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Introduction
BrewDog was established as a microbrewery in 2007, bringing American styled craft beer to the UK market from an industrial estate in Fraserburgh near Aberdeen in Scotland (Henley, 2016) Founded by two school friends and entrepreneurs James Watt and Martin Dickie (BrewDog, 2017a) both quiet their jobs to turn self-employed brewers and entrepreneurs.  Immediately before BrewDog, Dickie was a professional brewer while Watt although, a graduate of law had worked in the family fishing business and had qualifying as a ship's captain. BrewDog's time of entry to the UK market in 2007 came at the head of a trend which now has brought an increase of 64% in the number of UK breweries in the last past five years, with over 2,000 currently registered (Featherstone, 2017) of these 520 opened between Q2 2016 and Q2 201 (Arthur, 2017), perhaps influenced in part by the success of BrewDog.  This success has gone from start up in 2007 producing 1,050 hectolitres to 214,000 hectolitres in 2016 as the dominant UK craft brewer, this has coincided with the current peak of craft beer sales with 11,000 individual craft beers produced in the UK (Thoms, 2016). The character of its co-founders allowed BrewDog to quickly became a disruptive force in the UK craft beer market using marketing stunts, such as the producing the world's strongest beer to promote the brand (Henley, 2016), this was a new approach within the traditionally conservative UK craft beer industry. 
Identifiable as millennials, Dickie and Watt have adopted a new approach in a traditional industry. Both have strong skills bases, the dominant skill for Dickie is brewing while for Watt fit is the brewing business. Turning to Watt, who has a great media presence to Dickie, his approach has been to consistently to do something new with the business, this has included cheeky marketing differing from industry norms and comparable in style to PaddyPower (Sexton, 2017). The style of Watt's approach to the brewing business suits Schumpeter's identification of the entrepreneur as doing new things in new ways (1947). This has been recognised through with Watt winning Great British Entrepreneur of the Year in 2014. Additionally, he has written a two branded BrewDog books, the most notable in this investigation is Business for Punks giving a description his business and entrepreneurial philosophy. This paper will examine entrepreneurial character of Watt through context of BrewDog and the activities of the company associated to Watt. To determine if his character and personality have influenced his entrepreneurial approach.   
The Entrepreneur and entrepreneurial context
The entrepreneur is the key agent in the entrepreneurial process, with personality and the person at the core of contemporary entrepreneurship research (Obschonka & Stuetzer, 2017), indeed Schumpeter identified the importance of the individual in the process earlier (1947). Schumpeter's work has been expanded (Carland et al, 1995) forming the link between the entrepreneur through innovation and onto risk (1995). This has been refined as risk propensity in more modern academic literature identifying risk as an entrepreneurial characteristic (Ürüa et al, 2011), while others categorise it as a trait (Wagener et al, 2010). There exists some argument that such an approach to identify the entrepreneur by these defining feature is one dimensional and will lead to a definition that seeks characteristics that demand innovation in a singular context (Berglund & Johansson, 2007). Somewhere between these academic nuances, there is a recognition that the totality of the individual represents the entrepreneur (Obschonka & Stuetzer, 2017 and Zarafshani & Rajabi, 2011).  Considering the totality of what the entrepreneur can display using the Big Five Personality Model (Digman, 1990), entrepreneurial characterises and entrepreneurial traits the table below lists identifiable features of a successful entrepreneur. 
	Entrepreneur
Identifiables  
	Personality Big Five
(Digman, 1990)
	Characteristics 
(Ürüa et al, 2011)
	Traits
(Wagener et al, 2010)

	
	Extraversion
	Risk Propensity
	Likelihood to Take Risks

	
	
	Locus of Control
	Independence / Leadership Qualities

	
	Agreeableness
	Optimism
	Self Confidence

	
	Conscientiousness
	Need for Achievement
	

	
	
	Competitiveness
	

	
	
	Innovation 
	

	
	Openness
	
	

	
	
	
	Ability to Tolerate Ambiguity

	
	Neuroticism
	
	


Table 1: Entrepreneurial, Character, Traits and 
Table 1 above, has selected the identifiables of the entrepreneur in an order that creates a nexus of commonalities in blue boxes. These are the qualities that have emerged in tandem from the literature and are providing guidance for further investigation in this paper's chosen entrepreneur, James Watt.  Further argument is provided that there is flexibility of psychological characteristics, including subcomponents such as (but not limited to) attitudes, skills, values and beliefs, these can be linked to the characteristics of risk propensity, locus or control and self- efficiency or optimism (Obschonka &Stuetzer, 2017). It is therefore the interface between the blue boxes and the green highlighted identifiables that create the area most worthy of investigations for the qualities of an entrepreneur, although it must be recorded that this may retain some of the limitations associated with a definition that cannot include all the possibilities of entrepreneurial experiences (Berglund & Johansson, 2007).
It is important to remember the position of James Watt in an entrepreneurial context within the business he has co created, that now consists of a growing brewery with an extensive national and international bar business. When considering entrepreneurship through the assessment of achievement and measurable outcomes, Carland and Carland identify enhanced markets, services, products and industries are the outcomes (1997, pp.40).  Ozgen argues that opportunity recognition is crucial to the entrepreneurial process and that it supports Porter's Diamond Model, assuming that the competitiveness of businesses is related to the performance of other businesses (2011), in this case the emergence of the craft beer industry in the UK at the expense of larger brewing companies intertwined with a European and emergent global shift toward the provision of alternative quality beer products. 
Combining these thoughts of entrepreneurial qualities within a business environment a common trend of opportunity and risk acceptance is evident, this in itself is not a new discovery and has seen continued traction within academic literature and through sectoral investigation (Schumpeter, 1947, Carland et al, 1995, Caliendo & Kritikos, 2011 Shadbolt and Olubode-Awosola, 2016). 


Character and the BrewDog Entrepreneurial Approach
The examination of James Watt's character using the area fusion between the entrepreneurial characteristics identified by Ürüa et al and Obschonka & Stuetzer. It will be argued that the successes of BrewDog are not isolated to financial ledgers and awards for beer taste and quality and that these have been achieved through the character of James Watt which has brought a unique approach to brewing in the UK. Success has included awards on an individual level for James Watt as Great British Entrepreneur of the Year in 2014, which built from the recognition of the Tenon Entrepreneur of the Year Award for the demonstration of "exceptional vision and leadership" in 2008, only a year on from the establishment of the company in 2007. The ability and the ambition of BrewDog were evident from early on. Examining leadership as the ability to influence by providing purpose, direction and motivation in order to achieve (DFI, 2016), Gemma cements this positions from BrewDog with her observation that the company displayed the personality and philosophy of its management and leadership (2012). 
Risk Propensity: An early innovative approach for BrewDog, which had inherent risk was to package its flagship product Punk IPA in aluminium cans in the American fashion, rather than in bottles as per the UK industry norm (Barnett, 2012). This was innovative as it went against brewing convention as a better-quality beer can be produced during a second fermentation in the bottle, Watt's solution was to product a better-quality beer to put in the can. Canning the beer was more affordable and also reduced shipping cost to markets overseas, however an immediate and crucial gain was that a can provided more space for branding and instore marketing compared to a label on a bottle. Using his own words, Watt's described his attitude of risk, originating from his experiences as a fisherman in the North Atlantic:
"you learn a lot of things about risk, fear, decision-making, teamwork. It has influenced my attitude to business. We don't do scared." 
(Henley, 2016)

Locus of Control:  In his book Business for Punks, Watt defines his approach to business. He set this out in the prologue to the book asserting, "We tore up the business rule book and did things on our own terms." (Watt, 2015 pp.10). The book and this quote, could be argued as a marketing tool acting similarly to BrewDog's other marketing ventures allowing the customer to buy the product and experience in tandem, and offering business innovation (Bass, 2012). There is evidence that BrewDog seek opportunities to create a Locus of Control and their literature continuously references the companies mission to "make other people as passionate about great craft beer as we are" (Henley, 2016). The company was originally reliant on financial backing from banks to establish itself. Watt engineered a new innovative approach using crowd funding through the scheme Equity for Punks, now on its fifth incarnation BrewDog seek to fund expansion through selling shares rather than through loans, therefore retaining elements of control absent of influence from financial institutions. The company use this as an opportunity to further provide an experience for its shareholders by providing a music and beer festival at the AGN (BrewDog, 2017b), thus integrating business theory and practice into the company's philosophy and the entrepreneurial practices of Watt.   
Optimism: Watt writes of cynical optimism, fashioned out of his disruptive approach to business he identifies it as complete confidence and the realism needed to tackle pressing issues (Watt, 2015 pp.221) aligned with a mixed optimistic/realism position (Liang, 2008).  BrewDog have shown determination to avoid a buyout or merger with any other brand maintaining the mission focus. If forecasts are true and BrewDog becomes an international monolith itself, it has 46 bars thrughout the UK, US and across Europe with further openings planned (BrewDog, 2017c), it must continue to apply its cynical optimism through providing both product and experience for its customers. 
Optimism is displayed through two initiatives sponsored by Watt. Although neither fits comfortably into the function of Corporate Social Responsibility, where the intent is to address social problems through action (Jackson, 2014), they do represent a fresh and optimistic approach to the brewing industry where margins are side-lined for the better good. In this approach BrewDog has, (1) a development fund for start-up breweries with a budget upto £100,000 annually (BrewDog, 2017d) and (2) a policy to ensure all employees receive a living wage. Wages provide a key enabler to provide effective leadership from an entrepreneur and develop group cohesion and collective identity giving leverage of influence to the leader or entrepreneur (DFI, 2016).



Conclusion
This investigation has within the limitations of the paper available, narrowed the parameters of consideration to three entrepreneurial characteristics. Watt does display these, they being risk propensity, locus of control and optimism. The brief examination, conducted in this paper and under the three subheadings above have identified that risk is present in much of the undertakings of Watt and BrewDog, giving a dominant characteristic to his entrepreneurial style. This provides evidence that Watt as an entrepreneur is driven by goals of growth and expansion, including the company mission (Henley, 2016) and is more likely to have a propensity for risk taking (Carland et al, 1995), achieving reward. Greater risk can achieve greater reward (Nartea & Webster, 2008), this strategy, inherently displayed in the character or Watt has assisted BrewDog reach the year on year successive growth of BrewDog production from 1,050 hectolitres in 2007 to 214,000 hectolitres in 2016 with the concurrent growth of 1 bar in 2010 to 46 in 2016 (BrewDog, 2017a). The opportunity through this brief case study of James Watt's entrepreneurial characteristics of risk propensity and locus of control with a mixture of optimism and realism, suggest that these are enablers in the totality of the personality of the entrepreneur to achieve success. A counter argument is retained that such an examination should begin with examining the innovations and working toward character traits to prove the entrepreneurial activity rather than entrepreneurship by position and appointment (Johnson et al, 2005).
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