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“If you build it, they will come.”

So said the sign hanging behind the counter of countless stores 
that have, ironically, since gone out of business.

The failure of many businesses, especially of many creative 
professionals, can be traced to a poorly executed marketing 
strategy. Or none at all.

It is certainly possible to start a business without doing any 
marketing, so long as you can find customers within your 
immediate circle of influence (friends, family, acquaintances) or 
through word of mouth. But once those possibilities have been 
exhausted, it is imperative to make your existence known to a larger 
audience if you want to grow your business.

When I first had the idea of turning my passion for photography into 
a profession that would initially afford me some extra money and 
eventually become my career, I was horribly naive about marketing. 
I had the belief that it was enough to create a blog, do some SEO 
(search engine optimization) and try to rake in followers on social 
media. As an engineer by education and a creative by vocation, I 
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also regarded marketing as something vaguely 
sleazy that I was not cut out for.

It took me years to realize how wrong I was and 
that effective marketing had to be an essential 
element of my strategy. Along the way, I also 
realized that marketing could be challenging, 
honest, and fun.

“Marketing is simply the process 
of communicating to a specific 
group of people and making them 
aware of you and what you do.”

http://sproutingphotographer.com/photography-
business-marketing

With this short book, I want to share with you 
some of the knowledge I have gained in the 
competitive landscape of professional 
photography, also known as the school of hard 
knocks.

There are five sections in this book, each 
introducing one strategy that every creative 
professional should employ to grow his or her 
business. Chances are, if you are finding it hard to 
reach and convert customers, you are not doing 
all, if even any, of these.

These strategies are all cost effective. Most of 
them are free, even though some may cost you 
some time – time well spent. I am an advocate of 
being smart with your finances rather than 
spending thousands of dollars on ads, for 
example. 

I won’t pretend that these are the only strategies 
that work or that you should forego any others. If 
you have money to spend on ads, for example, by 

all means, do so. Ads have been proven to work 
when done properly.

I also won’t pretend that these are original ideas. I 
owe much of what I am presenting here to people 
who have an incredible wealth of knowledge and 
experience about marketing, sales, and business 
management. I read their books and articles, listen 
to their podcasts, and apply their advice to my 
own business, testing what works and what 
doesn’t.

What I will tell you is that these strategies are all 
things that have worked for me.

With that said, I would like to thank Seth Godin, 
Bryan Caporicci, Sean McCabe, Jeffrey Shaw, 
Daniel Priestley, and my good friends Jay Patel, 
Brent Mail, and Viktor Elizarov for being such great 
sources of inspiration.

Whether you’re just starting your business or have 
an established one you would like to grow, I am 
confident the suggestions I have given you in this 
small book will help you succeed.

Here are the five strategies:

1.Build your mailing list.

2.First create the market then create the 
sales.

3.Tune your 6 second pitch.

4.Invest in networking before content 
marketing.

5.Start before you’re ready.

You don’t have to do them in this order and you 
can start doing them all at the same time, if you 
want. And now let’s get down to work!
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Contrary to what many people believe, email marketing is not dead. 
Not only is it alive and kicking (despite inboxes being flooded with 
promotions and millennials moving away from email), direct email 
marketing is probably the most efficient and cost effective means of 
getting people’s attention and traffic to your website.

Mike Stelzner, founder and CEO of Social Media Examiner, which 
gets over a million unique visits a month, says that their newsletter, 
distributed to over 450,000 subscribers, is their second largest 
source of traffic after Google. Facebook comes in at a distant third. 
(Source: http://mywifequitherjob.com/mike-stelzner-social-media-
examiner/)

The biggest mistake I made when I created my first photography 
blog was not adding an email subscription form to it from day one. 
Had I done that, I would have many more subscribers now. The 
reason a mailing list is so effective is because those on it have given 
you permission to contact them directly and send useful information 
and occasional promotions.

Building a mailing list is rather simple. With website subscription 
forms and the software tools available today, the manual work 

1. BUILD YOUR 
MAILING LIST
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required to populate and manage your list can be 
greatly reduced. But writing compelling newsletters 
that inspire people to open your email, click on 
links, and remain loyal subscribers requires 
providing quality content with a consistent 
schedule. And this part is up to you.

I use Mailchimp to manage my subscribers and 
send out newsletters. It is simple and powerful 
enough for what I do. One of my favorite features is 
that you can have up to 2,000 email addresses for 
no cost, which is great when you are just starting. 
Also, it is delivered as a service, meaning there’s 
no software, apps, or plugins to install on your 
website in order to use it. In fact, you don’t even 
need a website to start gathering addresses and 
sending emails! You can simply use opt-in forms 
hosted by Mailchimp itself, which is what I did in 
the beginning. But before too long, I decided I 
needed something a bit fancier that would 
integrate more seamlessly with my websites.

If your website is built using Wordpress, there are 
dozens of plugins that work with most major 
mailing list managers and allow you to present opt-
in forms to your visitors, either inline or as those 
annoying, but effective, pop-ups. Mailchimp has its 
own plugin, which I still use on at least one 
website, but for a more powerful solution, I 
recommend checking into Thrive Leads or Sumo. 
I’ve used both and have been satisfied with my 
experiences.

CREATING A LEAD 
MAGNET
When you put a subscription form on your website, 
you are asking visitors to give you their email 
address and permission to fill their already bulging 

inboxes with even more emails and promotions. 
You can promise to deliver interesting, useful, and 
actionable content, but unless they already know 
and trust you, chances are they won’t sign up.

A form that says “Subscribe to my newsletter” is 
an instant turn-off for most people. Would you give 
out your email address in exchange for the 
promise to be spammed?

You need to give visitors something tangible as a 
reward for letting you use their precious email 
address. That something is called a lead magnet, 
but at the bottom of it, it is just an ethical bribe. In 
fact, the definition of lead magnet is: an irresistible 
bribe offering a specific chunk of value to a 
prospect in exchange for their contact information.

Lead magnets can take many forms, the most 
common being an eBook. Instructional videos, 
Photoshop actions, Lightroom presets, and other 
types of downloadable digital media also work well 
as lead magnets. By the way, you either got this 
eBook from a friend or as a gift for subscribing to 
my newsletter. If you subscribed, it’s likely because 
I promised to gift you this eBook. Now it’s my 
responsibility to keep sending you information of 
value, so you will stay subscribed.

Creating a lead magnet can be a fun and easy 
process. The key is creating something that people 
are willing to give you their email address for. It 
doesn’t have to be the definitive guide to portrait 
photography or a signed print. It can be much 
simpler, as long as it is useful to a wide audience 
and has actionable items. After all, you signed up 
for my newsletter because I promised to give you 
my best five strategies for marketing…and I 
assume you were struggling with your marketing 
efforts since you signed up.
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A good mailing list manager can make it very easy 
to distribute your lead magnet. If it’s a single file, 
just upload it to a cloud based hosting platform 
and put a link to download it in the welcome email 
message that your software sends to all new 
subscribers. You can say something as simple as 
“Thanks for subscribing to my newsletter. Here is 
your gift from me. Click here to download it now.”

Here is how simple creating a lead magnet can be, 
step by step:

• Take a subject you know well. It might be a 
lighting set-up, a post-processing technique, 
tips about photographing a popular location, or 
anything else you think would be beneficial to 
other photographers. Now launch your favorite 
word processor and start writing an article 
about it.

• Aim for it to be educational and entertaining. 
Use images to illustrate your points.

• Create a compelling title and structure your text 
in sections with clearly stated headings.

• Ask somebody else to do a spelling and 
grammar check for you (few things put readers 
off more than spelling mistakes).

• Find a template for a nice layout. Or visit 
Fiverr.com and pay someone to do the layout 
for you. It should look reasonably good and 
professional, but it doesn’t have to be a 
stunning example of graphic design.

• Export it as PDF and upload it to a file sharing 
service.

• Create a page on your website that entices 
people to get it and mention it in your signup 
forms.

• Share it! Share the page on social media, or 
give copies to your friends in exchange for a 
mention on their websites or social media 
channels.

• Congratulations, you’re in business!

Photography is not a commodity (despite 
phenomena like microstock that treat it like one) 
and you are in the business of selling your vision 
and your art, not sugar or coffee. As a 
photographer, your ideal customers will buy you, 
before they buy your products and services. 
Remember, for the most part, people buy from 
people they know, trust, and like.

If after truly considering your talents, skills, and 
knowledge, you still aren’t able to think of anything 
that speaks about you, your personality, wisdom, 
vision, empathy, sense of humor – in other words, 
you’re still coming up blank - then maybe now is 
not the right time to launch an online business. Or 
maybe a creative endeavor simply is not your cup 
of tea.
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I frequently see marketing consultants offer this advice to people 
who struggle with their marketing and sales effort:

“Start by identifying your ideal customer.”

This advice is usually followed by describing a process you should 
use that goes something like this:

Create a set of personas, each one a fictional character that 
has a name, age, gender, income, habits, and various other 
characteristics.

I will admit I find this advice impractical, but maybe that’s just me. I 
guess my main gripe with this approach is that there is no 
guarantee that these fictional people will want to buy your stuff.

I can make a profile in my head of Joe Blow, aged 54, living in 
Kentucky with an income of $70,000. But this picture tells me 
nothing about what Joe might want to buy. I might be operating 
under the illusion that he wants to buy one of my prints to hang on 
his wall, but in reality, all he wants is a new lawnmower. So, I don’t 
believe I can refine my offering by creating a fantasy world where I 

2. FIRST CREATE 
THE MARKET THEN 
CREATE THE SALES
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sell to imaginary people. I believe it is much more 
effective to ask real people what they want to buy.

I owe much of the concepts presented in this 
section to Daniel Priestley, and especially to an 
interview he did for the Creative Warriors podcast, 
hosted by Jeffrey Shaw.

One of the ideas he presented during that interview 
was that of creating the market before the sale. 
The process he suggests is to ask for expressions 
of interest before asking for business.

Another suggestion he made is to create a 
selection process to increase demand. Making 
your product look exclusive is a tried-and-tested 
sales technique.

To put things in perspective, here is how I applied 
Daniel’s strategy to my main business, which 
consists of organizing and leading photography 
tours and workshops in beautiful locations around 
the world.

1. Start by collecting expression of interest: When I 
do a scouting trip to a new location, I bring home a 
lot of photos. Then I use the best ones to illustrate 
one or more blog posts. Each post has a well-
defined call to action, where I ask readers to tell 
me whether they would like taking part in a tour 
there.

2. Create a selection process to increase demand: 
When I decide to offer a photo tour, even before I 
have finalized dates and prices, I do a pre-sales 
campaign. During the campaign, people can 
reserve one seat on the tour by paying a small, fully 
refundable deposit. If they do so, they are entitled 
to a hefty discount over the final price. This is a 
limited time offer and tour groups are always quite 
small. Access is on a first-come, first-served basis.

3. Schedule the tour and confirm bookings: At the 
end of the pre-sale period, I announce the final 
dates and prices of the tour. The people who have 
paid the deposit are offered the option to confirm 
their booking or to cancel (and get their deposit 
refunded). People who are on the waiting list are 
then given the option to book the tour in the order 
they signed up.

An important thing to understand with a traditional 
approach is that when people visit a tour page on 
the website, it is very unlikely that they are 
prepared to make a purchase at that moment. 
Embarking on a photo tour to a foreign location 
requires a lot of thought and preparation, so most 
people will leave the website and maybe come 
back later. I don’t know who they are, and aside 
from doing a remarketing campaign, I have no way 
to contact them again.

However, with my strategy, I am collecting contact 
information of those interested enough to pay a 
deposit, albeit small and refundable. At least I 
know they trust me enough to send me money. I 
also create scarcity and a sense of urgency.

Even if they don’t end up purchasing this particular 
tour, I know they are my target audience and I have 
the opportunity to send them more offers in the 
future. They are not fictional personas. They are 
real people.

Finally, there is a psychological element at work 
here. If you can get people to pay you some 
money, it becomes much easier to convert them to 
the full sale. The pre-sale deposit acts as a bit of a 
gateway; it creates an impetus to continue through 
the booking process. Without it, you need to 
convince prospects to go from nothing to a 
purchase that might be several thousand dollars, 
which is much harder.
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Will this strategy work? I’ve just implemented it, so 
it’s hard to tell. But what have I got to lose?  Even if 
I get no sign-ups for the pre-sale, I will have at 
least established that my product is not very 
interesting. And, in the future, I can save money on 
advertising a product nobody wants.
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“People don’t buy products, they buy a 
better version of themselves.”

– Sean McCabe

Recently, one of my newsletter subscribers, we’ll call him Bob, 
wrote to me asking for advice about marketing himself as an event 
photographer. The first thing I did was look at Bob’s website, and 
especially his “About” page, which said something like:

“I have a passion for photography and love being behind the 
camera and getting involved with events, like weddings, birthdays, 
baptisms, school proms, and many other special occasions.

I also love to travel, but I feel privileged to live in Small Pond and 
have the forests, the mountains and Big Lake National Park only a 
stone’s throw away to capture the beauty of our landscape and 
surrounding area that my country has to offer.”

Can you spot the problems with this? If not, try putting yourself in 
the shoes of a potential client, who found Bob’s website via a 
Google search for “Small Pond wedding photographer”.

3. TUNE YOUR 6 
SECOND PITCH
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After reading Bob’s “About” page, what do you 
know about him?

• He has a passion for photography. This should 
be a given, since that’s his job. Have you ever 
seen a photographer advertising that he hates 
his job but is doing it anyway because it puts 
food on his table?

• He enjoys attending events. At this point, you 
may hope he doesn’t have too much fun or get 
too involved when photographing your event.

• He loves to travel. This may leave you 
wondering if he will he be available for your 
event or globetrotting.

• And finally, you know he lives in a great place, 
surrounded by a beautiful natural landscape 
that he enjoys photographing. Would he rather 
be out in nature photographing that beauty 
than at your not-so-beautiful event?

What we don’t know about Bob: 

• What can he do to create great memories of 
your event? I sure can’t tell. 

• Will you love being in front of his camera as 
much as he loves being behind it, if not more? 
Lord knows. 

• What sets him apart from the dozen or so other 
event photographers in Small Pond? Beats me!

I see so many photographers’ websites making the 
same, fundamental mistake: they are all about the 
photographer and nothing about the customer.

Don’t get me started with those photographer bios 
that start with: “My passion for photography was 
ignited at the age of 10, when my parents bought 

me a toy camera that I used to take photos of my 
schoolmates’ birthday parties.”

Who effing cares?

I’ll admit that I made this same mistake...but now 
I’ve cured myself.

First impressions are important and, in this fast-
paced world, you have a very short amount of time 
to make a great first impression. You basically have 
only about six seconds. Don’t waste them talking 
about you, you, you.

When people ask what you do for a living, you 
should have your six second pitch ready, and it 
should be all about the benefits for your clients.

For example, if you ask me what I do, I’ll tell you 
that I am an educator who helps photography 
enthusiasts sharpen their skills so they can take 
amazing pictures.

With this, I have concisely established several 
things:

• What I do: educate photographers.

• Who my clients are: photography enthusiasts.

• What’s in it for them: sharpening their skills and 
taking amazing pictures.

At this point, if my interlocutor is somehow into 
photography, I might have piqued their curiosity, 
and they might ask more questions. I have 
established a conversation that could lead to 
business in the future.

The pitch I use follows this general schema: “I 
help X do Y so they can Z". This establishes 
who my ideal clients are (X), what I can do for them 

10



(Y), and what benefit they will get from my services 
(Z).

It is a schema that works very well for educators, 
trainers, and consultants, but you can adapt it to 
other types of jobs, too. If you sell products, you 
could structure your pitch as “I create Y so that X 
can Z.”

For example, “I create beautiful wedding albums so 
that couples have lasting memories of the most 
important day of their lives.”

Or, “I create beautiful framed prints of landscapes 
so that homeowners have great art hanging on 
their walls.”

You don’t have to follow a predefined schema, but 
it’s important that your pitch conveys these three 
all-important points:

1. What you do.

2. Whom you do it for.

3. What’s the benefit for them.

I don’t have to tell you that number 3 is the most 
important of them. It must be something of value 
for your prospects, more than the money they pay 
for it.

Here’s another little secret: The thing that people 
value more than anything else is not a product or a 
service, but a better version of themselves. This is 
the number one reason people want to make a 
purchase, and the reason why fitness programs, 
diets, self-help books, and seminars sell so well.

So, don’t just promise your clients that you will 
deliver great photos to them. That is expected and 
assumed. Or do you think some photographers 

advertise themselves as delivering average 
photos?

Instead, promise your clients that your photos will 
allow them to cherish the memories of a lifetime, 
that they will have an heirloom to pass down to 
their children, that they will look their best in that 
memory (because event photography IS about 
capturing memories), or that the food they cook in 
their restaurants will entice patrons to come and 
taste it.

And most of all, never ever sell your photos on the 
merit of their technical quality, of how well exposed 
and sharp they are. Nobody, except maybe other 
photographers, gives a damn. It should be a 
foregone conclusion that you are taking focused, 
properly exposed photographs. As a 
photographer, that is part of your job.
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“Content marketing is a strategic marketing 
approach focused on creating and 
distributing valuable, relevant, and consistent 
content to attract and retain a clearly-defined 
audience — and, ultimately, to drive 
profitable customer action.”

Source: The Content Marketing Institute.

Content marketing means creating blog posts, podcast episodes, 
and videos as a way of attracting clients. It is all the rage right now 
and you will hear most marketing consultants say that you need to 
have a blog, tutorials, a YouTube channel, eBooks, and the like.

While this is certainly true, the problem is that creating those 
products is not free. Creating quality content for marketing 
purposes takes an awful lot of time and energy and can often cost 
a lot of money.

Another problem is that you can start putting out high quality blog 
posts once a week or more, but in the beginning, nobody will see 

4. INVEST IN 
NETWORKING 
BEFORE CONTENT 
MARKETING
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them. You don’t have an audience yet, and unless 
you have a huge following on social media, no 
matter how many times you share your posts on 
Facebook, Twitter, or Pinterest, very few people will 
click on those shares.

A content marketing strategy takes time, often two 
to three years, to execute properly and become 
effective. Remember, the only people who will read 
it are the people who already know you or those 
who find it on Google. And these will be very few in 
the beginning.

If you spent all your available time creating content 
in hopes of establishing yourself as an authority, 
you would likely not have enough time for more 
effective marketing efforts, such as networking.

There’s one more important point about content 
marketing that bears mentioning: Despite its name, 
content marketing is not about marketing. It does 
not mean disguising sales pitches as informative 
articles. People are not dumb and they will 
immediately realize you are trying to sell to them 
under the guise of teaching them. Don’t make this 
mistake. 

So, what do you do instead?

NETWORK LIKE CRAZY!
And I don’t mean networking in the sense of going 
to trade shows and exchanging business cards. 
Nor do I mean having lots of friends on social 
media. That does not equate to having a good 
network.

My idea of networking is helping people who are in 
the same business or in complementary 
businesses, so that they may help you in return. 
Establishing direct, one-to-one connections with 

real people is the most efficient way to grow your 
business.

Consider contacting the owners of other websites 
and ask to write a guest post for them. This will 
establish your authority outside the circle of your 
direct followers and is also great for networking.

You can also ask some of your friends and 
contacts you know to be good writers and experts 
in your field to write content for your site. It takes 
work off your shoulders and gives them more 
visibility, so it’s a win-win situation.

Right now, my main content marketing strategy is 
also a networking strategy, and it revolves around 
my podcast, The Traveling Image Makers.

Every week I publish a new podcast episode, 
usually an interview with a travel photographer. 
Producing a podcast involves selecting a number 
of potential guests, inviting them, agreeing on a 
time and date, doing research to prepare 
meaningful questions, recording the actual 
interview, editing and uploading the audio, creating 
the post on the website, and sharing it on social 
media and in the newsletter. Believe me, it’s a ton 
of work! But well worth the effort.

So, am I contradicting myself, having just advised 
you to avoid spending a lot of time and energy on 
content creation?

Not quite, because an interview show provides 
many more benefits than either writing articles or 
doing video tutorials.

For one thing, it positions you as someone who 
has connections with people that matter in the 
industry. And, as mentioned, it is also a great 
networking tool.
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Every single one of my guests is someone I’ve 
established a personal relationship with. In some 
cases, that relationship has transitioned to a 
partnership or a business.

Because of my podcast, I have come to know 
Robin Yong, who has become my partner in the 
photography workshops I organize every year at 
the Carnival of Venice.

I have also met Ralph Velasco, who I first 
interviewed and later invited to be my co-host. He 
invited Chris Smith as a guest, and Chris then 
invited me to speak at the Out Of Chicago 
Photography Conference.

And I am frequently in contact with other guests of 
the podcast, and I make every effort to meet them 
in person whenever I can. I firmly believe in the 
power of personal connections.

Finally, some of my listeners have become clients 
of my tours and workshops.

If you want to do some serious content marketing 
now, my suggestion is to start by doing an 
interview podcast.
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Most people want to know everything they can before they feel 
ready to put themselves out there. But don’t wait to start marketing 
until after you’ve finished reading the latest book by the marketing 
guru du jour. There will always be another book to read…and 
another...and another.

Also, do not put marketing aside because you think you don’t have 
enough time for it. You have to make time now, because you will 
never have more free time. If you don’t make time for marketing, 
you will waste a lot of time perfecting products that nobody knows 
about. Then you will waste even more time creating a different 
product, because the first one didn’t sell.

And most important of all, you don’t need a product to start 
marketing. Go back to section two and read where it says:

“First create the market, and then create the 
sales.”

There are several advantages to building an audience before you 
have a product to sell: You establish trust, understand what 

5. START BEFORE 
YOU’RE READY

15



problems they have that you can solve, and you 
learn to speak their language. 

Start building an audience through your website 
and mailing list, gathering expressions of interest 
through your marketing, then refine your product 
based on that information. Those connections will 
become precious once you do have a product or 
service.

Also, don’t think of marketing and sales as dirty 
words and sleazy jobs. They’re an integral part of 
every successful business.

If you think you have something of value, you must 
sell it, because that is how you provide a service to 
those who need it. You are doing them a disservice 
if you don’t sell to them. You owe it to yourself and 
to those who depend on you, like your family. But 
you also owe it to your customers.

This is only, of course, if you think you have 
something of value to offer. If you believe it is of no 
value, I suggest you find another business, 
because selling something of no value would be 
dishonest.

So, what are you waiting for? You now have five 
simple strategies that you can start putting into 
action today!
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Social media can be fun and even addictive. It can also be a 
nuisance and a big waste of time. Many people who have a savvy 
social media strategy can drive tons of traffic to their websites, and 
that’s great. Most of what you can get out of social media also 
comes for free, if you don’t consider the amount of time you spend 
on it or don’t buy ad space.

So, by all means, use social media to share your blog posts, your 
successes and your best photos. But please do so only after you 
have done all the other things listed in the rest of this book.

If you don’t, you risk one of your posts being shared by someone 
popular, having it go viral, and driving a huge spike of traffic to one 
of your pages, at least for a few days. When that happens and you 
haven’t put the strategies I have explained in the previous sections 
into place:

• You have no system to capture the email addresses of the 
visitors.

• You have no way of collecting their expressions of interest.

BONUS SECTION: 
WHAT ABOUT 
SOCIAL MEDIA?
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• You are not explaining concisely what you can 
do to solve their problems.

And so, those people will navigate to your page 
and maybe skim the headlines. Some might even 
read it all and share it, driving even more traffic 
(and ramping up your hosting costs in the 
process). But then they’re gone, you don’t know 
who they were, and you have no way of getting 
their attention again or turning them into leads.

So, I advise against making social media the 
linchpin of your marketing strategy. At least until 
you have put in place a system to turn visitors into 
leads, and leads into customers. Avoid working like 
crazy to get followers (and don’t ever buy 
followers!), but concentrate on interacting with key 
people in your business. Follow them, comment on 
and share their posts. In other words, network, 
don’t spam. Make connections.

Before you know it, you will have an efficient 
marketing plan in place that produces the results 
you’ve been waiting for.
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If you were to ask me, “What do you do?” I would say that I am an 
educator who helps photography enthusiasts sharpen their skills, 
so they can take amazing pictures.

I do this in various ways. First, by providing a wealth of free content 
on my website.

If you want to stay up to date with the new content I publish there 
and on other websites I contribute to, and receive occasional 
exclusive offers, please consider joining my online community of 
like-minded photographers. You can use this form to subscribe.

I lead photography tours and workshops via Mediterranean Photo 
Tours, a company offering photography holidays in the most 
inspiring locations of the Mediterranean.

I co-host and publish a weekly podcast about travel photography, 
The Traveling Image Makers. Every week, we pick the brains of 
famous and not-so-famous travel photographers to learn what it 
means to travel for the love of photography, and photograph for the 
love of travel.

ABOUT THE 
AUTHOR
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I love to travel myself and show the beauty of the 
world and its inhabitants to everybody. This is really 
an amazing planet we live on, and every place and 
every culture possesses beauty that deserves to 
be shown.

I am passionate about sharing my vision openly 
and keeping in touch with fellow photographers, so 
you will find me frequently on various social media 
outlets.

Most of my work is available for licensing or as 
prints. You can contact me at 
ugo.cei@ucphoto.me for inquiries.
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