
fall short in our ability to market successfully.

“We offer a proven program
that features very sophisticated
presentation and marketing ma-
terials, which are on the level of
what one would expect from an
advertising agency.”

PhotoWave makes its profits
from order fulfillment only;
training and marketing materi-
als are free, though dealers
must purchase their own high-
end digital cameras. The pro-
gram also provides a
protected sales territory to
each dealer and, when war-
ranted, will assist a dealer in
negotiating for a major event
contract. Territories vary in size, depending on whether a
dealer is working at sports photography full- or part-time,
and whether it’s a solo operation or a dealer who pur-
chased more than one camera for additional shooters.

PhotoWave employs 40 people to provide support services to
dealers, and the certification process required to become a
dealer can include off-site training for distant participants, de-
pending on a favorable skills evaluation. (Dealerships are
available nationwide.)

As of early last November, dealers numbered 21; Russell ex-
pected that figure to reach 60 by January. Though most dealers
come from a photo background, it’s not a prerequisite. One
dealer was a frustrated real estate agent, who has two sons in
organized sports programs. She completed her dealer training,
which includes shooting actual events, and then bought two
cameras, which she now uses exclusively to equip the photog-
raphers who shoot for her.
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“We take photographers by the

hand, and show them the quality of
output and what others are doing
using digital cameras. They are
simply amazed.”

“QOur dealers can live anywhere,” says Russell. “They call
us when they book an event, and everything they need to
promote and market their products shows up on their
doorsteps automatically.”

Though PhotoWave is reaping significant rewards from its
various digital enterprises, a portrait lab can grow its business
using digital technology for more modest endeavors.

For instance, Natural Color Lab Inc. (www.natlab.com),
Stoughton, Mass., created a file transfer protocol (FTP) site to
give each wedding-photographer client a page to which image
files can be sent without having to worry about jamming up an
electronic mailbox. )

Each photographer’s page is password protected, and simple
on-screen buttons enable photographers to tell the lab what
they want done with each image. “More than 280 photogra-
phers have signed up for a page, and we receive about 20 or-
ders per day,” says Natural Color Lab President Charlie
Poole. “It’s just the tip of the iceberg.”

In fact, since the lab went online with its bridal website in
May 1999, from which customers can order prints from
electronic proofs, the site
has logged more than
250,000 hits.

“Normally, it takes a year,
if ever, for some people who
attended a wedding to see
the proofs,” Poole says.
“With digital technology,
they get to view the proofs
10 days later, and are plac-
ing orders.”

Poole says it’s hard to tell
if the website has increased
the number of print orders,
but says it definitely has
motivated photographers to
shoot a lot more film.

That, too, will slowly change as additional wedding pho-
tographers make the transition to digital. Natural Color Labs
has begun offering photographers one-day seminars in digi-
tal photography. The Iab, which owns two Fuji Frontier dig-
ital minilabs, teaches the classes using the new Fujifilm
FinePix S1 Pro 3.5 megapixel camera, which accepts the
majority of Nikon F-mount lenses.

“The S1 is a wonderful camera,” says Poole. “We take pho-
tographers by the hand, and show them the quality of output
and what others are doing using digital cameras. They are
simply amazed. We are seeing an increasing number of or-
ders shot with high-end models. It’s very exciting.” [PM]

— Charlie Poole
Natural Color Lab
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