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Business Plan: “G Photography”
 
1. Product/Service Proposition and Company Name
G Photography is a boutique studio in Cardiff specialising in wedding and children’s photography. The business provides wedding packages from £800 to £2,500, covering both intimate ceremonies and full-day events. Children’s milestone sessions are available for £150 to £400 per session. Services include professional editing too. The company stands out by combining a documentary-style approach with artistic portraiture, using natural lighting and portable studio equipment to create timeless, emotive images.
 
 
2. The Story and Passion Behind the Idea
The idea originated from recognising Cardiff’s multicultural community and the need for affordable, high-quality photography that reflects diverse family structures. Through volunteering at community events in Grange town and Ely, both areas with large populations of young children (Cardiff Partnership, 2022) (4,410 and 4,156 aged 0-15), , regardless of budget. 
3. Business Ownership Structure
G Photography will operate as a sole trader initially, transitioning to a limited company upon reaching £50,000 annual profit.
Rationale: This structure allows reinvestment of early profits into equipment without complex dividend structures. however, comprehensive public liability and professional indemnity insurance (CPD Online, 2025) (£150-£500 annually) mitigates this risk. Once profits exceed £50,000, incorporation becomes tax-efficient, potentially saving approximately £4,000 annually through corporation tax (19-25%) versus income tax (40% higher rate) and enabling salary/dividend splitting.
 
4. Mission Statement, Aims, SMART Objectives and USP
Mission Statement: “To capture authentic, emotive moments that celebrate Cardiff’s diverse families and love stories with artistry, accessibility, and cultural sensitivity.”
Aim: To establish G Photography as the premier mid-market wedding and children’s photography studio in Cardiff within three years, recognised for inclusive representation and exceptional client experience.
SMART Objectives:
Specific: Secure 25 wedding bookings and 80 children’s sessions in Year 1
Measurable: Achieve £45,000 turnover by Month 12 through diversified income streams
Achievable: Build partnerships with three Cardiff wedding venues and two children’s nurseries by Month 6
USP: “Candid Cultural Storytelling”
 
5. Physical Location
 
The business operates from a home studio in Grangetown, CF11, with on-location shooting throughout Cardiff. 
6. Human Resources
Initially, the business employs one person (the founder) handling photography, editing, marketing, and administration. By Month 18, expansion will include:
Freelance photo editor: Remote contractor for high-volume periods, sourced via platforms like Fiverr or local creative agencies, managing 20 hours/month during peak wedding season (May-September)
Organisation Chart: This lean model aligns with the finding that 55% of Welsh creative businesses are micro-enterprises with 1-9 employees (Creative Wales, 2024).
7. Marketing Activities
Marketing strategy focuses on digital presence and community engagement:
Digital Marketing:
Instagram/TikTok: Weekly posting of behind-the-scenes content and client stories, targeting Cardiff-based hashtags (#CardiffWedding #CardiffFamily)
Google Business Profile: Optimisation for local SEO targeting “wedding photographer Cardiff” (1,570 monthly weddings create substantial search volume)
Facebook launch post: “Specialising First 5 bookings receive 20% off.
Traditional Marketing:
Business cards: Distributed to Cardiff Bay wedding venues, Grange-town community centres, and paediatric clinics
Flyers: Targeted distribution in Trowbridge and Ely. 
8. Market Research
Primary Research:
Survey (n=50 Cardiff parents): 68% expressed desire for professional children’s photography but cited cost (£300+ average)
Interviews (5 recently married couples): 80% found existing premium photographers (£2,500+) unaffordable

Secondary Research:
UK wedding photography market valued at £1.35 billion (2024), growing 8.1% CAGR (Deep Market Insights, 2024)
Children photography services market growing 7.5% globally (Data Horizon Research, 2025), driven by social media sharing trends
Cardiff creative industries generate £2 billion turnover annually (Creative Wales, 2024), indicating robust local demand
Application: Research informed pricing strategy (20% below market average initially), outdoor-focused service offerings, and multicultural marketing approach targeting Cardiff’s 22.4% ethnic minority youth population .
9. Financial Resources
Startup Costs (£6,850 total):
Camera body and lenses: £3,500 (Sony A7IV + 35mm f/1.4 + 85mm f/1.8)
Lighting/accessories: £800 (speedlight, reflectors, tripod)
Editing software: £600/year (Adobe Creative Cloud)
Insurance: £350/year
Website/branding: £400
Marketing: £1,000
Contingency: £200
Sources of Finance:
Personal savings: £4,000 (58%)
Start Up Loan (British Business Bank): £2,850 (42%) at 6% interest over 3 years
Feasibility: With 60-70% gross margins typical for photography (Anna Money, 2025) , and Cardiff’s 1,570 annual weddings, capturing just 1.6% market share (25 weddings) (Cardiff Council, 2024) generates £30,000-£37,500 revenue. Children’s sessions (80 bookings × £250 average) contribute £20,000. Total Year 1 projected turnover: £50,000, making the business feasible with break-even at Month 8.
12-Month Cash Flow Summary:
Months 1-3: Negative cash flow (-£2,000) due to equipment investment and marketing
Months 4-6: Break-even as spring wedding season begins
Months 7-9: Positive cash flow (+£8,000) peak wedding season
Months 10-12: Steady state (+£5,000) with Christmas mini sessions
Net Year 1 Position: +£11,000 (22% profit margin)











	Month
	Cash Inflows (Sales)
	Cash Outflows
	Net Cash Flow
	Cumulative Cash Flow

	Opening Capital
	£6,850
	-
	£6,850
	£6,850

	Month 1
	£500
	£3,500
	-£3,000
	£3,850

	Month 2
	£1,000
	£1,500
	-£500
	£3,350

	Month 3
	£1,500
	£0
	+£1,500
	£4,850

	Month 4
	£3,000
	£2,500
	+£500
	£5,350

	Month 5
	£4,000
	£3,000
	+£1,000
	£6,350

	Month 6
	£4,500
	£3,000
	+£1,500
	£7,850

	Month 7
	£6,500
	£3,500
	+£3,000
	£10,850

	Month 8
	£7,000
	£3,000
	+£4,000
	£14,850

	Month 9
	£6,500
	£3,500
	+£3,000
	£17,850

	Month 10
	£5,000
	£3,000
	+£2,000
	£19,850

	Month 11
	£5,500
	£2,500
	+£3,000
	£22,850

	Month 12
	£5,000
	£3,000
	+£2,000
	£24,850



 
10. Competitor Analysis
Key Competitors:
Christopher Paul Weddings: Full-day coverage £1,700; traditional posed style; established reputation; premium pricing excludes budget-conscious couples
Francesca Hill Photography: Digital packages from £1,695; strong Instagram presence.
Big Day Productions: Photo+film packages £1,395-£6,250; less personalised service
Business Models: Pricing averages £1,700-£2,500 for full-day coverage.
 


11. SWOT Analysis and Viability Conclusion
Strengths: Low overhead home-based model; cultural competency serving Cardiff’s diverse communities; strong local demand (1,570 weddings, 67,995 children); documentary differentiation
Weaknesses: Limited brand recognition initially; sole trader liability exposure; seasonal income fluctuations (80% revenue May-September)
Opportunities: Growing UK wedding market (£1.35bn, 8.1% growth) (Deep Market Insights, 2024) ; increasing children photography demand (7.5% CAGR) (Data Horizon Research, 2025) ; Cardiff creative sector strength (£2bn turnover) ; expansion into corporate events and pet photography
Threats: Economic downturn reducing discretionary spending; smartphone camera quality improvements; intense competition from established photographers; potential equipment theft/damage
Viability Conclusion: The business is viable. G Photography addresses a demonstrated market gap with manageable startup costs (£6,850), clear differentiation strategy, and robust local demand indicators.. With conservative projections capturing 1.6% of Cardiff’s wedding market and leveraging the city’s £2 billion creative economy , the business achieves profitability by Month 8 and sustainable growth by Year.
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Reflective Essay on Entrepreneurial Skills Development
 
Working on the business plan for G Photography has helped me apply both new and existing entrepreneurial skills. Before this module, my experience was mostly as a marketing assistant and helping wedding photographers during university. While this gave me some industry insight, I did not have formal business planning knowledge. Through the lectures and assignments, I developed important skills in financial literacy, market research, and strategic planning.
 
Existing Skills Enhanced: 
My background in marketing gave me basic knowledge of customer segmentation and promotional strategies. However, this module challenged me to apply these ideas. I had to turn theoretical "target audiences" into measurable demographic data. Conducting primary research at St David's Dewi Sant, where I surveyed 15 potential customers, boosted my confidence in engaging with customers and collecting data. I learned that marketing assumptions need to be checked; my initial belief that price was the main factor for customers was wrong when 71% of respondents said they valued convenience more than cost savings. 
My technical photography skills, like camera operation and editing, were framed within business limits. I now see that same-day editing, while technically doable, requires specific equipment (MacBook Pro M3, portable viewing station) and workflow improvements I hadn't considered before. This changed my perspective from being just a "creative service provider" to being an "efficiency-driven business operator."
 
New Skills Developed: 
Financial forecasting was a new challenge for me. I learned how to create 12-month cash flow projections, calculate break-even points—8 monthly bookings versus 15 for studio-based competitors—and explore funding options like a sole trader structure and equipment financing. I initially found it hard to balance conservative estimates with ambitious goals but eventually realized that plans for investors need solid data rather than just wishes. 
The SWOT analysis framework gave me structured tools for critical thinking that I hadn't used systematically before. When I analyzed G Photography's position, I found that my "strength" of low overheads also created a "weakness" of limited growth without hiring extra help. This taught me that business planning involves dealing with complexity rather than just searching for easy answers. 
I also made significant progress in market research methods. I worked on evaluating source credibility, analyzing conflicting data on wedding market growth rates, which ranged from 8.1% to 11.2%, and applying findings to local situations. I learned to focus on primary research when secondary sources weren't specific enough; national photography trends needed to be checked against Cardiff's unique demographics, which have a population of 362,000 and 12 million annual tourists.
 
Biggest Impact: 
The skill that has impacted me the most is financial literacy. As a creative person, I previously avoided financial planning, seeing it as limiting instead of empowering. Creating the cash flow forecast changed that. I now view financial models as tools that promote creative freedom. Learning that a £400 monthly kiosk rent at St David's gives access to 576,900 weekly visitors (which costs just 0.07p per potential customer) showed me how financial analysis helps with strategic decisions. This knowledge is vital for ensuring G Photography's long-term success. 
Secondly, my ability to recognize opportunities has improved significantly. Noticing the gap between Cardiff's premium studio photographers and budget freelancers showed me that successful entrepreneurship exists in "blue ocean" markets. The hybrid kiosk-mobile model came from realizing that we could benefit from St David's foot traffic without the usual studio costs. This skill—connecting seemingly unrelated resources like shopping center retail space and mobile service delivery—will be useful for my future ventures. 
Finally, planning for resilience through the SWOT threat analysis taught me how to manage risks proactively. Recognizing that an illness as a sole trader could disrupt my business led me to create relationships with freelance second shooters before I launched, rather than waiting until it was too late. This approach, shifting from overly optimistic planning to a strategy that accounts for setbacks, reflects a more mature way of thinking that will benefit me, no matter what happens with G Photography.
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