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Introduction

When thinking of the term “Entrepreneur”, one may be forgiven for the images of wealthy, suit-clad individuals who have got lucky in their investments. With popular TV shows such as BBC’s Dragon’s Den depicting such an image, it is easy to see why some struggle to connect the term with innovation and sustainability. With the concept of ‘Enterprise’ being the object or organisation, ‘Entrepreneurship’ being that of the process of actions responsible for that enterprise, then the ‘Entrepreneur’ is the catalyst of this change, the innovator and director.
The aim of this writing is to critically evaluate the motivations of entrepreneurs to contribute to regional development, focusing on the local enterprise “NomNom Chocolate” and its founder, Liam Burgess.

The Motivators of Entrepreneurs and How they can Contribute to Regional Development

A Theory on Entrepreneurism 
The first use describing activity thought of as entrepreneurship is thought to be from the school of economics and the concept of profit. Economic value was defined by classical economists as produced from a combination including land, labour and capital. Something was deemed profitable if it was purchased from the seller at a price greater than the value of land, labour and capital used to produce the item. Thus, entrepreneurial activity was then linked to all activities that generate this perception of profit (Glancey & McQuaid, 2000).
Our Dragon’s Den type association of the entrepreneur may well come from an early association with risk. Hawley (1907) was the first to insist that the supposition of risk is the defining attribute of an entrepreneur and that the accrual of reward by the owner is due to their perception of risk and responsibility. An understanding of profit and ownership of risk and responsibility are vital traits for an entrepreneur to embody, but as economics, business and other associated fields develop, as do the attributes associated with enterprise and their importance.
An attribute regularly associated with that of entrepreneurial thinking is that of innovation. Austrian political economist Joseph Alois Schumpeter is regarded as being one of the first to highlight this among other attributes as important to entrepreneurship. His works during the 1930’s and 40’s concentrate on the impact of capitalism, socialism, economy and democracy. This work is very relevant in critically evaluating the role of the entrepreneur as he brings about an awareness of the entrepreneur as an innovator, going beyond the role of a manager and embodying the ownership and risk previously thought to be the main attributes of the entrepreneur and using them as a mechanism for change within an organisation (Backhaus, 2011).
Another important idea that Schumpeter put forward was that the consumer is not in a position to create change and innovation on a large enough level as their preferences are provided to them, they play a more inactive role in economic development (Schumpeter, Opie & Elliott, 2017). The consensus of scholars of his time were that the entrepreneur was solely an instrument of organisation and management on trading and producing, whereas Schumpeter introduces the idea that the entrepreneur concerns only with functional activity related to change and innovation. As well as this, he popularises the idea that the entrepreneur does not have to be the owner of capital to be an advocate of change within an organisation or field, this conceptual idea gives financial organisation and banks the possibility of implementing innovation in the economic climate (Śledzik, 2013).
A more comprehensive view of the activities that define an entrepreneur come from Jeffery Timmons, using the Timmons Model of Entrepreneurship. The model explains that instances of entrepreneurship are driven by acting on opportunity, going further to suggest that good ideas are not always a viable venture and that these ideas must add or create value to the buyer or service user and remain a viable product for a duration of time (Krueger 2002). This model also differs in the sense that typically a business venture starts as a business plan and waits or locates for the perfect opportunity to establish the idea, whereas the Timmons model starts by identifying the opportunity, preceding the business plan and financing, the logic behind this is that the financing is almost guaranteed with a viable opportunity and the identification of the opportunity allows the persons implementing the model to plan around the opportunity, increasing the likelihood of successful entrepreneurial practice (Rice & Habbershon, 2007). 

The Timmons Model of Entrepreneurship also holds the use of an appropriate team as crucial in an enterprises venture. Timmons states that a well organised team can enhance creativity and provide leadership to manage resources. The Timmons model also differs to many entrepreneurial models as it subscribes to the view that starting with an abundance of resources is detrimental to an enterprise. By starting and continuing with a limited amount of resources this drives behaviours such as discipline and leanness within an organisation, encourages resources to be used more creatively and sparingly and drives down market cost. Timmons also believes that some of our qualities that make for a good entrepreneur are acquired through experience whilst others such as creativity, conceptual ability and emotional stability are largely innate (Timmons, Weiss, Callister, Loucks & Timmons, 2014).

The Progression of “Entrepreneur” as an Umbrella term

It is apparent that there isn’t a standard definition of the term “Entrepreneurship”, and it is widely used to describe a vast array of different behavioural traits ranging from innovation to monopoly formation (Gedeon, 2010). In a bid for clarity in these terms, scholars have begun to apply various words to prefix the term “Entrepreneur” or “Entrepreneurship” to act as adjectives in describing the nature of their entrepreneurial skill set. For example, an entrepreneur who’s enterprise has social implications such as Muhammad Yunus, who has made his knowledge in microfinance and social capitalism thorough his books also founded Grameen Bank, a bank that provides small loans to those in need to develop financial self-sufficiency. With a net income of more than $10 million, Yunus clearly embodies skills and attributes of a successful entrepreneur (Yunus & Weber, 2011).
Compared to an individual like Shantanu Narayen, CEO of Adobe, who has used his skill set to make changes within an organisation, who could be described as an intrapreneur. He made changes withing the organisation to deliver a physical product into a service based product, increasing efficiency and lowering carbon emissions. He also developed social incentives to employees in matching money raised for their local communities and social projects, Narayen sits on the boundaries of a classic entrepreneur, a social entrepreneur, and ecopreneur and an intrapreneur (Santos, 2015).
An entrepreneur such as Mark Zuckerburg who has undoubtedly used his skill sets to develop an unfathomably successful product, has recently been under trial for using the publics data as an asset to be sold without obvious consent. The morality behind this decision is obviously questionable, which leads to the question, what separates entrepreneurs such as Yunus, who could have made a lot more money if he had neglected his strong stance on social issues, to entrepreneurs such as Zuckerburg, who used his position to generate as much income as possible, deceiving his service users? Perhaps this lies in the motivation of an entrepreneur (Vaidhyanathan, 2018).
There are a lot of elements that can contribute to entrepreneurial motivation. Some may find the success of the enterprise or organization as their biggest motivation, the recognition in which the entrepreneur receives in making decisions that benefits the company. Others may be on a more personal journey and are motivated by the rewards in which upskilling themselves and progressing as a business can bring, such as a larger salary, valuable assets such as cars and property or the status and authority which comes with success. Others may find motivation in their personal missions, such as social entrepreneurs who want to use a viable business as a  catalyst to deliver change in an area that they are passionate about, addressing social and environmental issues through their enterprise. Some entrepreneurs find that their staff are the motivating factor to their success, their ability to create jobs and income for individuals help them through their day. Using the success of their enterprise to benefit their immediate community (Maddock & Fulton, 1998).

Entrepreneurs and their Motivations on Regional Development

        The writer shall now look at entrepreneur Liam Burgess, who operates his organization “NomNom Chocolate” from Llanboidy, Carmarthenshire. Liam was born in Tenby, Wales, but for a part of his childhood moved to Bournville, Birmingham. The first glimpses of what motivates Liam are revealed here as his childhood home was 3 doors away from the Cadbury’s factory. Liam says he remembers opening his bedroom window and the “whole neighborhood would smell of chocolate” (The Do Lectures, 2017). This early memory, strengthened by emotional ties may serve as a powerful motivation in what Liam does with his business and food. Dalgic, Tevfik, Unal & Sevtap (2018) advocate this by explaining how even certain brands can have nostalgic emotional responses. 

            Liam goes on to explain in The Do Lectures of how he would visit the Cadbury Factory Workers shop and his grandfather would give him money to buy the misshapen chocolates and tell him to double his money, and so he did, selling chocolates to friends from a space underneath his stairs. This early entrepreneurial attitude could have shaped some of the behaviors displayed by Liam today (Shaffer, 2008). He also goes on to mention that the Quakers who established the factory envisaged a place to work where everyone should be happy, have homes and act as a community, and now that was something he always wanted to replicate in his company. This shows an aptitude for human resource management, and suggests that Liam is motivated by the well-being of others who work and deal with his enterprise (Secord, 2008).  
           An early passion for food and cooking could be attributed to his motivation as he describes how he would finish school at lunchtime to work in kitchens and became inspired by some of the chefs and produce he would work with. It is here where he started to work with chocolate and would make it in the various restaurants he worked at before founding NomNom. This shows a genuine passion in the industry he would eventually enter. Inspiration in motivation is particularly important in cultural and creative industries as it facilitates the transfer of creative ideas into creative product (Bhansing, Hitters & Wijngaarden, 2018).
               In the first year of trading, starting with £250 and operating out of a caravan, NomNom were operating out of a kitchen in Llansteffan and generating £104,000 in sales with 6 jobs created. They expanded again and eventually in their 3rd year of operation were generating £500,000 a year in sales and have acquired and renovated a cow shed and a disused chocolate factory, just opposite his mother’s house in Llanboidy and have a team of 14 staff. This proves a motivation to expand and grow as a business, common forms of this are economic incentives associated with growth, and the fear of reduced employee well-being and loss of supervisory control (Davidsson, 1989).
               Liam describes the use of the Cow Shed not as a convenience but as a homage to the rural heritage of the area and the agricultural history. He describes the area as being “built on farming and dairy” (The Do Lectures, 2017) and being very important. He voices his passion for creating options for the descendants of those farmers who may not have many options in this area as big business has driven the industry away, and how important local supply is. From a lady from the village supplying 300 plums from a sole plum tree to smoked sea salt from Anglesey, Burgess has a love for local produce and the money and value being built around this organization is being distributed to his immediate environment which will benefit his region greatly (Smallbone & Virtanen, 2016). 
              A testament to the social motivators behind Liam and his enterprise is his journey to Madagascar. In order to gain a more comprehensive knowledge about the sources of his ingredients, he visited the African island to understand where his cocoa came from. He discovered here that the chocolate industry was “in a mess”.  Learning that 70% of cocoa came from West Africa and that 70% of all cocoa was processed into the raw materials for chocolate by Western Companies (The Do Lecture, 2017). He concentrated efforts to encourage farms in Madagascar to roast and process their own cocoa, thus, keeping the value of the product in the country and region of origin, creating a lot of growth in regional development in Madagascar. 
                 Liam closes his 2017 lecture stating his dismay for giant supermarkets, saying that they do business how they like to do business, by supplying small, independent shops, café’s and restaurants with their product. Another motivator seems to be his disinterest in big business and their money, as he launched the campaign selling 1000 chocolate bricks for £100. The casing designed by local artists and the buyers get a year’s supply of chocolate, this is a way to generate capital to expand their business in a social way, getting their community to invest rather than financial corporations. This seems to emulate the way Liam conducts his enterprise, with careful social consideration, developing the community in which they operate and by, as Liam says “Making a business fit for the future” (The Do Lecture, 2017).
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