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of the brand. It has taken 
constant refinement, but 
every year I get closer to an 
identity that reflects who I 
am and what I do. I want to 
work with couples who like 
the way I see and interpret 
the world, and who 
appreciate attention to detail 
and fine production. I offer 
sustainably sourced albums 
made in the UK. I have also 
designed my own fine-art 
print box, made by a local 
artisan, in which I present 
fine-art reproductions, 
printed myself. Developing 
an individual product such 
as the print box has helped 
set me apart, while 
reconfirming what my brand 
stands for. 

Marketing strategy
An online presence should 
be central to a marketing 
plan. At the core is the 
website, supported by 
different ways of sharing 
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also a Licentiate of the 
Society of Wedding and 
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Various magazines have 
published her work and 
she was a regional finalist 
in last year’s Wedding 
Industry Awards. 

Get down  
to business
Ria Mishaal ARPS tells how she went from 
working in a science lab to setting up as a 
successful wedding photographer

artistic and business 
decisions is the best way of 
setting yourself up as 
someone different in the 
market place. Being truly 
passionate about every 
aspect of what you do will 
set you apart. Wedding 
photographs should be 
personal and authentic. 
Working with a limited 
number of couples allows 
me to offer a really personal 
service. I want to shoot 
images that capture what it 
feels like to be at the 
wedding, which is reflected 
in my approach to candid 
moments and portraits.  

Brand awareness
It is really important that the 
focus of my brand – artistry 
and authenticity – comes 
across in every aspect of my 
business. Other key aspects, 
such as attention to detail 
and the beauty of the natural 
world, influence the identity 

I was asked to photograph a 
friend’s wedding. Reluctant at 
first, I agreed after being told 
I was free to photograph the 
occasion in my own style. 
The experience was really 
enjoyable, and I was proud of 
my results. One of the 
couple’s friends saw the 
wedding album and wanted 
to hire me, leading to other 
word-of-mouth commissions. 

When I started my first 
postdoctoral position in a lab, 
I set up my photography 
business alongside but wasn’t 
looking actively for freelance 
work. By the time I started 
my second postdoctoral 
position three years later,  
I found that my photography 
business had become more 
personally rewarding than 
my job, and although leaving 
academia was a very difficult 
decision I have no doubt it 
was the right one. I became a 
full-time photographer in 
September 2011.

Developing a style
Early on I discovered that 
being true to yourself in your 

I 
consider myself one of the 
fortunate ones, although it 
has taken resolve and focus 
to get here. It’s my fourth 
year as a full-time wedding 

photographer and the most 
popular dates in the calendar 
are usually booked up 12 to 18 
months in advance. This gives 
me the freedom to limit my 
work to 20 to 25 weddings a 
year, about the right number 
for getting that precious 
work-life balance.

A scientist by training, it 
was a slow process for me to 
make the shift from a 
relatively secure, structured 
scientific career to working 
full-time as a freelance 
photographer. On the way, 
I’ve learned a lot about how 
to run a successful business, 
making sure my work is 
appealing to the sort of client 
I’m looking for.

Getting started
I have always taken pictures 
as a way of exploring the 
world and capturing how I 
feel. While studying for my 
PhD at Cambridge University, 
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‘An online presence should be central to a photographer’s marketing plan,’ says Mishaal

Mishaal captures candid moments

It’s key to develop a distinct, recognisable style

one’s work and 
communicating through 
blogs and social media. I 
work constantly to improve 
the clarity of my message 
and refine the website 
navigation, making it easy 
and intuitive to use. I’ve 
learned that ‘less is more’, 
both in terms of my portfolio 
and the simplicity of the 

information I share.
Having a blog has been a 

great way of allowing me to 
showcase my most recent 
work and connect with ideal 
clients through the stories I 
tell. Bear in mind, though, a 
successful blog requires 
regular posting, something I 
struggled with in the past. 
By making it part of my 
workflow and using 
scheduling tools, I am now 
following a much more 
consistent pattern.

Word of mouth is one of 
the best forms of marketing, 
and social media is a free 
way of connecting with 
different people from 
different backgrounds. I 
have accounts on Facebook, 
Google+, Twitter, Instagram 
and Pinterest. It’s been hard 
to keep on top of all the 
social media streams, so I 
tend to concentrate on those 
I love the most, such as 
Instagram. I use Facebook to 
connect with clients, and 
Twitter primarily to connect 
with my industry peers. 

For me, the best marketing 
strategy has been forming 
relationships with venues 
and other wedding suppliers 
who recommend me to 
couples. I have been careful 
to connect with venues that 
have a similar ethos to my 
own, who treat their clients 
with care and attention – that 
way, I know we will attract 
the same sort of couple.

To see more of Ria Mishaal’s 
work go to riamishaal.com or  
find her on Twitter @riamishaal
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