Nature of Small Business 
There is no single, uniformly acceptable, definition of small firm. It is one that has few employees, little or no formal structure and usually managed by one person, who is also the business owner (Bridge et al, 1998). 
The main aspect of small business that distinguishes them from other businesses is obviously their size. However, small businesses are not just smaller versions of big businesses. They have a number of distinctive features that are not always obvious to the untutored observer. For example, in terms of their behaviour, the biggest difference between small and big businesses is likely to be that which results from the objectives or aspirations of their owners and managers. Larger business is more likely to be run by a professional management trying to maximise its value whereas small business is more likely to be run by owner manager with an aim based on personal benefits rather than merely to maximising business results (Bridge et al, 1998). 

Small Business Profile 
Photogenics was established on 1st of May 2005 In Makassar City, South of Indonesia by a friend of mine, Karlina “Nina” Otto. It is a “start from scratch” and sole proprietorship business, which makes her to become the owner manager as well. The business interview with the owner manager was conducted via emails and phone calls. 
Karlina is a Certified Professional Photographer who earned her Bachelor of Arts degree at Queensland University of Technology, Australia. She has more than 10 years of experience in portraits and wedding photography, providing clients with a high level of expertise and creativity. In addition to that, she is also a member of the Professional Photographers of Indonesia, as well as the Professional Photographers of Makassar City. Both organizations guarantee a high standard of ethics and education that clients can depend on. 
Choosing photography as a business was always a natural and easy decision for her. She particularly loved to capture the innocence of a child such as newborns, babies, children as well as youths such as teenagers, or young couples. Therefore based on her interests combined with market opportunity in Makassar (her Hometown), she decided to establish her business, called Photogenics. Photogenics is a small business, considering the size and people it employed. It is a service based business because its main offers to customers are photograph services although she is also selling some other products such as cameras and frames. 
The purpose of this report is to analyze the Business of Photogenics and then highlighting its business practices against theories to find out whether business practices meets the evidences and framework of the small business management literature. Finally, the Business strengths and weaknesses will be examined and recommendations will be provided to help Photogenics to improve the management of its business in general. 

Market Research 
According to Jonathan et al (2004), Market research is an in-depth investigation into the potential of a specific market sectors and some general aspects of what is happening within the market place and how effective particular marketing strategies are performing within that broader market. It is essential for Owner managers to conduct a market research to provide a more reliable method of predicting possible outcomes of a marketing or business decision as well as to reduce the risk or monitored plans and strategies that have already been implemented. In addition to that, market research is essential for every small business to be able to understand and analyse a business external environment, including market structure, customers, competitors, collaborators and company. 
Nina, the owner manager of Photogenics was fully aware with the costs of conducting the market research. Rather than using expensive, primary techniques such as focus groups, survey, or even hiring a professional to conduct the research, Secondary market research such as internet research as well as visiting business centres and libraries are much more realistic for her in gaining access to quality information. “ Those methods allowed me to conduct market research for my business that once available to big companies or those with money as well as letting me to saves time and money for the business” Nina said. She has been reading books; start up Journal, online articles and published reports which she thinks were great informational resources for her business. She also visited associations or business centres and has addressed many thought, questions and concerns as many as she has not anticipated about the market yet. In terms of identifying what potential customers are looking for and knowing costumers tastes, preferences and expectations, she simply went to an online discussion group and started "talking" to them about what they look for in a photo studios and other specifics aspects such as pricing and location. In my opinion, Forums are a great place to conduct market research. Because that is where people discuss about their likes, dislikes, satisfactions, experiences and their wishes about particular products or services. That makes forums an excellent place for owner managers to “spy” on their market, problems and needs and most importantly, free of charge. Nina has joined the online discussions by posting questions that she want answers to. “It is almost like a survey of your marketplace, and instead of paying employees to go and survey people, I am doing it completely free of charge” said Nina. 
However, John et al (2006) states that “Just collecting secondary data is of no value in itself and it is not always cheap as well”. I agree with this statement at some points because secondary research might contain bias and not all data that may be required will necessarily have been published. In addition to that, some of published reports in secondary researches can be quite costly and out to date. In short, primary research may be the only means of obtaining the necessary data. Therefore, online surveys will be a perfect solution for Nina to conduct primary research study for her business. It cost about half the price of other primary methods as well as attracting a high response rate compared to others. Moreover, it will provide an up-to date, in depth, as well as personalised market information for her business at reasonable costs compared to other secondary methods. For this reason, “Nowadays, more than 50 % of primary researches was conducted online, 10 times higher compared to the past 8 years” (MABU, 2008). 

Start-up Strategies and Growth 
A business start up means creating a new business, which stands alone, and is not tied to other organisations, except in the normal course of trading (Stokes,2002).it does not mean that the idea is necessarily new, only that the vehicle which is set up to exploit it is. 
Photogenics Photo studio is “a start from scratch business”. Nina, the owner of Photogenics has decided to launch photo studio business, search for and recognises an opportunity, and then starts the business. Nina is always passionate about photography. She studied photography at university and previously worked as photographer in one of leading studio photos owned by Indonesia’s top photographer. Nina quit her job and then headed for her hometown Makassar, a small city in the south of Indonesia, with a plan to find a business opportunity and launch a photo studio business. Although she is picking a currently available service, she is spotting a gap in market. There are only few numbers of photo studios available in Makassar, with limited services and unfocused target markets. Therefore, Nina decided to open business in this City, with variety of services and focusing in targeting the younger customers. In short, she is picking a currently available product or service that she is passionate about and then trying to build a business around a much different and better version of it. Before starting up the business, Nina was Conducting Market Research to understand the market better and Writing a Business Plan. 
Nina decision to build “a start from scratch” business is simply because it gave her the freedom of choice over what the business does and how it operates. Building a start from scratch business required fewer funds than buying similar franchise or existing business. Most importantly, it also allow her to ensure that her individual strength are well used, and her weaknesses minimised, by choosing a business that is well matched to her own qualities and experience, which give her satisfaction when success comes. However, in my opinion advantages have the corresponding disadvantages as well. Her idea may be creative, but unproven by anyone else. Even after the most through research a start from scratch business can only prove itself in practice. Stokes (2002) suggests that “the failure rate of start ups is high, less than 50 % survive the first 4 years: other methods, such as franchising have better track records”. Hopefully, this case will not be happening to Photogenics, as the business just celebrating its 3rd birthday this month and becoming more successful than ever. 
In terms of growth, the majority of businesses do not grow beyond their classification as a small firm. Only a few grow to become medium sized, and even fewer grow into the new, larger companies of the future. Another study reported that more than 30 percent of owners wanted their small firms to stay at their present size (Small Business Research Trust, 1991).The reason behind that is because for many business owners, as Storey (1994) points out, growth of their business is not an objective. Similarly, Nina motives for entering the business were not for growth. “I am more concerned with the intrinsic satisfaction of the job itself, growth is only one of numbers of my goals, and less important than surviving and being independent” said Nina. 

Finance 
Although the choice of how to start is important, it is meaningless unless the owner manager can obtain the funding to set up the business. Among the more common sources of funding are family and friends, personal savings, banks and investors (Griffin 2005). It could be said that hundred percents of Photogenics financing were obtained by personal resources. It includes money borrowed from friends, family and relatives to set up the business. Nina once tried to obtain funds from banks, by short term financing such as overdraft. However, having heard that banks are discriminating and being unfair in their dealings with small firms, she quickly changed her mind. In my opinion, many of small business are reluctant to obtain funds from banks or other financial institutions mainly because of the issues that are focused on high interest rates and bank charges. However, Nowadays Bank finance still remains to be the most important source of external finance for small business, although it is declining in importance as owner-managers diversified their ways of raising money (Stokes, 2002). 
Moreover, to be successful over the long-haul, small business needs to do some financial planning. For small business, a simple business plan will be sufficient. “The importance of business plan is not just because banks says you have to do it in order to obtain funds, the reason of it is to force owner-managers to think strategically and think about the future” (Whitmyer and Rasberry, 1994). With business plan, Nina could estimate the amount of money needed to set up the business, determine the cost to keep business operate, and determine what she must charge to pay for every expenses and still make a profit. In addition to that, Nina also said that business plan allow her to creates a realistic budget on her personal as well as business expenses, because sum of these expenses will be counted as the minimum level of profit that she or the business has to make. 

Networking 
More and more of small business owners are discovering the value of networking. “Networking is basically an activity or regular meeting with one another to discuss common problems and opportunities and perhaps most important, to pool resources” (Griffin 2005). It is crucial for owner managers to use both types of networks such as social and professional networks for support and develop business relationships before and after starting up the business. Nina, the owner manager of Photogenics had joined Professional networks such as Small Business Association funded by Indonesian government, trade associations and other professional institutions such as Indonesian Photographers associations to help her gathering information, reassurance service, advice, and skills (expertise) to improve her business. In addition to that, she also develops social networks within her extended family members, friends, and other relatives to give her a confidence, motivation and inspiration for her business. 

Promotion and Word Of Mouth 
Sales promotion can be defined as “a particular activity that is intended to endorse the business, product or services” (Groucutt et al, 2004). Promotion is the broader, all inclusive term whereas Advertising is just one specific action that businesses could take to promote their product or service. Moreover, it should be borne in mind that there are no concrete rules for selecting the right promotion tactic. It all depends on the business, and most importantly, it will depend on the budgets. 
For Photogenics, promotion is a budgeted activity. The owner manager; Nina said that Promotion is an essential marketing part of the business which she took it very seriously. She is spending a lot of money to advertise the business. She advertises the business by doing vehicles advertisement such as ads on public transportations, as well as running ads on the Local Television and radio stations. In addition to that, she also provides business cards, newspaper ads, and handing-in flyers. Although it is quite expensive, she said that “It is all worth it, costumers keep coming and now I have larger costumers base”. However, having said that she spend a lot for advertising budget, Word of mouth is also playing an essential parts for her business. “Positive word of mouth is another important promotion that I have relied on, it is contagious and most importantly, it is free”. 
In my opinion, Photogenics Promotional tactics were quite unrealistic yet over budgeted for small business. There are much more promotional activities that could help her to endorse her products/services and grow her costumer base more quickly without requiring her to overspend her advertising expenses. For example: Coupon vouchers, Yellow pages, Website advertising, email promotion or Sponsorship for local events. 
Furthermore, Nina has also mentioned that she is heavily relied on Word of mouth. In my opinion, word of mouth is sometimes uncontrollable, especially for negative word of mouth and quite slow in building up the business. Although it is free, it is hard to minimize negative word of mouth, because Word of mouth spreads like a virus or contagion through the community, infecting everyone that comes into contact with (Groucutt et al, 2004). However, Word-of-mouth marketing, which encompasses a variety of subcategories, including buzz, blogs, viral, is still highly valued by product marketers until now. “Because of the personal nature of the communications between individuals, it is believed that product information communicated in this way has an added layer of credibility” (Groucutt et al, 2004). 
Branding 
A start from scratch business must build a brand, which starts with selecting the company’s name. Kotler (2000) describes brands as “A name, term symbol or design (or combination of them) which is intended to signify the goods or services of one seller or groups of sellers and to differentiate them from those of the competitors”. One of the most effective ways for small business to differentiate their business from competitors is to create a unique identity for it though branding. Moreover, branding will also create a strong personality of the business, designed to appeal to the chosen target market. 
Photogenics has creates a brand that denotes fun. This is good fit for its target market which is young people or couples. Nina points out that a brand is labels of ownership; it is a promise, reputation, and an expectation of performance. She practically built brand of her business through name, appearance, logos and phrases. For instances, she decided to name the business “Photogenics” and creates phrases such as “To the future say cheese” which clearly reflects her business main target market, which are younger customers. Nina said that “The name I chose will become the central point of all the benefits and features that relate to my business. Customers will be able to find and refer others to it in the future”. In my opinion, Nina has been succeeded in creating a brand for her business because the brand that she creates differentiate her business from other competitors and build awareness of a customers to remember or recognise the brand which will lead to a brand loyalty. 

E-Commerce 
Since last decade, electronic commerce has been an essential tool that reshapes the way companies of all sizes to operate. It is connecting producers, sellers and customers via technology in ways that have never been possible before. There are three main types of electronic exchange forms between company and outside world. They are Business to Business (B2B); Business to Administration (B2A) and the most widely used one, Business to Consumer (B2C). Business to Consumer (B2C) mostly involves selling products to a computer literate audience. However, some theory suggests that “There will always be some products that are not suitable for online sales and some business prefer face to face services” (Townsend, 2008). Similarly, Nina have decided not to use B2C forms on her business because of the characteristics of her services/products does not make it possible for her to sell her services/products online. Moreover, apart from selling products, small businesses can also use internet to inform customers about her business as well as to promote their products to potential costumer. However, Nina have also decided not to create a Website for marketing, promotion or some other purposes for her customers because some of market researches have shown that two third of her existing and potential customers were internet ignorant. 
On the other hand, Nina have admitted that that she is using Electronics forms in dealing with her Suppliers such as buying stocks and paying invoices via online (B2B). In addition, she is also paying her tax bills and communicates with her legal advisors via electronic commerce (B2A). However, in my opinion, it will be better for Nina as the owner manager to also consider to create a Website, although online selling is not possible for her products/ services, she could used website to inform costumers about what her services offered and some other details of the business as well as to serve as a low-cost promotional tool for the remaining one third of her potential and existing costumers. 

Conclusions 
In Conclusions, It could be said that Photogenics are managing its business on form. The business started from spotting opportunity in the market. It has great sources of funding to set up the business, without any interest required to pay back the funds borrowed by staying away from banks. Moreover, Photogenics has also creates an excellent branding to differentiate itself with its competitors and wide networks to build relationships with others in order to develop the business. However, Overspending on Promotional budget has become the major weaknesses of Photogenics, along with minimum utilization of Electronic commerce and unreliable basis of marketing research. I highly suggests for Photogenics to use other lower cost yet effective promotional operations such as listing the business on yellow pages directory and most importantly, creating a Website. In terms of Market research, online surveys will be an accurate and effective method for Photogenics in conducting market research. With these recommendations, I believe that Photogenics will be able to manage its business more soundly thus becoming a more successful business in the future. 
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Personal commentary 
Business has become one of the most important aspects of our life and from my perspective; it has more influence on our world than any other disciplines. Business is what I want to do study to degree level because I am naturally passionate about it. For some people working in business is just a substance of money, for me it is a matter of passion, desire and drive to succeed. The way business is controlled and organized motivates me to learn more and more about it. 
The lectures, seminars, and wider readings on Small business Module have helped me to understand the nature of small business in more depth and have given me the best possible background about SMEs. This course has helped me to accomplish various SMEs disciplines, and the concept and development of Small Business for past few Decades. I also interested in studying about marketing and other strategies to develop a small business. 
I have been inspired by various reasons to study small business as an elective module, including my father who is a successful businessman. I believe this has given me an honest insight into the world of small business. 
The areas of this module that interest me the most are Marketing, Branding, and Electronic commerce aspects of small business management. Moreover, I have read many books about small business. One of the most influential books that have influenced on my understanding of small business concepts are “Essentials of entrepreneurship and small business management” by Zimmerer et al, “Small business management” by David Stokes, as well as “Entrepreneurship” by Barringer and Ireland. One of these authors’ concepts is that successful small business is not simply about making money, but also about job satisfaction, which is something I truly agree with. 
In addition to that, the learning atmosphere during my learning on this module is really enjoyable. I get to exchange knowledge and opinions with different cultural backgrounds students, which has widened my perspectives of Small business practices in around the world. Moreover, the lecturer was really helpful, yet making the learning process more interesting by fully interacts with the students during seminars with exciting tasks and questions to stimulate our knowledge and understanding about the topics. 
In conclusions, My Knowledge about small business is already developed since I learn this module. In the end, I am looking forward to start up a small business and ready of the challenges in real business world. I am driven to succeed and keen to make the most of every opportunity. 
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