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Earlier this year, I was already exploring ways to turn my photography into a sustainable business. When I was asked to select an entrepreneurial venture in this module, I committed fully: Tasks 1 and 2 served as real-world testing grounds to refine my business model, identify opportunities, and develop my go-to-market strategy. Reflecting on it now, I realise the course truly guided me in steering my business in the right direction and maintaining its course.
Entrepreneurship is defined as the disciplined pursuit of opportunities amid uncertainty, involving mobilising resources to create value (Barringer & Ireland, 2022; Mariotti & Glackin, 2016). Entrepreneurs are those who assume the risks involved in this process. Franchises function by copying a proven successful model through contractual agreements and royalties (Law, 2016; Kotler et al., 2020). Online businesses primarily utilise digital channels to facilitate transactions (Turban, Pollard & Wood, 2017; Kotler et al., 2020). Social enterprises aim to maximise social or environmental benefits, with any surplus reinvested into their mission (Feldman, 2022; Johnson et al., 2020).
The UK context is vital for my niche. As of early 2024, the Department for Business & Trade reports nearly 5.5 million private-sector businesses, mostly SMEs. This underscores the density and opportunity in local markets (DBT, 2024). SMEs account for 60% of private-sector jobs and produce 51% of turnover, highlighting the importance of SME productivity as a national priority and a competitive factor I must address (FSB, 2025).
Online consumer behaviour already dominates, with the online share of UK retail sales reaching 28% in late 2025 (ONS, 2025). Using insights from that year, I adjusted my strategy in Task 2. I designed an omnichannel customer journey, including portfolio discovery, instant quotes, deposit payments, and prep guides, all digital and supported by content marketing and an email CRM (Kotler et al., 2020; Iacobucci, 2021). The main challenge is the increased time investment: more digital touchpoints mean more operational effort, so I prioritised automating bookings and reminders.
Although I don’t franchise fine art or bespoke shoots, my studies in franchising literature have shown me the value of establishing consistent excellence. The British Franchise Association’s 2024 survey reveals a sector worth £19.1 billion with 89%-unit profitability, illustrating how standardisation and support reduce variation (BFA, 2024). I used this insight to create packages, service standards, and a shoot “playbook", including consultation scripts, checklists, and delivery SLAs (Campbell, 2021; Johnson et al., 2020).
Social value also influences my positioning. Social Enterprise UK reports around 100,000 social enterprises with a total turnover of £78bn and 2.3 million employees (SEUK, 2025). Inspired by their trust-building strategies, I plan to reduce fee-based community portraits and NGO partnerships, as these support my brand and can lead to referrals (Eisenberg et al., 2001; Feldman, 2022).
The main challenge is managing cash flow. Texts warn about under-capitalisation and poor planning (Blackwell, 2011; Williams, 2022), and Parliament’s recent SME finance work shows these issues persist (HM Treasury, 2024/25). To mitigate this, I have adopted tiered pricing, require deposits of 30–50%, project a 12-month cash flow considering seasonality, and maintain contingency lines.
Overall, the frameworks in the module, PESTEL, SWOT, Five Forces, and the 4Ps, helped me organise scattered research into a clear strategy: pinpointing target segments like portraits, weddings, and dog owners; creating a truthful and straightforward USP; designing an omnichannel funnel; and planning a gradual transition from a sole trader to a limited company as the business grows (Hooley et al., 2024; Fifield, 2020; Whittington et al., 2020). Essentially, the course offered more than just information; it kept my venture focused and moving forward.
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