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Entrepreneurship is often celebrated as the instrument of innovation and growth. Yet critical analysis reveals that its role is far more complex and contested. At its core, entrepreneurship involves identifying and exploiting opportunities under uncertainty (Burns, 2016). Entrepreneurs are often portrayed as risk-takers and innovators, but Schumpeter’s (1934) notion of “creative destruction” reminds us that entrepreneurial activity can simultaneously generate progress and destabilise existing industries. Franchises are often seen as safer business options, but they can limit independence and creativity. This can turn entrepreneurship into a process of copying under corporate control (Kotler and Keller, 2016). Online businesses are known for their efficiency and wide reach. However, they often make working conditions more challenging and increase competition in crowded digital markets (Chaffey and Ellis-Chadwick, 2019). Social enterprises are praised for their ethics, but some critics argue that they may become mixed organisations that struggle to balance social good with making money (Defourny and Nyssens, 2017). Social enterprises are praised for their ethics, but some critics argue that they may become mixed organisations that struggle to balance social good with making money (Defourny and Nyssens, 2017).
The role of entrepreneurs and SMEs in the UK economy is undeniably significant, with SMEs comprising 99 per cent of businesses and contributing around half of employment (ONS, 2025). However, this dominance also exposes structural weaknesses. SMEs are disproportionately vulnerable to inflation, rising energy costs, and financing constraints, as highlighted by the OECD (2025). Many small and medium-sized enterprises (SMEs) are known for their resilience and ability to adapt. However, this often hides the fact that many of them survive on thin profits and rely on unpaid work from their founders. The idealised image of the entrepreneur as a heroic innovator masks the high failure rates and the psychological and financial toll of entrepreneurial activity. Moreover, the emphasis on innovation can privilege novelty over sustainability, encouraging ventures that chase differentiation without securing long-term viability. This tension is particularly evident in hospitality SMEs, where differentiation strategies may attract niche audiences but expose businesses to volatility in consumer trends and discretionary spending.
From a community perspective, SMEs are often positioned as cultural anchors, embedding themselves in local networks and enhancing social capital. Yet this role is double-edged: while ventures such as literary pubs or fitness services contribute to vibrancy, they also risk exclusion if their offerings remain niche or unaffordable. As Pine and Gilmore (1999) argue, the promise of cultural authenticity can create memorable experiences, but it can also limit scalability and alienate broader audiences. Authenticity becomes both a strength and a liability, demanding constant negotiation between cultural integrity and commercial pragmatism.
Reflecting on the development of my own business plan, I became acutely aware of these contradictions. Porter’s (1985) framework on competitive advantage emphasises differentiation, yet in practice, differentiation can isolate rather than broaden markets. Mintzberg’s (1979) analysis of organisational structures highlighted the importance of clarity in roles, but the reality for SMEs is often blurred responsibilities and founder overextension. Storey (1994) stresses the centrality of cash flow discipline, and this proved particularly salient: enthusiasm and creativity are insufficient without rigorous financial management. The process revealed that entrepreneurship is not a straightforward path to opportunity but a contested practice shaped by structural constraints, market volatility, and the constant tension between innovation and survival. My reflection, therefore, challenges the celebratory discourse around entrepreneurship, recognising it as a practice that is simultaneously empowering and precarious, creative and destructive, resilient and fragile.
References
Burns, P. (2016) Entrepreneurship and Small Business. 4th ed. London: Palgrave. Chaffey, D. and Ellis‑Chadwick, F. (2019) Digital Marketing. 7th ed. Harlow: Pearson. Defourny, J. and Nyssens, M. (2017) Social Enterprise Models. London: Routledge. Kotler, P. and Keller, K. (2016) Marketing Management. 15th ed. Harlow: Pearson. Mintzberg, H. (1979) The Structuring of Organisations. Englewood Cliffs: Prentice Hall. OECD (2025) SME Financing Outlook. Paris: OECD. ONS (2025) UK Business Statistics. London: Office for National Statistics. Pine, J. and Gilmore, J. (1999) The Experience Economy. Boston: Harvard Business School Press. Porter, M. (1985) Competitive Advantage. New York: Free Press. Schumpeter, J. (1934) The Theory of Economic Development. Cambridge, MA: Harvard University Press. Storey, D. (1994) Understanding the Small Business Sector. London: Routledge.

2

image1.png
Prifysgol Cymru
% Y Drindod Dewi Sant

. University of Wales
Trinity Saint David

»




