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The Muses have smiled on Greg
Wilson, giving him both the passion
and the patience to pursue what he
loves most: Architectural photogra-
phy. Since the late ‘70s, when he pur-
chased a Nikon F2 and started shoot-
ing everything from food to fashion to
life style, he has transformed his intu-
itive connection with building exteri-
ors and interiors into a high art.

His trademark lighting and compo-
sition command the attention of a
prestigious and loyal clientele. Six or
seven days a week, 16 hours a day,
he’s shooting for Architectural Digest,
Florida Design, Traditional Home, Better
Homes & Gardens; Florida Realtor, Kurt
Lucas, Cohen Creative, Arda-man &
Associates, Clarke Advertising and
Public Relations, Bruce Williams
Homes, Clifford M. Scholz Architects,
M.L. Collingwood Construction, etc.
Depending on the client, the goal of
the photo will vary. “Builders, for the
most part, want to see traffic flow—
how one room relates to another. For a
decorator or interior design firm, we’ll
show how the color schemes tie
together textures in the fabrics and
window treatments. Architects are
much more interested in space and
shape and graphic line than are the
other two and are more interested in

traffic and scale.
“We do quite a bit of aerial work to

show scale and the relationship of a
property to its surrounding area,”
adds Wilson. 

Yet measures the success of all
shoots by the same gauge: When a
client looks at the picture and says
“Wow!” then I’ve done my job. I want
you to have an emotional experience
when you look at that picture. I want
you to know what it felt like to stand
in that space.” 

BUILDING TOOLS
Wilson takes a pragmatic approach

to the film-digital question, selecting
whatever will deliver the optimum
result. Most often, only large-format
will deliver the image size and quality
required by his upscale clients. For
these shoots, he uses two Sinar 4x5s—
a C he bought his used 25 years ago,
and an F—at just about every shoot.
“We set up both models, with me
shooting in one area, and my assistant
Steve in the other, because twilight
lasts only about 10 minutes. To get
those wonderful cobalt blue windows,
we have to race the twilight.”

An anecdote
illustrates why
Sinar is his camera



of choice. It seems he
was in West Palm
Beach trying to get a
twilight shot, but the
wind was so strong it
blew his hair straight
back, right into the
camera.

“We were shooting
30-second exposures
and fully expected to
get motion blur. But,
when the eight sheets
of film were returned,
every one was
absolutely tack sharp. I attribute that
to a real solid Gitzo tripod and my
Sinar,” said Wilson. “It locks down
tight, it’s bulletproof, and takes quite a
beating.” 

For other clients, Wilson will only
shoot with his 6-megapixel Kodak 660
digital SLR. “Since their primary end
use is newsprint and economical
glossy, the artificial sharpness you get
from a digital file makes their imagery
jump off the page. They are delighted
with it.”

“Unfortunately, digital doesn’t hold
up well for architecture images cap-

tured at night or twilight,
with long exposure times.
Plus, the chip is so much
smaller than film that if
you’re using a 40mm lens on a
Hasselblad, it knocks out wide-angle
lenses to where we can’t use them.” 

Wilson decided, instead, to buy an
Imacon Flextight scanner and contin-
ue shooting on his 4x5s or Hasselblad.
“This way, I produce digital files for
clients that are head and 
shoulders above anything that’s cap-
tured digitally.” 

So, while he’s not moving any fur-

ther into digital capture at this point, he
can’t wait for the time he no longer has
to deal with film, especially on the road.
“I’ve never had trouble with X-rays,
knock wood, because we shoot really
slow film. But once that film is exposed,
it’s the most valuable thing we hold,
and we treat it like gold.”

SHEER BRILLIANCE
How does Wilson achieve the  lumi-

nescence we see in images throughout
this article? His explanation: “When we
light a room, we’re not finished until we
can feel it. It’s a matter of working till
you’ve created a sense of depth and
scale, and made it an emotional experi-
ence for people to view.” 

Perhaps surprisingly, these awesome
images are just part of the total package
he delivers to clients. He also gives
them something that’s priceless: he
makes the project easy for the client.
“They tell me what they’re trying to
achieve and we take it from there. They
don’t need to know all the problems.
They just want an image that will speak
well for them and their products.”

And no matter where he is, he’s usu-
ally reachable by cell. One agency
remembers calling him when he was
getting ready to skydive and how he
was able to answer their questions and
schedule their job “on the fly.” “When



they hung up, they knew it would
being taken care of. That’s huge.” 

MARKETING BLUEPRINT
Wilson’s sold quite a few of his

images to local stock agencies who
needed a beach shot or an aerial
showing a particular area in town.
Yet, his studio has only recently
begun to catalog his hundreds of
thousands of images. “I’m in no
hurry. I look at stock more as an
annuity for later than as a way to
increase revenue today.” 

And with good reason. Scores of
clients provide a steady stream of
assignments, as do the leads he
derives from his website, www.greg-
wilsonphoto.com, and his presence on
the ASMP website, www.asmp.org.

He also sends targeted mailings to
a select group of 20 or so prospects he
really wants to reach. “Posters creat-
ed for specific clients can be tremen-
dously effective,” says Wilson. “Do
that a couple of times and they’ll

know you’re serious about them, that
you know what they’re about, what
their needs are, and are obviously
capable of meeting those needs.”

The studio periodically produces
portfolios showcasing pieces
designed for specific clients. Explains
Wilson, “If their primary work is
commercial spaces, we’ll pull togeth-
er some of the commercial and pub-
lic spaces we’ve photographed and
create a series of 8x10s. Then maybe
the next time, we’ll send them a
poster.”

The core of his studio’s success is
his rock-solid support team: assistant
Steve Cartano, “the absolute best I’ve
run across”; Mark Palmer, just back
from shooting a video in
Guantanemo; his wife Gail, his inspi-
ration; part-time office manager
Chelsea Watkins; and part-time assis-
tant Yong Choe.

He also relies on
the agency that
developed his mar-

keting blueprint years ago. “Pete
Blews of Blews & Ritchie Advertising
knew right away I was used to run-
ning everything myself. He asked for
some extra time to learn how to
guide me instead of my using them
as an order taker. We discussed who
my clients are, who I want as clients,
and in what direction I see my busi-
ness growing. I feel really good about
what they’ve done for us over the
years.” 

Wilson describes himself as “just
about the luckiest person on the
planet, doing what I absolutely love
to do and wouldn’t want to do any-
thing else.” 

Why? The answer is simple, yet so
powerful. Wilson knows if he does
his job just right, he’ll hear the sweet
sound of another “Wow!” ❖ 


