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Ask any Michelin-starred 
chef about the importance 
of presentation and they will 
inevitably tell you that it is 
paramount as every diner ‘eats 
with their eyes’. Now while 
some may construe this as a 
little pretentious, there is an 
undeniable truth to the concept 
that the vast majority of us trust 
our eyes to make our decisions 
above anything else. 

If a plate of food looks 
unappetising it will inevitably 
detract from your enjoyment 
of it, or put you off eating it 
altogether. And the same is true 
of any other walk of life. Just 
as good-looking people receive 
more messages on dating sites 
– or so we’re told – good-looking 
products naturally receive more 
attention from consumers online 
and on shop floors.

The importance of creating 
the right image for products 
through effective, eye-catching 
promotional material simply 
cannot be understated. So to 
bring the ease with which this 
can be successfully achieved in 
to sharp focus, Cabinet Maker 
paid a visit to Lancashire-based 
photography specialists Studio 
Sphere, to speak with managing 
director Michael Sewell. 

Studio Sphere is gathering 
momentum within the industry 
for its stunning product 
photography, but the beginnings 
of Michael’s photography 
involved working with subjects 
a little faster moving than the 
average sofa. In fact, it brought 
a whole new meaning to the 
phrase shooting a moving target.

“My first paid photography 
job was actually in motorsport,” 
Michael reflects as he explains 
the origins of his photographic 
development, continuing:  
“That started me on the road 

to professional photography 
and then I slowly broadened 
out to do portrait work and 
architectural work.  The 
architectural work led to a 
natural transition into interior 
shoots for businesses like estate 
agents and then this in turn has 
led to product photography.

“Basically, my direction 
through photography has always 
been client led. Quite often 
clients will see our work and 
recognise something within 
it that would be of benefit 
to them or their business. In 
fact, sometimes they will see 
something that we wouldn’t 
necessarily have considered; 
because they are looking at the 
image from a totally different 
perspective to the client we have 
originally shot the image for. 
They then ask us; ‘Can you do 
this?’ or ‘Is it possible to…’, so it 
is really interesting how much 
clients have led the direction of 
the business.”

Of course with the rise of 
smart phones in recent years 
many enthusiastic amateurs 
have developed the false belief 
that modern photography is 
a simple matter of point and 
click, but as Michael explains, 
clients quickly realise that the 
process behind a professional 
shoot entails considerably more 
thought and effort.

“When we do set photography 
with new clients, they usually 
stay on set with us because 
they feel they are handing their 
portfolio over to you, and they 
know how they want it to look. 
What we find though is that 
when they see how much is 
involved they appreciate what 
they are getting back, and 
perhaps more importantly, they 
see that we understand exactly 
what they want. 
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Michael Sewell, managing 
director of Studio Sphere explains 
why, when it comes to product 
promotion, it pays to focus on 
photography 

Good photography remains an incredibly effective means of promotion

Quality images create dramatic impactStudio Sphere compose images to hold attentionStunning room sets can provide fantastic value
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“More often than not, clients 
will stay on set with us for the 
first shoot, and then when we 
go back to work for them again 
in the future they are confident 
to hand over the products and a 
brief and let us get on because 
they know that we will get the 
results that they want and they 
don’t need to be there to point 
anything out because they know 
that we know what we’re doing.”

One of the key aspects 
behind Studio Sphere’s success 
is that the entire process is 
an intricately planned team 
effort. Not only does this result 
in fantastic images, but also 
the speed and efficiency of the 
process is also of great financial 
benefit to clients.

“While it does depend on 
what product we are actually 
shooting, as a guide I’d say we 
can deliver four to six room set 
shots in a day,”says Michael 
of the businesses output, 
continuing: “We have a whole 
team here, however that said, 
quite often on a shoot there are 
only two us– the photographer 
and the creative director who 

does the styling. And the reason 
that we’re able to shoot so many 
room sets in a day is because we 
are shooting to the specs that 
Lisa our creative director has 
already sorted with the client. 
We will spend time with the 
client and create a visual for the 
catalogue and then once they 
are happy with that then we will 
shoot specifically for areas in the 
catalogue. 

“In the past we found that we 
would do a product shoot for 
a client and then two months 
down the line they would want 
a graphic design company to 
produce a brochure for them. 
So they would then come to us 
and say; ‘this one is great, but 
because it’s going on a right 
hand page it causes the eye 
to go to the outer edge rather 
than the centre to keep them 
interested, so can we reshoot it?’.

“These kind of requests 
ultimately take more time and 
cost the client more money, 
so we now work in a way that 
allows us to conduct the entire 
shoot around specific images 
that Lisa has in mind in terms or 
where they will actually feature 
within the pages of a brochure. 
By doing things in this way it 
guarantees that the viewer’s eye 
is always directed towards the 
spine of the brochure and retains 
a longer attention span than you 
would normally have. And these 
subtle differences can have a 
huge effect on the appeal of the 
product. Everything is bought on 
an emotional level; customers 
have to engage with what they 
are looking at. They have to see 
themselves within the image. 
If you have a catalogue where 
everything is shot on white and 
then cut out it’s very sterile. It’s 
just a record of the product, it 
doesn’t engage. The consumer 
doesn’t see that in their living 
room, it has to look lived in, it 
has to look real.”

The concept of reality is 
of course increasingly being 
blurred by the use of CGI in 
marketing materials. But is this 
new medium really a viable 
alternative to photography in 
the furniture market, and if so is 
Michael feeling any heat from 
the competition? 

“In all honesty, I see CGI as 
being for a different market. 
If you haven’t got a product 
or a prototype, then CGI is a 
wonderful tool I have to say. 

However, if you have a product 
and you want to place real 
people within the image then 
CGI can let you down because 
they don’t look like real people. 
There are very expensive CGI 
models available, but they would 
impact very heavily on price for 
the client. 

“Equally, you sometimes 
encounter photography, or to 
be more specific cut-outs, being 
dropped onto CGI backgrounds. 
Quite often these encounter 
problems with angles not 
matching up and shadows not 
being applied which results in 
the product looking like it is 
floating. It’s not something that 
screams to the viewer that it’s 
been dropped on to a different 
background, but subconsciously 
it is unsettling and can cause 
doubt in the mind of the viewer 
as to whether they are looking 
at the product that they are 
actually looking to buy. And the 
minute that you introduce a 
doubt into the buying process 
you’ve basically lost the sale.”

Naturally getting the 
promotional materials for a 
product right is something that 
is worth investing in for any 
business. However, some people 
fear that a professional photo 
shoot will prove expensive, 
especially when marketing 
budgets have been a common 

area hit by cuts in recent years. 
“Some people fear that good 

quality photography is going to 
cost thousands but there are 
ways to mitigate that,” Michael 
assures. “We charge on a daily 
basis – which is £1000 per day 
plus VAT – and that covers the 
cost of the photographer, the 
styling, and the retouching as 
well. That basically means that 
the client will get four room set 
shots and if they wanted cut 
outs to show different fabrics 
available on say a sofa, they can 
be shot against a clean wall and 
then cut out. So you could easily 
end up with four room shots and 
half a dozen cut outs in a day. 
In fact, if it’s not a complex set 
of room shots there’s no reason 
why you couldn’t end up with as 
many as six room sets done.”

When considered in terms of 
£100 an image - not to mention 
the subsequent business 
generated from the materials 
produced- the inherent value of 
professional photography is clear 
to see. However, Michael and 
the Studio Sphere team go even 
further to ensure clients get the 
best possible service.

“People tend to be particularly 
frightened of having large items 
or ranges of items such as sofas 
photographed due to the costs 
they will incur in transporting 
them from manufacturing 

facilities to the studio, and 
paying people to travel with 
products to assemble them. 
So we actually do an awful lot 
on location because a lot of 
manufacturers have enough 
space to build their own room 
sets, then keep them as show 
rooms. It means we can travel 
to them and take photographs 
on site, which keeps their costs 
down,” says Michael, before 
concluding:

“We have even gone to clients 
ahead of a shoot and advised 
them on the best way to build 
room sets so as to ensure they 
can get the maximum use 
from it in the future. If done 
badly a room set can only be 
shot from one or two directions 
giving it a limited lifespan, 
but if you place everything 
carefully and correctly you get 
several views that you can use, 
which significantly lengthens 
the lifespan of that set before 
it needs to be renewed again. 
Clients tend to find that when 
they build their own room sets 
they pay for themselves very, 
very quickly.”  ■

 ■  FOR MORE INFORMATION VISIT

www.studiosphere.co.ukRoom sets perfectly accent product appeal

Studio Sphere’s room sets are professionally dressed to be seamlessly incorporated into brochuresConsumers want to see products represented the way they will look in their own homes

Everything is bought 
on an emotional 

level: customers have to 
engage with what they 
are looking at


