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Abstract 
The concept of co-operation and competition with a competitor is known as ‘Co-Opetition’. Ethnic Minority Businesses in particular Indian Restaurants and Takeaways are making an increasingly important contribution to the UK economy. Curry has been acclaimed as a British National Dish and the popularity of so-called Indian restaurants across the UK. There appear to be signs that South Asian restaurants are losing ground to other ethnic and especially European and Asian cuisines. This adds to the intense competition amongst South Asian restaurants and takeaways themselves. Such a fiercely competitive environment could leave many of the restaurants facing a position of falling profits or in the worst of the cases, a loss of viability within the next few years. With ethnic minority people specialising in this business industry the purpose of this research was to have an analysis of the reality of ‘Co-Opetition’ amongst Indian Restaurants and Takeaways around Neath Port Talbot Region.

The chosen method for this research case study was the qualitative method. Personal interviews were used as survey techniques. The whole research was started in October 2007 with literature review writing. The research interviews were conducted during the period of 17th of March, 2008 and 18th of April, 2008 with managers and owners of 14 different Indian Restaurants and Takeaways around Neath Port Talbot region. Results were analysed by matrix analyses and also by the researcher’s interpretations of the gathered data. However, the data is in line with findings from other studies and theories. Finally, conclusions and future research plans are presented. 

From the literature review it showed that in the modern business world different authors had similar views on ‘Co-Opetition’. Almost every one agrees that ‘Co-Opetition’ is frequently seen in computer and technology oriented industries where rapid technology advances will often encourage competitors to work together due to advances by other competitive companies. But evidence from the investigated literature and practical findings of this research shows in this Curry Industry the term ‘Co-Opetition’ seems to be running through businesses and their local communities for decades, especially in the Neath Port Talbot region. According to the interviews almost all the establishments have noticed the importance of the term ‘Co-Opetition’ and the need of adopting this system in place where it is missing for the sakes of new businesses survival in this industry.

In terms of future ‘Co-Opetition’ will always hold its tool in the food chain industry especially in the curry industry whether this term relates with Indian restaurants and takeaways, other food chains, different businesses or organisations, customer relations, marketing, innovation, culture, community, racism etc.

A future study aim might be to evaluate if these results of ‘Co-Opetition’ are valid in the curry industry as whole or in general in British industries. An interesting future study might be to investigate if there is a clear difference between multi national or national companies.

Chapter 1
Introduction
1.1 Introduction
The aim of this paper is to understand and analyse the reality of ‘Co-Opetition’ around Indian Restaurants and Takeaways. The concept of co-operation and competition with a competitor is known as Co-Opetition (Tse, Tiong & Kangaslahti, 2004). Companies have formed alliances with market collaborators to mutual benefits for many years (Dowling, Carlin, Roering & Winieski, 1993; Kidd, Rither & Li, 2003). The sharing of knowledge, resources and strategies can lead to co-operation with suppliers, customers and other stakeholders, producing complementary or related products that can lead to market expansion. 

Since the late 1980’s competitive strategic views have shifted from being primarily protective towards pursuing competitive advantage through alliances and other collaborative arrangements between competitive businesses (Koka & Prescott, 2002; Clarke-Hill, Li & Davies, 2003). This has been evident both within national borders as well as multinationally and the diversity of alliance partners gives collaborating firms access to a broader range of skills, perspectives and ideas (Koka & Prescott, 2002).

The past decade has witnessed drastic changes in the manufacturing sector due to an increasingly competitive business environment. Manufacturing companies have begun to outsource most production activities to their suppliers to focus on the business of core competencies. For example, in the automotive industry, major parts and vehicle systems are processed by suppliers. It is projected that by 2010, suppliers in the automotive industry will provide over 70% of vehicle costs (De Koker, 2001). Similar changes are observed in the electronics and telecommunications industries. High-tech giants such as Dell, Lucent, Cisco, Hewlett- Packard, and Ericsson outsource a major portion of their output. According to Lehman Brothers, the value of outsourced electronic goods will reach $280 billion in about three years (Selbert 2002).

1.2 Ethnic Minority Population in UK
The term ‘Ethnic Minority’ is uncertain for some people as it includes both culture and racial characteristics. There are several alternatives currently used to describe ethnic diversity. According to Economic & Social Research Council, ‘Ethnic group’ refers to people of the same race or nationality with a long shared history and a distinct culture. ‘Ethnicity’ refers to the intangible quality, or sense of being, derived from that shared racial or cultural affiliation. ‘Black and Minority Ethnic’ (BME) is a term commonly used by the Home Office. Other agencies use the term ‘Minority Ethnic Group’. 

Almost 4 million of the total UK population are now Ethnic minority communities in the UK. This figure is set to rise considerably for the near future. For example, the Bangladeshi community in London has grown by 25% between 1996 and 2001. The Black African population is the fastest growing ethnic minority group in the UK. The size of the minority ethnic population was 4.6 million in 2001 or 7.9 per cent of the total population of the United Kingdom. In Great Britain the minority population grew by 53% between 1991 and 2001, from 3.0 million in 1991 to 4.6 million in 2001.

Half of the total minority ethnic population were Asians of Indian, Pakistani, Bangladeshi, Sri Lankan and other Asian origin. A quarter of minority ethnic people described themselves as Black that is Black Caribbean, Black African or from other Black regions. Fifteen per cent of the minority ethnic population described their ethnic group as mixed. About a third of this group were White and Black Caribbean backgrounds.

	Origins 
	
	Total Population
	Minority Ethnic Population

	
	Count
	%
	%

	White
	54,153,898
	92.1
	n/a

	Mixed
	677,117
	1.2
	14.6

	Asian or Asian British
	
	
	

	Indian
	1,053411
	1.8
	22.7

	Pakistani
	747,285
	1.3
	16.1

	Bangladeshi
	283,063
	0.5
	6.1

	Other Asian
	247,664
	0.4
	5.3

	Black or Black British
	
	
	

	Black Caribbean
	565,876
	1.0
	12.2

	Black African
	485,277
	0.8
	10.5

	Black Other
	97,585
	0.2
	2.1

	Chinese
	247,403
	0.4
	5.3

	Other
	230,615
	0.4
	5.0

	All Minority Ethnic Population
	4,635,296
	7.9
	100

	All Population
	58,789,194
	100
	n/a


Figure 1.1: Census 2001, Figures of UK Population 

Census 2001 (figure: 1.1), shows that 92.1 per cent of the UK population described themselves as white (though not necessarily British). The remaining 7 per cent (4.6 million) belonged to non-white ethnic minority groups. Britain is a diverse society with a long history of immigration. During the last fifty years in particular, it has become increasingly multicultural. The 2001 Census figure quoted above represented a 53 per cent growth in the minority ethnic population between 1991 and 2001, from 3.0 million in 1991 to 4.6 million. Around half of the non-White population in 2001 were Asians of Indian, Pakistani, Bangladeshi or other Asian origin. A further quarter were Black, and fifteen per cent of the non-White population were from the Mixed ethnic group. About a third of this group were from White and Black Caribbean backgrounds.

1.3 Ethnic Minority Populations Lifestyle in UK
Geography: 45 per cent of the UK’s entire minority ethnic population lives in London. The area of the country with the second largest proportion of the minority ethnic population is the West Midlands (with 13 per cent). At the 2001 Census, the English regions with the lowest proportions of the minority ethnic population were the North East and the South West. In each case, ethnic minority people made up only 2 per cent of the population. 

Labour Market & Income: People in minority ethnic groups in the UK had higher unemployment rates than White people in 2001/02. Bangladeshi men and women had the highest unemployment rates at 20 per cent and 24 per cent respectively. In 2001/02 just over 40 per cent of Bangladeshi men aged under-25 were unemployed compared with 12 per cent of young White men. In 2000/01 Pakistani and Bangladeshi households in Great Britain were more reliant than other groups on social security benefits, which made up nearly a fifth (19 per cent) of their gross income. Benefits were also a considerable source of income for the Black group (15 per cent).
Education: Indian girls and boys in England and Wales, were more likely to get five or more GCSEs at grades A*-C than their White, Black, Pakistani and Bangladeshi counterparts. 66 per cent of Indian girls and 54 per cent of Indian boys achieved this in 1999. In 2001/02, people from Chinese, Indian, Black African and Other Asian groups were more likely to have degrees than White people in the UK. Pakistanis and Bangladeshis were the most likely to be unqualified.
Victims of Crime: In 1999 in England and Wales the risk of being the victim of a racially motivated incident was considerably higher for members of minority ethnic groups than for White people. The highest risk was for Pakistani and Bangladeshi people at 4.2 per cent, followed by 3.6 per cent for Indian people and 2.2 per cent for Black people. This compared with 0.3 per cent for White people.
Lifestyles: In England in 1999, Bangladeshi men were the group most likely to smoke cigarettes (44 per cent), followed by Irish (39 per cent) and Black Caribbean men (35 per cent). Among women, Irish and Black Caribbeans had the highest cigarette smoking rates, although only Irish women (33 per cent) had rates higher than the general population (27 per cent). In England in 1999, more than 34 per cent of Irish men and almost a fifth of Irish women drank above 21 units of alcohol a week for men and 14 units a week for women. All other minority ethnic groups were less likely than the general population to drink above these levels.
1.4 Ethnic Food
Since the end of World War II, the British have been gradually widening their exposure to international foods. European foods such as Italian have become widely accepted and incorporated into British cooking. The British have more recently developed a taste for more exotic ethnic foods. According to Jones (2000) this interest continues to grow in the UK, fuelled by long haul travel (over 6 million trips are expected from this country this year), an increase in variety of restaurants in the UK, high profile television cookery celebrities, as well as greater availability of ethnic meals and ingredients in supermarkets. According to an April 2000 study by AC Nielson, the ethnic food market is worth $370 million, up more than 16 percent from the previous year with the Indian, Oriental and Mexican sectors showing the greatest growth. One prominent ethnic food company estimates that this market will grow to £340 million by 2003. 

Many parts of Britain are now “ethnic” with the practices and traditions of Asia and the Caribbean having a great influence on society. A good example of this is the fact that the nation’s number one favourite ethnic dish is Chicken Tikka Masala. The younger generation is becoming increasingly comfortable with ethnic foods, branching from the traditional favorites of Indian, Chinese and Italian to include the cuisine of countries like Malaysia, Vietnam, Indonesia, Japan, Thailand, the Caribbean and Mexico. Ethnic foods are marketed in various ways with instant meal solutions becoming increasingly popular. All the major UK multiples offer expanding ranges of ethnic ready meals some available in restaurant style take away format. Microwaveable snack foods, cooking and stir fry sauces, and ready prepared ingredients offer excellent opportunities. Convenience, authentic taste and easy to use packaging are all required for product success. A niche market for ready meals for the Muslim community has remained largely untapped as few companies offer meals made with Halal meat. Increased foreign travel, more disposable income and an interest in experimenting with new foods means that further growth is likely in the retail ethnic food market.

1.5 Ethnic Business 

Ethnic Minority Businesses (EMBs) are making an increasingly important contribution to the UK economy. EMBs, like any other business, require sources of finance to fund the enterprise at start-up and, later, to fuel expansion. Rath (2003) notes that ethnic minority owned enterprise is now deeply rooted in the European and North American urban economy. It is observing that ‘the fate of advanced cities and that of immigrants have become closely intertwined’. In the case of Europe, not only must ethnic minority businesses be seen in most cases as a new development, largely brought into being by the urban restructuring of late capitalism but also a significant capitalism to that economy. Previous researches have suggested that EMBs experience greater problems in raising external finance than White businesses (WBs). This appears to be especially the case for Black owned businesses. However it is not immediately clear whether these problems are due to ethnic discrimination by finance providers or due to differences in lending risk between EMBs and WBs.
About 6% of the SME population are ethnic minority businesses (EMBs); this amounts to around 218,000 businesses (Fraser, 2005). EMBs employ almost a million people (about 7% of the total employment by SMEs) and generated revenues of over £58 billion for the UK economy in 2004 (source: UKSMEF). In this regard, EMBs constitute an important part of the SME sector and the UK economy as a whole. The economic importance of EMBs looks set to increase in the future since the ethnic minority population in the UK is growing faster than the White population.
EMBs, like any other business, require sources of finance to fund the enterprise at start-up and, later, to fuel expansion. Unless the business owner is very wealthy or the business is mature enough to have generated its own capital, at least some of this finance will have to be accessed from external sources. On this issue, Fraser (2005) indicated that most SMEs are currently enjoying favourable access to external finance. However, the report also hinted at poorer access amongst EMBs as a whole relative to otherwise similar white-owned businesses (WBs). However due to the small sample of EMBs more definitive conclusions were not possible. Previous research has also suggested that EMBs experience greater problems in raising external finance than WBs (Jones et al, 1994) and that Black owned businesses experience the greatest problems with external finance (Curran and Blackburn, 1993). The question of whether these different financial outcomes are due to ethnic discrimination or whether they reflect differences in lending risk across ethnic groups was not addressed in these reports.
According to Key Note Publications Ltd, estimates that the total UK ethnic foods market (including rice) grew by 3.5% in 2006 to £1.38bn at retail selling prices (rsp). Excluding rice, the ethnic foods market rose by 3.7% to £1.15bn at rsp. The ethnic foods sector is split into six subsectors. These are: Indian, Chinese, Mexican/Tex-Mex, Thai, Caribbean and other types of ethnic foods. Indian food is the largest subsector, followed by Chinese. These two subsectors have dominated the market for many years, although they are relatively mature and other subsectors are currently demonstrating higher levels of growth. Some of the faster-growing subsectors are included under the heading of other types of ethnic foods, which includes varieties such as Malaysian, Japanese and Indonesian. This also includes Polish foods, which one supermarket has recently described as being the fastest-growing ethnic food range it has ever launched in Great Britain.
1.6 Case Study of Ethnic Restaurant
In Britain the term ‘Indian Restaurant’ has become common currency to signify any catering establishment serving cuisine derived from the Indian Sub-Continent. ‘Indian Restaurant’, this label makes about as much sense as ‘European’ restaurant but as a brand image it has clearly succeeded in ringing bells in the popular perception, such as ‘Gujrati’, ‘Madrasi’, ‘Punjabi’ or ‘Kashmiri’ would come in mind. A very large proportion of such restaurants are actually owned by Pakistanis and even more so by Bangladeshis. These two nationals are noted for a high degree of occupational specialisation in catering (Sly et al. 1998). Birmingham was identified as one of Britain’s most Asian localities in the 1991 Census (Slater, 1996), with over 14 percent of its resident population classifying themselves in one or other of the South Asian categories, Indian (over 51,000 people), Pakistani (66,000) and Bangladeshi (almost 13,000). 

Rekers and Kempen (2000) see the following as paramount in shaping the pattern of opportunities open to ethnic minority enterprise: 
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· Socio-cultural characteristics, another influence upon demand as ethnic entrepreneurs may be better adapted than others to emerging tastes and consumption patterns. 

· Neighbourhood variation, which states the obvious but important truth that social geography creates spatial uneven customer potential

· Spatial location, implying that ethnic minority firms must take conscious account of this unevenness 

· Local state policy; the local regulatory and enterprise support regime. 

In Britain, the consumption of food and drink in restaurants, from takeaway outlets and other sources outside the home, is going through a rapid expansion. Expenditure on eating out increased by 23 percent in the very short period of 1994-1998, with a significant 46 percent leap in ethnic food consumption (MAFF, 1998). Ball(1999), who offers a list of forces contributing to the growth of eating from takeaways – higher disposable incomes, increase of women in the labour force, increase in one person households, increase in personal spatial mobility. All these taken together certainly do go far to account for the momentum towards takeaway eating and restaurant dinning. According to Narayan (1995), in the case of south Indian cuisine, exploration of the relationship between ‘Indian restaurants and their customers. According to this author white English attitudes to Indian sub-continental food are necessarily coloured by what she calls ‘food colonialism’ and ‘culinary imperialism’ 
1.7 Aims and Objectives
Curry has been acclaimed as a British National Dish and the popularity of so-called Indian restaurants across the UK. However, there appear to be signs that South Asian restaurants are losing ground to other ethnic and especially, European and Asian cuisines, such as Italian, French, Chinese, Thai and Malay etc.
This adds to the intense competition amongst South Asian restaurants themselves, to the growth of the South Asian takeaway sector and to the steady increase of South Asian products sales in major supermarket chains. Such a fiercely competitive environment could leave many of the restaurants facing a position of falling profits or, in the worst of the cases, a loss of viability within the next few years. This is especially concerning in the light of the deceleration of the economy that has become patent during the last few months and which is viewed by many as the sign of an economic recession. With ethnic minority people specialising in this business industry the aim of the study is to ‘Analyse the reality of the ‘Co-Opetition’ amongst the ethnic restaurants’ particularly around Neath Port Talbot region.

The literature review carried out for the purpose of this study has identified that there are several Indian Restaurants and Takeaways in Neath Port Talbot Region that are involved with the term of ‘Co-Opetition’. Figure 1.2 shows a map of the Neath Port Talbot region that covers the fourteen Indian Restaurants and Takeaways interviewed for this case study. Also each of the fourteen establishments that have been interviewed, on Appendix F, Appendix G, Appendix H, Appendix I, Appendix J, Appendix K has their Location Map, Menu Design and Shop Front Pictures.

The objectives of this analysis are the following: 

1. Critical review of the concept of Co-Opetition and supporting literature. 

2. Evaluate the necessary conditions for effective Co-Opetition & survival.

3. Develop a case study of Indian Restaurants & Takeaways in the Neath Port Talbot Region.

4. Generate valid recommendation for the sector, region and the industry for future development. 
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Figure 1.2: Map of the Neath Port Talbot Region 
Chapter 2

Review of Literature

2.1 Introduction
Curry has been acclaimed as a British National Dish, and the popularity of so-called Indian restaurants across the UK is indubitable. In the last two decades there has been a dynamic growth in consumption of ethnic foods both in and outside home in the UK. The total expenditure on the ethnic eating including restaurants and takeaways is estimated to be over £1 billion annually. There are an estimated 6,000 Chinese restaurants, 5,500 Indian restaurants and 300 Thai restaurants in UK. Consumers in the UK are increasingly looking for more authentic ethnic dishes. Some Indian foods had previously been anglicised to accommodate the UK consumer’s palate. But the UK consumers are now demanding spicier dishes. 

According to Claire, et al (2005) there appear to be signs that South Asian restaurants are losing ground to other ethnic and, especially, European cuisines, such as Italian and French. This adds to the intense competition amongst South Asian restaurants themselves, to the growth of the South Asian takeaway sector and to the steady increase of South Asian products sales in major supermarket chains. Such a fiercely competitive environment could leave many of the restaurants facing a position of falling profits or, in the worst of the cases, a loss of viability within the next few years. This is especially concerning in the light of the deceleration of the economy that has become patent during the last few months and which is viewed by many as the herald of an economic recession. South Asian communities in Britain feature substantial self-employment patterns together with notable clustering in certain industries such as the hospitality and retailing sectors. With ethnic minorities being particularly vulnerable to unemployment, it is appropriate to analyse whether their businesses are in a position to compete successfully, and therefore remain viable. This literature review will suggest how the term co-opetition can make or break a business for long term especially in the Port Talbot Region. 
2.2 Competition
Competition is the rivalry of two or more parties over something. Competition is a ubiquitous feature of society and economic competition is the pre-eminent dynamic force within capitalist market economics. Neither competition nor the market is inevitable or natural. Markets have to be created through processes of social change and public regulation. The extent of competition within markets is extremely variable. It is conditioned by regulatory frameworks as well as by market structure, technology and economic behaviour. 

According to Porter, M.E. (1985) Competition is at the core of the success or failure of organisations. Competition determines the appropriateness of an organisation’s activities that can contribute to its performance such as innovation, a cohesive culture or good implementation. This is the search for a favourable competitive position in an industry, the fundamental arena in which competition occurs. Competition aims to establish a profitable and sustainable position against the forces that determine industry competition. 

“Competitiveness is the ability to produce the right goods and services of the right quality at the right price at the right time. It means meeting customers’ needs more effectively and more effectively then other firms.”







(HMSO, 1994 p.9)

Bruce Doern, G. & Wilks, S. (1996) mentions, Economic theory is far from combined on how competition should be and how far competition can be taken as the main reason of behaviour in the market. It follows that economic prescription offers varied recommendations on the extent. Also the nature of competition should be pursued within the market and on the balance between competition and co-operation. Despite this uncertainty it is universally accepted that competition is essential in order to deliver the benefits available from the market. 

In the period of e-business, competitive moves in the marketplace are illustrated by speed and intensity. Many large companies such as Cisco, the Big Three automakers and Dell, have launched e-business initiatives via Inter Organisational System (IOS). Cisco initiated eHub to drive deep, real-time knowledge exchanges along its extended supply chain. The Big Three automakers joined forces on two fronts to reap the benefits of the economies of scale and scope afforded by IOS: one in establishing a B2B automotive-procurement portal linking the three automakers, other automakers, and their suppliers. The other in establishing a Business to Business repair-parts portal linking the three automakers, other automakers, dealers, auto body shops, insurance companies, and retailers. Dell leveraged the Internet to extend its reach to diverse customers and suppliers, enabling agile moves in build-to-order, new product introduction, competitive pricing, and marketing and sales. B2B exchanges have proliferated in almost every industry, such as e-Wood for lumber and building materials exchange, Scana Online for gas and electricity auctions, ChemConnect for chemical exchange and Orbitz for air travel exchange. These inter organisational systems, by providing common infrastructure for managing interdependencies between organisations have opened avenues to collaboration on a wide range of dimensions. They have also opened avenues to collaborative linkages among competing firms, leading to a growing ‘Co-Opetition’ in e-business.

The competitive view has dominated for a long time several fields of management research: from strategic management (Porter, 1980, Barney, 1986) to organisational economics (Williamson, 1975, 1985) to marketing management (Borden, 1964) and it has represented the dominant concept during the eighties. This approach assumes that organisations’ interdependence, both horizontal and vertical is based on a individual interest search. 

With reference to Horizontal interdependence, the competitive perspective emphasizes the search of above than normal profit realised either when an organisation gains an advantageous position in an industry (Porter, 1985). According to Wernelfelt (1984), when it mobilises and deploys resources and distinctive competences that enable it to offer superior products in relation to its competitors. In other words, this perspective aims to an organisation rent seeking behaviour which takes place through value creation strategies and brings to above normal economic returns. 

With reference to Vertical interdependence, the competitive perspective highlights the search for value appropriate in economic exchanges. The competitive perspective assumes that the exchange is a discrete event in which the economic value previously generated by the organisations is shared among them according to the principle of allocative efficiency. The value sharing can take place either according to an instant fairness principle. As the traditional marketing theory implicitly assumes (Borden, 1964) or making use of opportunistic behaviour as admitted by transaction cost economics (Williamson, 1975, 1985).

Porter (1980) has identified five competitive forces that shape every industry and every market. These forces determine the intensity of competition and hence the profitability and attractiveness of an industry. Porter’s model is based on the insight that a corporate strategy should meet the opportunities and threats in the organisations external environment. 
[image: image2.png]Five Force:

Analy

Threat of
new entrants

Bargainin COMPETITIVE Bargaining
power of RIVALRY power of

Sippilers Buyers

Threat of
substiuite
products

Adapted from MLE. Porter, Competitve Strategy, Free Press, 1980,




Fig. 2.1 Five Force Model

Figure 2.1 shows the Porter’s 5 Forces. According to Porter (1980) a framework for diagnosing industry structure, built around five competitive forces that erode long term industry average profitability. According to that author Rivalry among competing organisations are usually the most powerful of the five competitive forces. The strategies followed by one company can be successful only to the extent that they provide competitive advantage over the strategies being followed or instructed by the rival company. The threat of new entry will depend on the barriers of entry. These are typically, economies of scale, high initial investments and fixed costs, Cost advantages, Brand loyalty, Distribution channels are controlled by existing players, Existing players have close customer relations, Legislation and government action etc. In many industries companies are in close competition with producers of substitute products in other industries. Similarly to the threat of new entrants, the threat of substitutes is determined by factors like, brand loyalty to customers, close customer relationships, relative price for performance of substitute etc. The bargaining power of the suppliers affects the intensity of competition in an industry, especially when there is a large number of suppliers, there are only a few good substitute raw materials. When customers are concentrated, large, or buy in volume, their bargaining power represents a major force affecting intensity if competition in an industry. 

2.3 Co-Operation
As mentioned on Wikipedia Cooperation is the practice of individuals or larger societal entities working in common with mutually agreed upon goals and possibly methods instead of working separately in competition and in which the success of one is dependent and contingent upon the success of another. Witt, E. (2007) mentioned at an article that fifty years ago his grandmother had the solution for today’s industry woes. To give each of her four grandsons a larger piece of her famous apple pie, she made the pie bigger. As author mentions that the same message was delivered by Dr. Barry Nalebuff writer of the book ‘Co-Opetition’. 

Nalebuff’s message is as simple as it is complex: By working together, companies can increase the size of the pie they’re competing for, thus making everyone’s slice of that pie bigger. Why beat each other up for a bigger slice of the same size pie, as competitors currently do? Nalebuff’s theory is refreshing at a time in our history when the news is dominated by unending stories of war. According to the Yale professor, you can be rewarded for doing well, not necessarily for beating the stuffing out of your competitors. The message is: Business is not war; it’s cooperation.

A cooperative view party spread out as a reaction to the competitive approach. This highlights the development of collaborative advantage. With the spread of the cooperative view, the view of the business world has changed thoroughly giving rise to a network of strategic interdependence among organisations pursuing convergent interest and deriving mutual benefits (Contractor & Lorange, 1988). 

Increase in the marketing management field with reference to vertical interdependence (Hakansson & Ostberg, 1976). This view has quickly developed at the turn of the decade between the eighties and nineties in other more familiar research fields, ranging from strategic management (Contractor & Lorange, 1988; Hamel, Doz & Prahalad, 1989; Dyer & Singh, 1998) to organisational economics (Griesinger, 1990; Hill, 1990) and covering a wide array of strategic interfirm arrangement. The first insights of cooperative view have marked the transition from the transactional to the relational marketing paradigm (Hakansson & Ostberg, 1976; Borg, 1991).

The complexity of technological systems (Powell, Koput & Smith-Doerr, 1996) and the increasing turbulence in the competitive scenario (D’Aveni, 1994; Bettis & Hitt, 1995) have strengthen more the importance of interfirm relationships as of value creation and a way to stimulate organisation performances (Dyer & Singh, 1998; Lorenzoni & Lipparini, 1999). By helping organisations to enhance their strategic flexibility and learning capability (Volberda, 1996), interfirm relationships are considered a strategic asset and a source of competitive leadership in the current fast moving competitive environments (Teece, Pisano & Schues, 1997).

The economic interest to keep on with the current relationship and to enter new relationships in the future makes reputational concerns to emerge (Axelrod, 1984; Hill, 1990) and keep the partners aligned to the norms of trustworthy behaviour (Brusco, 1996; Griesinger, 1990). 

2.4 Competition vs./& Co-Operation
If the characteristics of open source development models were to be defined by a unique expression, ‘cooperation and competition’ would probably be the one to chose. The combination of both mechanisms is visible in almost any open source project. For example in an industry where every project and company is in some sense competing with others for resources and market acceptance, while collaborating with the reprocess of the same code base. In a market al the traders are forced to compete by exposing the tools they are using and improvements are quick to spread through the competing projects in a manner quite different to the traditional industry. Competition and collaboration are probably the ultimate cause of the high efficiency which open source projects reach. 

Social psychologists and organizational theorists interested in the problem of social interdependence were the pioneering students of the relationship between competitive and cooperative relations. Their work has had a lasting influence. The concept of interdependence, classically formulated by Emerson (1962), is unrelated to the term "independence" in Smith's definition of competition. These scholars defined dependence as the extent to which one actor in a dyad controls resources that the other strives for, and interdependence as the sum of the two dependence scores in a dyad. They use terms "negative interdependence" or "competitive interdependence" if two actors strive for the same resources without cooperating. The term "negative interdependence" originates from social interdependence theory (Deutsch 1949; Johnson and Johnson 1989). According to the theory, negative interdependence reinforces people's view that achievement of their own goals is contingent on others' failure to achieve theirs and locks in those patterns of interaction where individuals obstruct each other's efforts. Empirical studies of interaction in small groups have supported this argument (Johnson and Johnson 1989, 2003).

Gulati (1995a; Gulati and Gargiulo 1999) formulated organisational theory's interdependence argument in causal terms and tested it. In his analysis of 166 firms in the new materials, industrial automation and automotive products sectors, Gulati found that firms are more likely to form alliances if they are Interdependent. Gulati's measure of interdependence gauges the absence of overlap in national origin and industry sub segment, whereas industry sub segment captures complementarily across different technological position within an industry.  His analysis suggests that competing in the same or similar technological position hold backs cooperation because it does not create enough complementary resources to offer to the potential partner.
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Figure 2.2: Competitive Embeddedness

Figure 2.2 integrates the causal mechanisms just outlined and gives a visual representation of the competitive embeddedness hypothesis. The hypothesis asserts that the likelihood of the emergence of cooperation between two firms is positively related to the intensity of past competition between these firms. This effect is expected because competition triggers the causal chain from mutual awareness through repeated interaction to familiarity, trust and cooperation. The discussion section will address alternative mechanisms which may produce the same effect.

Cooperation as from a repeated game need not be based on trust (Axelrod, 1984). It is argued that trust flows from lack of knowledge or unawareness. Cooperation may then be forced by conditions of competition. Cooperation when based on trust and mutually compatible goals (Richardson, 1960, 1972) does not begin from a position of competition. Often, cooperation and competition are played over on different turfs and/or at different times and for complementary goals. Trade networks (Hamashita, 1995), business communities (Tripathi, 1987; Wong, 1988) and business in general (Polanyi, 1957) have been carrying on their businesses based on trust and cooperation.

Trust-based transactions could carry risk-bearing premiums which take care of the risk (Hamashita, 1989). Risk and trust need not then be supplementary to each other. Similarly, competition and cooperation need not be supplementary to each other. Rarely do we come across predator–prey relations or competing to the death situations. Most situations begin from trust based on a priori ignorance, carried over through risk-weighted trusts and engage competitors who cooperate on joint development of resources or markets.

April 2004, as archrivals Sun Microsystems and Microsoft signed a 10-year cooperation agreement (Poletti 2004). In an April 2nd 2004 interview broadcast on Fox News, Steve Ballmer. Microsoft's CEO explained it this way: "I've known the CEO of Sun Scott McNealy through thick and through thin so to speak and we run businesses and those businesses compete, but those businesses also need to collaborate." Similar statements accompanied the formation of the Sony-Samsung alliance in late 2005, which was facilitated by personal ties between the companies' leading engineers (Dvorak and Ramstad 2006).

2.5 Co-Opetition
Zineldin (1998, 2000) describes Co-opetition as a business situation in which independent parties co-operate with one another and co-ordinate their activities. Thereby collaborating to achieve mutual goals but at the same time compete with each other as well as with other firms or organisations. Co-opetition thus implies that organisations can interact in rivalry due to conflicting interests and at the same time co-operate due to common interests (Bengtsson and Kock, 2000).  Hensler (2000) describes as a Myth the notion that competition is an inevitable, productive, enjoyable and character-building part of human nature. 

“The simplest way to understand why competition generally does not promote excellence is to realise that trying to do well and trying to beat others are two different things”






(Kohn 1992)
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Figure 2.3: Competition and Collaboration Johnson, et al. (2008)

As the figure 2.3 shows that according to Johnson, et al (2008) competitiveness can be improved by collaboration to achieve many different benefits or targets for an organisation. Such as:

· Increased selling power

· Increased buying power

· Increased barriers to entry

· Decreased risk of substitution

· Entry to new markets

· Shared work with customers

· Stakeholder expectations etc.

According to conventional management wisdom, the term co-opetition was coined by Nadar, the CEO of Novell and introduced into strategy research by Brandenburger & Stuart (1996) and Brandenburger & Nalebuff (1996). According to Afuah (2000), the word coopetitiors is used in the place of the phrase suppliers, customers and complementors. This idea suggests that the word and notion of coopetition is a mere substitute of the more familiar stakeholders. 

Bellow here are the lists of Zineldin (1998), where the author describes the necessary conditions of Co-Opetition:

1. two or more individuals, groups or organisations are willing to be engaged in an interactive exchange relationship

2. each party possesses something of value that the other party wants

3. each party is willing to give up its ‘something of value’ to receive in return the ‘something of value’ belonging to the other party – in other words, the relationship is perceived to be mutually rewarding

4. each party is free to accept or reject terms and conditions of exchange that will leave them better off (or at least not worse off) than before the exchange

5. the parties are able to communicate and interact with each other

6. the parties recognise that ethical values and norms, interdependence, commitment and adaption are crucial for the creation, development and enhancement of a positive sustainable long term relationship

7. the parties can strike a positive balance between the pros and cons of the relationship.

Sherman (1992) stresses that the biggest stumbling block to the success of co-opetitive relationships lack of trust. According to the classic view, trust is a generalised expectancy held by an individual or an organisation that the word of another individual or organisation can be relied on (Rotter, 1967). Confidence on the part of trusting party results from belief that the trustworthy party is reliable and has high integrity. This is associated with such qualities as consistency, competence, honesty, fairness, responsibility, respect, helpfulness and benevolence (Sherman, 1971; Altman and Taylor, 1973). An organisation must consider all these factors as well as ethical standpoint and crisis resolution mechanisms. So that the mutual benefits and interests may be achieved and the relationship is thereby managed, maintained, sustained and enhanced. 

A number of authors such as Brandenburger & Nalebuff (1996), Lado, Boyd & Hanlon (1997), Gnyawali & Madhavan (2001) have emphasised the increasing importance of coopetition for today’s modern intense businesses. 

‘Co-Opetition’ can be described as limited co-operation between competitive companies on a project by project basis. ‘Co-Opetition’ is a business strategy based on a combination of cooperation and competition, derived from an understanding that business competitors can benefit when they work together. According to Brandenburger & Nalebuff (1996) ‘Co-Opetition’ business model is based on a games theory, scientific approach to understanding various strategies and outcomes through specifically designed games. In the traditional business philosophy translates to games theory’s zero sum game in which the winner takes all and the loser is left empty handed. Supporters of ‘Co-Opetition’ claim that it can lead to a plus sum game in which the sum of what is gained by al players is greater than the combined sum of what the players entered the game with. ‘Co-Opetition’ is frequently seen in computer and technology oriented industries where rapid technology advances will often encourage competitors to work together due to advances by other competitive companies. 
Brandenburger & Nalebuff (1996) have originally used this term coopetitors to embrace in addition to suppliers, customers, complementors and competitors. Cooperation with competitors is adequately embraced by ‘Co-Opetition’. As Bengtsson and Kock (2000) explains the level of relationships are: 

· Co-existence

· Co-operation

· Co-opetition

· Competition

· Repositioning

Co-existence indicates that the contract manufacturer is aware of the complementor but does not interact with that organisation other than is necessary in the course of pushing customer orders through the supply chain. Cooperation suggests frequent exchanges of information and the forming of alliances. These alliances can be either collaborative or cooperative according to whether the bond is short term or long term (Bronder and Pritzl, 1992; Hamel et al., 1989). Competitors and complementors come together on ‘Co-Opetition’ because complementors may hide others through competitive engagement and therefore there will be an element of ‘Co-Opetition’ where cooperation and competition are combined. Alternatively existing competitors may form alliances in an arrangement described by Hamel et al. (1989) as the schizophrenic notion. Competition is confined to the competitors and involves the action reaction pattern associated with organisations struggling for market share. Lastly if the contract manufacturer cannot compete then repositioning is required. 
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Figure 2.4: The Value Net (Brandenburger and Nalebuff 1996)
‘Co-Opetition’ could reduce the threat of any of these forces. According to Brandenburger and Nalebuff (1996) the ‘Co-Opetition’ model starts out with a diagramming process called the Value Net (Figure 2. 4). This represents as a diamond shape with four defined player designations at the corners: Customers, Suppliers, Competitors and Complementors. Brandenburger and Nalebuff (1996) justifies from this figure that an organisation could benefit from co-opetion with other organisations. Brandenburger and Nalebuff (1996), their Value Net theory also relates to Johnson, et al (2008) figure 2.3: Competition and Collaboration. Johnson, et al (2008) also justifies from that figure that how an organisation could benefit from competition and collaboration in the same time.

’Co-Opetition’ is an uncertain investment. The best successful ‘Co-Opetition’ relationships are true partnerships that meet certain criteria. This goes for a long term successful business partnerships. Zineldin (1998) has identified the following criteria of Survivals: 

· Individual Willingness, Motivation and Strategic fit – the partners have an individual willingness and strong motivation for entering the relationship. The have something of value to contribute. Partners have a common long term goal and want to make the relationship work to achieve it. 

· Interdependence – the partners have complementary assets and skills. Neither can accomplish alone what they can achieve together. 

· Cultural Fit – each partner carried out its commitments and has a trusting attitude. Both are able to share the information and knowledge requires enhancing and sustaining the relationship. 

· Organisational Arrangements and Institutionalisation – the relationship is given a formal status. The partners have defined responsibilities clearly and agreed on an effective dispute-resolution mechanism. 

· Integration and Integrity – the partners develop linkages and shared modes of operating. They build an effective communication system between many people at many organisational levels. They show mutual integrity and act in honourable ways to justify, enhance and sustain mutual trust and commitment. 

The co-opetitive view stresses that the ultimate interests of a partner are not necessarily aligned with the ultimate interest of the other partners. This partial or incomplete interest requires to explicitly taking into consideration the fairness problem within the cooperative game structure (Grandori & Neri, 1999). This has been instead, implicitly or explicitly taken for granted in the cooperative view. This structural changeability makes clear to the presence of uncertainty due to the competitive pressures of organisations interdependence. Some of the motives that explain competitive pressures, emerging within a cooperative structure can be summarised as follows. Some scholars have claimed that, in highly innovative cooperative contexts, the capability to detect opportunistic behaviour is low (Hennart, 1988). As a result the reputational incentives are weak (Hill, 1990). Other studies shows that with the development of trust in a cooperative framework the control processes carried out by the partners are sensibly weakened and this may result in a reason to one or more partners to behave opportunistically (Grandori, 1999). 

A coopetitive system of interfirm relationship may be characterised by different trust degrees which include: weak trust, semi strong and strong trustworthy behaviours and even distrust. Interfirm strategic trust contexts are naturally dynamic as they continuously evolve and change from one form to the other. Trust evolves both vertically (in degree) and horizontally (in time) and may be a source of temporary or sustained competitive advantage. In most strategic partnerships, each of these dyadic relationships is neither strictly competitive nor strictly cooperative they are simultaneously competitive and cooperative. Typically they involve mixed motives in which the partners have private and common interests (Gulati, Nohria & Zaheer, 2000).
Complementary organisations coming from different industries may not be completely united in the choice of the courses of action in the ongoing relationship. The value of a resource depends on the way in which a resource is combined to other resources (Penrose, 1959). A different resource endowment brought by organisations coming from different industries may result in an incomplete position. 

2.6 Examples Co-Opetition
High-tech companies including the likes of Microsoft, Netscape and Apple increasingly are embracing the strategy as they attempt to grow in cutthroat markets. Most experts say such collaboration is occurring because of the rapid convergence of many high-tech industries, brought on by deregulation and the arrival of new technologies. Pelline, J. (cnetnews.com, 1998) explains in his article that software companies such as Microsoft expand onto the Internet it has become possible to compete and cooperate with others at the same time.

Many of these deals such as the one with Infoseek expired on April 30th 1998, which had put Netscape in the position of negotiating with other competitors. Netscape executives used ‘Co-Opetition’ to describe the strategy they are pursuing and said they expected to announce new alliances with search engine and e-commerce partners.

The concept of ‘Co-Opetition’ created in the computer industry and one which is completely alien to British Politics has found its way to Westminster (BBC News, Nov, 1998). When Apple’s Steve Jobs announced that the company had a new Ally which was Microsoft had amazed loyalists of the company. It was the same when Real Networks agreed to sell Microsoft a 10% share and licence its technology and when Time Warner & TCI joined with Sega to for the Sega Channel. But the agreement between UK Prime Minister Tony Blair and Paddy Ashdown, leader of the Liberal Democrats, to work together could just give the OED the push it needs. The parties will work together on a range of policies which will doubtless include adopting the European single currency. Announcing the agreement, they said: "Of course we are two sovereign and independent parties working together where we agree and opposing each other where we do not." Mr Blair has faced opposition from some of his MPs. But it is Mr Ashdown who has faced the rougher ride. The deal, which refines Mr Ashdown's previous policy of "constructive opposition", has been backed by his MPs and party hierarchy. But many activists, who have been fighting Labour for years as their main opposition, are strongly opposed. One of their main fears is that, as the junior partner, they will get swallowed by the Labour machine.

For those worried by ‘Co-Opetition’, it may be interesting to consider how the Apple/Microsoft deal has worked. It was in some of Apple's darkest days that Gates gave the company a boost by a modest investment and - more importantly - a pledge to publish Microsoft Office software for the Mac. 

And yet just over a year on it is Apple which can look back on a good year. It pulled through its dark days and the iMac has been a huge marketing success. And the bottom line is that Apple is now back in profits. 

 Microsoft continues to build closer ties to Apple, its archrival in the PC operating-system market. Two weeks ago, Microsoft unveiled plans for unifying Java applications on Windows and Macintosh systems, an announcement that came seven months after the software giant agreed to invest $150 million in the computer maker. 

America Online and Microsoft agreed to team up on online offerings. The world's largest online service began carrying Slate, Microsoft's online magazine. Although the Microsoft Network and AOL are fierce competitors, the two apparently are willing to work together to boost readership to their sites. Web aggregation sites work on the same principle. 

Smaller Internet service providers, such as Whole Earth Networks increasingly find themselves turning to ‘Co-Opetition’ with larger support providers. The peering agreements allow them to provide connectivity to their customers.
Gonsalves, A. (InformationWeek, Nov 2007) says Dell and Sun Microsystems rivals in the computer hardware market unveiled on a ‘Co-Opetition’ agreement. Dell would sell servers preinstalled with Sun’s latest Solaris operating system and then funnel customers to Sun for support and services. This example shows how the computer industry is being driven by corporate demand for openness among technology vendors. Since the ‘Co-Opetition’ agreement 12 million Dell customers have downloaded either Solaris or Open Solaris, the open source version of the operating system. About 70% of Solaris installations are on Dell and their partners.  Very similar situation goes to Cisco & Microsoft. Sanders, T. (Networkers, Cisco, Jul 2007) says that the Cisco chief John Chambers says that customers demand is driving Cisco to prevent a clash with Microsoft but the company seems uncertain about whether the firm can avoid a confrontation. The chief admits that it will be hard to prevent a market clash as both companies are expanding into each others turf. Chambers expressed hopes that the two companies will be able to continue their existing cooperation initiatives. 
Reardon, M. (ZDnet.com, Sep 2007) mentioned on his article that AT&T has exclusive deal to sell Apple’s iPhone for the use on its network in the USA. Like many partnerships in the technology industry this combination is looking like ‘Co-Opetition’. Apple already has Microsoft as well as their ‘Co-Opetition’ partner. 

“With the iPhone, Apple decides what products and services to load on the device. It’s a completely different model”





Mark Collins (VP of AT&T)
The concept of ‘Co-Opetition’ started off in the nineties amongst the IT technological industries but in current time all kind of industries taking this approach into account. These sectors are healthcare industry, music industry, car industry etc. Such company’s examples of working with ‘Co-Opetition’ amongst these sectors are given in Appendix A. 

‘Co-Opetition’ not only has advantages for the companies, it has many negative issues related to it too. Company’s such as Intel & Microsoft, Oracle & IBM, Microsoft & Apple etc every one had some kind of negative issues amongst them whilst trying to work with ‘Co-Opetition’.  Check Appendix B for detailed example cases of negative issues related to ‘Co-Opetition’. 
2.7 SME and Entrepreneurship
Small businesses are the most common form of enterprise or establishment in a nation regardless of industry. Most small business consists of a single establishment. Small businesses are the lifeblood of the economy. They are at the forefront of this government’s efforts to promote entrepreneurship, innovation and increased productivity. Small businesses are vitally important because of their role in the supply chain, the competition they stimulate and the ideas and products they bring to the market place. According to BNET.com Small Medium Sized Enterprise Statistics (2003) nearly 46 per cent of business employment was in small firms and 12 per cent in medium-sized enterprises at the start of 2003. UK businesses employed 21.7 million people, and had a combined annual turnover of 2,200 billion. These are among the National Statistics estimates released by the Department of Trade and Industry's Small Business Service. Small and medium-sized enterprise statistics for the UK 2003 provides estimates of the number of enterprises in the private sector, public corporations and nationalized bodies, their employment and turnover. The figures exclude government and non-profit organizations.
“Small businesses are and will continue to be the main providers of the new jobs.”






Hewitt (2000)

“Small enterprises, virtually no matter how they are defined, constitute at least 95% of all enterprises in the European Community.”









Storey (1994)

According to the Key Note Publications Ltd. (2007) in a report they have described that there were an estimated 4.0 million businesses at the start of 2003, a slight increase (0.2 per cent) on 2002. This was the highest figure since the current series began in 1994. Part of the increase is accounted for by revised estimates of self-employed jobs. Almost all enterprises (99 per cent) were small, with less than 50 employees. Only 26,000 were medium-sized (50 to 249 employees) and 6,000 (0.6 per cent) had 250 or more employees. 

A common classification of small business would be:

· Marginal firms – ordinary new independent business ventures, often started as a means to substitute income and commonly based on some kind of service orientation

· Lifestyle firms – usually started based on the entrepreneur’s profession and skills, not aimed at growing but at providing a good salary, perquisites and flexibility in the lifestyle of the owner. 

· High potential firms – companies started with the aim of increasing sales and profits and becoming a big corporation and therefore receiving the greatest investment interest and publicity. 

The public definition of small medium sized enterprises differs from one country to another. Such as:

· Unites States - a small business does not dominate its industry, has less than $20 million in annual sales and fewer than 500 employees,

· UK - govt. statistics on SMEs concentrated on those firms that employ fewer than 200 people

· The official European Union definition of an SME is a firm which has no more than 250 employees, is not more than 25% owned either slightly or jointly by a bigger company and has an annual turnover of no more than €40 million.

· Japan divides its SMEs into three groups. First group consists of mining, manufacturing, transportation and construction. Second group consists of wholesalers. Third group consists of retailers and service industries. In the first group, an enterprise is counted as an SME if it has up to 300 employees, in second group up to 100 employees and in third group up 50 people. 

· Hong Kong limits the number of employees in its understanding of SMEs to 100 in manufacturing and to 50 in non manufacturing industries.

Small businesses are also defined in law section 249 of the Companies Act of 1985 states that a company is small if it satisfies at least two of the following criteria:

· A turnover of not more than £2.8 million

· A balance sheet total of not more than £1.4 million

· Not more than 50 employees

The Bolton Committee (Bolton Report, 1971) adopted several definitions of a small business:

· In economic terms, a small business is one that has a relatively small market share

· It is managed by its owners or part owners in a personalised way and not through the medium of a formalised management structure. 

· It is independent, in the sense that it does not form part of a larger enterprise and that the owner/managers should be free from outside control and interference in taking their principle decision. 

Since the publishing of the Bolton report several authors have noted its shortcomings. Stanworth and Gray (1991) point out that statistical analysis is severely hampered by the use of varying definitions. Burns and Dewhurst (1996) add to this argument that any definition that uses a financial indicator invariably requires periodic adjustment in order to take account of inflation. Storey (1994) argues that despite the passing of over 30 years since the publication of the Bolton Report there is not a single uniformly acceptable definition of a small business. 

Entrepreneurship is the creation of an innovation economic organisation for the purpose of gain or growth under conditions of risk and uncertainty. In recent years there has been considerable and growing interest in entrepreneurs and entrepreneurship. According to Alvarez (1996): ‘entrepreneurship enthusiasm in the 1980s became a worldwide movement, spreading across countries regardless of level of development or even of their basic mentality or value orientation towards business activities’. Often the term entrepreneurship is equated with new venture creation and small business management (Gibb, 1996) and the concepts of owner management and self employment. People like Bill Gates, Sir Richard Branson are clearly entrepreneurs, the term is much broader than these concepts would suggest. Not all owner managers can be regarded as entrepreneurs nor are all small businesses entrepreneurial. Carland et al. (1984) have recognised this point and suggest that there is a clear distinction between the entrepreneur and the entrepreneurial venture and the small business owner and the small business venture. 

	Source
	Definition



	Knight (1921)
	Profits from bearing uncertainty and risk

	Schumpeter (1934)
	Carrying out of new combinations of firm organisation – new products, new services, new sources of raw material, new methods of production, new markets, new forms of organisation

	Hoselitz (1952)
	Uncertainty bearing … coordination of productive resources … introduction of innovation and the provision of capital

	Cole (1959)
	Purposeful activity to initiate and develop a profit oriented business

	McClelland (1961)
	Moderate risk taking

	Casson (1982)
	Decisions and judgements about coordination of scarce resources

	Gartner (1985)
	Creation of new organisation

	Stevenson, Roberts

& Grousbeck (1989)
	The pursuit of opportunity without regard to resources currently controlled

	Hart, Stevenson &

Dial (1995)
	The pursuit of opportunity without regard to resources currently controlled but constrained by the founders’ previous choices and industry-related experience


Dollinger, M. J. (2003) p,6
Figure 2.5: Definitions of Entrepreneurship 
For the Entrepreneurship the ten success factors are as follows: 

· Willingness to succeed

· Self-confidence

· A clear business idea

· The business plan

· Exact control of finances

· Targeted marketing

· A step ahead of the competition

· Management support

· Cooperation

· Clear company structure

Ethnic minority involvement in small business activity is an increasingly noticeable feature across Europe. In addition to the UK, France (Ma Mung 1999), Italy (Quassoli 1999), the Netherlands (Rath and Kloosterman 1999) and Germany (Wilpert 1999) have been marked by the growing participation of ethnic minorities in self-employment. Much research attention has focused upon explaining the factors that contribute to ethnic minority entrepreneurship. There has been a continuing debate on the apparent advantage afforded by the cultural resources of particular ethnic groups; the extent to which discrimination pushes minorities into self-employment; and the capacity of ethnic minorities to seize market opportunities (Barrett et al. 1996, Ram and Jones 1998, Rath 1999).
A business review by the bank of England on “Financing of Ethnic Minority Firms in UK” (1999, p.11) noted: Regardless of which source is used, it seems clear that members of the ethnic minority communities make up a significant part of the small firms sector. While ethnic minorities represent 5 percent of the UK population, around 9 percent of the new business start-ups in 1997 involved entrepreneurs from ethnic minority backgrounds. Currently such businesses represent almost 7 percent of the total business stock in the UK. It is likely that this figure will increase over time because the ethnic minority population is expected to double over the next 25 years. 

2.8 Family Business/Enterprise
In most countries family business is the most dominant form of business ownership and management. It was the industrial revolution of the 18th century that replaces family based craft industry with larger manufacturing enterprises. In the modern days the rise of giant service sector generated numerous new opportunities for family ventures. The big public companies tend to attract the most attention in terms of share offerings, stock values etc. but family businesses will undoubtedly endure as the backbone of enterprise. Family businesses are especially dominant in rural and peripheral areas because of traditional land owning patterns and the impracticalities of operating larger corporations in marginal economies. As shown in the next section 2.8 Cross Culture Business & Ethnic Entrepreneur figure 2.6, according to Ansoff’s (1957) two dimensional model, Britain’s ethnic minority entrepreneurs may alternatively pursue an ‘ethnic niche’ strategy, involving the marketing goods and services to well defined target groups of co-ethnic customers. A larger number of ethnic minority businesses operate in such markets, which are characterised by family involvement and geographical concentration. 

Holland and Boulton (1984) states that the monolithic concept of ‘family business’ does not adequately describe the complexity of the institution as it exists currently. They argue that the family business relationship changes according to the structure and size of the business. Gersick et al. (1997) taje this view forward and propose three dimensional view of the family firm which takes account of the position of a company in terms of family, ownership and business life-cycles. Westhead and Storey (1997) propose that family firms conform to three of the following four criteria: 

· Those having undergone an inter-generation transition

· Those having more than 50% of shareholding owned by family group

· Those companies where more than 50% of family members are involved in day to day management

· Where the company speaks of itself as a family firm,

Poutziouris and Chittenden’s (1996) representative study of the small business sector, only 25% of firms had more than one generation of family members and 29% of firms were husband/wife teams. The inter-generational transition element is the ultimate challenge and defining feature of the family firm. Barry’s (1989) categorisation identifies nine categories of family firms derived from two structural considerations which are ownership and managerial control. Within his topology three categories are identified as family firms they are as follows:

· 1st type is where firms involving family members in both ownership and management of the company

· 2nd type would include those firms with non family ownership but with family managers involved in day to day management. 

· 3rd type includes the family business that has gone public but where family members are still in senior management positions. 

Individualism is a prime orientation to the self and its opposite collectivism as a prime orientation to common goals and objectives. USA, UK, Canada, Australia and New Zealand are individualists. People in South America, Africa and Asia are collectivists. The Japanese and the Arabs are in between the two. The Japanese groupism has its origins in the strong tradition of the household. Motherhood is a primary value in eastern cultures. But the term has a broader meaning in Japan.

The family is very important in Chinese culture. In the Chinese system family ethics are based on relationship between particular individuals. In Japan they are based on the collective group that is members of a household not on the relationship between individuals. The importances of the family and of strong family ties among Asians in general are true for Chinese Families. Families are not only the bedrock of the Chinese society they are also the bedrock of Chinese business. A Chinese firm is almost always a family firm. Overseas Chinese have built up their strength among other factors on an unusual ethnic solidarity. 

“The secret of Japan consists in Japan’s ability to make a family out of a modern corporation. The secret of Chinese management may well consist in the ability of the Chinese to make a family into a modern corporation.”






Drucker, P. (1997)

The West is not consistent, as Anglo-American economic theory and practice is often not shared in the Scandinavian countries, France, or Germany. Networking amongst family-owned enterprises in Northern Italy; the German and the French educational set-up; the co-determination between labour and capital in Germany; and the universal banking tradition are not common to these fields within the Anglo-American world. The immigrant led USA was reassured by the facility with which it could re-engineer its organisations or institutions. The price it paid was in lost tradition and lost community. These could be reinstated through legal constructs. Jeremy Bentham, the philosopher of positive law, rejected the natural-law bases of US institutions (Bentham, 1988). This author explained that the people from India transformed themselves through positive laws. They did not have to give up tradition. These are the issues that have resurfaced now that we are pondering the long-term growth prospects of economies, based as they are these days on knowledge and the Internet. The role of knowledge in economies and their development was recognized quite early.
Majority of the ethnic minority restaurants, like others in the restaurant trade, rely heavily on family members in order to compete (Gabriel, 1988; Kitching, 1997). “Family Members” usually referred to males from a wide extended family. Female members of their households may have been involved in the businesses too. The rationale for the use of family labour was a familiar one: they could be trusted, they are flexible and there were cheap (ward, 1991; Phizacklea, 1990; Ram, 1992). A restaurateur also implicitly recognised the dearth of reliable staff when that person commented that family members can be shouted at any time. Family members can never say anything back. It also seemed that family members could also be relied upon to fulfil the vital task of managing the relationship with customers (kitching, 1997). According to some restaurateur, family members take interest, enjoy what they are doing. When you get the best out of them, the customers feel more comfortable. 
2.9 Cross Culture Business & Ethnic Entrepreneur 

Cross Culture business is the transactions taking place across national borders for the purpose of satisfying the needs of individuals and organisations. Cross culture business can be identified as International business too. These economic transactions consist of trade (importing, exporting) and direct investment of funds in overseas operations. About 80 percent of all direct investment is conducted by the 500 largest firms in the world. These firms also account for over half of all international trade. These sorts of trades are also known as multinational enterprises (MNEs). Examples of MNEs are as follows:

· Valkswagen investment of $6 million for the Czechoslovak automaker Skoda, which gave VW 31 percent interest in the firm in 1991 and guarantees its 70 percent of the company by 1995

· General Electronics’ investment of $150 million for a controlling interest in Tungsram, Hungary’s giant light bulb manufacturing plant.

International business is not limited to MNEs. Many SME businesses are also involved at the cross culture business arena. The information technology revolution and the advances in transportation mean that knowledge, skilled people, goods and services are extremely mobile. The world is now a global village, where the producers of goods and services often compete both domestically and internationally. 

Asian success certainly received a bump. It crashed in places but it was not ruined. Asia cracked where it had a bad piece of interface but it soon recovered because it has solid foundations. The innovative power of Japanese automotive and electronics firms is the stuff of fairy tale. South Korea is among the countries with the highest percentage of highly educated population and the lowest drop-out rates in the world. The handshake of overseas Chinese businessmen closes deals in seconds often based more on pure trust and future opportunities than on rational considerations. The growth rate of Chinese Internet users is enormous. A Chinese or an Indian child knows about competition since he or she has to make a living where a billion are striving. Cooperation and competition are in two distinct sphere of living. They are not variations on the same theme of risk, as a Western theorist would have argued.

Competition and competitiveness have long been seen as the key forces that keep firms lean and drive innovation (Porter, 1985). Subsequently, Chan & Wong (1994) have commented that global competition requires a simultaneous need for global scale efficiencies, worldwide learning and local responsiveness. It is possible that a single firm would be unlikely to have sufficient resources, strategic capability and cross-cultural competence to achieve global competitiveness. A company does not have to expand globally itself to become exposed; global competitors may establish their own operation in the country of the firm.
The Chinese middle way approach (Chen, 2002) suggests that opposites acting interdependently may function effectively as a whole. For example, it could be suggested that the western tendency to analyse could be complemented by the eastern preference to manufacture, if carried out in the correct sequence. Another example might be the concept of individual responsibility (a western characteristic) for building effective teams (an eastern collectivist preference). Inherent in this suggestion is the notion that neither of the opposites needs to give up their unique identity. This would be a cause of conflict, steering organisations in coopetitive alliances towards the competition side of the equation.
Common sources of conflict in cross-cultural environments include ethical issues embedded in different business practices, such as financial reporting, workplace safety, environmental responsibility, employee treatment and the ever present issue of corruption (Buller, Kohls & Anderson, 1997). An example is the ongoing debate about when is it a gift or a bribe? The boundaries between right and wrong vary widely across cultures and because they are value-based, deeply embedded and therefore very resistant to change.

Britain’s ethnic entrepreneurs follow a number of alternative market strategies. These are illustrated bellow (figure. 2.6) by an adaption of the two dimensional model of strategy options for proposed and existing products in intended and current markets developed by Ansoff, (1957).


[image: image6]
Figure 2.6: Alternative Market Strategy of Ethnic Minority and Asian Business in the UK (Source: Adapted from Ansoff, 1957)

Ethnic minority population in the UK tends to be concentrated in fairly distinct geographical regions. Communities appear to stick together, where culture traditions can be observed and family business established. Throughout advanced industrial societies, the last decade has witnessed a significant increase in self employment and small business activity among ethnic minorities (Barret et al. 1996; Light and Bonacich 1988; Waldinger et al. 1990).

The ethnic minority enterprise provides members of various ethnic minority groups with an opportunity to promote their economic well being and protection against disadvantage within the host community. The restaurant sector in the UK has several examples where ethnic minority restaurants have successfully developed niche markets for specialist segments of the eating out market. Ethnic entrepreneurs have slowly widened their horizon amongst their local community. In UK the percentage of Indian males as ethnic entrepreneurs increased from 6% in 1971 to about 18% in 1982 with the equivalent figures for Caribbean males at 2% and 7% (Ward and Jenkins 1984). Chinese and Cypriot immigrants have come to dominate the traditional fish and chips trade. Indian and Pakistani entrepreneurs are now prominent in several other areas of retailing such as chemist shops, small grocery stores, travel agents etc. Bangladesh entrepreneurs are doing very well with the Restaurant Trade (Krcmar, 1984).

One of the most conspicuous features of the ethnic minority business population in Britain is the increasing disparity between the circumstances of different groups. This is clearly reflected in the patterns of self employment among the ethnic minority communities.  22% of the souths Asians such as Bangladeshi or Pakistani origins are self employed, whereas 7% for the West Indian or Guyanese. Equally high level of self employment among the Chinese and Mediterranean (Greeks, Italians, Turkish etc.) origin populations indicate that the propensity for entrepreneurs is not confined to South Asians (Curran and Burrows 1988).
Chapter 3

Research Methodology

3.1 Introduction
This study is based on an analysis. Although the study had three key aims, these aims focused upon the overall study that was to analyse the reality of ‘Co-Opetition’. 

The key elements to note here are: -

· It is an analytical study

· It is a study of the ethnic catering industry co-operation & competition amongst them

· This analytical approach and the meeting of the individual aims necessitated the use of existing ethnic restaurants data and its subsequent evaluation of this by the author. 

3.2 Research Methodology
The word research has definitively large amount of definitions, here are listed some which are mentioned as a contemporary research definitions:

· The systematic process of gathering, recording and analysing data (Finn, 2000)

· Research seek through methodological process to add one’s own body of knowledge by the discovery of non trivial facts and insights (Sharp, 1996)

· Systematic and organised effort to investigate a specific problem that needs a solution (Sekaran in Finn, 2000)

· Research studying something at a deeper level so that we can explain it and predict its behaviours (Marshall, 1997)

According to Collins and Hussey (2003), research methodology is concerned with the following main issues:

· Why you collect certain data 

· What data you collect

· From where you collected it

· When you collected it

· How you collected

· How you will analyse it

As Collins and Hussey (2003) say, there are two main research paradigms or philosophies, positivistic paradigm and phenomenological paradigm. The paradigm that is chosen has a great importance for the methodology that is used. If a researcher adopts a positivistic paradigm it is essential that the data that is used is highly specific and precise. Under a phenomenological paradigm the emphasis is on the quality and the depth of the data and it will mainly be qualitative data. In this research the emphasis is clearly on the quality and depth of the data and paradigm adopted would be phenomenological. 

There are various possibilities for doing this research. After identifying the research problem, it is possible to decide what kind of research material will be examined and to choose a research method that makes it possible to examine the problem. This research can be characterised as a qualitative case research. Qualitative research is based on qualitative research material. As Collins and Hussey (2003) suggests, qualitative data is concerned with qualities and non-numerical characteristics, whilst quantitative data is all data that is collected in numerical form. 

3.3 Case Study Method/Approach
The research approach was chosen to be a case study for several reasons. Like Collins and Hussey (2003) refer, a case study approach implies a single unit of analyses such as company or group of workers, an event, a process or even an individual. The usual methods to collect date for case studies are documentary analyses, interviews and observations. Eisenhardt (1989) refers to the case study as ‘a research study which focused on understanding the dynamics present within single setting.’ The case study method could be argued to be a form of action research which is usually more appropriate in a long-term project (Beardwell and Holden, 2001). Bell (1999) reiterates this point believing the case study approach gives the opportunity for one aspect of a problem to be studied in depth within a limited time scale. As the researcher will be immersed within the organisation as project manager this was not felt a hindrance; indeed, quite the opposite, an advantage.
As Forsman (2005) says in her study main assumptions of this kind of case study research are that:

· The reality is subjective and multiple and the participants in the study may see it different ways

· The world can be understood only from the point of view of the individuals directly involved in the activities in question

Yin (1994) mentions following characteristics of case study research, as mentioned by Collins and Hussey (2003)

· The research aims not only to explore certain phenomena but to understand them within a particular context

· The research does not commence with a set of questions about the limits within which the study will take place

· The research uses multiple methods for collecting data which may be both qualitative and quantitative

The advantages of adopting case study approach in researching the apparently excessive reality of ‘Co-Opetition’ amongst Ethnic Restaurants are:

· A holistic approach: using a variety of data sources. This results in the triangulation approach that ensures the subject is analysed from a variety of angles (Yin 1994)

· The case study benefits from prior developed theory to assist and help assess the information and data (Yin 1994)

· Many organisational phenomena such as sickness and absenteeism require a variety of research tools, all which can be included within a case study.

As Collins and Hussey (2003) say a case study approach can be very satisfying but there are some weaknesses. Access to suitable organisation might be one but is not an issue in this research. It might be difficult to decide on the limitations of the study. Although this research is focused on some of the particular organisations but it interacts with the rest of the society. Boundaries are quite clear but it might be challenging to have valid research results. Phenomenological/qualitative research methodology has both positive and negative aspects. This positive aspect that confirm the chosen method are that qualitative methodology tends to use small samples, it is concerned with generating theories, data is rich and subjective and the location is natural. 

3.4 Survey techniques and Data Collection Methods
As Collins and Hussey (2003) say there are two main sources of data. Original data is known as primary data, which is data collected at source. Secondary data is data which already exists. Secondary data can be referred to as qualitative data which can be thought of examining and reflecting on perception in order to gain an understanding of social and human activities (Hussey and Hussey, 1997).
Secondary data was collected for the following purposes: for literature review, to gather background information of Ethnic Restaurants and its operators. The Literature review was compiled by utilising various sources of information: academic journals, books, Internet etc. Search words that were used in different combinations were co-operation, competition, ‘Co-Opetition’, Indian restaurants in UK, Ethnic Restaurant, food business in UK, taste of Wales, different culture SMEs, family business, ‘Co-Opetition’ etc. The Internet was used for background information needed for analysing the situation amongst the UK Ethnic Restaurants. 

Primary data was collected using multiple methods: evaluating and comparing different restaurants research results, interviews and questionnaires. 

3.5 Triangulation
The multi method approach is known as Triangulation. Laws (2003) suggested that, ‘accounts collected from different perspectives may not match tidily at all. There may be mismatch and even conflict between them. A mismatch does not necessarily mean that the data collection process is flawed – it could be that people just have very different accounts of similar phenomena. You need to critically examine the meaning of any mismatches to make sense of them. This is where triangulation takes place’. Laws points out that the key to triangulation is to see the same thing from different perspectives and thus to be able to confirm or challenge the findings of one method with those of another. 

As this research method is qualitative, the study will be difficult to replicate and the lack of probability sampling will unfortunately make triangulation all the more difficult. As Punch (1998) would comment the aim of triangulation is to enhance the validity of findings. Denzin (1970) extended the idea of triangulation beyond its conventional association with research methods and designs. He distinguished four forms of triangulation:

1. Data triangulation, which entails gathering data through several sampling

Strategies, so that slices of data at different times and social situations, as well as on a variety of people, are gathered.

2. Investigator triangulation, which refers to the use of more than one researcher in the field to gather and interpret data.

3. Theoretical triangulation, which refers to the use of more than one theoretical position in interpreting data.

4. Methodological triangulation, which refers to the use of more than one method for gathering data.

Triangulation is sometimes used to refer to all instances in which two or more research methods are employed. Thus, it might be used to refer to multi-method research in which a quantitative and a qualitative research method are combined to provide a more complete set of findings than could be arrived at through the administration of one of the methods alone. However, it can be argued that there are good reasons for reserving the term for those specific occasions in which researchers seek to check the validity of their findings by cross-checking them with another method.

In this research triangulation was achieved through the analysis of the Trade and Community of the Ethnic Restaurants as well as interviews which included questionnaire and interactive analysis. 

3.6 Validity and Reliability
The two central concepts of severity in research are validity and reliability. Validity considers what is being measured or evaluated, whilst reliability is a measure of accuracy and response consistency (Poynter, 1993). Reliability can consider how well the research instrument addresses the overall research question and how consistent the individual questions within the research measure what they have to, with synchronic reliability (Silverman, 2001) considering ‘the similarity of observations within the same time period’ (Kirk and Miller, 1986: 41-42, cited in Silverman, 1993: 145). Positivists suggest that the reliability of research is increased by using pretested standardise questions, although inter-actionists consider that as the individuals cultural worlds are more complex, that systematic observation must take place before any interviewing (Silverman, 2001). Silverman explains that positivists also consider bias an issue because of both bad interviewers and bad interviewees, whilst inter-actionists consider that informants may distort social reality, or conceal what the interviewer wants to know. Nonetheless, they both share a common concern with regard the ways that interviewees are not fully moral or not intellectually up to scratch.
As Collins and Hussey (2003) say if a research finding can be repeated it is reliable. Under phenomenological studies and especially on case studies the reliability may not be given so much status. Collins and Hussey (2003) also suggest that it is not important whether qualitative measures are reliable in the positivistic sense but whether similar interpretation can be made on different occasion. Reliability is important to ensure that interviews really offer realistic results. 

Consistency was achieved by the researcher completing all interviews personally, with interviewer bias reduced by the researcher becoming conversant with relevant methods of conducting interviews as considered by Clark, et al (1998).
Silverman (2001) suggests that there are certain procedures to ensure reliability in qualitative research (interview surveys), such as

· Thorough pre-testing of interview schedules

· Thorough training of interviewers (be prepared)

· As much use as possible of fixed choice answers

· Inter-rater reliability checks in coding of answers to open ended or semi-structured questions

To keep validity high in qualitative research Silverman (2001) suggests

· Analytic induction

· The constant comparative method

· Comprehensive data treatment

· Using appropriate tabulations

In this type of qualitative case research the validity is seen the most important. To achieve the research objectives it is important that the research findings accurately represent what is really happening with the situation. 
Chapter 4

Results & Analysis

4.1 Introduction 

With ethnic minority people specialising in South Asian Restaurant & Takeaway business industry the aim of the study is to ‘analyse the reality of the ‘Co-Opetition’ amongst the ethnic restaurants’ particularly in the area of Neath and Port Talbot. The aim of this chapter is to present and analyse the relevant results of the study. The research interviews were conducted during the period of 17th of March, 2008 and 18th of April, 2008 with managers and owners of 14 different Indian Restaurants and Takeaways from Neath Port Talbot area. The length of the interviews was approximately half an hour, which was according the initial plan. The interview process had been planned to be semi structured to allow for data to be discussed freely and to be able to move with changing themes as and when they arose. There was a list of questions that were common to all interviews (see Appendix C), but using a semi structured approach allowed for the development of themes that had not been thought of prior to the interview. The interviewees’ representing restaurants and takeaways are marked as (see Appendix D): 

SHAH = Shah Tandoori Restaurant & Takeaway

BOMBAY  = Bombay Spice Indian Takeaway 

Jankowicz (1995) states measurement must be valid, that means they should be accurate and reliable meaning precise. This section attempts to analyse the validity and reliability of the research. Saunders et al (2000) identified a number of data quality issues in relations to the use of the semi structured interviews. The lack of standardisation in these interviews may lead concerns about reliability. There were several limitations in this process; the first was arranging to meet the appropriate personnel for interviews, since all concerned were busy, therefore it was both time consuming and on occasions frustrating to set up dates with the appropriate people. This was the cause of an extended interview period. Originally it was planned to be completed in 15 days but it took up a further 15 days. So the interview process took up around a month to be completed. Patton (2002) emphasises the validity, meaningfulness and insights generated from qualitative inquiry have more to do with the information richness of the cases selected and observation/analytical capabilities of the researcher than with sample size. Each and every single interview’s were conducted face to face. This way every single interviewee gave a very in depth and personal answer to the questions. The matrix analysis of different answers of different restaurants is shown in Appendix E. Each of the fourteen establishments that have been interviewed, on Appendix F, Appendix G, Appendix H, Appendix I, Appendix J, Appendix K has their Location Map, Menu Design and Shop Front pictures. 

4.2 Question 1: Information Regarding the Business
As the literature review suggested that small businesses are the most common form of enterprise or establishment in a nation regardless of industry. Ethnic minority involvement in small business activity is an increasingly noticeable feature across Europe. In addition to the UK, France (Ma Mung 1999), Italy (Quassoli 1999), the Netherlands (Rath and Kloosterman 1999) and Germany (Wilpert 1999) have been marked by the growing participation of ethnic minorities in self-employment. Question 1 was designed to seek an understanding of the knowledge of the interviewee on the Information regarding their Business,

1.1 What type of a business?

1.2 Age of the business?

1.3 First time owners?

1.4 Why choose Neath & Port Talbot region for opening an Indian Restaurant?

Answer to 1.1, where 12 out of 14 interviewee said they are part of an Independent Business where there may be a few partners sharing the same business. Independent business means they are purely there to compete with other competitors could be related in the same industry or other. 2 out of the 14 ‘SHAH’ and ‘SIMLA’ restaurant were through Family heritage or so call family based business. In most countries family business is the most dominant form of business ownership and management. Holland and Boulton (1984) states that the monolithic concept of ‘family business’ does not adequately describe the complexity of the institution as it exists currently. Poutziouris and Chittenden’s (1996) representative study of the small business sector, only 25% of firms had more than one generation of family memebers and 29% of firms were husband/wife teams.

Answer to 1.2, 12 independent business owners own their establishments in an average age of 4.75 years, whereas ‘SHAH’ and ‘SIMLA’ the family business establishments own their business in an average age of 17 years.  Even though these establishments are family owned both of the owners treat their businesses as Independent Business but co-operating other businesses and the local community are very important them too. They have developed this attitude towards co-operating other businesses as well the local community simply because in the old when they started their business the environment was not as friendly towards their business. ‘SIMLA’ says, “when we first started 12 years back there were not many businesses around Neath and when we needed help we didn’t get none so co-operating other businesses are very important to us because we know how people struggle when they first open their food establishments……………” ‘SHAH’ says, “we have been here for as long as 20 years. Port Talbot is our local community. Our kids are growing up here. It is important to us and our family for making the community a safer place to live as well as co-operate others to build the community bigger ……….……….” 
Answer to 1.3, 6 of the independent business owners said that this was their first business. For the rest of the 6 independent business owners this is either their second or one of many other businesses. A business review by the bank of England on “Financing of Ethnic Minority Firms in UK” (1999, p.11) noted: Regardless of which source is used, it seems clear that members of the ethnic minority communities make up a significant part of the small firms sector. While ethnic minorities represent five percent of the UK population, around nice percent of the new business start-ups in 1997 involved entrepreneurs from ethnic minority backgrounds. Currently such businesses represent almost seven percent of the total business stock in the UK. It is likely that this figure will increase over time because the ethnic minority population is expected to double over the next 25 years. Owner of ‘BOMBAY’ has mentioned that this was not their first business. “We love the curry industry. We get a real buzz out of opening new restaurants or takeaways. This is not our only business we also have 3 more restaurants and takeaways in 3 different areas in south Wales. And we are not planning on stopping jus yet…….”
Few other interviewees’ mentioned that they do have involvement with few other restaurants and takeaways or involved in some other sort of businesses as part of a shared ownership team. The independent business owners can be labelled as “Churning” new owners. This phrase can be described as the independent owners are trying to open up businesses of any sort where ever possible to obtain high profit margin. 

Few of interviewees’ mentioned that before opening up their establishments few of them worked for their rivals in the past. Such as owners of ‘NEATH’, ‘ANARKALI’, ‘MASSALA’ all in the past worked for ‘SIMLA’. Due to this action opening up business at the rivals door step, a question was asked in the interview with ‘SIMLA’ the owner of that establishment, whether they felt betrayed or felt the loyalty of their ex employer should have been higher to them. ‘SIMLA’ purely declined the fact that it is not a problem to their establishment at all. “We know our reputation for being here 12 years is very high. Our customers are loyal to us. We are in no fear of other Indian restaurants and takeaways. In fact we encouraged them to open up businesses around the area so that being in the same industry and as a community we can big and strong…………” 

Similar scenario happened between ‘BOMBAY’, ‘DIPLU’S’, who worked in the past for ‘SHAH’ and opened a businesses by the rivals door step. ‘SHAH’ had a very similar answer to ‘SIMLA’. This statement represents the core of ‘Co-Opetition’ in this industry around South Wales. 

Answer to 1.4, 8 out of the 14 establishments was influenced to either open their business or buy a business in Neath Port Talbot area for being part of the local community. Most of them were either worked in their rivals establishment or been staying in the area all their life. 6 of the interviewees’ felt like a golden opportunity was there to either takeover or open up a business. ‘CAFÉ INDIA’, ‘ZAFRAN’, ‘NASIB’, ‘KISMAT’, ‘HALIMA’ all of them felt that was the right area for an Indian Restaurant or a Takeaway. ‘CAFÉ INDIA’ mentioned, “we always hunting for new areas for new businesses and buying a business up at our home town is always a bonus………”
‘SHAH’, ‘BOMBAY’, ‘DIPLUS’ all mentioned, “we all born and bread in this part of the town we all felt like giving something back to our community as well as being part of it………….”
The ethnic minority enterprise provides members of various ethnic minority groups with an opportunity to promote their economic well being and protection against disadvantage within the host community. The restaurant sector in the UK has several examples where ethnic minority restaurants have successfully developed niche markets for specialist segments of the eating out market. Ethnic entrepreneurs have slowly widened their horizon amongst their local community.

4.3 Question 2: Co-operative Relationships with………….
The complexity of technological systems (Powell, Koput & Smith-Doerr, 1996) and the increasing turbulence in the competitive scenario (D’Aveni, 1994; Bettis & Hitt, 1995) have strengthen more the importance of interfirm relationships as of value creation and a way to stimulate organisation performances (Dyer & Singh, 1998; Lorenzoni & Lipparini, 1999). Question 2 was designed to understand what kind of co-operative relationships the individual establishments has with other businesses or organisations. 

2.1 Relationships with restaurants or takeaways ….

2.2 non Asian

2.3 Suppliers

2.4 Training & Recruitment 

2.5 Delivery Service

2.6 Accounts / Solicitors

2.7 Publicity, Marketing / Newspaper

2.8 Design Change

Answer to 2.1, 11 out of the 14 Indian restaurants and takeaways has firm relationships with their rival. This is a strong evidence of co-operative relationships that exists among many businesses. ‘NEATH’ says,”Being in this curry industry is tough as it is. We believe by co-operating others it will help our business in the time of our need for any thing………………” ‘BOMBAY’ says,”People might think we are silly for co-operating our rivals or other food chains but we think differently. We all are here to do the same thing to make money but if we help other establishments out on their need we get the same return in when we require help……………..” But ‘CAFÉ INDIA’, ‘KISMAT’, ‘HALIMA’ does not seem to have any relationships with their rivals. ‘KISMAT’ and ‘HALIMA’ does not have any relationships with their rivals purely because they do not have any business of the same industry around their business establishments. ‘CAFÉ INDIA’ who has arch rival in the area such as ‘ZAFRAN’ and ‘NASIB’ but has a different thought to this statement. “We are here to do business and we are here to make profit not build relationships with our rivals. Our aim is not just to be the best Indian Restaurant in the area but to be the best in South Wales. We believe to be at the top of the game we do not need interference from our rivals at times…..”
This example shows there are still many businesses that are not willing to co-operate by any means with their rivals to be at the top. This also indicates the different mentality that every business personnel have for their business establishments. 

Answer to 2.2, almost every single establishment has some way other relationships with other food related establishments. Every one seems to co-operate the Turkish Kebab businesses. ‘SHELINA’S’ says, “we don’t have any Indian restaurants or takeaways in walking distance but we have a Turkish kebab shop next door to us. We have always had healthy co-operative relations with them. Even though they are our main rivals as food chains but we still maintain good relations with each other basically we have the right understanding as businessmen………………..” But most of the businesses don’t seem to have any relationships with Chinese Restaurants, Takeaways, Pubs or even Fish & Chips shops. Apart from ‘SHAH’ and ‘SIMLA’, which are the two oldest establishments around their areas. They have relationships with almost every single food related establishments from their area. ‘SHAH’ says, “we are not here just to make money. Even though our parents are from Bangladesh this is our home, this is our community. We like to keep in touch with every one (whether they are our rivals or not) and be there for them when they need some thing and in return we hope to get the same service back. This is not just for the sake of our business it is also for the sake of our community in large……….”
Answer to 2.3, as being part of a food industry where a lot of ingredients are not found in the super markets in general, most of the establishments tend to go to the same circle of shops around South Wales such as Swansea and Cardiff. ‘SHELINA’S’ says, “all most all the Asian food chains tend to shop from same stores some times I even co-operate the business next door to me the kebab shop. Just in case they need some shopping for their business and for some reason they can not go for shopping they come and give me their list I get it done when I am there for my business and vies-versa they do same for us some times………………….”  ‘BOMBAY’ says, “we all know it is very limited to find ingredients for our industry so some times when we hear there is a new shop opening with ingredients with for our industry we always share them information with our rivals too………….” This is a great example of ‘Co-Opetition’ amongst not only Indian Restaurants and Takeaways but also other food chains. This proves ‘Co-Opetition’ does exist amongst all type of food industry. 
Answer to 2.4, training and recruitment has a very similar picture to each other. Most of the establishments tend to know each other and have links with each other. They contact each other whenever they require any thing that could be for staffs as well. Again this shows a significant evidence of ‘Co-Opetition’  in this industry. Sherman (1992) stresses that the biggest stumbling block to the success of co-opetitive relationships lack of trust. All these establishments recruit staffs with no formal contracts purely based on trust which relates Zineldin (1998) checklist. ‘PLAZA’ says, “recruiting staffs has never been a big issue for us or in the case of any one in this business. Due to every one knows each other every one tends to help out to finding staffs as well. My staffs are all recommended by other restaurant owner from this area. Off course training wise it is always done internally. On the night when the chef is off their second chef takes in charge of the place. Every other staffs get on a higher position as well. This is a system that goes on every Indian restaurant. This system does the training for staffs much easier. Off course the staffs are always kept an eye on their work progress…………”
‘SHAH’ says, “our chefs and in house managers are always teaching our staffs techniques and giving tips on their working progress so training is always an ongoing process. Recruitment has always been just like other Indian restaurants and takeaways………….”

One of the establishments who take a different approach on recruiting member of staffs is ‘CAFÉ INDIA’. The owner has a different policy to other in recruiting. They always bring members of staffs of their establishment all the way from Bangladesh. The reason for it is, “our aim is to give an experience to the customers when they come here to eat a memorable one. So we always get our staffs from Bangladesh. The reason behind it is the staff’s that comes from there always raw in mind has different mentality knowledge to our food industry. My believe is this kind of knowledge and mentality will help my business grow as well as let the customers experience some thing really authentic Asian………….”
Answer to 2.5, delivery service wise most of the establishments have different opinions. 10 out of 14 establishments give out delivery service in their area but 4 does not do deliveries. ‘DIPLU’S’ says, “delivery service is something we didn’t want to do at the beginning but then due to so much competition around the area we had to introduce this service to our customers……..”

Answer to 2.6, Accounts / Solicitors had one common man taking charge of 6 of the establishments. Mr. John Morris specialises the accounts side on Indian Restaurants. He does the accounts for many of the Indian Restaurants and takeaways around South Wales. ‘ANARKALI’ says, “we like to deal with John. We know he does a lot of accounts for our rivals too but he is very cheap which as a businessman I am always looking to cut costs on anything specially in this section ………….”
‘SHAH’ says, “we use to be with John but we found a better accountancy firm in our area who is not only cheaper but also easier to deal with………”

There are many other establishments who deal with Asian accountants from as far as London area. ‘KISMAT’ says, “the reason for having an accountant all the way in London is he is from our country. Similar price like others but the biggest advantage is he speaks our Language. English is our second language so our accountant speaking in our language makes it 100 times easier for us to explain things to them”

Answer to 2.7, Publicity, Marketing, Newspaper etc. has a mix picture to all the establishments. Some really gives a lot of time, money and effort to this area for the sake of the business and community. On the other hand some do not find any need for publicity and marketing. ‘NEATH’ says, “we don’t find any reason for spending extra money on this department because we are running well enough and we think it’s a waste of money….”
‘MASSLA’ gives away a lot free voucher through local community magazine which is a form of publicity/marketing. ‘BOMBAY’ does a lot of free catering services for various local events. ‘CAFÉ INDIA’, ‘PLAZA’ does a lot of promotional advertising on their local newspapers. ‘SHAH’, ‘ZAFRAN’ these establishments really take this section very seriously. They are involved in Sponsoring local football, rugby teams, advertising at local cinema, Lot of charity work at local events etc. Their comment’ shows a lot of passion and how are their businesses to them. ‘SHAH’ says, “being part of this community means a lot to us. So an opportunity for giving something back to this community we take it seriously………” ‘ZAFRAN’ says, “we do these activities specially for publicising our establishment to the locals and especially for our business……” A lot of these establishments are unaware due to lack of knowledge that they do offer free marketing through giving away free menu’s either to households or through their establishments.
Answer to 2.8, In the last section as ‘NEATH’ mentioned it’s a waste of money so do 9 of the establishment think of design change of their establishment’s. Only 5 out of the 14 establishments think that it is required to have a design change at their restaurants and takeaways. ‘CAFÉ INDIA’ says, “we change our interior design at least 1ce every year. We also try to make minor changes on special occasions such as Christmas time, valentine’s night etc. By doing this we returning some back to our customers………” ‘BOMBAY’ says, “we make minor interior change to get a fresh look to our establishment. It gives a fresh breath of air not only for us but also for our customers……..”

4.4 Question 3: Changes & Advise
In this section the researcher previously had a few questions that were not necessary for this case study research. After a few interviews with some of the Interviewees the researcher had to edit a few Questions from section 3 of the interview questions, which gave a clearer picture to this section for the interviewees’. Question 3 examined one of the mechanisms that some of the Indian Restaurants and Takeaways tend to avoid. This question indicates how keen are they of their establishment regarding issues such as changes and taking advises etc. 

3.1: Any changes made in last 5 years at any part of your organisation due to other competitors or any other relevant reasons?

3.2: Did your business management take any advice from WDA, Free Business Advice, Business Eye Wales etc.

Answer to 3.1, 6 out of the 14 establishments was not interested in changes. As mentioned on the previous sections some of the establishments think of this as waste of money for the business. Where as ‘CAFÉ INDIA’, ‘BOMBAY’, ‘DIPLU’S’, ‘HALIMA’ thought that its not just about having a fresh new look or change its also about satisfying the needs of the customer. As mentioned in the last section answer to 2.8 ‘CAFÉ INDIA’ takes this part very seriously for their customers needs. Establishments such as ‘SHAH’, ‘ZAFRAN’ even though do not make changes at their interior design they make changes to their ‘menu’ for their customers. ‘SHAH’ says, “every once in a while we try to change the menu and add new innovative dishes for our customers. This keeps our customers satisfied in the sense that they don’t have to necessary look at the same menu over and over again instead they can find some thing new to try out and make comments on………” ‘ZAFRAN’ says, “we change our menu seasonally. We like to go with the time” ‘CAFÉ INDIA’ says, “as well as changing the interior for our customers we also change our menu quite often as the season passes by. We have a different menu for the summer time and another menu for the winter time. Also if one of our customers requests for a dish from an old menu we also do cater that for them………….”
This indicates every establishment has different way of thinking in different terms of business growth. This section also indicates that the term ‘Co-Opetition’ not only exists with business – to – business but also with customers. 

Answer to 3.2, answer for this section was frustrating for the author in the sense that there are so many organisations there to help out businesses to grow but cause of the lack knowledge this limits those establishments to reach out for advice. 12 of the establishments did not know that there are organisations such as WDA, Free Business Advice Wales, and Business Eye Wales etc available for them to go to for any kind of advice regarding their businesses with any issues. ‘CAFÉ INDIA’ and ‘PLAZA’ are the only establishments then went to Business Eye Wales for advice for their business. ‘PLAZA’ says, “after seeing advertisement of Business EYE on television we thought lets make an appointment with them and see what sort of improvements can be made for our business. The meeting with them was a success for us. We have gained so much knowledge about business in general that we didn’t know exists. But now we are trying to convince other businesses to go to these type of organisations for making not only business knowledge but also how make the business better…………” This comment proves another point of ‘Co-Opetition’, which trusts other businesses. 
4.5 Question 4: Competitors
Question 4 was designed to identify ‘Co-Opetition’ amongst the establishments and their rivals, also to find out limitations for their business. Zineldin (1998, 2000) describes ‘Co-Opetition’ as a business situation in which independent parties co-operate with one another and co-ordinate their activities. Thereby collaborating to achieve mutual goals but at the same time compete with each other as well as with other firms or organisations.

4.1: Who is your Competition around this Area?

4.2: Is ‘Co-Opetition’ working around Neath Port Talbot Region?

4.3: What features show that you are co-operating?

4.4: What happens if the market gets smaller?

Answer to 4.1, as expected every single establishment says that any types of food chains are their biggest competition or rivals. ‘NASIB’ says, “across the road I have two big Indian restaurants but in this road (new road) itself has more then 10-12 food chains. So customers’ always has big option to choose their foods from, which is a good thing for them but as a business owners that is bad for us so every food chains are our rivals……….”. ‘HALIMA’ says, “we don’t have many food chains around cawmavon. Port Talbot town is not far from here and a lot of food chains are there in station road so all the food chains there are our rivals too…………”

Answer to 4.2, as shown in the earlier parts of this analysis ‘Co-Opetition’ plays massive role on each establishment. Each and every single establishment had a common answer to the Question, they all agreed that yes ‘Co-Opetition’ is working in this region apart from one organisation ‘CAFÉ INDIA’. ‘ZAFRAN’ says, “just yesterday we ran out of green papers so I ran down cross the street to ‘NASIB’ for some green papers they gave it to me happily. Isn’t this what you call ‘Co-Opetition’ ………..”

As ‘CAFÉ INDIA’ mentioned earlier on section 4.3 question 2.1 this establishment does not support and believe ‘Co-Opetition’. This establishment believes that by using this concept it will give away a lot of what they are trying to achieve for their own business. ‘CAFÉ INDIA’ says, “we don’t believe in mixing personal life with business. This will have emotions involved and by this you will always be a step slower reaching your goal………” This statement shows that clearly some people are against ‘Co-Opetition’ whether it does any good for them or not. 

Answer to 4.3, this question summarises each sections from Question 2 for each of the 14 establishments for this case study. Apart from ‘CAFÉ INDIA’ every other establishment in this interview has a few features in common and they all agree on co-operating with: 

· Relationship with the Community

· Suppliers 

· Training & Recruitments

· Accounts & Solicitor. 

‘Co-Opetition’ is a business strategy based on a combination of cooperation and competition, derived from an understanding that business competitors can benefit when they work together. These features shows significant support for the term ‘Co-Opetition’ amongst the 13 establishments interviewed apart from ‘CAFÉ INDIA’. Almost all of the establishments had difference of opinion on publicity and marketing their business. As mentioned earlier in this analysis that ‘SHAH’ and ‘ZAFRAN’ takes this part very seriously. ‘SHAH’ believes its not only helping their business but also giving some back to their community in return. ‘ZAFRAN’ believes these terms should be used completely for growth of their business. ‘DIPLU’S’ showed an irritation on doing delivery service for customers but they had to start doing it because their arch rivals taking a lot of business away from them also for the demand from their customers as well. Interior design change was one of the sectors that also did not get every establishments approval. Some thought that it was a waste of money but ‘CAFÉ INDIA’, ‘BOMBAY’, ‘DIPLU’S’, ‘HALIMA’ thought that this gives a chance for them to show their innovativeness towards this business which will not only cater for the customers but also relates to their community as large. Off course ‘SHAH’, ‘ZAFRAN’ thought differently, rather then changing the interior why not change the Menu Design for their customers taste buds, which will allow customers craving to come back to the establishment for more. 
Answer to 4.4, most of the establishments were not ready to answer this question because every single one thought that curry industry is the number one at the moment in UK. None of them can see this industry being taken over by some other food industry. If it does go smaller then every one has difference of ideas in mind but most of the establishments would like to stick to the same industry that they love passionately. ‘ANARKALI’, ‘MASSALA’, ‘NASIB’, ‘NEATH’ all thought that worse comes to worse they would close down and look for another profession. ‘MASSALA’ says, “there are many other professions for us to choose from. We don’t necessary have to stick to this industry. My fall back plan would be to join taxi driving………” ‘NEATH’ and ‘ANARKALI’ had the same thing in mind for future profession as a taxi driver. ‘NASIB’ thought about doing real estates. Most of the establishments gave a very similar answer saying that they would stick this industry no matter what even if they have to close down look for another place. For some of them leaving this industry is not an option. ‘HALIMA’ says, “we love what we do and leaving this industry is just not an option for us. if we have to leave no worries we will leave this place but look for another some where else where……….”

‘SHAH’ and ‘BOMBAY’ thought of something which is real ‘Co-Opetition’ example. They would like to stick to this industry but they would like to co-operate with other establishments to come to a solution where every one becomes a winner. ‘SHAH’ says, “the definition today might be different tomorrow in such changing business environment that we are in. So we all should stick by each other and get together in bad times then come to a solution that will suites every one needs……………”  ‘BOMBAY’ says, “as community we all know each other very well I can’t see any problem for being there for each other if our industry falls in crisis or the market gets smaller…………”
4.6 Question 5: Regarding ‘Co-Opetition’ what does the future hold for your organisation?
This question was designed to understand what does the 14 establishments interviewed for this case study thinks on the term ‘Co-Opetition’. It also tries to understand the future for this term ‘Co-Opetition’ amongst the Indian Restaurants around Neath Port Talbot area. This was a type of question that concerned some of the interviewees but some didn’t thought of as a big issue. ‘CAFÉ INDIA’, ‘KISMAT’, ‘SHELINA’S’ all had very similar views towards the future of the ‘Co-Opetition’ for their establishment. ‘KISMAT’ and ‘SHELINA’S’ thought that ‘Co-Opetition’ don’t seem work around their area because there are not many food chains around Port Talbot beach front or Taibach area. Another major issue these two establishments face is the lack of knowledge on English which makes them struggle a lot to communicate with others. Each establishment has 1 person working there who are literate in English. So this is massive disadvantage for the both businesses. ‘CAFÉ INDIA’ is one of the only establishments who are against the term ‘Co-Opetition’. As they have made it clear answering Question 2 as well as Question 4. All these three establishments would like to carry on with their restaurant and takeaway business as they are running at the moment. 

Rest of the 11 interviewees’ had a full support for the term ‘Co-Opetition’. All of them had different views towards ‘Co-Opetition’ but every one seem to agree with once common agenda that is with out ‘Co-Opetition’ it is hard to survive in this Industry. Also most of the establishment owners were from locally so the community support is a massive issue for them too.  
‘BOMBAY’ says, “Co-Opetition helped our organisation & this industry become big & stronger……..” ‘DIPLU’S’ says, “We support Co-Opetition for the sake of our community…….” ‘PLAZA’ says, “This is our industry it is us who should co-operate each other to build it stronger……” ‘SHAH’ says, “Co-opetition helps our organisation to integrate with the local community closer and better. It also keeps all the other organisations in this industry together in the time of need and for the future………..”  ‘SIMLA’ says, “Co-opetition has kept us in this industry for so many years…….” ‘ZAFRAN’ says, “If the community needs any co-operation in things we will always be there to help………..” 

4.7 Conclusions from the Analysis of Different Indian Restaurants & Takeaways Analysis
The data collected from the interviews of the 14 Indian Restaurants and Takeaways shows that the face–to–face interviews gave lots of different (qualitative) information. The out come is rich and the validity of the data is high (Collis and Hussey, 2003). The nature of the strategy analysis is phenomenological. The nature of this analysis method is qualitative. Strategy analysis methods try to catch up the conception of reality. Because of the nature of the strategy analysis methods, the research method should be phenomenological in other words qualitative. The analysis of the interviews shows that the outcome from the different establishments is different but apart from one establishment every other ones support the term ‘Co-Opetition’. 

As mentioned previously on chapter 2, Nalebuff’s message is as simple as it is complex: By working together, companies can increase the size of the pie they’re competing for, thus making everyone’s slice of that pie bigger. Why beat each other up for a bigger slice of the same size pie, as competitors currently do? Nalebuff’s theory is refreshing at a time in our history when the news is dominated by unending stories of war. According to the Yale professor, you can be rewarded for doing well, not necessarily for beating the stuffing out of your competitors. The message is: Business is not war; it’s cooperation.

One of the issues that ‘SHAH’ rose while interviewing was the price war between competitors. At the moment in this industry the competition is extremely high. A lot of the competitors are thinking about cutting prices to survive in this cut throat food industry such as ‘DIPLU’S’, ‘BOMBAY’, ‘SHELINA’S’. ‘SHAH’ took different approach to solve this situation. While every one is cutting their prices of the menu or giving out different offers for their customer ‘SHAH’ picked up the price of their menu last Christmas. ‘SHAH’ says, “getting the price higher was a massive risk for our business. With confidence of our business reputation so we thought lets see how it turns out. Our moto behind this you don’t take risk and you don’t know what the outcome will be. So far business is still doing well and profit margin increased by 10%...............” 

‘SHAH’ picked up a valid point regarding ‘Co-Opetition’. After understanding the term ‘Co-Opetition’ ‘SHAH’ says, “Co-Opetition seems like a new word in the dictionary or the business world but it seems like in our industry we have been using this term for many years…………..” As shown in chapter 2 Zineldin’s (1998) checklist for ‘Co-Opetition’, this industry seem to tick all the major boxes. According to Brandenburger & Nalebuff (1996) ‘Co-Opetition’ is frequently seen in computer and technology oriented industries where rapid technology advances will often encourage competitors to work together due to advances by other competitive companies. But in this Curry Industry this term seems to be running through businesses and their local communities for decades, especially in the Neath Port Talbot region. 

As answered in last section question 5 all the 14 establishments had different views towards ‘Co-Opetition’ but apart from one establishment every one seem to agree with once common agenda that is with out ‘Co-Opetition’ it is hard to survive in this Industry. All Indian establishments around this region have no informal network, no big plans, no big boss for leading them through but all has one conspiracy on common that is ‘Co-Opetition’. This analysis proves that the ‘Co-Opetition’ for the Indian restaurants and takeaways around Neath Port Talbot region is not only very important to them but also term that is used regularly for their businesses as well their local community. 
Chapter 5
Conclusions and Recommendations
This chapter reviews the conclusions and recommendations, which can be made based on the literature review and results of the research. Additional considerations are given to the limitations on chapter 4 that have impacted on the research.

5.1 Limitations of Study 

The most important thing is to reflect the essential factors of ‘Co-Opetition’ that this study has identified through several Indian Restaurants and Takeaways in Neath Port Talbot Region. Although the researcher has attempted to supply comprehensive data, there are several limitations, which need to be expressed. 

Stokes (2000) warned of using too much professional language and terminology when interviewing small firm’s managers in the case of this study it’s the Indian Restaurants and Takeaways. This is a real problem in the interviews, because the educational background of the respondents was often at a low level, as most of them only graduate from high school. Some times they could not understand what question meant. Fortunately, the researcher had more time to explain the questions, because all the interviewees are known to the researcher. Despite knowing the researcher (most respondents were introduced to him by mutual contacts), they were not friends or business associates. Therefore the danger of bias is minimised. Finally, the researcher could discuss the questions with the interviewees through their ‘language’. This should be the strength in this study, but may lose meaning when translated into English for the presentation for findings. 

There are two aspects to influence the objectivity of the research. On the one hand, the researcher always subjectively interprets collection information because of familiarity with the subject topic. After a few interviews, answers were quite similar and the author knew what to expect. On the other hand, according to Cassel and Symon (1994) “inherent subjectivity of the research endeavour” can be seen as one of the cornerstones of qualitative research. The researcher/author has attempted to eliminate his own subjective opinions, when analysed the data of research. 

One of the limitations in qualitative research is the problem of generalisation (Daymon and Holloway, 2000). SMEs are notoriously diverse and difficult to generalise (Gibb, 2000). The results of qualitative research only describe a particular situation and there no universal applicability. Neath Port Talbot region has big diversity in lifestyle and the research only did very little testing in the Indian Restaurants and Takeaways. Thus the generalisation of ‘Co-Opetition’ in the Indian Restaurants and Takeaways might be very difficult to do. This is a serious limitation. 

The researcher improved interview skills during the interviews. This may have influenced the data differently from the first to the last interviews. According to the practical situation researcher adjusted some questions and added some extra flexible questions to enhance validity and reliability of the data. For example, some interviews questions such as (in particular Q3) were irrelevant for some of the establishments to answer so the researcher had to change the style of question for the interviewees. The design of the questions did not always directly address the interviewees’ background, education and experience. This required including more information for interviewees who struggled to understand their meaning. Some did not know how accurately to answer the questions. Thus the researcher had to temporarily add some extra questions to explain, which limited the internality and reliability of data. This means that not all interviews were conducted in an identical way. Each and every single interview’s were conducted face to face. This way every single interviewee gave a very in depth and personal answer to the questions. 

5.2 Conclusions 

T his dissertation aims to understand and analyse whether the term ‘Co-Opetition’ exists in the food industry particularly Indian Restaurants and Takeaways. In academic literature there are some theories to discuss the development and survival of curry industry based businesses such as Indian Restaurants and Takeaways with the term ‘Co-Opetition’ but only a few articles paid specific attention to this industry regarding this term. Thus the researcher combined the theories of ‘Co-Opetition’ and advance experience of developed country’s multi national companies’ examples to generate an understanding of the development and survival of this industry in the Neath Port Talbot area with the term ‘Co-Opetition’. According to this understanding, the researcher analysed the development trends of different Ethnic Businesses around UK in Chapter two, which has been identified by the results of the interview in Chapter four for Indian Restaurants and Takeaways around Neath Port Talbot Region. Therefore this research answered the aims and achieved objectives that were set at the beginning of the research. 

There are several main conclusions, which are based on the Literature Review in Chapter two and the results of the Interviews in Chapter four as follows:

*Competition + Co-Operation = ‘Co-Opetition’
This section meets the first and the second objectives that were established at beginning of the study. In this modern world all life is ultimately competitive. Natural selection has developed in humans a natural desire to compete. Those with non-competitive natures would have lost their struggle for survival, and disappeared from the gene pool a long time ago. On the other hand, those with an overly intense desire to compete would have become dead heroes. Therefore a reasonable attraction to competition is both healthy and natural. How it would be like to live in a society where each individual competes against everyone else, without any cooperation at all. A person wouldn't dare walk outside, for their neighbour could shoot them and take all their property. Nor could anyone could rely on the police to protect them, since law enforcement is a form of social cooperation. In a perfectly competitive world, only the strongest or luckiest would survive. 

According to the interviews and the expert reviews demonstrate that ‘Co-Opetition’  makes it possible for manufacturers as well as food industry to identify and evaluate competitors and complementor establishments or organisations as an elementary step towards understanding the interdependence between all other related industries. A number of authors such as Brandenburger & Nalebuff (1996), Lado, Boyd & Hanlon (1997), Gnyawali & Madhavan (2001) have emphasised the increasing importance of ‘Co-Opetition’ for today’s modern intense businesses. 
A number of business cases shown in chapter two that the ‘Co-Opetition’ can only be achieved by combining competition and cooperation. ‘Co-Opetition’ is an uncertain investment. The best successful ‘Co-Opetition’ relationships are true partnerships that meet certain criteria. This goes for a long term successful business partnerships. In chapter two sections 2.8 exemplifies some examples of ‘Co-Opetition’. High-tech companies including the likes of Microsoft, Netscape and Apple increasingly are embracing the strategy as they attempt to grow in cutthroat markets. Most experts say such collaboration is occurring because of the rapid convergence of many high-tech industries, brought on by deregulation and the arrival of new technologies. Pelline, J. (cnetnews.com, 1998) explains in his article that software companies such as Microsoft expand onto the Internet it has become possible to do ‘Co-Opetition’ with others at the same time. Many have doubted a major deal in the business world such as, how the Apple/Microsoft deal has worked. Back in 1998 Bill Gates did pledge to publish Microsoft Office software for the Apple iMac.  Through this deal Apple has pulled through its dark days and the iMac has been a huge marketing success. And the bottom line is that Apple is now back in profit.  

*’Co-Opetition’ amongst Ethic Businesses

This section also meets the first and the second objectives that were established at beginning of the study. Chapter two also describes the ethics behind ethnic entrepreneurs and businesses around UK. According to Fraser (2005) about six percent of the SME population are ethnic minority businesses. This amounts to around 218,000 businesses in UK. Ethnic minority businesses employ almost a million people about seven percent of the total employment by SMEs and generated revenues of over £58 billion for the UK economy in 2004. In this regard it makes up an important part of the SME sector and the UK economy as a whole. Rath (2003) notes that ethnic minority owned enterprise is now deeply rooted in the European and North American urban economy. It is observing that ‘the fate of advanced cities and that of immigrants have become closely intertwined’. In the case of Europe, not only must ethnic minority businesses be seen in most cases as a new development, largely brought into being by the urban restructuring of late capitalism but also a significant capitalism to that economy.

According to Key Note Publications (2007) The market for ethnic foods is forecast to show further growth between 2007 and 2011, with the factors determining the rate of expansion likely to include ongoing product innovations, continuing demand for convenience products, rising sales of premium ready meals, the introduction of more healthy ethnic meal options and increased numbers of regional and authentic dishes. Further increases in the number of people from overseas settling in the UK should also continue to provide a stimulus for the existing forms of ethnic foods.
*’Co-Opetition’ within Indian Restaurants and Takeaways 

This section meets the third objective of this research analysis. A case study was developed of Indian Restaurants & Takeaways in the Neath Port Talbot Region. Both the literature review and interviews brought up the fact that the term ‘Co-Opetition’ has always existed within different industries. As this case study suggests that the interviews with fourteen different Indian Restaurants and Takeaways in the Neath Port Talbot region it made clear that the term ‘Co-Opetition’ has always existed amongst this industry. This method has always worked and still is working for them not only as an establishment but also as a wider industry. 

Several sources (Storey 2000, Meredith et al 1982, Delmar 2000 and Mellers et al 1998) introduced the individual characteristics of entrepreneurs such as flexibility and risk taking, which were often seen as positive characteristics. According to the interviews adopting this or being independent had been seen complicated and were found too challenging. According to the interviews almost all the establishments have noticed the importance of the term ‘Co-Opetition’ and the need of adopting this system in place where it is missing for the sakes of new businesses survival. The literature review (Brandenburger and Nalebuff 1996, Zineldin 1998, Johnson et al 2008) brought up the same findings. 

Close proximity to the client’s goals allows contract manufacturers to anticipate customer value and become proffered suppliers. Preferred suppliers are those companies that bond with clients through superiority of product and service that satisfies all of the customer value requirements (Noonan, 2002b). This comment justifies some of the answers from chapter four where few of the interviewees’ establishments such as ‘BOMBAY’, ‘CAFÉ INDIA’, ‘DIPLU’S’, ‘HALIMA’, ‘PLAZA’ had the same thought process behind them. 

In chapter two section 2.5 Zineldin’s (1998) check list is stated for organisation’s that would require for being in ‘Co-Opetition’ or understanding this term. In chapter two figure 2.3 Johnson et al (2008) suggests something very similar scenario for organisations to follow in terms of competition and collaboration. This author states that competitiveness can be improved by collaboration to achieve many different benefits or targets for an organisation. According to the interviews these establishments been using this term for many different reasons that is not necessarily for their establishment but also for other businesses as well as for their local community. 

The ‘Co-Opetion’ may be a new term for the modern business world. According to the interviews almost all the interviewees’ agrees on one major issue supporting ‘Co-Opetition’. On their view doesn’t matter what the outcome is for the term ‘Co-Opetition’ with other hi-tech business world, in terms of future ‘Co-Opetition’ will always hold its tool in the food chain industry especially in the curry industry whether this term relates with Indian restaurants and takeaways, other food chains, different businesses or organisations, customer relations, marketing, innovation, culture, community, racism etc. 

5.3 Recommendations 

According to the above analysis for ‘Co-Opetition’ with Indian restaurants and takeaways the researcher attempts to give several different recommendations for many different groups. This section recommends how Indian restaurants and takeaways and other industry businesses, local communities, communities in large etc. could get more benefits by making the right of this term ‘Co-Opetition’.

The owners and managers of the Indian restaurants and takeaways of Neath Port Talbot region should seriously research all rules and regulations relevant to this industry policies and laws. Also they should discuss these regulations with other managers and economists to identify the influences of new rules and next development trend of relevant industries. This can help all the Indian restaurants and takeaways from this region to rationally make their next business development plan. They should use these regulations, which can effectively protect their own benefit under the pressures of globalisation. 

Indian restaurants and takeaways in this region should establish a modern management concept and change the management structure. For the Indian restaurants and takeaways, the success and failure of their establishments is often decided by the owners. If the owners have leadership and entrepreneurship skills, the establishments will be successful. The personal behaviour of management has been proved to be a vital management model in practice. Modern management emphasises rational management structure, training for leadership and entrepreneurship. Also the development of innovation management is crucial in a dynamic market environment. Therefore the owners of these establishments must change their notion, where these establishments are only managed by the owner or their relative employing, to a more modern expert with experience to supplement their management resources and flexible management concept. They should build a rational management structure. 

Indian restaurants and takeaways in this region need to enhance the human resource management. At the moment govt. law on immigration is very strict. About 10,000 Indian restaurant and takeaway owners staged a protest outside the Scottish Parliament in Edinburgh against recent changes to immigration rules (Express India News, March 08). Thus they need to learn new theories in human resource management or employ some professional managers to improve their human resource management. 

They should employ financial consultants and make specific business development plans to radically sole their financial problems. There are two main reasons that Indian restaurants and takeaways in this region often experience a difficult financial environment. First of all they can not eliminate the bank’s high risk worry, which mainly comes from lack of understanding about the curry industry. Thus a development plan not only will reduce bank’s worry, enhance the establishment’s credibility, but also build a professional impression in the government. This will help all these establishments to get financial support from banks and government. Second of all poor financial resources are also a main reason that many Indian establishments in this region did not know where they could get funding for their development and survival. 

As the research showed for the lack of knowledge almost none of the establishments knew about organisations such as Business Eye, Free Business Advice, WDA etc. are available to give advises for businesses in Wales. These organisations will be able to give advises for the Indian Restaurants and Takeaways in this region in any sections of their establishments. So it is highly recommended that the establishments from this case study should make the use of these useful organisations to take advantage and make progress in this industry. 
The Indian curry industry should establish sector and industry research centres or teams. This research could help the Indian curry industry improve their quality of products, identify their development orientation, produce unique goods and get more competitive advantages in the market. 

5.4 General Interest of the Study and Recommendations to Future Study  

Although the research is flawed, it does provide an overview of some Indian Restaurants and Takeaways undergoing ‘Co-Opetition’. It would be useful to attract more specialists to research this area. Deeper research could be fruitful for the food industries in general and curry industry in particular. 

As Collins and Hussey (2003) say generalisation is concerned with the application to cases or situation beyond those examined in the study. Collins and Hussey (2003) continues in phenomenological study researcher should be more concerned with whether the patterns, concepts and theories which have been generated should be put in a different category of industries. 

A recommendation for future study is to evaluate if these patterns, concepts and theories which have been generated in the case study establishments can be applied or found in other business industries or organisations. A future study aim might be to evaluate if these results of ‘Co-Opetition’ are valid in the curry industry as whole or in general in British industries. An interesting future study might be to investigate if there is a clear difference between multi national or national companies. These investigations demand more resources that were available during the research. This research was local based only covering the Neath Port Talbot region because of the limited resources of the researcher and approach of the study was case study to examine an investigation thoroughly in a specific area with fourteen establishments and thus gain an understanding of the phenomenon.
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Appendix A
Healthcare Industry

Bowser, J. (IBM Business News) on her article set an example of the healthcare industry in the US. The healthcare industry exemplifies co-opetition in action and illustrates how key players in the industry are combining together to form strategic alliances. In the US increasing healthcare costs and continued pressure on managed care operating margins outbreak the industry. At the same time the Health Insurance Portability and Accountability Act of 1996 (HIPAA) requires health insurers and providers to adopt new standards for transmitting claims, ensuring the privacy and security of patient data. Seven leading and competing U.S. healthcare insurers founded MedUnite. This new company's goal is to eliminate billions of dollars of annual healthcare costs by developing an efficient, value-added Internet-based connectivity system. The new system, which targets physicians and health plans, enables healthcare constituents to handle administrative transactions more effectively. MedUnite's founding investors are both competing with each other and working co-operatively as allies to accomplish their shared goals.
Music Industry

The digital content market in particular the online news and music sectors of that market have changed significantly and fundamentally over the past few years as more and more new players. Many of them originally from other sectors enter the market space of the original media companies. Although these new entrants, e.g. Internet service or application providers, provide the existing media companies with multiple opportunities to adapt their business to the changing demands of the Internet, they are also competitors who are themselves able to offer music and/or news over the net. A regional German newspaper, for example, said: “We refine our Internet access in general with access to our news archive and access to other services that those customers don’t have to pay for, e.g. sport results tables”. Some Internet service providers are now beginning to offer their client base very similar offers. The possibilities for linking companies and technologies in a variety of ways, as

Value webs or cooperative/coopetitive networks have increased significantly over the past few years providing new value to news and music enthusiasts (Swatman, Krueger and Beek, 2006). 
Car Industry

In the recent years co-opetition has merged into car industry too. Companies such as Peugeot, Citroen & Toyota and BMW & Mini Cooper etc. are the prime examples. In 2005 Jean Martin Folz (ceo of PSA Peugeot Citroen) at the unveiling of the Peugeot 107, Citroen C1 and Toyota  Aygo announced the co-opetition amongst these companies. He also said that 2002 Toyota and PSA Peugeot Citroen separately but simultaneously indentified the emergence of a demand for a new kind of auto mobile in Europe. Their main goal was to deign the cars to be very affordable both to buy and to use. So PSA Peugeot Citroen and Toyota has a built a partnership between the companies for capturing not only the European market but the global market. In this project Toyota was in charge of the major part of the developing of the vihicles and of the construction of the plant. PSA Peugeot Citroen developed the seats and the diesel engine installation and is responsible for project procurement.
Appendix B
Negative Issues Related to Co-Opetition

Intel & Microsoft

September 10, 2002, Frank Ehrig, former Microsoft relationship manager for Intel, stressed: Intel is always trying to innovate on hardware platform and thus always needs software. When software lags it creates a block for Intel. Microsoft, on the other hand, wants to serve the installed base of computers in addition to demand for new computers. Therefore a natural conflict exists between both companies. The success of one is seen as ultimately taking money away from the other.

Problems between Intel and Microsoft occurred when one force was not pushing as hard as the other would like. For example, Intel’s 32-bit microprocessor (the 386) waited 10 years before Microsoft produced a 32-bit operating system (Windows 95) (Casadesus-Masanell et al. 2003). Intel’s growth was dependent on the demand for its newest processors. As the company struggled to stay ahead of its competition in terms of CPU performance, Intel management became dependent on complementary software to stimulate demand for new products. Microsoft was motivated to not only meet the demand for new computers but also wanted to serve the installed base of computers. Following IBM’s decision to set up an open standard for its PC in 1980, the microcomputer industry became gradually more horizontal, which led to specialised players increasingly dominating each component layer. The horizontal industry structure produced a wide array of complementary firms that needed to work together. 
Oracle & IBM
Oracle and IBM these two companies’ have been fierce competitors in the database and application server business for many years. Oracle supports its infrastructure products on IBM hardware when required but this would often be using a third-party operating system like Linux or Windows rather than IBM’s own. Oracle’s recent spates of acquisitions which have made it the world’s second largest vendor of business applications have raised higher the stake for both vendors. This has been strengthened by Oracle’s most recent acquisition Siebel Systems.
IBM has had a partnership with Siebel since an agreement was first contracted in 1999. Most recently it has been selling Siebel OnDemand, a hosted CRM application as a service via its Global Services division. IBM has been careful to position this as a service so that there is no perceived conflict of its policy of not competing with vendors of business applications which run on the IBM platform. These include Siebel’s standard product, but also many of the other business applications Oracle has recently purchased, including those of Peoplesoft.

Microsoft & Apple

Microsoft's $150 million investment in Apple has been a massive case. The deal has been investigated by the Justice Department on antitrust grounds. Some Apple loyalists have mixed emotions about the collaboration worrying that ultimately it may stifle the Mac maker. Others see the cash infusion as a needed financial shot in the arm. 
Williams Communications & WorldCom

Fiber-optic network provider Williams Communications sued WorldCom for failing to keep its promise to sell capacity on WorldCom's network. The telco's acquisition binge to build its backbone also has drawn regulatory scrutiny. WorldCom declined comment. 
Whole Earth Networks & UUNet Technologies

Whole Earth Networks and UUNet Technologies got into a dispute about Net connection fees. Whole Earth along with more than a dozen ISPs were fighting a UUNet plan to possibly charge them fees or terminate agreements altogether. The companies later agreed to continue their interconnection agreement. GST Communications agreed to buy Whole Earth Networks for $9 million in cash and assumed debt. 

Appendix C
Interview Questions

Q1: Information regarding the Business?


1.1: What type of Business?



Family


Independent 

Chains

1.2: Age of Business?

1.3: Whether this your first Business?

1.4: What is the reason behind choosing Neath Port Talbot Area?

Q2: Co-Operative relationships with…………..

Restaurants 

Takeaways 

others

2.1 Example, ……………………………………………………………………………

2.2 Non Asian, ………………………………………………………………………….

2.3 Suppliers, …………………………………………………………………………...

2.4 Training & Recruitment, …………………………………………………………..

2.5 Delivery services, ..………………….…………………………………………….

2.6 Accounts/Solicitor for finance, ……………………………………………………

2.7 Publicity, Marketing, Newspaper, …………………………………………………

2.8 Interior Design/ Decoration Change, ………………………………………………

Q3: Changes & Advise

3.1: Any changes made in last 5 years at any part of your organisation due to other competitors or any other relevant reasons?

3.2: Did your business management take any advice from WDA, Free Business Advice, Business Eye Wales etc.

Q4: Competitors…………………..


4.1: Who is your Competition around this Area?


4.2: Is ‘Co-Opetition’ working around Neath Port Talbot Region?


4.3: What features show that you are co-operating?


4.4: What happens if the market gets smaller?

Q5: Regarding ‘Co-Opetition’ what does the future hold for your organisation?

Appendix D
Below here is the list of Indian Restaurants from Neath & Port Talbot used for this Analysis:

· Anarkali Tandoori Indian Takeaway = ANARKALI
· Bombay Spice Indian Takeaway = BOMBAY
· Café India Restaurant = CAFÉ INDIA
· Diplu’s Indian Cuisine = DIPLU’S
· Halima Tandoori Takeaway = HALIMA
· Kismat Indian Takeaway = KISMAT
· Massala Tandoori Indian Restaurant & Takeaway = MASSALA
· Nasib Indian Takeaway = NASIB
· Neath Tandoori Indian Takeaway = NEATH
· Plaza Indian Cuisine = PLAZA
· Shah Tandoori Restaurant & Takeaway = SHAH
· Shelina’s Tandoori Takeaway = SHELINA’S
· Simla Brasserie Tandoori Restaurant = SIMLA
· Zafran Taste of India Restaurant = ZAFRAN
Below here are some key notes for the Interview question 4.3:

· Rel : Relationship with the Community

· Mkt : Marketing 





· P&S: Publicity / Sponsoring clubs & charity events

· Sup: Suppliers

· T&R: Training and Recruitment

· A&S: Accounts & Solicitors

· Del: Delivery Services

· Int-D: Interior Design Change
Appendix E
The Matrix Analysis of the gathered information:

Q1: Information regarding the business

	
	1.1 What type of Business?
	1.2 Age of Business
	1.3 First Business?
	1.4 Why Neath & Port Talbot Area?

	ANARKALI
	Independent
	5 years
	Yes
	Worked & lived in Neath so took up rivals business 

	BOMBAY
	Independent
	6 years
	No
	Worked in different areas but always looked for an opportunity in home town Port Talbot, took it as soon as it came. 

	CAFÉ INDIA
	Independent
	6 years
	No
	Felt like the right place to open an Indian Restaurant

	DIPLU’S
	Independent
	3 years
	No
	Very close to home & for the local community 

	HALIMA
	Independent
	8 years
	Yes
	No other Indian takeaways around, felt right to open it in Cawmavon. 

	KISMAT
	Independent
	6 years
	Yes
	No other Indian takeaways around, felt right to open it by Beach Front.

	MASSALA
	Independent
	3 years
	No
	Very close to home & for the local community

	NASIB
	Independent
	5 years
	No
	The area for right for a takeaway

	NEATH
	Independent
	2 years
	No
	Very close to home & for the local community

	PLAZA
	Independent
	2 years
	No
	Worked & lived in Neath so took up rivals business

	SHAH
	Family
	22 years
	YES
	Lived all their life in Port Talbot

	SHELINA’S
	Independent
	2 years
	Yes
	For the reputation of the takeaway

	SIMLA
	Family
	12 years
	Yes
	Lived all their life Neath

	ZAFRAN
	Independent
	7 years
	No
	Had an golden opportunity for business in Skewen area


Q2: Co-Operative Relationships with

	
	2.1

Relationships with Restaurants or Takeaways 
	2.2 

Non Asian
	2.3

Suppliers
	2.4

Training & Recruitment 

	ANARKALI
	Both Types 
	Local Kebab Houses
	B&A Cash & Carry, Asian Superstores in Swansea & Cardiff 
	Co-operative with other Restaurant & Takeaway owners 

	BOMBAY
	Both Types
	Local Kebab Houses
	B&A Cash & Carry, Euro Foods Cardiff, Asian Superstores in Swansea & Cardiff
	Co-operative with other Restaurant & Takeaway owners

	CAFÉ INDIA
	None
	Local Pubs & Bars
	B&A Cash & Carry, Euro Foods Cardiff, Asian Superstores in Swansea & Cardiff
	Recruit their own employees from Bangladesh

	DIPLU’S
	Both Types
	Local Kebab Houses, Local Pubs & Bars
	B&A Cash & Carry, Asian Superstores in Swansea & Cardiff
	Co-operative with other Restaurant & Takeaway owners

	HALIMA
	None
	Local Chinese Takeaways
	B&A Cash & Carry, Asian Superstores in Swansea & Cardiff
	Co-operative with other Restaurant & Takeaway owners

	KISMAT
	None
	Local Chinese Takeaways
	B&A Cash & Carry, Asian Superstores in Swansea & Cardiff
	Co-operative with other Restaurant & Takeaway owners

	MASSALA
	Both Types
	Local Kebab Houses
	B&A Cash & Carry, Asian Superstores in Swansea & Cardiff
	Co-operative with other Restaurant & Takeaway owners

	NASIB
	Both Types
	Local Kebab Houses
	B&A Cash & Carry, Asian Superstores in Swansea & Cardiff
	Co-operative with other Restaurant & Takeaway owners

	NEATH
	Both Types
	Local Kebab Houses
	B&A Cash & Carry, Asian Superstores in Swansea & Cardiff
	Co-operative with other Restaurant & Takeaway owners

	PLAZA
	Both Types
	Local Kebab Houses, Local Pubs & Bars
	B&A Cash & Carry, Euro Foods Cardiff, Asian Superstores in Swansea & Cardiff
	Co-operative with other Restaurant & Takeaway owners

	SHAH
	Both Types
	Local Kebab Houses, Fish & Chips Shops, Chinese Restaurant & Takeaways, Local Pubs & Bars
	B&A Cash & Carry, Asian Superstores in Swansea & Cardiff
	Co-operative with other Restaurant & Takeaway owners

	SHELINA’S
	Both Types
	Local Kebab Houses
	B&A Cash & Carry, Asian Superstores in Swansea & Cardiff
	Co-operative with other Restaurant & Takeaway owners

	SIMLA
	Both Types
	Local Kebab Houses, Fish & Chips Shops, Chinese Restaurant & Takeaways, Local Pubs & Bars
	B&A Cash & Carry, Asian Superstores in Swansea & Cardiff
	Co-operative with other Restaurant & Takeaway owners

	ZAFRAN
	Both Types
	Local Kebab Houses, Local Pubs & Bars
	B&A Cash & Carry, Euro Foods Cardiff, Asian Superstores in Swansea & Cardiff
	Co-operative with other Restaurant & Takeaway owners

	
	 2.5

Delivery Services
	2.6 

Account / Solicitors
	2.7

Publicity, Marketing & Newspaper 
	2.8

Design Change

	ANARKALI
	Yes
	John Morris,

South Wales
	None
	No

	BOMBAY
	Yes
	John Morris,

South Wales
	Sponsoring local events
	Yes

	CAFÉ INDIA
	No
	R K Accountants 

East London
	Advertising on local Newspapers 
	Yes

	DIPLU’S
	Yes
	John Morris,

South Wales
	None
	Yes

	HALIMA
	Yes
	John Morris,

South Wales
	None
	Yes

	KISMAT
	No
	R K Accountants 

East London
	None
	No

	MASSALA
	Yes
	John Morris,

South Wales
	Giving away free vouchers 
	No

	NASIB
	Yes
	R K Accountants 

East London
	None
	No

	NEATH
	Yes
	John Morris,

South Wales
	None
	No

	PLAZA
	Yes
	R K Accountants 

East London
	Advertising on local Newspapers
	Yes

	SHAH
	Yes
	Accountancy Solutions, Port Talbot
	Sponsoring local football, rugby teams, Advertising at local cinema, Lot of charity work at local events etc.
	No

	SHELINA’S
	Yes
	R K Accountants 

East London
	None
	No

	SIMLA
	No
	R K Accountants 

East London
	None
	No

	ZAFRAN
	No
	R K Accountants 

East London
	Sponsoring local football, rugby teams, Advertising on local Newspapers etc.
	No


Q3: Changes & Advise

	
	3.1 Any changes made due to the competitors or any relevant reason?
	3.2 Any advice taken from other Organisations?

	ANARKALI
	No
	No

	BOMBAY
	Interior Design change 
	No

	CAFÉ INDIA
	Interior Design change, Menu Design change
	Yes (Business Eye Wales)

	DIPLU’S
	Interior Design change
	No

	HALIMA
	Interior Design change
	No

	KISMAT
	No
	No

	MASSALA
	No
	No

	NASIB
	Menu Design Change 
	No

	NEATH
	No
	No

	PLAZA
	Interior Design change, Accountancy Firm Change
	Yes (Business Eye Wales)

	SHAH
	Accountancy Firm Change, Menu Design Change 
	No

	SHELINA’S
	No
	No

	SIMLA
	No 
	No

	ZAFRAN
	Menu Design Change 
	No


Q4: Competitors

	
	4.1Competitors around this area?
	4.2Co-Opetition working in this Region?
	4.3What features show that you are co-operating? (see the key notes on Appendix D)
	4.4What happens if the market gets smaller?

	ANARKALI
	All type of Food Chains
	Yes
	Rel / Sup / T&R / Del / A&S
	Close down  look for another profession 

	BOMBAY
	All type of Food Chains
	Yes
	Rel / Sup / T&R / Del / A&S / P&S / Int-D
	Talk to other competitors in industry & come to a solution

	CAFÉ INDIA
	All type of Food Chains
	No Comments
	 Sup / A&S / Mkt / Int-D
	Still stick to this Industry

	DIPLU’S
	All type of Food Chains
	Yes
	Rel / Sup / T&R / Del / A&S / Int-D
	Look at other businesses in different area

	HALIMA
	All type of Food Chains
	Yes
	Rel / Sup / T&R / Del / A&S / Int-D
	Look at other businesses in different area

	KISMAT
	All type of Food Chains
	Yes
	Rel / Sup / T&R / A&S
	Look at other businesses in different area

	MASSALA
	All type of Food Chains
	Yes
	Rel / Sup / T&R / Del / A&S / Mkt
	Close down  look for another profession

	NASIB
	All type of Food Chains
	Yes
	Rel / Sup / T&R / Del / A&S
	Close down  look for another profession

	NEATH
	All type of Food Chains
	Yes
	Rel / Sup / T&R / Del / A&S
	Close down  look for another profession

	PLAZA
	All type of Food Chains
	Yes
	Rel / Sup / T&R / Del / A&S / Mkt / Int-D
	Still stick to this Industry

	SHAH
	All type of Food Chains
	Yes
	Rel / Sup / T&R / Del / A&S / P&S / Mkt
	Talk to other competitors in industry & come to a solution

	SHELINA’S
	All type of Food Chains
	Yes
	Rel / Sup / T&R / Del / A&S
	Look at other businesses in different area

	SIMLA
	All type of Food Chains
	Yes
	Rel / Sup / T&R / A&S
	Talk to other competitors in industry & come to a solution

	ZAFRAN
	All type of Food Chains
	Yes
	Rel / Sup / T&R / A&S / P&S / Mkt
	Still stick to this Industry


Q5: Regarding Co-Opetition what does the future hold for your organisation?
	ANARKALI
	In the time of need other competitors are always there for help. 

	BOMBAY
	Co-Opetition helped our organisation & this industry become big & stronger. 

	CAFÉ INDIA
	Will go with the flow with this business

	DIPLU’S
	We support Co-Opetition for the sake of our community. 

	HALIMA
	Without co-operating each other it is hard to do well in business. 

	KISMAT
	Will go with the flow with this business. 

	MASSALA
	The food industry in Neath is big. Even though it is hard to compete with the other food chains in the area they made it welcoming to be here.

	NASIB
	Without co-operating each other it is hard to do well in business.

	NEATH
	Without co-operating each other it is hard to do well in business.

	PLAZA
	This is our industry it is us who should co-operate each other to build it stronger. 

	SHAH
	Co-opetition helps our organisation to integrate with the local community Closer and Better. It also keeps all the other organisations in this industry together in the time of need and for the future. 

	SHELINA’S
	Will go with the flow with this business. 

	SIMLA
	Co-opetition has kept us in this industry for so many years. 

	ZAFRAN
	If the community needs any co-operation in things we will always be there to help. 
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