
Veteran fight photographer and journalist Chris 
Cozzone never even considered taking up wed-
ding photography. That is, until his partner and co-
founder of WriteShot, Natasha Chornesky, talked him into 
it. Working as a pro photographer for more than 20 years, he 
had shot his share of weddings. “I cover about 40 pro boxing 
shows a year from coast to coast and it occurred to me that 
a wedding isn’t much different from a big fight,” he quips. 
Chornesky grins with agreement. “In boxing, you have all 
these events leading up to a fight, from press conferences, 
to workouts, then weigh-ins. Next, you have the events of 
the big day. Not much different than a wedding, except 
instead of workouts, there are dress fittings. Instead of press 
conferences, there may be a rehearsal dinner. And the day 
itself? The wedding is the main event—only the principals 
involved aren’t exactly pummeling one another.” 

Cozzone and Chornesky comprise a team who is fash-
ioning a new style of reportage that preserves important 
moments in a person’s life—recording them through a 
combination of personal narrative and telling photo-
graphs. Their new company is WriteShot. Cozzone’s 
comparison of a wedding to a boxing match became 
the first spark toward creating WriteShot. The second 
happened when Chornesky started pressing Cozzone to 
actually act out the comparison. “Hell no!” was Cozzone’s 
knee-jerk response. “I am not shooting weddings as a 
profession.” 

Accustomed to blood, sweat and tears, he recounts 
the panic that set in, laced with visions of prancing 
about in a cheap tux and posing couples for fluffy shots. 

“I imagined myself shooting couples skipping merrily 
through fields of flowers and tossing parasols in the air. 
At the end of an exhausting day I saw myself postpro-
cessing thousands of images, running them through 
trendy vignette filters to create dreamy wedding looks.  
Screw that.”

Write It, Shoot it
Chornesky remained relentless in trying to convince Coz-

zone to take nuptials photography to the next round. After 
several months, he acquiesced. “Fine. But we’re gonna do 
it my way—straight-up photojournalism style, no BS, no 
cookie-cutter poses, no Eskimo kisses. If we do this we have 
to take PJ to the next level by not just shoot weddings, but 
by writing about them.” 

Together Chornesky and Cozzone are paving a new 
future in wedding reportage—not wedding PJ, but wed-
ding journalism. Their combined talents yield a WriteShot 
book—an assemblage of photojournalistic images taken by 
both photographers, plus narrative captured and written by 
both. Cozzone explains, “We create very personal books; 
legacy pieces that families will treasure. When we’re hired to 
cover a wedding, both Natasha and I attend all the impor-
tant events or activities the couple wishes us to attend. Not 
only are we shooting, but we’re profiling, interviewing and 
observing. We write the client’s story as it unfolds or is told 
to us. We even dig into the couple’s history, to tell the story 
of how they fell in love.” Each assignment is a very personal-
ized task. As a result, no two books are the same because 
every client has a different story. 
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In the Ring Together
Cozzone made his mark by exploring 

the gritty side of life—covering prisons, 
gangs, prostitutes and, in the past 10 years, 
boxing. His images and articles have ap-
peared in publications such as Newsweek, 
The New York Times, Penthouse, Playboy, 
Der Spiegel and Ring Magazine. Chornesky 
spent 15 years teaching journalism and 
serving as a middle school principal, dur-
ing which time she worked with more 
than a thousand families from all socio-
economic backgrounds. She eventually re-
signed to pursue photography and focus 

on developing a vision.
The two met four years ago while cover-

ing boxing in Las Vegas. Chornesky shares, 
“over conversation I learned we both had 
this interest in photography and we were 
both published writers. I also learned he 
too shared a passion for telling people’s sto-
ries.” As their concept to reinvent wedding 
reportage started taking shape, Cozzone 
questioned, “Why should only athletes and 
celebrities have their lives documented? 
Everyone has a story.” In shaping this new 
business concept, the two debated how to 
document important life stories, how to 

include photographs with stories, how to 
market a product and, most importantly, 
what would that actual product be?

They eventually settled on a classic book 
style. The immediate challenge was then to 
find a vendor able to consistently produce 
high-quality archival editions for their cre-
ations. “We create legacy content so it’s im-
perative the product be able to physically 
stand the test of time,” Cozzone says. “We 
spent thousands of dollars experimenting 
with different vendors’ papers, finishes and 
bindings. We knew what would go inside, 
but we had to be sure the edition would 



last.” Chornesky laughs, “When testing, we 
left one sample book in the trunk of our car 
in Las Vegas during the summer for four 
weeks—we needed to be sure the glue and 
binding components would endure and 
remain flexible. A second test allowed a 
friend’s 2-year old to give it the ‘page corner 
chew test.’ ”

Putting it to Pen
In a WriteShot wedding book, the 

pages may profile courtship, dress fit-
ting, the prior day, rehearsal, the cer-
emony, reception, parting shot and 
honeymoon, but there’s no steadfast 

content recipe. Stories are illustrated 
with 100 to 200 photos, using 20,000 
words gathered from observation, re-
search and interviews. The layout is 
never cookie cutter—the writing and 
variety of photos shape how each page 
lays out. Cozzone is chief page creator 
and prefers working with Adobe InDe-
sign. They favor Photo Mechanic and 
Photoshop for photo management and 
retouching. Dreamweaver comes into 
play when working on their Web site or 
any special HTML marketing pages.

Most of the image layout is handled in 
Photoshop, then reworked using InDesign 

for text flow. Prominent images dictate the 
layout. When working on the page layout, 
all three programs stay active–Photoshop,  
Photo Mechanic and InDesign. The duo 
continually jumps between all three. Coz-
zone says, “a book is in a bride’s hands 
within 30 days after the wedding date. By 
the time the couple returns from their hon-
eymoon, a PDF is ready for review. After 
we add in a honeymoon finisher we’ll send 
one more proof to the couple, and then it’s 
off to Bay Photo.” 

Their standard book measures 10 x 10 
inches and generally has an average of 100 
pages printed on heavy glossy stock using 



archival printing technologies. A dust jacket 
and lay-flat binding prepared with glue and 
saddle-stitch finish completes the presenta-
tion. “We’ve done baby books, dog books, 
horse books, surprise books, dedication 
books. You name it,” Cozzone says. “We get 
a lot of men calling to say that they saw one 
of our wedding books. They’ll ask if we can 
do something similar as a gift for a spouse.” 
WriteShot can, and will, go the extra mile. 
“In fact, one of the more outrageous edi-
tions we’ve created was a hand-bound book 
using platinum Moroccan goat leather and 
six-inch fringe with pink stitching.”

At present, the most popular WriteShot 

wedding package offers weeklong cover-
age, three editions of a book, an online gal-
lery and a disc of high-resolution images. 
The couple determines what they want 
photographed and profiled.  

Uphill Marketing Round
WriteShot products are gaining solid 

attention now, but it turns out it’s a lot 
harder to market something brand new 
and different, than something that already 
exists. “It soon became obvious we were 
carving out a whole new space,” Cozzone 
says. “We approached wedding planners, 
venue hosts and even our brides to de-

scribe the vision. It was an uphill battle, 
but when we put an actual demo book in 
their hands they got it. And loved it!” Both 
smile when sharing how much fun it is to 
observe reactions from peer photogra-
phers and industry naysayers. WriteShot 
landed its first client in 2006, and that was 
through word of mouth. 

Since then, the couple has been per-
fecting promotional tactics. “We’ve 
tried all sorts of marketing, but always 
come back to the importance of 1:1,” 
Chornesky smiles. “I’m a relationship 
person and try to learn as much about 
prospective clients as possible, then I 



propose a service and product to match 
their needs.” 

Beyond word of mouth, WriteShot’s 
most successful promo tool has been 
building rapport with wedding plan-
ners and venue coordinators, who have 
clients looking for something different. 
Wedding shows have also opened some 
doors, but with this outlet too the duo 
isn’t trying to reach every single attend-
ee, just the few who understand the 
product. “Brides will skim the volumes 
and if the light bulb goes off, then bam, 
we know they get what we’re trying to 
accomplish. So maybe that means we 
connect with only six of 500. I don’t 
persuade or pursue if that light bulb 
doesn’t go off—it’s just not worth it.”

The same goes with the 1:1 aspect 
when using social media. “We can’t 
personally connect with all of our Fa-
cebook friends, but we’re really good 
interacting with four to eight at a time.” 
Chornesky admits, “then there’s Twit-
ter. I’m lousy at Twitter. I haven’t quite 
figured out how to tweet consistently 
and with value. Other shooters and 

vendors use this service to stay fresh 
in the customer’s minds, but I count 
on one hand the number whom I think 
really bring information. We’ve just 
not hit on the right recipe, but we’ll  
keep trying.”

Then there’s the blog. “To develop 
these books, our clients share intimate 
details of their lives. But since we main-
tain a very strong commitment to pri-
vacy, we’re not about to upload a photo 
of them and then summarize with nar-
rative. We have a blog, but at this point 
it’s pretty general and not about our 
customers’ lives.” 

Customer’s Legacy
Cozzone shares that WriteShot cus-

tomers are typically a bit older, well 
educated and traveled. They want 
something different. They are individu-
als who understand the importance of 
family history. Many times they may 
also be someone who has lived through 
the loss of a loved one, so thoughts 
about preserving family legacy are that 
much more imminent. For many, the 

cost of the coverage does not become 
a sticking point. “When family history 
and legacy are important to a bride she 
will find a way to make this happen. 
What may even happen is that family 
members kick-in to purchase our ser-
vices because what we do is that impor-
tant to them.” Even after a book’s cre-
ation, WriteShot continues to preserve 
the memories by providing archival of 
images and book content for clients.

“A bride once told us that in trying to 
remember her wedding day everything 
was a blur,” Chornesky shares. “But when 
she saw her book’s layout all the happy 
memories came back to her. That’s so 
important to us. Despite the challenges 
we’ve faced in starting a new business, 
especially the fact having launched dur-
ing such a horrible recession, we believe 
that if you create an outstanding product, 
provide excellent customer service and 
bring talent, your business will thrive no 
matter the economy.”

Martha Blanchfield is creator of the Renegade Photo 
Shoots (www.renegade-pr.com) and a freelance 
marketing and public relations consultant.


