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Introduction
[bookmark: _Hlk503000700]This is the second paper to examine the entrepreneurship of James Watt the co-founder of BrewDog established in 2007, bringing American styled craft beer to the UK market from an industrial estate in Fraserburgh near Aberdeen in Scotland (Henley, 2016). Beginning as a microbrewery the business was brought to market at a time when craft beers were expanding their market share in the UK and have continued to do so since (Ellis & Bosworth, 2015, Henley, 2016 and Thomas, 2016), allowing BrewDog to expand rapidly. The first paper found that the entrepreneurial characteristics of risk propensity and locus of control with a mixture of optimism and realism, displayed by James Watt are suggestive that these characteristics are enablers to achieve entrepreneurial success such as that displayed by the financial success of BrewDog (McGeeney, 2017).
[bookmark: _Hlk503013694]Extending from entrepreneurial characteristics, this second paper will identify enterprise opportunities which could led to economic change within a regional context. These opportunities will be identified outside traditional economic growth opportunities of breweries, while acknowledging the success of BrewDog as a manufacturer of craft beer. BrewDog has developed into a leading producer of craft beer with a chain of bars both in the UK and internationally (Brew Dog, 2018a) and a second operational brewery in the US (Brew Dog, 2018b), the scope of this paper will be limited to domestic operations and initiatives, which provide a better platform in which to examine the influence of enterprise by BrewDog on a regional basis. BrewDog’s influence extends beyond an approach to create neighbourly collaboration, Watt promotes a business to have a mission over a product (2015). While claiming not to adhere to the such a rigid approach to adopting a mission statement, BrewDog propose one for their business; “To make other people as passionate about great craft beer as we are” (BrewDog, 2018e).  Customers are unlikely to find local pseudo authentic gastronomic identities, which have proven successful for microbreweries (Ellis & Bosworth, 2015) and mega breweries alike, there are 29 Guinness foodstuff products available on the Dublin high-street (Carrolls, 2018). This paper will argue that James Watt’s and therefore BrewDog’s, approach to identifying enterprise opportunities falls within the parameters of the statement referenced here, this self-identified passion can and does create economic opportunities, which can be exploited by other entrepreneurs for their own and their businesses success. 

Context: Following a path aligned with purely economic outcomes, and seeking out new opportunities might identify a collaboration between BrewDog and local beef producers of Aberdeen Angus as an obvious first step in channelling new enterprises with local business partners. BrewDog’s approach to its beer, marketing and funding has always been creative. It was the first brewery to use aluminium bans for its premium beers because they offered greater space for marketing compared to labels on bottles (Barnett, 2012), this is a trend now copied by many microbreweries. In a similar non-traditional approach, it is seeking funding for business expansion using growth funding, through the programme Equity for Punks (BrewDog, 2017h). Food paring would offer both a new product range to exploit as well as joint marketing opportunities into both traditional and new markets, but it is unlikely that the complex and pronounced flavourings of BrewDog beers will be imitated into a product range similar to that of Guinness with foodstuffs. In addition, the concept of local food with fractured interpretations and methodologies between businesses (Morris & Buller, 2003) is suggestive that it cannot be scaled to regional or national success. More broadly orientated multi regional collaborations are more likely to achieve economic success. BrewDog’s influence is based within its national footprint associated with its network of bars, influencing partners across different regions of the UK, this would suggest that promoting the passion for beer will be central to economic opportunities. 
[bookmark: _Hlk503472250][bookmark: _Hlk503469860]Working toward the promotion of the mission statement and passion, BrewDog has a number of traditional and non-traditional business approaches and initiatives which support economic development. Economic development will be considered as contributing to social and economic development through economic growth (Sen, 2001) included as indicators of this development are education and greater attention to cultural values (Todaro, 2000). It will be argued that value is created by BrewDog through social entrepreneurship or through a perception of the creation of a positive return to society, however measuring these successes of this social entrepreneurship can be problematic (Peredo & McLean, 2006). To examine these a selection of sub headings will be used, which are divided into sub themes of economics, culture and development, all of which are argued to be necessary for economic growth (Seedat, 2017)[footnoteRef:1]. They are; (a) Tourism, (b) Organisational Culture (c) Mentoring and Collaboration and (d) Funding, these areas will be examined in the following sections. [1:  Student Moodle Discussion contribution] 

Tourism: BrewDog offers a 90-minute tour and beer tasting visit to its factory, enabling visitors to tap into the BrewDog experience. Storytelling of the brand and production methods in this environment can be an innovative way to engage customers, promoting brand loyalty (and acting as marketing to a captured group (Lee & Shin, 2014), while reinforcing corporate identity as part a broader cultural web (Johnson & Scholes, 1992). The tour has proven successful holding an average 4.5/5 public rating as of Jan 2018 (TripAdvisor, 2018). The premium drinks industries such as wine and whisky can offer culinary tourism and experiential tourism services (Dunn, & Wickham, 2016). A network of whisky embassies, including hotels, restaurants, distilleries and gold clubs has already been established in Scotland (McIntosh, 2014). BrewDog tried developing its own full tourist experiential range, typically attempting to retain control through the proposed building of its own hotel adjacent to its brewery. As part of the hotel development, BrewDog proposed to invest £5m into the local area and create over 80 new local jobs (BrewDog, 2018f). A dispute between BrewDog and the local council over costs associated with buying the proposed site of the hotel adjacent to the brewery could not be resolved and the project has been cancelled (BBC, 2017). Consequently, there remains limited economic development beyond the provision of the services outside the immediate brewery visit. 

Organisational Culture: BrewDog is not a producer of locally styled beers, it produces strongly hoped beers in the American craft beer style. This style of beer uses ingredients including New World Hops, which cannot be grown in the British Isles and must be imported. Being a local product has provided positive brand image for many microbreweries (Ellis & Bosworth, 2015), but as already discussed BrewDog’s ambitions and approaches go beyond these limitations. With strong and distinctive leadership provided by James Watt, BrewDog has portrays the philosophy of its management and leadership (Charles, 2012) and is distinctive as a company with its own culture within craft brewing. BrewDog confirms to the posit that leadership is central to organisational culture (Schein, 2004). With these characteristics James Watt and BrewDog have created the conditions for followership by active engaged and independent individuals and organisations (Koonce et al., 2016) with a common or interconnected mission. Value has been created through motives aligned to a social entrepreneurial approach that promotes social value, creative value and does not accept limitations (Peredo & McLean, 2006), this has shown innovation and broken the traditional rules of brewing in the UK.  Key to the success of followership is the engagement in personal development (Solovy, 2005), arguably professional development and organisational development in collaborative followership are also required. These will be explored in the next section. 

Mentoring and Collaboration: BrewDog have used collaborative brewing, where a guest brewer is invited to their brewery to make a craft beer as defined by Ellis and Bosworth (2015). These small batch beers have proven successful when delivered to market. After achieving this success BrewDog have flipped this concept and provide their facilities and expertise to assist microbreweries in the creation of a collaborative brews (BrewDog, 2018d) through the provision of advice and support or mentoring (Page-Tickell, 2014). The concept of collaboration has been brought further with the introduction of COLLABFEST on an annual basis since 2016, there;
“Each and every one of our UK Bar teams – and five in Europe – joined forces with a local craft brewery to create a unique beer together.” 
(BrewDog, 2018c)
Interconnections, like these collaborative enterprises develop and create connections that otherwise may not transfer between siloed entities and organisations and maintain an orientation toward the mission (Fussell, 2017). This approach connects with the mission of BrewDog. Few microbrewers have formal training and education relating to the industry, collaboration between breweries as social entrepreneurship provides significant development opportunities and adds value to human capital (Ellis & Bosworth, 2015) and creates real value (Peredo & McLean, 2006) by developing new products. In this context, Watt describes his desire to help the under dog as part of a corroborative approach within business (Watt, 2015) providing effective support to achieve success (Davies, 2017)[footnoteRef:2].  [2:  Student Moodle Discussion contribution] 


[bookmark: _Hlk503471451]Funding: BrewDog has provided financial incentives for its employees beginning with being a living wage employer. In a charitable sense social value can considered the entirety of social influence that a charitable organization or process has on all its stakeholders (Polonsky & Landreth, 2008).  This can include consumers, employees, owners and investors, suppliers, competitors, communities, and the environment (Dillenburg, Greene & Erekson, 2003). With the introduction of the Unicorn Fund in 2017, it has pledged to share 10% of profits with employees, and furthermore 10% to charities directly chosen by our team members and through the crowd funded Equity Punk community, (BrewDog, 2018g). The Unicorn Fund is still in development and there is no empirical evidence to interpret, or indeed confirmation of the charities included in the programme, this confirms the assertion by Peredo & McLean that is can prove problematic to measure social entrepreneurship success (2006) and why there are complexities associated with developing processes to assess social value (Polonsky & Landreth, 2008).
Collective BrewDog Social Initiatives: Above a number of entrepreneurial and social initiatives employed by BrewDog have been briefly examined to determine if that have social value. These have been placed against identified characteristics of Social Entrepreneurship to give further credibility to the assertion that BrewDog has created social value through a series of economic opportunities that it has developed within the parameters of a mission statement, which is claims not to have. 
	Social Entrepreneurial characteristics of change
(Jackson & Jackson, 2014)
	Example
	Sub Themes
	Interpreted Value

	1. 
	Adopting a mission
	Mission Statement: To make other people as passionate about great craft beer as we are” (BrewDog, 2018e).

	Culture
	Creation of the conditions in the brewing industry, allowing other breweries with a similar philosophy to find success.

	2. 
	Pursuing new opportunities to serve mission
	Mentoring through collaborative brewing.
	Culture & Development

	Provision of learning and development to other craft breweries, and their human capital. 


	3. 
	Innovation, adaptation and learning
	Mentoring through collaborative brewing.
	Culture, Economics & Development
	Economic value of product and the provision of learning and development to other craft breweries, and their human capital.


	4. 
	Acting boldly without resources
	Proposed development of local tourist industry associated with the Brewery and onsite hotel.
	Economics & Development
	While this opportunity has been suspended that value was to the local economy through the creation of jobs and the development of the area as a tourist venue. This could have associated economic development opportunities for supporting industries.


	5. 
	Heightened accountability to outcomes created
	Charitable funding.
	Economics & Development

	As yet undefined value to charitable stakeholders through the Unicorn Fund.


Table 1: BrewDog Social Entrepreneurship in Action

Conclusion
[bookmark: _GoBack]The economic opportunities identified under the sub themes of culture, economics and development, in this paper are difficult to measure, some owing to them being new initiatives and having no associated empirical data, while others will remain difficult to measure in full as their true value is both subjective with a corresponding objective value. It has been estimated that each job in the direct brewing supports 21 others (Ellis & Bosworth, 2015), by this factor and accounting for current figures BrewDog supports up to an additional 15,750 jobs by proxy. This includes the creation of economic through an outsources contract for stock storage and supply chain management in 2017 (Logistics and Handling).  Beyond numerical measurement, economic development remains complex in this continued case study of BrewDog and the entrepreneurial activities of James Watt. 
Developing entrepreneurial ability means not only improving skills and knowledge of individuals but includes developing the innovative abilities of entrepreneurs (Naudé, 2010), we cannot measure this for all initiatives associated with BrewDog, but Watt gives an indication that his interpretation of value is associated with people when describing his innovative brewing crowd funding scheme; 
It was about empowering the change-makers, the misfits, the libertines, the community, the frustrate, the independents, the punks. Together we can, and will, change everything.
[image: ]
Naudé expands on the idea of developing human capital by identifying that entrepreneurship has value in itself (2010). This accounts for the value of the style of entrepreneurship displayed by BrewDog, breaking the mould of a traditional business approach to brewing in the UK and promoting risk and innovation which may develop as cultural values for developing micro craft breweries and lead to economic development measurable by financial growth. Through mentoring and collaboration with regional microbreweries and the creation of a new set of values within the UK brewing industry James Watt has created the circumstances from which conventional economic and human capital growth can be achieved.
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