
2

1

With the growing “go green” trend, you 
may have begun to investigate avenues 
for bringing an eco-consciousness to your 
business. One photo studio that has effec-
tively incorporated environmentally sound 
practices into its marketing and business 

plans is Orange Photography, San Fran-
cisco’s first photography studio to be part of 
the city’s Green Business Program. (They 
recently became officially green certified 
by the city). Specialists in event photog-
raphy, wedding photography, executive 

portraiture and corporate photography 
since 2001, owners Jack Huynh and Gene 
X Hwang have “pushed perspectives” for 
their national and international clientele. 
Honored by San Francisco Mayor Gavin 
Newsom, who designated August 27, 2007, 
as “Orange Photography Day,” they’ve also 
been named Supplier of the Year by the 
Northern California Chapter of Meeting 
Planners International, and earned WPJA 
awards for wedding photography. 

“We’ve always had an eco-focus,” says 
Gene. “More importantly, one that focuses 
on social responsibility, which includes our 
business practices, how we treat our em-
ployees, and our social photography pro-
gram for giving back to our community.” 

Here, the Orange Photo owners offer tips 
for going green:

Be Sincere. Transitioning to green 
processes and products has to be part of 
your overall perspective so it won’t appear 
that you are just hopping on a bandwagon. 
“People are smart and can see through 
insincerity, especially if you are marketing 
your studio one way and operating in a way 
that directly contradicts that, such as not re-
cycling and composting,” says Gene. “Only 
pursue a green makeover if it’s something 
you believe in, if you’re doing it because it 
reflects values you and your studio hold.” 

Do Your Homework. Before 
aligning yourself with any of the various 
green organizations that are cropping up, 
research the green designations and who 
endorses them. Avoid signing up for a 
certification simply because someone in-
vites you to sign up with them. “Since 
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Below left:  A green party promo that was sent 
to clients and prospects to celebrate Orange 
Photography becoming the first Green Business 
studio in San Francisco.
Below right:  Deidre and Bobby’s wedding work-
flow and deliverables were managed through 
ShootQ software, which helps Orange Photo’s 
green initiatives.
Bottom:  Many clients are required to use ven-
dors with green credentials. This wrap party is 
one of them.
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green designations are new and there is no 
national standard, look into local certifica-
tion programs first. Go to your local city 
or county Department of the Environment 
or contact your Chamber of Commerce, 
which can point you in the right direction,” 
says Gene. “There are official designations 
you can earn; they are a great way to get 
moving in the right direction. These orga-
nizations may showcase your business and, 
of course, are a great place to network too.”

Be Consistent & Thorough. 
Whatever changes you implement, be 
thorough and consistent. “Many of our 
practices and products reflect a long-held 
eco-conscious perspective,” says Gene, 
“however, during our ‘green audit,’ when 
we were being certified by the city and 
county, we had to modify our business 
cards and other marketing materials to 
make them more green. If you work with 

a green printing partner who offers to 
print the words ‘made with XX% recycled 
material’ on marketing materials, say ‘yes.’ 
Clients who receive your materials will see 
that your green conscience extends to your 
promotional materials.”

Expect challenges. The main 
obstacle to maintaining an eco-conscious 
perspective for many studios is cost. “Adopt-
ing an eco-conscience is more about the 
real costs of doing business and not some-
thing we see as a negative,” says Gene. “By 
considering the full impact of the decisions 
we make, it actually feels better to follow 
a green policy.” Another possible hurdle: 
clients and prospects resistant to your new 
perspective. Says Gene, “People in Northern 
California are very eco-conscious. At worst, 
they don’t care. At best, they are delighted 
to be able to work with environmentally 
conscious vendors and partners.” 

Welcome new business and 
partners. Marketing your studio with 
an official green designation may attract 
new business opportunities or partners. 
“Since the green movement has garnered 
a lot of momentum in the corporate world, 
we’ve been able to promote it and our 
clients love it,” says Gene. “If a client or 
prospect can get the same quality of service 
with a ‘green vendor,’ at a competitive price, 
it’s often enough motivation to push a pros-
pect to that vendor.”

Let the Buyer Beware. Be-
cause going green is so trendy these days, 
be wary of so-called green vendors in the 
marketplace. “Since many green products 
aren’t as green as they are advertised to 
be, we are very vigilant when picking out 
the best products and services,” says Gene. 
“This even includes our choice of cleaning 
products and using towels instead of paper 
towels in our studio bathrooms.”

Embrace innovation. Be recep-
tive to innovative tools for getting the job 
done. “One of the highlights of our green 
certification for the city of San Francisco 
was going paperless with ShootQ, a stu-
dio-management program that helps you 
streamline workflow, close leads and man-
age studio bookings. Built by photogra-
phers, it integrates merchant services using 
green payment processors, where some of 
the money you pay in is actually donated 
to a charity of your choice. The system 
automatically sends out reminders for open 
invoices and helps you track when certain 
things need to happen. It’s a great way to 
green your business on the back end, where 
that’s rarely a real option.”

Watch for Orange Photography’s new 
website at www.orangephotography.com 
or check out their blog at http://pulp. 
orangephotography.com/blog. 
Alice B. Miller is the owner of Plum Communications 
Inc. (www.plumcomm.com), a Long Island, NY-based 
editorial services and marketing-communications 
company that supports the photo industry. Formerly 
editor of Studio Photography magazine, Alice has a 
growing clientele that includes photographers, man-
ufacturers, publications and associations. She is the 
director of public relations for the International Pho-
tographic Council and an advisory board member of 
NyghtFalcon photography studios.

Top left:  This portrait client was thrilled at the 
studio’s green initiatives.
Top right:  Portrait of San Francisco bride Dei-
dre, at her wedding. 
Bottom:  San Francisco Symphony’s Opening 
Night Gala. The Symphony’s Louisa Spier, a green 
supporter, helped Orange Photography secure its 
relationship with the group. 
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