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CASE STUDY 

New York School of Interior Design: Creating Rebranding Collateral  
 
Chris Spinelli, the art director at the New York School of Interior Design had to create the 
school’s new view book, their primary marketing publication. The collateral piece had to 
adhere to the style and tone already established for the school’s rebranding project. When 
Chris contacted me to create photos for it, I saw it as an exciting opportunity to produce a 
cohesive body of visual work to help the school reach its marketing goals.  
 

 
 

I thought about issues beyond the mechanics of the shoot, from determining the target 
audience, developing initial concepts, locations, visual moods, and the all-encompassing 
look of the photos. All while keeping in the style of the rebranding already established. To 
start, Chris sent me mood boards of how he perceived the book’s visual direction.  
 
There were two internal challenges. First, there was marketing. The view book is 
conceived to attract new students to this graduate program—those who already have 
planned a career as interior design professionals. It’s also aimed at people in other fields 
who are entertaining a career change. Second, there was the overall visual theme. It had to 
be factual; the people in the photos had to look natural, not posed. They had to look 
believably upbeat.  
 



 
We had to create a range of images: interiors and exteriors of the school and 
classrooms; posed portraits with the subjects looking natural and relaxed; candid shots of 
students and their interaction with professors; students in action, captured in a journalistic 
manner; hallway shots; portraits of alumni in their business surroundings.  

 
The images had to fit a specific vision. We had to create a sense of motion for the 
interior shots, to shoot classrooms in a documentary style, and to produce warm and 
engaging alumni portraits. 
 

    



   
Especially challenging were the alumni shots. When possible, I visited their offices 
beforehand for location scouting. I asked about the optimal places for photos; I wanted to 
use ambient light to show off their space. When it came time to shoot there wasn’t much 
time; their busy schedules took precedence. I had to work fast. 
 

   
 
As I took their portraits, I tried to make them feel comfortable by explaining the process. 
This helped them feel at ease. As well, I did everything possible to make them look good 
which helped them relax, too. In fact, all the subjects had to be comfortable during the 
shoots, whether they were alumni, faculty, or students in classrooms.  

 



Success is measured by response.  The reaction to the completed view book was 
enthusiastic. Both the school’s administration and alumni were delighted; it had reached 
its primary goals of conforming with the school’s new branding initiatives and a visual 
appeal to prospective students. Notwithstanding the marketing goals, the school was 
thrilled with the results. Chris reported that one member of the board of directors, who is 
also on the faculty, said “it was the best piece he had seen produced by the school in over 
20 years.” 
 

 
 
The entire project took several months and multiple meetings. The actual shooting time 
took six days. It wasn’t a simple photo shoot—careful planning helped to make it easy. 
 


