
Commercial	
  and	
  Business	
  Consul0ng	
  and/or	
  Events	
  

Consul'ng	
  

Hourly,	
   daily,	
   or	
   projectj specific	
   Consul6ng	
   and/or	
   Events	
   —	
   such	
   as	
   the
	
   example	
   below	
   —	
   can	
   be	
   arranged	
   upon	
   request;	
   please	
   click	
   here	
   to	
   contact	
   he
r	
   directly	
   to	
  discuss	
  and	
  arrange.	
  

Example	
  of	
  Business/Commercial	
  Presenta'on	
  or	
  Experien'al	
  Event:	
  

Pictures	
  speak	
  louder	
  than	
  words	
  -­‐-­‐	
  

but	
  WHAT	
  are	
  they	
  telling	
  your	
  Customers?	
  

What	
  Businesses	
  need	
  to	
  know	
  about	
  the	
  Psychology	
  of	
  Photographs

1/2	
  to	
  2-­‐day	
  Event	
  

Judy	
  Weiser,	
  R.Psych.,	
  A.T.R.	
  	
  -­‐-­‐	
  	
  Founder	
  and	
  Director	
  of	
  the	
  PhotoTherapy	
  Centre	
  (Vancouver,	
  Canada)	
   
considered	
  the	
  "world	
  authority	
  on	
  the	
  emo6onal	
  meanings	
  of	
  photographs"	
  

Author	
  of:	
  "PhotoTherapy	
  Techniques:	
  Exploring	
  the	
  Secrets	
  of	
  Personal	
  Snapshots	
  and	
  Family	
  Albums"	
  

Descrip'on	
  

People	
  may	
  read	
  and	
  speak	
  in	
  words,	
  but	
  they	
  think	
  (and	
  remember	
  and	
  feel)	
  in	
  visual	
  
images,	
  while	
  words	
  are	
  used	
  merely	
  to	
  translate	
  the	
  complex	
  pictures	
  and	
  feelings	
  deep	
  
inside.	
   	
  This	
  is	
  very	
  important	
  not	
  only	
  for	
  adver6sers	
  wan6ng	
  to	
  sell	
  products,	
  but	
  also	
  
for	
   those	
   responsible	
   for	
   online	
   (and	
   on-­‐site)	
   visibility	
   of	
   businesses,	
   in	
   ways	
   that	
  
produce	
  confidence	
  in	
  its	
  opera6ons	
  and	
  good	
  feelings	
  about	
  its	
  products.	
  

con7nued	
  on	
  next	
  page...	
  

PhotoTherapy Centre
604-202-3431 |  jweiser@phototherapy-centre.com

www.phototherapy-centre.com

→ To subscribe to our "PhotoTherapy Techniques News and Events" Email Notification List, click here.
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A	
   photo's	
   meaning	
   lies	
   less	
   its	
   surface	
   visual	
   "facts",	
   and	
   more	
   about	
   what	
   these	
  
details	
  mean	
   inside	
   each	
   viewer's	
  mind	
   (and	
   heart)	
  while	
   they	
   themselves	
   create	
   the	
  
story	
  they	
  think	
  it	
  is	
  telling,	
  based	
  on	
  what	
  they	
  selec6vely	
  no6ced	
  in	
  it.	
  	
  	
  

Therefore,	
   your	
   customers'	
   emo6onal	
   responses	
   and	
   reac6ons	
   to	
   photographic	
  
images	
  related	
  to	
  your	
  business	
  and	
  its	
  products	
  will	
  always	
  quickly	
  connect	
  them	
  with	
  
memories,	
   feelings,	
   values,	
   and	
   informa6on	
   far	
   below	
   conscious	
   awareness	
   —	
   along	
  
with	
  deeply-­‐held	
  beliefs,	
  expecta6ons,	
  assump6ons,	
  and	
  judgments	
  that	
  these	
  produce	
  
—	
  much	
   of	
  which	
   you	
   likely	
   didn't	
   expect.	
   	
   ALL	
   of	
   this	
   directly	
   influences	
   customers'	
  
purchasing	
  behavior	
  (and	
  reasons	
  for	
  it).	
  

Because	
   these	
   unconscious	
   emo6onal	
   reac6ons	
   of	
   your	
   customers	
   to	
   the	
  
photographs	
   used	
   to	
   adver6se	
   your	
   business	
   services	
   and	
   products,	
   affect	
   their	
  
responses	
  and	
  percep6ons	
  in	
  unpredictable	
  ways,	
  it	
  is	
  always	
  helpful	
  to	
  try	
  to	
  control	
  for	
  
unexpected	
  results	
  as	
  best	
  possible.	
  	
  One	
  good	
  way	
  is	
  to	
  involve	
  photographs	
  ac6vely	
  in	
  
your	
   marke6ng	
   techniques	
   such	
   as	
   Focus	
   Groups	
   or	
   adver6sing-­‐response	
   interviews,	
  
because	
   using	
   photos	
   to	
   explore	
   product	
  meaning	
   and	
   purchasing	
   paVerns	
   can	
   add	
   a	
  
deeper	
  level	
  to	
  designing	
  for	
  maximum	
  marke6ng	
  exposure.	
  

Canadian	
  Psychologist	
  Judy	
  Weiser	
  is	
  not	
  only	
  able	
  to	
  explain	
  and	
  demonstrate	
  these	
  
truths	
   regarding	
   your	
   customers,	
   but	
   also	
   in	
   terms	
   of	
   your	
   own	
   in-­‐house	
   staff	
  
communica6ons,	
  team-­‐building	
  assump6ons,	
  innova6ve	
  new	
  brainstorming	
  approaches	
  
—	
  based	
  on	
  her	
  past	
  experience	
   in	
  sharing	
  several	
  produc6ve	
  photo-­‐based	
  techniques	
  
with	
   business	
   people,	
   adver6sers,	
   photographers,	
   researchers,	
   educators,	
   and	
   others,	
  
that	
  have	
  enhanced	
   their	
  ability	
   to	
  control	
  and	
  predict	
   customers'	
   responses	
  and	
   thus	
  
their	
  purchasing	
  behaviours.	
  	
  

Known	
  as	
   the	
   "world	
   authority	
  on	
   the	
  emo6onal	
  meaning	
  of	
  photographs"	
   (Kodak,	
  
2010),	
  Weiser	
  has	
  spent	
  the	
  past	
  several	
  decades	
  of	
  psychotherapy	
  prac6ce	
  pioneering,	
  
developing,	
  and	
   teaching	
  a	
  par6cular	
   set	
  of	
   skills	
   (PhotoTherapy	
   techniques)	
   that	
  help	
  
people	
  explore	
  the	
  hidden	
  levels	
  of	
  ordinary	
  snapshots	
  and	
  family	
  photos	
  during	
  therapy	
  
sessions	
  designed	
  to	
  improve	
  their	
  wellbeing	
  —	
  and,	
  more	
  importantly	
  for	
  non-­‐therapy	
  
applica6ons	
   —	
   has	
   adapted	
   these	
   to	
   improve	
   successful	
   outcomes	
   in	
   business,	
  
educa6on,	
  research,	
  marke6ng,	
  and	
  evalua6on	
  of	
  sales	
  results.	
  

As	
  a	
  therapist	
  for	
  over	
  30	
  years,	
  she	
  has	
  used	
  her	
  PhotoTherapy	
  techniques	
  to	
  assist	
  
people	
   with	
   emo6onal	
   and	
   family	
   problems	
   —	
   and	
   teaching	
   and	
   training	
   other	
  
therapists	
  how	
  to	
  do	
  the	
  same.	
  	
  As	
  a	
  professional	
  Consultant,	
  she	
  has	
  served	
  Kodak	
  USA	
  
(twice),	
  Polaroid	
  Canada,	
  and	
  adver6sing	
  agencies	
  such	
  as	
  Ketchum	
  Marke6ng,	
  Tamooz	
  
Marke6ng	
   Communica6ons,	
   and	
   others)	
   as	
   well	
   as	
   several	
   photographic	
   portrait	
  
businesses	
   	
   (for	
   example,	
   UK-­‐based	
   Venture	
   Portrait	
   Studios,	
   and	
   others	
   in	
   North	
  
America)	
  —	
   as	
  well	
   as	
   advising	
   numerous	
   Therapeu6c	
   Photography	
   and	
   Social	
   Ac6on	
  
(par6cipatory	
   photography)	
   projects	
   for	
   community,	
   society,	
   and	
   educa6onal	
  
development	
  around	
  the	
  world.	
  	
  

con7nued	
  on	
  next	
  page...	
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Judy	
  Weiser	
  can	
  provide	
  various-­‐length	
  educa6onal	
  and/or	
  experien6al	
  events	
  about	
  
these	
  topics:	
   	
  In	
  these,	
  she	
  begins	
  with	
  explaining	
  how	
  people's	
  taking,	
  keeping,	
  posing	
  
for,	
   viewing,	
   and	
   later	
   discussing	
   ordinary	
   photographs	
   always	
   result	
   in	
   them	
   forming	
  
unconscious	
   reac6ons	
   to	
  what	
   they	
  perceive	
  as	
  being	
   the	
   story	
  of	
   that	
  photo	
   itself	
  —	
  
but	
  which	
  are	
  actually	
  formed	
  by	
  them	
  during	
  their	
  process	
  of	
  seeing	
  it.	
  	
  She	
  then	
  shows	
  
how	
   this	
   directly	
   influences	
   their	
   thoughts,	
   feelings,	
   beliefs,	
   and	
   aetudes	
   about	
   the	
  
photo	
  —	
  and	
  how	
  those	
  things	
  produce	
  their	
  expecta6ons	
  and	
  judgments	
  regarding	
  the	
  
value	
  of	
  what	
   is	
   shown	
   in	
   the	
  photograph.	
   	
   Finally,	
   she	
  shows	
  how	
  all	
   these	
   things	
  —	
  
opera6ng	
  far	
  below	
  the	
  surface	
  of	
  their	
  awareness	
  —	
  nevertheless	
  directly	
  produce	
  their	
  
assump6ons	
  about	
  photo	
  adver6sements,	
  and	
  as	
  a	
   result,	
   their	
  purchasing-­‐behaviours	
  
as	
  well.	
  

Many	
  examples	
  will	
  be	
  shown	
  and	
  discussed	
  —	
  and	
  if	
  6me	
  permits,	
  par6cipants	
  can	
  
par6cipate	
   in	
   interac6ng	
  with	
   photos	
   brought	
   by	
  Weiser	
   and	
   share	
   their	
   responses	
   in	
  
discussions	
   and/or	
   demonstra6on	
   prac6ce	
   sessions	
   (both	
   voluntary	
   experiences)	
   that	
  
will	
  improve	
  their	
  skills	
  in	
  understanding	
  effects	
  of	
  photographs	
  on	
  viewers	
  and	
  various	
  
ways	
  for	
  controlling	
  these	
  results	
  as	
  best	
  possible.	
  

As	
  a	
  result	
  of	
  their	
  didac6c	
  and	
  experien6al	
  ac6vi6es	
  during	
  the	
  day,	
  par6cipants	
  will	
  
leave	
  being	
  able	
  to	
   immediately	
  begin	
  using	
  what	
   they	
   learned	
  to	
   improve	
  their	
  work,	
  
interac6ons	
  with	
  colleagues,	
  and	
  results	
  in	
  their	
  business	
  adver6sing	
  about	
  products	
  and	
  
services.	
  	
  

• Please	
  note	
  that	
  this	
  is	
  an	
  educa'onal	
  event,	
  and	
  not	
  a	
  photographic	
  or	
  therapy	
  experience!	
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