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Abstract
The aim of this research is to investigate if there are specific business characteristics, owner characteristics or business strategies, which could explain the perceived growth within enterprises established from a home-based start-up venture in rural West Wales, specifically Pembrokeshire and Ceredigion.
This is an area of interest to the researcher who, through their own work, has helped many home-based start-up businesses in the local area in rural West Wales with their growth, by offering professional services.  Many of these businesses have grown to become larger enterprises, employing staff and moving into larger commercial premises. 
This research was conducted by interviewing six people, three women and three men, in the same rural locality.  Each person had started a business that was initially based in their home, so they would be able to share their first-hand experiences of their business motivations and characteristics, how it subsequently grew, and reasons why they thought it grew to the extent it did, relevant to this research.
This investigation suggests that most businesses were started so that the owners had more flexibility or could offer a ‘niche’ or better service in their area.  Most participants felt that providing their customers with a good service, was the reason for their success, rather than their own personal characteristics driving business results.  Most owners did not think that they were entrepreneurial, did not come from entrepreneurial back grounds and did not have specific business strategies.  
The study concludes by making recommendations for further studies into the growth of home-based start-up businesses.
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1.0 Introduction
[bookmark: _Hlk66653685]Working with many different businesses, over several market sectors in the West Wales area, it was surprising to find out that many of these businesses originated as small home-based start-up enterprises, but grew into larger businesses that needed to recruit employees to perform efficiently; or which needed to outsource specialist business activities such as the financial function, to enable their continued growth.  From this revelation, it became of interest to the researcher to investigate if there are any similarities in the reasons why these types of businesses would grow to this extent.  
This proposed research, therefore, has the aim of finding out if there are any common factors that could provide significant reasons for the growth of these types of small businesses in the area of West Wales, specifically Pembrokeshire and Ceredigion, which are rural coastal regions.  An aim describes the general purpose of the proposed research to be investigated in a study (Surbhi 2017).  The aims are supported by research objectives, as they help to focus the specific areas of interest for comparison, such as identifiable characteristics of a particular scenario.  
The aims and objectives are used to develop a research question.  The resulting question pinpoints the specific topics of interest, focusing the areas for investigation and for relevant information to be gathered from, so that the aim of the research can be achieved (Watson & Noble 2014).  The areas of interest identified in the objectives for this research will be to investigate businesses in the rural West Wales area, with the focus on the business activity, location, owner’s characteristics and business growth plans.  The research will specifically investigate a small number of businesses that were started in the home but have since grown to such a size that they have moved to bigger or commercial premises and require at least one employee.  
The research will focus on investigating why the participants decided to start a business, why they chose the business activity they did, and if the participants have any specific characteristics that may contribute to the growth of their business.  It will also be investigated as to how the business grew, and if they used methods such as expanding their current services or volume of products, or if they grew by evolving and introducing new services or products.  It will also explore whether or not this growth was aided by following any specific business plans or known growth strategies.  
It was decided to focus the investigation on these specific areas, as research by theorists such as Storey (1994, cited in Breen & Karanasios 2010) suggests that there are three areas of a business which are crucial to its growth, which are; the owner, the firm’s characteristics and the business strategies.  Following these focus points, this study will examine factors such as the general business characteristics, as well as external factors such as the area of West Wales itself.  It will be investigated to see if these factors influence the type of business activity pursued, or if the specific type of business activity is considered ‘niche’, or specialist to the area and if these factors are thought to have any impact on the likelihood of the growth of the business.  
A point to investigate will be to discover if any of the businesses were started as a hobby, as these types of business are thought to be more likely to succeed (Priestly 2018, p140) or if by providing a service or product lacking in the area, the business is more likely to grow.  
The reasons and motivations of why the participants started their own business will also be explored, as well as identifying whether there are any owner characteristics that are shared, which may help to explain why these businesses continued to expand.  The identified owner characteristics will be compared to the definitions of an ‘entrepreneur’ and their perceived traits (Carton et al 1998), as entrepreneurs are thought to be more successful in business, which may be a factor in the business growth.   
It would be of interest to discover if the owners had specific growth plans or strategies in place from the start of their business, or if they developed a growth plan once the business was established, using a tool such as the ‘Lean Start Up Feasibility Analysis’ (Osterwalder and Pigneur 2010, p15) or if the business grew more organically, using more ‘Blue Ocean’ like strategies (Yap & Chua 2018), where the business would take advantage of opportunities in the market when they present themselves.  How these businesses grew could also indicate if the owner is ‘entrepreneurial’.  For example, if the business had expanded through diversification and reacting to its environment, it may suggest that the owners are entrepreneurial (Priestley 2018, p10), whereas a business that expanded its chosen activity, increasing its products or services, may suggest that the owners are not considered entrepreneurial.   
This study will investigate the aforementioned ‘phenomenon’ or interesting observable event (Britannica Dictionary, 2022), by interviewing local business owners who are known by the researcher, who have started their own business in their home, and who have grown their business so much that they employ staff and they have moved to a bigger or commercial premises.  These participants are felt to be able to provide valuable insights, as they have had their own first-hand experiences in the areas that are relevant to this research.  
Interviews have been chosen as the method for gathering this information, as they are known to be widely used in phenomenological research.  This is because they allow the participants to describe their experiences in more personal detail (King et al 2019, p237), and they allow the researcher to elicit more in-depth details where necessary and any other relevant background information.  This type of information cannot be observed or efficiently assessed when using quantitative methods (Tracy 2020, p79).  This detailed information will allow the researchers to gain more insight and a deeper understanding about the phenomenon, and therefore make more relevant and realistic conclusions.  
The researcher will select six participants to interview using ‘convenience sampling’, as the participants will be selected from known persons easily accessible and convenient to the researcher in the locality (Roller 2018).  Three men and three women will be selected so that the information gathered will be more representative of the target businesses in the area (Certo et al 2016) and to lessen selection bias (Certo et al 2016).    
[bookmark: _Hlk131095662]The interviews will be conducted individually, voice recorded and transcribed, so that the information gathered for the study can be analysed by the researcher, to identify any re-occurring themes.  Information will be regarded as a reoccurring theme if it is mentioned by over half of the participants.  The overarching themes will be identified through comparing and analysing the interview transcripts by using ‘Content Analysis’ (Luna-Reyes & Anderson 2003).  These themes will be organised into groups in an analysis framework table, supported by participant quotes and a descriptive summary, ensuring that each theme maps back to one of the study objectives (Mir et al 2018).  
The analysis of the data will allow the researcher to make comparisons with the information gathered in the literature review, to deduce whether the data gathered in this study supports the predicted outcomes suggested in the literature review, or if there are any divergences from these expected trends.  
This will allow the researcher to draw conclusions about any significant factors that seem to have influenced the businesses growth and will allow other assumptions to be excluded.  These conclusions could explain the growth of this type of businesses, which could help inform new emergent businesses in the locality, so that they would have a better model for successful growth in the same area.  Also, recommendations will be made for further research to determine if other regions have the same outcomes, and if larger samples will have any effect on the findings.

1.1 Research Question
Are there specific business characteristics, strategies or owner characteristics, which could explain the perceived growth within enterprises established from a home-based start-up venture in rural West Wales?
1.2 Research Objectives
To achieve the aim of the research and establish a conclusion to the question, explicit objectives needed to be established to focus the specific areas of interest.
The research objectives are:
1. To establish if factors such as the business activity, location or market needs, help to determine the particular activity of the startup business in West Wales, particularly Pembrokeshire and Ceredigion.
2. To find out if any specific owner characteristics are common for the growth of the ventures, and whether these are considered entrepreneurial.
3. To establish whether the businesses have expanded or evolved for them to continue to grow, and if there was a formal business strategy in place for this growth, such as the ‘Lean Start Up Feasibility Analysis’ or if it is more ‘Blue Ocean’ type growth. 


2.0 Literature Review
Before this research could be carried out, an extensive review of available relevant published literature was carried out to underpin and inform the data collection process and analysis.  This allows the researcher to be aware of, and have some background knowledge of any relevant topics which may present themselves in the study, to offer an idea of what to expect from the research data once it is gathered (Rowe 2014).  This type of published data is known as ‘secondary research’, as it is not directly collected by the researcher, but has been produced by other researchers from their own primary data collection, or from other works researched by other analysts, for their own topic of study (Rabianski 2003).  The secondary data will be used to compare to the results gathered in this study, in order to support the research findings, or to identify if there is a divergence from them.
Relevant literature sources included academic textbooks, journal articles, government publications, literature, statistics and guidance on relevant business information.  The research was focused on the areas identified in the objectives as business characteristics, owner characteristics and business growth.  The theories that related to this research project included entrepreneurship and business growth strategies.  
This literature review looked at what home start-up businesses were generally defined as in secondary research to explore if there were any significant business characteristics found in any other studies relating to start-up businesses, which could offer an explanation as to why these types of businesses were perceived to grow, such as why the businesses were started, or the type of business activities that were chosen by the owners.  Research was consulted to find out if the rural coastal location was presumed to have any effect on the business growth and the activity chosen to pursue, or if the local area market needs and the lack of a particular service or product, seemed to have more of an impact on the business growth.  Some research has suggested that entrepreneurs decide where to live based on their personal connections and quality of life factors before they start their business (Selko 2014), so these small businesses are built according to the locality, rather than entrepreneurs moving to a different area before starting their businesses, perhaps even using the locality as a business advantage (Li and Artz 2019).   
The reasons why people were thought to want to start their own business was also explored, to see if there are any similarities found in the information put forward by the participants of this study.  Another aspect to consider in the secondary research was if start-up businesses who have a unique or ‘niche’ element were thought to be more likely to achieve growth of their businesses as suggested by theorists such as Drucker (2015, p287). 
Theories such as ‘entrepreneurship’ were researched, to identify what was thought to be typical entrepreneurial characteristics or traits in the secondary research.  A comparison was made of these ‘entrepreneurial’ characteristics identified in secondary research, to any characteristics presented or suggested by the participants, to establish if the owners were considered to be ‘entrepreneurial’.  If they were considered entrepreneurial, this may help to explain the business growth, as entrepreneurs generally seem to be considered very good at successfully creating new business ventures (Armstrong and Hird 2009).  
The participants backgrounds were also compared to known research of entrepreneurs, as entrepreneurship is thought to run in families (Harvard Business Review 2018, p19).  The participants thoughts on why their businesses were successfully growing, were also compared to secondary research, to asses if this supports any reasons suggested in the secondary research. 
Business planning models such as The Lean Start Up Feasibility Analysis (Osterwalder and Pigneur 2010, p15) were investigated, as well as other growth strategies and theories, such as Greiners Growth Model (1998), to compare to the participants experiences of how they planned their business growth and their business models.  Any trends for business planning and financial aid acquired from outside agencies were explored in this study, and if these were needed or sought before starting their businesses.  This process was compared to the findings of the secondary data, to establish if business planning was of as much importance as suggested by theorists such as Storey (1994, cited in Breen & Karanasios 2010).  Other researchers point out however, that current research provides very little information about how entrepreneurs develop their businesses (Hill 2021).  Any identified method of business growth that the owners planned or employed was compared to known business growth theories, to find out if the growth followed any similar patterns to these strategies, which may suggest that certain growth strategies were more successful than others.

2.1 Business Characteristics – Businesses with the same basic characteristics were chosen for this research project, so that they could be compared to establish if there were any common denominators in their growth.  The basic criteria for the businesses chosen for this study were that they had to be growing enterprises that had been established from a home-based start-up, located in rural West Wales, which grew to the point that they needed to expand into a bigger or commercial premises and employ at least one member of staff.  
Home based start-up ventures are businesses that have been started in the founder’s home.  A ‘start-up’ is a ‘human institution designed to create a new product or service under conditions of extreme uncertainty’ (Ries 2019, p27).  A ‘start up’ business can grow to any size, but many start off being a small or micro business.  Around 96% of businesses in UK are classed as Micro businesses (Startups 2020), which the UK Government defines as a business with under ten employees with a turnover under £632,000 (GOV.UK, n.d.).  Small businesses are generally firms with under fifty employees (OECD 2005), medium business have less than two hundred and fifty employees, with a turnover of less than twenty-five million (GOV.UK, n.d.).  Small and medium businesses are usually lumped together and labelled ‘Small and Medium Sized Enterprises’ or SME’s (European Commission 2003).  At the start of 2020, 93% of all businesses in the UK were small businesses, having between 0 to 49 employees, with SME’s accounting for three fifths of all employment and around half of the private sector turnover in the UK (Federation of Small Business 2021).   Start-up businesses are seen by many as the driving force for change and economic growth (Alam et al 2022) as they grow and introduce new products and markets (Belitski et al 2019).  
Small business start-ups can be created to serve a variety of personal objectives for the founder (Palmer & Hartley 2009, p274).  Some people turn their hobbies into businesses, with this being a growing trend over the last few years, as people want to do something that they are passionate about, but also want to make money from it as well (Newstex Global Business Blog 2018).  Priestley (2018, p140) suggests that businesses which start as a hobby are more likely to succeed, as the owner finds enjoyment in their business.  Activities in which the entrepreneur has experience, or a relevant skill are also thought to be more likely to have continued growth (Harvard and Eisenmann 2021).  A study by Birley and Westhead (1994) however, suggests that the reasons for the starting of businesses are not linked to the size or growth of the subsequent company.   
It was found that 42.3% of entrepreneurs in pre Covid times had started their own business due to the lack of work in their area (Debora et al 2022), which could perhaps be a significant reason in rural West Wales, due to the locality and lack of general opportunities in the area.  However, these small and micro businesses can be a high-risk venture for their founders, as most new ventures are shown to fail (Bessant & Tidd 2019, p13).  Smaller businesses in the market can also run the risk of not attracting high earning clients or high calibre staff (Harvard Business Review 2018, p66) due to not having the reputation of bigger companies.
Other reasons that some small businesses may be established are to give the founder more flexibility in their life to fit around other commitments (Sharafizad and Coetzer 2017).  Home based businesses have the advantage of providing this freedom of flexibility, but they also have their disadvantages, as these business owners often have to work long irregular hours, sometimes six or seven days a week (Middleman 1996) rather than regular 9 to 5 working hours.  People who work from home can sometimes have problems separating work from home life, with the two encroaching into each other’s time (IntelligentHQ 2019).  Some people may struggle with the isolation of working alone, as many are when working from home, and it is thought that many entrepreneurs suffer from depression at some point because of this (Lauren et al 2021).  
 A less assumed reason put forward as to why a person may start their own business is to enhance their own sense of self-identity, pride and dignity to be self-sufficient in providing for themselves and their families (Morris et al 2022).
A start up business is thought to create an environment and space for self-realisation for ‘creative and courageous people with entrepreneurial talent’ (Slavik et al 2022) as such, these businesses are usually created by people perceived to be ‘entrepreneurs’, who are suggested to be people who drive innovation by creating and driving projects through having visions of new products or practices (Priestly 2018, p51).  Entrepreneurs are thought to create businesses around a ‘micro-niche’ or a specialist service/product that they have or have created (Drucker 2015, p287).  The business will tend to revolve around a key person, usually the founder, who has the required skills or talents that the business relies on (Priestley 2018, p16).  However, because of this, some of these businesses risk failing when the founder leaves, and the business is unable to continue (Harvard Business Review 2018, p66).  
Start-up businesses are more likely to move premises than other businesses, usually into bigger commercial premises, due to their growth in the developmental process of entrepreneurship (Ley 2022), as they expand so much that they are no longer able to function from the home.
It has been suggested that a business’s location is important for its competitiveness (Gueguen 2021) and that businesses founded in tourist regions can use their location as their ‘niche’ due to their advantage of being in a well visited tourist area (Pike et al 2008, p8) or an area of interest.  The participants of this research were based in Pembrokeshire and Ceredigion, rural coastal counties in West Wales.  The population in Pembrokeshire in West Wales was only 123,700 residents in 2021, and Ceredigion only had a population of 70,700 residents, out of the overall 65,121,700 residents in the whole of Great Britain (Office For National Statistics 2021).  In 2021 Pembrokeshire was identified as the fourth least densely populated area of Wales’s 22 local authority regions, with the equivalent to 1 person per area the size of 2 football pitches (ONS Census 2021).  Ceredigion is the second least densely populated region in Wales with only 1 resident to an area of around 4 football pitches, as such, both areas are classified as rural (ONS Census 2021). 
Considering its rural status, Ceredigion was still in the top three areas of Wales for giving out Start Up Loans (Gregory 2022), which indicates that Ceredigion is an area with a higher level of start-up businesses than many other areas of Wales, with the Start Up loans equating to £1.3 million pounds. 
[bookmark: _Hlk131092177]Over many years there has been debate on whether entrepreneurial opportunities have been ‘discovered’ or ‘created’ (Rubleski and Berente 2017).  A ‘discovered’ opportunity view suggests that there was a problem or situation already present, which was waiting to be discovered and the business opportunity had arisen by providing the solution.  A ‘created’ opportunity view suggests that the entrepreneur recognised that there seemed to be a supply and demand need for a product or service that was not already catered for, and the business opportunity was created by providing this new product or service (Phelan 2015).  Some research suggests that opportunity recognition processes in entrepreneurs may be influenced by various personal and environmental factors (Filser et al 2023), so not all entrepreneurs will find the same opportunity, allowing for lots of different businesses to grow.  
Research showed that many entrepreneurs have identified that their business idea was inspired by them trying to solve a problem or issue that they encountered, stemming from their surroundings or area (Muhammad and Ahmad 2020), supporting the ‘discovered’ opportunity view as more probable when starting a business, as suggested by Rubleski and Berente (2017).   
Using the information from the literature review, this study will examine the foundation of the sample enterprises, and what influenced their founder to choose the activity that they did.  This will provide an insight into whether the type of business, why it was started or the area in which it was established, had any impact on the growth of the business.
2.2 Owner Characteristics – The characteristics displayed by the founders of the chosen businesses were compared to the characteristics attributed to ‘entrepreneurs’ by secondary research.  An entrepreneur is thought to be a creative individual who identifies an opportunity and gathers the necessary resources to create a solution (Carton et al 1998), but there is a lack of an accepted definition of an ‘Entrepreneur’ as pointed out by Gartner (1988).  Academics such as Priestley (2018, p51) have attempted a definition, suggesting that an entrepreneur is someone who drives innovation by creating and driving projects through having visions of new products or practices.  Innovation created by entrepreneurs not only opens up new markets, it also offers new ways of changing processes, to evolve established businesses (Bessant & Tidd 2019, p7).  Various researchers including Burgess (2012) and Yan (2010) suggested that entrepreneurs possess common personality characteristics such as risk taking and the need for achievement (Roberts & Robinson 2010).  These characteristics, however do not explain why an entrepreneur would choose to start a business (Krueger 1998).  Personal, situational and environmental factors are thought to be critical elements of a person starting the entrepreneurial process, but not everyone in the same circumstances will actually become an entrepreneur (Roberts & Robinson 2010).  Drucker (2015, p42) identified several ‘sources of innovation’ in which entrepreneurs will start their own business.  These included the unexpected success, process need, new knowledge and changes in demographics, industry or market.  This was compared to a study by Birley and Westhead (1994), who suggested that owners of new independent businesses in the UK have one of seven reasons that lead to them starting their own business.  These are: the need for approval, independence, personal development, welfare considerations, perceived instrumentality of wealth, tax reductions/indirect benefits and the desire to follow role models, which also takes into account other personal needs of the owner such as the need for approval, which Drucker (2015, p42) did not consider.  
Drucker (2015, p287) also suggested that entrepreneurs who want to start their own business use different strategies for creating their businesses.  For instance, they can use their individual skills or talents to enter a ‘niche’ market so they can focus on providing their specialist skills or entering specific markets.  Other strategies include ‘creative imitation’, where entrepreneurs enter a market where others are doing the same activity, but the ‘creative’ part is that there is a twist to their service, which sets them apart.  However, sometimes if a founder of a business is still involved in the daily operation of the business there is a ‘magic’, which is understandably a rarely scalable quantity for it to become big business (Priestly 2018, p10), which may prevent some of these small businesses from growing past a certain point.  
Research by Vorley & Rogers (2014) suggested that there were different types of entrepreneurs, ‘necessity based’ entrepreneurs, who were pushed into starting their own business, perhaps if all other options of work are unavailable or unsuitable, and ‘opportunity’ entrepreneurs who sought to take advantage of a business opportunity.  It has been suggested that one reason why a person may choose to start their own business is that they live in a rural area, such as West Wales and they have to create a business as a ‘last resort’ to remain in their locality (Vorley & Rogers 2014).  However, some studies show that the idiosyncratic factors that affect the rural location of the business may increase the company’s success (Li and Artz 2019).  Such factors could be local customs and practices that allow the business owner to provide a ‘customised and richer personalised’ service, with the potential of business growth being through positive word of mouth and customer referrals (Parry & Westhead 2017).  This study will try to ascertain if the local area had any impact on the businesses, either positive or negative. 
It would seem that the ‘Entrepreneur Revolution’ is growing, as in the UK around 47% of business revenue was earned by 5.5 million small businesses (Priestley 2018, p21).  Drucker (2015, p42) claimed that successful entrepreneurs aim high, they are not content to improve or modify what already exists but aim to create new or different solutions.  
[bookmark: _Hlk130404302]Research has shown that entrepreneurs are increasingly working together to gain ‘strength in numbers’ (Wagner 2001), so that they can combine their different approaches and perspectives on projects, allowing them to bounce ideas off of each other, and to amplify their entrepreneurial creativity (Bessant & Tidd 2019, p127).  
Entrepreneurship is thought to ‘run in families’ (Harvard Business Review 2018, p19) which is supported by the suggestion that certain personality traits support entrepreneurship and creativity, such as self-efficacy, tolerance for ambiguity, willingness to overcome obstacles and take risks as well as intrinsic motivation (Schilling 2013, p20).   Entrepreneurs are also thought to be more open to experiences and are more achievement motivated (Sari et al 2017).  McClelland’s achievement motivation theory (1962, quoted in Mullins, 2005, p488) however, suggests that high motivation does not run-in families as suggested, but results from environmental influences.  Information on the family background of the businesses in this study, will be used to establish if entrepreneurship seems to run in families, or if this theory is refuted.
This study will compare known ‘entrepreneur’ characteristics and compare them to the information gathered about the business owners, to establish if they fit the entrepreneurial definition.  The research will also establish whether the participants have an entrepreneurial background, to see if this could explain why their business has grown.
The age of the participants when they started their enterprise will also be considered, as there has been some suggestion that the over 50 age group are the new ‘business start-up generation’ (Cook 2017), as age restricts their job options, but they are more financially able to start their own businesses, potentially having a second career in something that they always wanted to do. 
The growth in female owned small businesses has expanded in the last few years, and they are seen to be an important part of the source of economic growth (Parashar 2022).  They are, however, thought to be disadvantaged in comparison to male owned small businesses, as they are not as able to access financial resources and the same opportunities to start their own businesses (Sharafizad and Coetzer 2017).  This will be considered when analysing the information in this study, to see if this factor seems to have an impact in the female start-up businesses 
Globalisation and technological advances in the business environment mean that all businesses no matter how small, or where they are based, have the ability to expand their marketplace, and even enter foreign markets more easily, in order to sell their products and services more effectively (Morrison 2017, p39), even more so since Covid-19 (Burton 2020).  Due to this some suggest that there will be a rise in ‘Global Small Businesses’, which will typically have less than fifteen employees in their core team, but without being limited by location.  These businesses will be able to sell all over the world and will easily make millions in turnover, even with such a small team, as they will seem to be much bigger organisations than they are (Priestley 2018, p15).   

2.3 Business Growth Strategies – This research hopes to establish why the businesses interviewed have grown from being a home-start up business, to an organisation that has had to move into commercial premises.  Storey (1994, cited in Breen & Karanasios 2010) suggested that there are three crucial areas to business growth, which are: the owner, the firm’s characteristics and the businesses strategies.  This study looks at all three of these factors, to establish if this theory is supported, and whether or not all three elements needed to be present for the business’s growth, as Storey suggests.  
Strategy is “the direction and scope of an organisation over the long term, which achieves advantage in a changing environment” according to Johnson et al (2008, p3), and having a business strategy is thought to be a necessary part of business planning.  Every business needs to know what it wants to achieve, so that it can make plans on how it wants to achieve it.  Business strategy needs to be planned properly so that the company can grow in the way that it needs to, in order to become successful in its market.  The increased competitive intensity within market sectors makes it necessary for even small companies to have a strategy and become more competitive, to survive (Sharma & Loh 2009).  Some research, however, suggests that only a small fraction of entrepreneurs start out with a business plan, and if they do have one, it correlates with the usage of external financing (Bewayo 2010).
Khalifa (2020) suggests that an organisation’s approach to strategy can be broken down into three categories, ‘strategies’ (good or bad), ‘non-strategies’ and ‘no-strategy’.  The latter suggests that some organisations do not form or even realise that they need a strategy, so do not implement one.  A non-strategy is when an organisation has a strategy and they consider it to be already implemented, but the strategy is not focused around growth.   ‘Strategies’ are focused around growth and are implemented, irrespective if they are good or bad for the company.  However, it can be easy for some companies to confuse operational effectiveness with strategy (Porter 2011, p1) as they can focus on greater productivity than market rivals, and forget to focus on their unique selling point, and what made them grow in the first place.  
Areas such as Wales have undergone prolonged economic restructuring and recurrent attempts at local and regional development (Pike et al 2008, p46).  Wales performs poorly in relation to other UK regions, at forming new companies and producing enterprises.  This has been suggested to be because of the individualistic, self-serving nature of entrepreneurship, contradicts the principles and values of the Welsh people, which centre on community (Pike et al 2008, p46).   If this is true, then it suggests that there would have been a lack of potential participants for this study, as it takes place in rural West Wales.  
Classic growth models such as Greiners growth model (1998), suggests that there are five phases of growth for a startup business.  This analysis helps a growing business anticipate the growth stages and plan for the problems that may arise at each stage, so helping promote success (Birkinshaw 2015, p139).  These stages are: the creative stage at the birth of the business, the direction stage, where the company grows under the guidance of a capable manager, the delegation stage, where employees are taken on, the co-ordination stage, where processes are used to grow the business and the collaboration stage, where the staff and managers work [image: https://hbr.org/resources/images/article_assets/hbr/9805/98308_B.gif]together to stimulate business growth, as shown in Figure 1 (Greiner 1998).
 
Fig 1. The Five Phases of Growth (Greiner 1998)

According to this model the businesses experiences evolutionary stages of business growth, which then causes crises, which in turn trigger revolutionary stages of business structural changes, which then aids more growth.  This model has however been criticised, as it does not consider that not all businesses experience crises when they grow, and it does not account for the increased pace of growth in an increasingly dynamic external business environment (Mindtools 2021).
The scientific school of thought (Taylor 1856-1917 cited in Mullins 2006, P22) put forward that a business can be grown and treated like a machine, which suggested that businesses could organise work to maximise efficiency and assumed that a monetary reward was all the reward that workers required, to keep production levels high.  This theory of business growth is not conducive to the business flexibility or the creativity (Pruijt 2000) that is associated with entrepreneurs, but it would be intriguing to find out from the interviews if this type of growth was followed by any of the businesses.  Postmodernist descriptions of growth seem to more specifically describe the traits identified as entrepreneurial, due to the flexibility, use of technological advances and the use of market ‘niches’ (Mullins 2006 p41).   However, some researchers suggest that having a sound business strategy ‘remains an elusive goal’ for many organisations (Stettinius et al 2005).
Entrepreneurs are known to usually have a ‘just do it’ business strategy, avoiding all forms of management and process, but this strategy can be more likely to lead to failure (Ries 2011, p15).  A start-up business is usually rapidly evolving as it becomes established, so it does not usually have a formal strategy (Slavik et al 2022).  This does not mean however, that the business does not need to think and act strategically, it just means that the strategy is more intuitive rather than formal, reacting to the organisations environment to identify opportunities and make decisions (Rebelo et al 2022).  This intuitive planning is usually enough of a plan for most entrepreneurs (Bewayo 2010).  
Classic strategic planning for many businesses is seen as no longer adequate for the current turbulent business environment, with business strategies needing to adapt to the rapid changes in the business’s environment, with the “right strategic approach being chosen at the right time, for the right part of the business” (Reeves 2014).  If an organisation doesn’t change what it offers, the way it creates and offers its products or services, it may be in trouble (Bessant & Tidd 2019, p37).  This suggests that entrepreneurs’ businesses have a better chance at survival than the more traditional business, as they are nimbler and more responsive to environmental changes (Priestly 2018, p10).  
[image: C:\Users\10106\Dropbox\Masters\Dissertation\business-barriers.png]The most common barriers found to affect a home-based businesses growth are access to finance, knowledge and confidence (Startups.co.uk 2020), rather than the lack of business planning.  

Fig 2 - Barriers to Starting a Business (Startups.co.uk 2020)
Business start-ups that require physical assets are more likely to need external funding, as an entrepreneur would be unlikely to be able to afford the necessary initial investment on their own (Morris et al 2022).  Start-ups that rely on the skill or knowledge of the founder are less likely to require external funding, as a lower amount of initial investment is needed, due to the owner already having the tools and skills required in the business.  Home based start-ups are more likely to be financed by the founder, family or friends (Sanyal & Mann 2010).  This suggests that entrepreneurial businesses that rely more on the skills and knowledge of the founder, are more likely to be started than other types of start-up businesses.  This could influence the outcome of the study, as the start-up businesses available for investigation might be skewed towards a certain type of home-based start-up due to financial constraints.   
There are many business growth models, but models such as The Lean Start Up Feasibility Analysis (Osterwalder & Pigneur 2010, p15) are particularly aimed at guiding entrepreneurs with their business start-up in order to help them succeed.  This model is a way of looking at the development of innovative new products that emphasises vision, ambition and customer insight (Ries 2019, p20).  It suggests that entrepreneurs need to set out the problem that they want to solve, and the model helps create the solution by identifying customer segments, revenue streams and unique value propositions to plan their business growth.  This model is suggested as a more innovative way of planning business growth than other ‘outdated business models’ as it is more flexible with ‘agile development’ (Blank 2013) through learning. 
‘Blue ocean’ strategies are more likely to be used by entrepreneurs as they are based on the metaphor ‘Blue Ocean’ to describe the unexploited potential of a market, where there is little competition (Yap & Chua 2018).  Entrepreneurs are thought to take advantage of potential new markets as they have an understanding of the customers’ values and what the customer wants and needs (Kim and Mauborgne 2015, p13).  These Blue Ocean strategies parallel entrepreneurs tendencies to find new markets, which takes the focus of the business off the competition, as the competition is usually irrelevant.  These strategies instead focus the attention of the business on the customer and giving them value and making them happy (Kim & Mauborgne 2015, p13).
It has been suggested that if a start-up business grows too big, then the founder risks losing the entrepreneurial spirit and the ability to innovate it, through having to delegate business functions to others (White 2016), as the larger size creates communication and coordination difficulties between the different areas of the business.  This can frustrate creative people as the more people the business has, the more people there are to consult regarding any change, which can impede the rate of development (Harvard Business Review, p 197).  Penrose’s Growth Theory (1980, cited in Wein-Hong et al, 2019) also supports this, by acknowledging that managers or owners of small business are responsible for driving their organisations growth, but also point out that when a company increases in size, managerial constraints then impede and slow down growth, due to more managers and changing managers. 
Some founders of small businesses make the choice not to grow their business, they want to make it better not bigger (Johnson 2021).  This can be for many reasons, perhaps to avoid risk and maintain their lifestyle.  This means that the owners make a comfortable amount of money to maintain their lifestyle but not enough to be taxed heavily and or have the risk of overstretching themselves by needing to invest more in the business to enable growth (Johnson 2021).  They also may want to avoid the more complicated rules and regulations of bigger businesses, or they may not want to hand over decision responsibilities to other members of staff (White 2016).  Business owners who choose to stay small can be motivated by things other than growth, and work to a specific income target, rather than becoming obsessed with money (Johnson 2021).
Some entrepreneurs are thought to choose to grow their businesses through collaborating with other entrepreneurs.  Entrepreneurs are increasingly coming together to gain ‘strength in numbers’ as they collaborate for specific projects (Wagner 2001), if scaling their own business is not an option at the time.  These interactions and support between entrepreneurs through this ‘entrepreneurial ecosystem’ are thought to be crucial for business development (Gueguen et al 2021).  The advantages of these collaborations are that entrepreneurs can exchange knowledge, by means of voluntary knowledge transfers, Research and Development (R&D) agreements with outside organisations or joint liaisons with other parties.  It has been pointed out that these collaborations may have the disadvantage that, with the addition of external knowledge to help them they may be less likely to invest expanding their own knowledge (Jost 2022), and so lose some of their entrepreneurship qualities.
This research will investigate whether the way that the entrepreneurs planned their business growth is following any particular strategy, or if the businesses grew organically with a more ‘intuitive’ or ‘Blue Ocean’ strategy (Yap & Chua 2018), or through collaboration with others.  It will also probe whether the business has changed, if it has expanded its production, expanded its range of services or products, or if the business has diversified into other areas to enable its continued growth.





3.0 Methodology
This section of the study will outline the research methods, research design and analysis methods, and why these particular methods were selected.
[bookmark: _Hlk66655605]3.1 Research Method - The focus of this research was to gain an in depth understanding of what motivated the participants to start their own business, what influenced them to choose the activity that they did, as well as give an understanding of how they grew their business.  This in-depth type of information is known as qualitative information and needed to be collected using methods which aim to capture the essence of ‘life as it is lived’ in as much detail as possible, rather than by using quantitative methods.  Quantitative methods collect large groups of statistical data, which cannot give an in-depth understanding or an explanation of the results (Abusabha & Woelfel 2003).  Using a qualitative method allows participants to ‘express and discuss their interpretations’ of their experiences according to Cheron (2022).  The information gathered is therefore subjective, or personal to the participants, as they recount their own personal experiences, which may be different to other participants.  
After some research it was found that interviews were a technique most widely used by qualitative researchers in ethnographic research (Qu & Dumay 2011), as they elicit as much in-depth information as possible about the ‘phenomenon’ or ‘interesting event’ under investigation (Mojtahed et al 2014).  It was for this reason interviews were selected as a suitable method to gather the information required for this study, as meaningful descriptions were required to fulfil the objectives.  
For this study, it was decided that face to face, individual interviews would be used, which would be voice recorded to make analysis easier later on.  The interviews were planned to be semi structured, using questions as an interview guide (Shown in Appendix 2) rather than a rigid format, to allow the interviewer to cover a range of topic areas, with this open structure allowing for topics to be explored further if needed (Jarratt 1996).  The questions used in the interview were open-ended, which allowed the participants to offer more in-depth information and background to their experiences, which cannot be observed or efficiently assessed in quantitative methods (Tracy 2020, p79).  Open ended questions are also thought to carry less risk of biased responses and have more chance in ‘unearthing genuine attitudes and views’ (Vinten 1995).   
The researcher approached this study from a contextualist approach, which believes that outcomes are varied due to many different reasons (Jaros 2012).  To determine these reasons the researcher tried to elicit as much information from the participants as feasible during the interviews, so that the phenomena was understood from their perspective in as much detail as possible.  This will not be seen as a source of ‘bias’ which may threaten the validity of the research but will be treated as the researcher’s subjectivity on the subject, in understanding the participants views (King et al 2019, p23).  A Neo-positivist approach could have been used (Rowley 2012), which would have involved the researcher taking a neutral role, and asking questions which would minimise bias or researcher influences.  This approach was rejected as unsuitable, as it has been criticised that the perceived reduction in bias is at the expense of giving up the main advantages of qualitative interviews, such as the flexibility of adapting the interview structure to the participants’ responses, to elicit richer details of their experiences (Qu & Dumay 2011).   
Participants had the choice of where the interview was to take place, so that they felt more comfortable.  This made it easier for the researcher to build a rapport during the interview, so the participants felt more able to speak openly and freely (Farooq & De Villiers 2017).  The interviewer introduced themselves, explained again what the interview topic was about, and reassured the participants that they may stop the interview at any time.  The participant’s written permission was sought to agree to be a part of the study and to voice record the interview (shown in Appendix 1) on the researchers mobile.  The interviews were fairly informal and the interviewing style adapted to the personality and social cues of each participant (Rowley 2012).  This interviewing style encouraged a more relaxed conversational style dialogue, so that the participants felt more at ease and seemed more comfortable in discussing their experiences in greater detail (Chauhan 2022).  
3.2 Research Design – Participants were selected for this research by the method of ‘Convenience Sampling’, as they were selected from persons easily accessible and convenient to the researcher in the locality (Roller 2018).  Participants were chosen from business entrepreneurs known by the researcher, who have a local business known to be started in their home.  This method is cheap, less demanding on time and effort for the researcher, but this does mean that there is a risk of gathering poorer quality data (Chenail 2011).
Only businesses that were known to have outgrown their home premises and who have employed at least one member of staff were considered to participate in this research, as these participants would have personal experience relevant to this area of research.  They would also be able to provide information on specific factors, either in the business activity or sector or their own characteristics which could contribute to making their business more likely to grow.  
[bookmark: _Hlk130392102]Six participants were selected for a planned one-hour interview.  This number of participants were chosen as this is the minimum amount commonly suggested by researchers such as Cunningham and Carmichael (2017) who suggested that the sample should be large enough to uncover meaningful data, but not so large that the data becomes redundant.  Most researchers recognise that there is a lack of standards for sample size in qualitative research, but others such as Marshall et al (2013) suggest that there are a number of factors, such as the topic, that influence the number of interviews needed to achieve data saturation, which is the point at which no new themes are identified (Boddy 2016).  Some researchers suggest that a small sample can be seen as a limitation of the study, as it can be thought to limit the transferability and comparability of the research (Roller 2018).  Other researchers point out that a small sample may not be a limitation and can produce significant data, if there are factors such as good quality interviews and the analysis is in depth (Cunningham & Carmichael 2017).  The method of convenience sampling is also thought to be a limitation, as all of the participants are all known to the researcher, which may not adequately represent the total population (Price & Murnan 2004).  This method was still employed, as it was decided that this was the best method to get the participants with experiences in the areas of interest to the study. 
To try to counter some identified limitations and to avoid selection bias, it was decided to interview three women and three men, all from different market sectors, so that the information gathered would be more representative of the target businesses in the area (Certo et al 2016).  
The interview consisted of fifteen questions which were used as a ‘flexible interview guide’ (King et al, p237) shown in Appendix 2, to start a conversation in a particular area of interest in the study.  These questions encouraged the participant to elaborate more on what they were saying, which in turn led to other questions, as the researcher tried to gain a more in depth understanding of information.
The interviews were voice recorded to allow for further analysis and transcribed to aid the identification of emergent themes (Appendices 3 to 8).  Due to the recent pandemic, participants were offered a remote interview through a telephone call, so that they would feel safe whilst being interviewed.  It has been suggested that telephone interviews will yield inferior data from face-to-face interviews, due to the lack of visual cues (King et al 2019, p117), but others feel that the lack of visual cues can make the participants listen more carefully, which can result in an increased quality of communication with telephone interviews (Farooq & De Villiers 2017). 
The transcribed interviews were compared to identify common key themes.  Once these emergent overarching themes were identified, they were organised into themes in an analysis framework table (Appendix 7), supported by participant quotes and a descriptive summary, ensuring that each theme maps back to one of the study objectives (Mir et al 2018).  
Research Method Principles provide normative guidance for conducting and evaluating research (Siponen et al 2021) to ensure that all the information gathered is consistent and that the conclusions drawn from the data are valid and reliable.  These factors are very important to quantitative researchers as they prove the research findings have merit, as the research can be replicated to achieve the same results (Sinkovics et al 2005).  In comparison, a criticism of qualitative research is that in general they can lack validity and reliability, as they cannot be accurately replicated to recreate the same results, as in quantitative data.  This is thought to be because one ‘truth’ cannot be derived from qualitative data (Sinkovics et al 2005).  Due to this, some researchers say that validity and reliability should not be applicable to qualitative research, rather factors such as credibility and confirmability should be used as measures instead (Rose & Johnson 2020). 
For this research, the validity and reliability of the data will be considered as much as possible, so that the findings can be considered to have merit.  The concept of validity was identified by Kelly in 1927 (Mcleod 2013) who suggested that data is valid if it measures what it claims to measure.  The internal validity refers to the relationship between the independent and dependant variables (Mcleod 2013), so the validity of this study can be achieved by using the flexible interview guide as a standardisation, to ensure that the same topics are covered by each participant.  The external validity refers to the extent to which the results of the study can be used to generalise (Mcleod 2013) for all home-based start-up ventures.  Reliability relates to the consistency of a research study, and its results (Business Research Methodology 2021), so qualitative reliability can only be achieved in this research by the researcher’s approach being consistent across the whole research (Rose & Johnson 2020).
3.3 Analysis Methods – Each interview was transcribed so that the six interviews could be compared, to extract qualitative information from the text. This is identified as ‘Content Analysis’ by Luna-Reyes & Anderson (2003).  Content analysis has several advantages over other methods of analysis, as it can be used for a broad range of study areas and can give deeper levels of analytical results.  Content analysis can be used on the manifested content that the text captures, but can also be used on the latent content and the deeper meanings embedded in the text (Duriau et al 2007).  The disadvantage of content analysis can be that transcribing audio to text can be a long laborious task and it can be a daunting and confusing process (Rowley 2012).
[bookmark: _Hlk129550463][bookmark: _Hlk130391775]A ‘flexible interview guide’ (King et al, p237) was developed to achieve the research objectives in the interview stage (Shown in Appendix 2), and combined with information from the literature review, both were used to produce the content analysis framework for the categorisation or coding of the information for analysis (Shown in Appendix 9).  Rowley (2012) identifies the key components to data analysis as: organising the data set, getting acquainted with the data, classifying, coding and interpreting the data and then presenting the data.  Following this procedure, the six transcripts were read and re-read, to become acquainted with the data and to find common themes and resulting patterns.  Each theme was coded with a different colour highlighter to aid the researcher to put the different information into the correct data set group in the analysis table. Once these themes and patterns were established in the transcripts, they were organised into theme groups in the analysis framework table (Appendix 7) with a descriptive summary, supported by participants quotes, ensuring that each theme could be linked back to one of the research study objectives (Mir et al 2018).  According to Dictionary.com (2021) a theme is a unifying or dominant idea.  Statements that were made by over half of the participants about particular areas of interest for the study were identified as a theme.  However, identifying themes involved the researcher making the decision of what to include or discard as a theme, and also the interpretation of the participants meaning shown in the analysis summary, could have some effect on the study outcome, due to researcher unconscious bias (King et al 2017 p200).  
After the theme groups were put into the analysis framework, these themes were then analysed again individually to establish similarities or differences.  The resulting information was then compared to the literature review information, to discover if the study data supports the evidence found in the secondary data.  An analysis of the information could then be made to interpret the data, so that conclusions could be drawn from the information.  

3.4 Ethical Considerations - This research was carried out in accordance with the University’s Research Ethics and Integrity Code of Practice policy, so that it was transparent and honest, with participants treated with care and respect.  Authorisation was sought from the University for Ethical Approval to conduct the research.  Authorisation was also be sought from each participant to record and use the information that they provided in the interviews via a signed interview consent form (Shown in Appendix 1).
Data was safeguarded by protecting the participant’s confidentiality and anonymity, as they were be given pseudonyms, and all identifying information was be removed from the information gathered.  Data was collected and stored in compliance with GDPR regulations as set out by the Data Protection Act 2018 (Government of UK 2018). 





4.0 Data Analysis
The method of semi-structured interviews was chosen for this study as it allowed the participants to explain in their own words the experiences that they had of planning, starting and growing their own businesses, from their individual perspective (Cheron 2022).  This method also allowed for the researcher to direct the conversation to cover the areas of interest identified in the objectives of the research.  
The six interview recordings were transcribed, and the transcripts contents were read several times, so that the researcher could become familiar with the information gathered.  Each interview was then compared and analysed to identify if there were any reoccurring themes and meaningful patterns using ‘Content Analysis’ (Luna-Reyes & Anderson 2003).  Turing the raw qualitative information into a trustworthy ‘story’ is called coding (Linneberg & Korsgaard 2019) and consists of analysing the transcriptions and summarising relevant sections of it with a word or phrase.  An analysis table was constructed using the interview guide and the secondary research as a framework for coding the data.  The information was then organised into themes under each objective identified for the research, and set out in the table, shown in Appendix 9.  The table identifies the research objective, the theme, with supporting quotes from participants and meaningful interpretations of the data, as well as the latent content and deeper meanings embedded in the text (Duriau et al 2007).  The findings were split into the three objective groups, business attributes, owner attributes and business growth plans, for more focused comparisons.  
The following themes were identified:
4.1 Business Characteristics – Nearly all of the participants noted that they started their businesses due to needing more flexibility, or to solve issues due to personal reasons.  Some needed more flexibility:
‘I wanted to start a family...more flexibility working from home’ (Participant A).
‘My husband’s health started deteriorating….’  ‘it’s the flexibility I like…I had to get time off because my son was challenging’ (Participant C). 

For others it was a means to make more money, or make a name for themselves within their trade:
‘I realised that there was an opportunity for me to be a…. trainer, as opposed to somebody …. employed’ (Participant B).
‘It was a good way in raising the money needed to keep the horses’ (Participant D).
‘I wanted to branch out for myself, earn more money and make a name for myself’ (Participant E).
‘No doubt self-esteem, I think money is a part of it’ (Participant F).

All of the participants started a business in an activity that they were trained in, or had experience in:
‘It’s what I’m qualified in’ (Participant A).
‘I qualified….in purchasing so I was entitled to give training’ (Participant B).
‘None whatsoever...(but) every job I’ve ever had has had some element of cleaning.’ (Participant C).
‘I went to Cardigan College for three and a half years to get a trade, brick and block laying’ (Participant E).
‘I had worked for a holiday company doing…. renovations and upgrading properties…. I had worked in several holiday letting agencies’ (Participant F).

Only a couple of participants felt that they needed to start their own company as there were not any other opportunities in their area that they wanted to work in:
‘No…(not) in my area at the level I wanted to work at’ (Participant A).
‘I don’t think there were other opportunities for another cleaning company’ (Participant C).
Other participants had a mixed reaction to the local area and its effect on their business: 
‘I would say that the area is a modifying factor, a limiting factor’ (Participant C).
‘The area is a blessing and a curse…tourist area’ (Participant D).
‘There are pros and cons of the area…. big problems we had as a rural business….is the Internet service is poor’ (Participant F).

All the participants identified a ‘niche’ aspect to their business, without even realising that is what they were doing:
‘Nobody was actually offering that in my rural area’ (Participant A).
‘We were a niche company with professionals delivering unique products’ (Participant B).
‘Clients are…. particular about the person or the products, they must be chemical free, we have an edge there’ (Participant C).
‘…the unique story of our family’ (Participant D).


4.2 Owner Characteristics – Most of the business owners did not think that their personality traits were a factor in their business growth:
‘Honestly, it’s interpersonal skills’ (Participant A).
‘I’m determined, I'm awkward, stubborn…(but) it’s the relationships we build with the clients’ (Participant C).
‘Not personally, but as a business we try and give the customer the best service we can’ (Participant D).
‘I think it's just having an interest in people, and I think the fascination is seeing how the business grows’ (Participant F).
With only one participant recognising that their personality which sold their services.
‘It was really based on personality’ (Participant B).

There was little evidence to suggest that there was entrepreneurship running in any of the business owners’ families, but some of their family members were also self-employed on a small scale:
‘My dad runs his own business….no one else really’ (Participant A).
‘Nobody in our family ever went into business like that’ (Participant B).
‘My father, he’s self-employed’ (Participant C).
‘They were mainly farmers, like everyone else around here…. So no, not really’ (Participant D).
‘No, only my uncle had his own business’ (Participant E).
‘My father's family were farmers and my father didn't want to farm’ (Participant F).

The age for starting their own business seemed to be around 35, though one owner did start their business after they retired at 50:
‘31’ (Participant A), ‘50’ (Participant B), ‘42’ (Participant C), ‘25’ (Participant E)
‘30’ (Participant F).
One participant did not start the enterprise but helped out in the enterprise from a young age and then joined the family business full time later on.

When the participants were asked why they thought that their business was a success, most thought it was because of the quality of their work, the relationships that they build with their customers and the exceptional customer service that they provide:
‘I’ll try and go above and beyond…. improve on every job’ (Participant A).

‘We were successful because we did good preparation, we used professional course materials’ (Participant B).
‘You keep the clients happy and it's always been my focus to keep them happy’ (Participant C).
‘Being good at your work, making people happy, and getting work done on time’ (Participant E).
‘So, the relationships, is possibly what makes us better’ (Participant C)
‘I could do that better, could be a little bit more of a personal service’ (Participant F).

Two attributed their success to the locality:
‘…because of the unique story of our family … people want to hear about it’ (Participant D).
‘Because it was local, because it was based locally’ (Participant F).



4.3 Business Growth Plans and Activities – None of the business owners had a plan for their business growth, though a few mentioned that they had to do a business plan for funding through Business Wales, but these plans seemed to be a paper exercise only, to receive funding.
‘….it was a bit pie in the sky and the only planning really had to go on client growth’ (Participant A).
‘It just snowballed along really’ (Participant B).
‘Absolutely no plan whatsoever’ (Participant C).
‘No, we didn’t need it’ (Participant D).
‘No basically I just had my own knowledge of the job’ (Participant E).
‘We did a business plan on the back of an envelope to start with’ (Participant F).

Most of the businesses were found to have had business support, such as grants or business advice from an outside organisation:
‘I had a start-up grant from Business Wales.’ (Participant A).
‘We had help from the Welsh Assembly Government…for costs’ (Participant B).
‘I went to see Business Wales’ (Participant C).
‘I didn’t really need anything from anyone’ (Participant E).
‘…helped a little bit by PBI, not financial help, but we did have advice’ (Participant F).
Half of the participating businesses were found to have evolved into different areas or different services to grow:
‘I started my surveying business...(then) office rentals opened…the company that we collaborated together started two years ago’ Participant A). 
‘It’s still running, we’ve just converted it’ (Participant B).
‘…changed from conventional marketing business to and IT business, it evolved’ (Participant F).

Whilst the other half expanded their current business activities to achieve growth:
‘…. need more work … therefore will get more clients’ (Participant C).
‘We grew the areas that people seemed interested in…we expanded’ (Participant D).
‘Small jobs lead to bigger jobs then bigger jobs to more work’ (Participant E).

Nearly all of the participants mentioned that they did not plan to create big businesses, they just seemed to start their own businesses to fulfil their personal needs for starting the business.
‘We were only ever going to grow to a certain size’ (Participant B).
‘In this area, I don't think that there's enough appetite for our type of cleaning to make it a bigger business’ (Participant C).
‘We don’t want to grow too big that it gets out of hand’ (Participant D).
‘…. just keep it to limited size I think, I don’t want it to get out of hand’ (Participant E).
One third of the participants found that collaborating with others was a successful way of securing business growth:
‘I collaborated with four other small businesses in the local rural area’ (Participant A).
‘We had one or two third party contractors who worked with us’ (Participant B).

Most of the participants, however, voiced that they had no future growth plans:
‘Not that (business), I’m retired now’ (Participant F).
‘No!’ (Participant C).
‘No…we are happy to go along as we are’ (Participant D).

One participant expressed a wish to carry on as they are, hoping to be a bit more successful and able to keep getting the work coming in:
‘Yes, trying to get a bit more successful, keep getting jobs’ (Participant E).
And only one participant expressing plans for future business growth through evolving:
‘Yes, I do actually!... mobile office units…. vending shops…’ (Participant A).

The only growth barriers that were mentioned by half of the participants was staffing issues:
‘I have had more problems with the staff, than with anything else with the business’ (Participant A).
‘Staffing is the biggest issue here’ (Participant C).
‘The most difficult part of the business, was dealing with the staff’ (Participant F).

5.0 Analysis Discussion and Conclusions 
This research’s aim was to identify if there were specific business characteristics, owner characteristics or business strategies in common, which could explain the growth of the selected enterprises.  
This section discusses the information gathered in the interviews and compares it to the information collated in the secondary data literature review.  This will allow the researcher to consider all the information available, in order to draw conclusions and offer significant factors which could be considered likely reasons for the chosen enterprises perceived growth.  These factors will be evaluated to assess if the primary data supports the assumptions identified in the secondary data, or if a divergence in the two are suggested.  

5.1 Business Characteristics – The research objectives identified in objective 1 was to establish if factors such as business activity, location or market needs helped determine the particular activity of the start-up business in West Wales, particularly Pembrokeshire and Ceredigion. 
It was felt that this objective was fulfilled as the participants openly discussed why they started their business, why they chose the activity that they did, and what impact the local area had on the business activity choice and growth.  
From the information gathered from each of the businesses, about their size and the number of the staff working from them, it would seem that all of the businesses would be classed as Micro-Businesses, as defined by the UK Government, as they all have under ten employees and have a turnover of less than £632,000 (GOV.UK, n.d).  All of the businesses in this study are, or were, located in rural West Wales, specifically Pembrokeshire and Ceredigion.  These two counties are classified as ‘rural’ due to them being one of the least densely populated areas in Wales, according to the Census 2021 (Office National Statistics 2022). 
All of the businesses were found to have been started to serve a variety of personal objectives, as suggested by Palmer and Hartley (2009, p274).  A strong theme that was identified by the owners for starting their own business was the flexibility that having their own business would allow them.  Over half of the participants mentioned that they decided to start their own business because their personal circumstances resulted in them needing more flexibility in their lives, as suggested by Sharafizad and Coetzer (2017).  Reasons included caring responsibilities, and some just wanted the potential for flexibility by working for themselves, rather than other people.  Other participants identified that they wanted to work for themselves as they thought that they could earn more money by themselves instead of working for others, and some mentioned wanting to make a name for themselves in their chosen trade, supporting the theories put forward by Morris et al (2022), that pride and self-identity are drivers for creating businesses.  None of the participants mentioned suffering from any of the downsides identified with having their own business such as working longer hours (Middleman 1996) or feeling isolated or feeling depressed (Lauren et al 2021). 
None of the businesses were started as hobbies that turned into businesses, which does not support the theories suggesting that this type of business is more successful (Priestley 2018, p140).  One of the businesses was started around the hobby of a family member, who enjoyed breeding Shire horses.  The business came about as a means to make money to keep the horses.  However, after more careful analysis, this business seems to be more based on a ‘micro-niche’, as identified by Drucker (2015, p287).  The business seems to take advantage of their local area, which is a tourist location, as suggested by Pike et al (2008, p8), and combines this with their long family history within the local area, which dates back generations.  The tourists are drawn to this business, as they are able to experience how farms used to work, incorporating the role of the Shire horses.  This theme of utilising a unique aspect within the business was identified in nearly every enterprise in this study, mostly by adding a unique twist to their services to give them a competitive edge in their market.
Another strong theme that was identified was that five out of the six participants started businesses in which they are qualified in.  Only one participant had no qualifications in their business area, but they did have experience in it, supporting theories such as those put forward by Harvard and Eisenmann (2021), who suggested that businesses started in the market that the owner has skills or experience in, are more likely to succeed.  This also implies that the local area market needs were not considered when deciding to start a business, as the participants opted for an activity that they were familiar with, rather than starting a business because they had identified a local need for a product or service, as suggested by Muhammad and Ahmed (2020).  Only two participants felt that there were not enough opportunities in the area for them to do what they wanted to do, or they couldn’t find a company to work for which provided their level of technical expertise.  This diverges from the theories that believe many people start businesses as a ‘last resort’ to stay in the local area.  None of the participants suggested that the area had any impact on the business activity that they chose, it was purely because of the qualifications and skills that they had.  It has been suggested that the area in which a business is located is important for its competitiveness (Gueguen 2021), but the participants of this study had mixed feelings about the location of their businesses.  The area was mentioned as both a blessing and a curse (Participant D), as it had disadvantages such as bad internet connections, and issues with finding staff, which was not ideal for running successful businesses, but had advantages such as attracting tourists and the market was not flooded with other businesses doing the same thing.  Every participant started a business in the area in which they lived, suggesting that theorists such as Selko (2014) were correct in their assumptions that owners decide where to live based on their quality-of-life factors before they start their businesses.  This would indicate that the location is not a factor in deciding to actually start a business.
In conclusion, this study points to the facts that people seem to start their own business to meet their own personal needs, and they tend to start businesses in professions in which they have skills, often with a unique aspect to their services or products to make their business stand out in their market.  The local area does not seem to affect the decision to start a business and does not seem to have any influence on the business activity chosen.
5.2 Owner Characteristics – The research objectives identified in objective 2 was to find out if there were any specific owner characteristics in common for the growth of their venture and whether these characteristics were considered entrepreneurial.  It was felt that this objective was fulfilled, as the participants discussed what characteristics they thought they possessed, which were important in their business’s growth.  They were also asked to identify what factors they thought were the most important in their business’s growth, to see if they identified a characteristic in themselves or if they suggested another significant factor.  The participants were also asked about their family backgrounds, to establish if they came from entrepreneurial backgrounds, by enquiring if any of their family members had ever owned their own business or started any enterprises.
The secondary information suggested that an ‘entrepreneur’ was someone who drove innovation by creating new products and practices (Priestly 2018, p51), by opening up new markets and evolving established businesses (Bessant & Tidd 2019, p7).  Entrepreneurs were thought to share common personality characteristics such as being risk takers and having a need for achievement (Roberts & Robinson 2010).  Entrepreneurs can amplify their entrepreneurial creativity by working together and bouncing ideas off each other (Bessant & Tidd 2019, p127).  From this study it was clear that none of the participants saw themselves as entrepreneurial, or seemed to have any similar characteristics attributed to an ‘entrepreneur’ in secondary research.  Most of the participants felt that their interpersonal skills, high customer service, and good customer relationships were the reason for their business growth, supporting the views of Parry and Westhead (2017) who felt that that local businesses were able to grow through offering a richer customer experience.  This does not support the theories that entrepreneurs are more likely to be successful in business (Carton et all 1998).  However, some researchers such as Roberts and Robinson (2010) may argue that the participants were in fact entrepreneurial, because they started a business due to their personal, situational or environmental circumstances.  Drucker (2015, p287) may support this view, as he suggested that by using their individual skills and using ‘niche’ markets, they were using entrepreneurial methods when starting a new venture.  
Most participants admitted that no-one in their family were considered entrepreneurial.  Popular research suggested that entrepreneurship runs in families (Harvard Business Review 2018, p19), but this can be seen to be refuted, if the assumptions were to be believed that the participants were in fact entrepreneurial based on some of the theorists’ observations.  McClelland’s achievement motivation theory (1962, quoted in Mullins, 2005, p488) may instead be supported, as he suggests that the motivation to achieve, also suggested as an entrepreneurial trait, does not run-in families as some suggest, but results from environmental influences already identified as a significant factor, again, supported by Roberts and Robinson (2010).
It was observed that there seemed to be a broad range of ages of the participants, when they started their businesses.  This appeared to be down to their personal circumstances and needs.  One of the participants started their business after retiring, supporting the views of Cook (2017), who suggested that the over 50 age group are the new ‘business start-up generation’ as they are becoming retired and only then able to financially start a business and have a second career in something that they have always wanted to do.
In conclusion this study suggests that there are no specific owner characteristics which help promote the growth of a start-up business.  Some argue that the participants are ‘entrepreneurial’, just for starting an enterprise, while other factors suggest that the owners are not what is commonly thought of as ‘entrepreneurial’ as they do not appear to have any other associated traits.  The information gathered in this study suggests that it is more likely that the personal or environmental reasons that resulted in the start of the business, was the motivation for the owner to achieve successful business growth and continuity.  

5.3 Business Growth Plans and Activities – The research objectives identified in objective 3 was to establish whether the businesses have expanded or evolved for them to grow, and if there was a formal business strategy in place for this growth.  It was felt that this objective was fulfilled, as the participants freely shared their plans, or lack of plans, that they had made for their businesses for any planned growth, and they shared the activities that they employed to achieve their growth.
From this study it was identified that none of the participants had a proper business growth plan when they started their businesses, as they felt that they did not need one, contrary to the secondary research that suggests that even small companies need a growth strategy to survive (Sharma & Loh 2009).  Some of the participants had to make a business plan as a part of the process for applying for funding, which is supported by Bewayo (2010) who implies that the main reason that entrepreneurs would make business plans were to access external financing.  Most of the participants mentioned that they had either external financing help or business advice from outside sources, with the Government funded Business Wales being mentioned the most.
It was thought that start-up businesses were usually rapidly evolving as they became established, which was why they tended to not have an official strategy (Slavik et al 2022), which could be an explanation of why the businesses interviewed did not seem to have a business plan.  Businesses such as these were assumed to employ a more intuitive strategy (Rebelo et al 2022), by the owners reacting to business opportunities, rather than adhering to a formal business plan, which seemed to be supported by the results of this study.  An equal number of participants encouraged the growth of their enterprise by evolving their business and introduced new products or services, as those who grew their business by increasing the volume of what they did.  Most of the participants however, informed the study that they made the choice not to grow their business too much, which supports the theory that some businesses want to make their business better not bigger (Johnson 2021), also supported by the fact that the participants had already confirmed that they felt that excellent service was the key to their growth.  Those who did want to expand their business, but hadn’t got as big as they had wanted, identified that they had experienced growth barriers by not being able to find the right staff for their business, which does not support the secondary data which suggested the biggest growth barrier was access to finance and the lack of confidence (Startups.co.uk 2020). 
When selecting participants with businesses in the area which fit the criteria of the study, it was noted that there appeared to be many more women than men who had started businesses that had grown significantly.  This supports the suggestion of Parashar (2022), who pointed out that the growth in female owned businesses had expanded significantly in the last few years.  Many of the men in the area who started their own business, tended to be tradesmen who started working for themselves, staying as a sole trader, one man band, without showing any signs of growing their business.  They didn’t take on any staff and didn’t expand their business which is contrary to research which suggests that firms founded by women are smaller (Anon 2019).
The research suggests that business owners are increasingly working together to collaborate for specific projects (Wagner 2001), to increase their business reach and activity, if scaling their own business is not an option at the time.  These interactions and support between entrepreneurs through this ‘entrepreneurial ecosystem’ are thought to be very important for business development (Gueguen et al 2021).  This has been supported by this study’s findings as one third of the participants revealed that they collaborated with other local business owners to win bigger projects for far more money than they could by themselves. 
In conclusion, this study suggests that small start-up businesses rarely have a start-up business strategy, and do not have any sort of business plan unless they are applying for external funding.  The business strategy in most start-ups was found to be a more intuitive rather than formal, following a strategy more similar to the ‘Blue Ocean’ strategy (Yap & Chua 2018).  Equal numbers of participants evolved their business, as those who increased what they did, and surprisingly it was discovered that most start-ups tend to want to limit the growth of their business, to limit legal issues.
 

6.0 Recommendations
There are a number of limitations associated with any research, which are not in the control of the researcher, but which could have an effect on the results (Price and Murnan 2004).  It is necessary to understand the limitations of a study so that the research findings can be put into context (Ioannidis 2007) when considering making recommendations for further research.
One of the first limitations of this study is that the research has been carried out by an unexperienced researcher, with no previous exposure to interviewing people.  These challenges are thought to be generally easy to overcome (Doyle and McCarthy-Jones 2017), however, they may still have some sort of impact on the research due to researcher unconscious bias (King et al 2017 p200).  
The sample method of convenience sampling, used in this study can be considered a limitation, as all of the participants are all known to the researcher, which may not adequately represent the total population (Price and Murnan 2004).  Using a small sample can also be seen as a limitation of the study, as it can be thought to limit the transferability and comparability of the research (Roller 2018).
With the identified limitations of the current study in mind, recommendations for further research can be made to try and reduce these factors, to establish if the findings are still replicable.  
Further research could be conducted on a larger scale, involving many more business owners from a wider range of business fields, to see if the research findings are applicable to businesses more generally.  
This research could also be carried out in more urban areas of Wales, to see how the results compare to those of rural West Wales.  This would allow researchers to establish if rurality has any influence on the findings in other areas, which wasn’t found in this study to affect the business activity chosen.  The research could also be replicated in other areas of the United Kingdom, such as rural coastal areas of Scotland, or coastal areas of England, in order to compare the results to those in this study.  This would give a better understanding as to whether rural areas produce more entrepreneurial people than in more urban areas of the country, through necessity as suggested in secondary research, even though this view was not substantiated in this study for this locality.  
More research into gender and its influence on start-up businesses would be of interest.  This could explore whether more men or women start their own businesses, whether there is any gender bias in terms of who would be more likely to benefit from support from external agencies; and the effect of gender on business growth. 
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8.0 Appendices
      8.1 Appendix 1 – Interview Consent Form 

Generic Consent Form: Audio-taped Interview
(Signed Consent Version)

Invitation to Participate & Consent Form for a Research Study 


Dear Participant, 

I am a student in the School of Computing, Business and Tourism, and I wish to invite you to participate in a study investigating what factors contribute to the growth of a large successful enterprise, established from a home-based start-up venture.   Please read this form carefully, and feel free to ask questions you might have. You can contact me with questions by e-mail at debjames271@gmail.com.

As someone who has a business that was started at home and has successfully grown it into a larger business, you are asked to participate in an interview in order to provide the researcher with your experience of growing the business.   

The interview will take approximately 30-60 minutes and will be audio-taped. You may request that the recording device be turned off at any time.  If you prefer it could be done over the telephone due to the pandemic.

The purpose of the study is to examine what factors contributed to the successful growth of your business.

Our discussion will be informal, and I hope that topics may emerge as we progress. However, I hope to address 3 areas of inquiry: 
 
1. Why did you choose to start the business you did?
2. What factors do you think make the business is successful?
3. Have you evolved or expanded your services/products to stay successful?

When I have completed transcribing the recording, I will show you a copy of the transcript of our discussion.  If you are comfortable with the content of the transcript, please let me know as soon as possible.   If not, you may add, revise, or delete information from the transcript as you see fit. 

The data from this study will be used in the completion course work in my Master’s Degree program.  To safeguard your confidentiality and anonymity, you will be given a pseudonym, and all identifying information will be removed.  The audio recording and transcript of our discussion will be safely stored as per GDPR laws, and then deleted as will your contact information.  Your participation is completely voluntary and you may withdraw from the study for any reason, at any time, without penalty of any sort.  If you withdraw from the study at any time, any data that you have contributed will be destroyed.


Consent to Participate.

I have read and understood the description provided above; I have been provided with an opportunity to ask questions and my questions have been answered satisfactorily. I consent to participate in the study described above, understanding that I may withdraw this consent at any time.  A copy of this consent form has been given to me for my records.


____________________________				___________________
Signature of Participant					Date


____________________________				___________________
Signature of Researcher					Date
	




	

    


  8.2 Appendix 2 – Interview Questions
1. Can you tell me a bit about your business and what you do?

2. Why did you start your own business?

3. Why did you choose to do this particular activity for your business?

4. Did you have any experience in this area before you started your business?

5. Did you think that there were opportunities in this field locally, if you hadn’t started your own business?

6. Has your business grown since it was first started? 

7. Did you plan to grow your business?
8. Did you have specific help to set out a plan for your company’s growth?
9. Is your business mainly local or do you have a wider marketplace?

10. How old were you when you started your business?

11. Why did you decide to start your own business instead of working for someone else?

12. Do you think you have any particular qualities that have helped you make your business a success, if any?

13. Why do you think your business has been so successful?

14. Do any of your family members also have their own business?

15. Do you have plans to expand any more in the future?







8.3 Appendix 3 – Interview A Transcript
Interviewer: Can you tell me a bit about your business?

Participant A: I am a building surveyor, I travel to clients to do building surveys, do building plans for extensions, new builds, that kind of thing and I rent out commercial offices, where I have my own office, where I also used to run events from the same building.

Interviewer: So why did you start your own business?

Participant A: I started out working in lots of large firms and I wanted to start a family, that’s useless there so I decided to work for myself, getting more flexibly from working from home.

Interviewer: Why did you choose to do this particular type of activity for your business?
 
Participant A: It’s what I’m qualified in.  I’ve got my degree and then I’m a Chartered Building Surveyor.  I decided to do the chartered building surveyors projects that I’ve been doing for the past 15 years or so through work, I just did it myself as opposed to working for another company.  I worked from home in my spare room. 

Interviewer: Do you think that there were opportunities in this field locally if you haven’t started your own business?

Participant A: no there weren’t’t any opportunities for me in my area at the level I wanted to work at. There were much lower grade jobs I could have got with the local authority or smaller building firms but the level and scale of size of projects I wanted to do, nobody was actually offering that in my rural area.  I wanted to bring the city service which is what I’ve been doing previously into my local area. No one else in the area was providing the service that I wanted to provide.

Interviewer: How’s your business grown since it was first started?

Participant A: yeah, so when I started off, I had one building survey as I had no clients, so I had to grow my network.  I started by joining networking groups and expanding the exposure of what I did and how I could do the job for people.  I started off doing a lot smaller jobs than I was aiming for but simply to get the experience into my own business name rather than going straight into a project that I couldn’t’t demonstrate I was able to achieve on my own.  Then it just grew from there.

Interviewer: So, did you have any help to plan your company ‘s growth?

Participant A: I had a start-up grant from Business Wales.  They helped me get some equipment that I needed to start on my own, a Disto measurer, a large format printer and a computer, which were the basics I needed.  That was through Business Wales, through the local authority.  As far as business planning, I did a business plan with Business Wales as part of getting the grant application, however it was a bit pie in the sky and the only planning really had to go on client growth.  So, my business has grown from me working at home on my own, to I now have collaborated with four other small businesses in the local rural area who are a structural engineer, quantity surveyor and a mechanical electrical engineer.  We’ve collaborated to form one large company as well as having a limited company on their own so we are now able to tender for much larger projects than we could  haveif we were just SMEs.  Now we can bid for work up to 5 and 10 million as opposed to a project, if it was just me on my own, I probably would only tend up to £1000,000.

Interviewer: Is your business mainly local work or do you have a wider marketplace?
Participant A: To start with it was very local but as my clientele have grown and especially with the collaboration with the other companies, it’s now spreading to right across Wales. 

Interviewer: So how many staff do you now employ?

Participant A: Well, I was on my own but I had to find an office because I had grown out of being able to work from home.  I wasn’t able to have clients to come to my home to meet me, to discuss the projects, so I was then involved in trying to find a business premises. I rented somewhere that was fairly expensive for a while and found that it did work and I needed an office.  Then I looked at buying or renting something a little bit closer to home within the rural area and there wasn’t anything to be found, so I ended up purchasing a large building, renovating it, taking one room as an office for myself and I now rent out 12 other offices and hold conferences and events for the local area in the rest of the building.  The office building now employs two staff, I’ve got one office manager and an admin assistant for me and then one cleaner who deals with the day-to-day cleaning.  I have had more problems with the staff, than with anything else with the business, one is a little bit demanding…. I don’t want to have staff ever again!

Interviewer: How long is your business been running?

Participant A: I started my surveying business in 2013 and that is still going, the office rentals opened in 2017 and that’s running well, it’s making good money and the company that we collaborated together started two years ago so that’s 2019. 

Interviewer: how old are you and you started your first business? 

Participant A: 31, after I had my first child and I needed to earn some money but had find a way to work it around the baby!

Interviewer: Do you think that you have any particular qualities of helped to make your business a success?

Participant A: Honestly, its interpersonal skills, people have got to trust you.  If they’re going to buy into your business, they’ve got to know that you’re on the same page as them and people will find your business.  If they get it, they think you get what they want and can produce what they want.

Interviewer: So why do you think that your business has been so successful?

Participant A: I’ll try and go above and beyond, regardless of money and try and think how I can improve on every job and apply that to the next job.

Interviewer: Have any of your other family members had their own businesses?

Participant A: yes, my Dad runs his own business, he works internationally, successfully for many years and has written his own books.  My husband also run his own business for a while but he works as an umbrella company for a large manufacturing firm.  No one else really, other than my Dad, and he didn’t start his own company until he retired!

Interviewer: So, do you have any plans to expand any more in the future?
 
Participant A: Yes, I do actually! I want to make mobile office units that we can transport around all areas to have meeting spaces that you can book online.  My second idea is I want to make vending shops, as in shops or staff less shops in rural areas to bring convenience stores back into rural areas.
8.4 Appendix 4 - Interview B Transcript
Interviewer: Can you tell me a bit about your business?

Participant B: I’ll just explain a couple of things first.  The reason I did it, I took early retirement and so I was in procurement, that’s like when you know with the council, they have big purchasing departments and hospitals have got big purchasing departments for government bodies, haven’t they? I used to do and did that with the NHS and Local City Council, so I left early and I did get involved in some training with various organisations, some of them were overseas.  So, I started, because I qualified, I’ve got a Chartership, in Purchasing, I was entitled to give training to third parties, so I started it up and then we ran that for about 15 years and then that all finished, because I had to go overseas a lot and then I converted it into a property business, so that’s a nutshell of what my company is, Supply Chain Projects.

Interviewer: What was your motivation for starting you own business?

Participant B:  I was working as a full time professional in government and I took early retirement at about 50 and I wanted to carry on doing something in the field I was in, that was purchasing the supplies, and I had contacts in that.  I had been working for a local college.  They asked me to be a part-time lecturer, so that sort of stimulated my interest in training and I worked for the college doing night classes for 5 years.  That was in the local town.  And at that time then, I also became a professional examiner for the CIPS – Chartered Institute of Purchasing Supply.  So based on that, I then started to work with some other people, training overseas pupils down in Worthing, in South of England and they were called the Crown Agents.  So, I got work for teaching and I sort of started first, not as a business, but you would call a freelance trainer, just worked for other people who were running training.

Interviewer: Had you had any training before?

Participant B: No, the first experience in actual training, apart for training people at work occasionally, but it was a very small part of my job, the first experience of training I had was at the college doing night classes.  I was asked could I help out teaching some night classes.  That was in the late 80’s.

Interviewer: So, do you think that there would have been opportunities in your area to do that if you hadn’t the business?

Participant B: Well, you could always work for people, there are lots of big training companies who want to hire professional trainers.  So, I didn’t set up the company straight away, I worked for other people.  I worked for an organisation, for these Crown Agents, so I didn’t set up my own business, I set up as, what you call a freelance trainer and it was only after that that I realised there was an opportunity to be a principle of a trainer, as opposed to somebody who employed me.

Interviewer:  So, where were you running your business from when you first started?

Participant B:  When I first started, I was running it from home, and then I took some offices in the local town.  My accountant is there and I was pretty busy and I couldn’t really do it from home so I leased some offices and I had other people, not working for me, associates.  So, if I had a job, I would contact one or half a dozen people and I’d hire associates to do this job or that conference.  And I ran all that from the local town first.  And then there was one person in particular who was a previous colleague in the Health Service, who we got on very well, and he worked with me, and eventually I set it up as my own business and he became as partner with me.  He was a professional in the health service and I was a procurement professional in the past for the local government.  So, as we started to hire people, I needed two things, I needed to prepare materials and then actually to deliver the training.  So, my partner was very good at preparing materials and I was delivering the training. So, we did that from the local town at the beginning.

Interviewer: How did the business grow?

Participant B: Well, the main way that it grew was that one of my previous clients was called the Crown Agents and they used to bring a lot of overseas students to be trained and in the late 80’s they closed that down, but they had agents all over the world, in particular the Middle East.  So I did some training in Qatar, that’s where World Cup is going to be, the capital of that is Doha, and I met up with one of their ex agents and they were virtually going to close the training business down the Middle East, but we discussed this and decided that if she could get the clients in the Middle East, because she lived in Doha and she spoke Arabic, she could get the clients and we could come over and do the training, and that’s how we developed it.  She lived in the country, she’s got the contacts and she set it up, this is mainly with oil companies, because Qatar is oil and gas, so we would come in and give professional training to Arab students in their own businesses, you call it in-house training.  She would get the business we would do the training. So, we flew back and for.  We’d get one-week contracts, two-week contracts and we started off like that. That was in Doha.  Then we went from Doha to Oman.  That’s one of the six states over there.  The capital of that is Muscat.  Then we went to work for the oil company in Sudan, in Khartoum and then we went, our main business was in Dubai.  There are a lot of rich companies in Dubai, and they wanted to have in-house training, so, we set up training courses in their country, so we fly in, do the training, and she’d organise it all.  So that’s when we established the business.  And I was a 50% partner and we ran that for about, I don’t know, 10 or 15 years, very successfully.  I originally didn’t go to Saudi Arabia, because Saudi was always a bit of a dodgy place.  Saudi Arabia’s got one of the biggest oil companies in the world and they’re called Aranco. So, eventually, we went to Saudi Arabia.  CG then took another path but we had such good contacts with Aranco and others, we carried on the training.  We did about, I don’t know, 5 or 10 years, and the interesting thing about Saudi Arabia was that when we started, they wanted the British qualification called CIPS, Chartered Institute of Purchasing Supply.  But, as we went on, a lot of the oil companies are owned by Americans, so they had their own version of CIPS in Arizona, called The Institute of Supply Management, ISM, so what I had to do, they wanted a choice either the English qualification of the ISM.  Now I wasn’t qualified to do the ISM, so what we did it as a business development, we flew to Arizona, we met the ISM.  CG got an agency so that we could deliver that qualification and I requalified on the American syllabus.  I was now a Chartered Institute of Purchasing Supply in the UK and I was an associated member of the ISM with a qualification called the CPM.  So, what we ended up having doing was some trainers in Britain working with an agent in the Middle East delivering American qualifications to Arabs!  Quite a set up and the Middle East has had very difficult years and there wasn’t a lot of competition really, not a big lot of competition, there was some companies in the Middle East but not as professional as we were, so once you get in with these companies, they just keep going with you for a long time and we did that for many years.  But it’s all down to people.  You also get a thing called training fatigue, even though you are doing the delivery, it’s like a relationship, they start and they finish. So that did very well.  And then we also found out that Aranco had an office in Holland and, one in Tokyo and one in America, so we ended up training some of their people in Holland as well.  It was all through our qualifications.  It all snowballed along really.  Sometimes we were delivering CIPS, sometimes we were delivering ISM and sometimes we were doing what you call generic training., but it was all supply chains.  Supply chains are very important in the oil industry and we got the business originally from all the contacts for CG, and then when she left, we carried on, as they had confidence in us to do it. And we did that 5 years ago and then it all came to an end really with all the problems in Iraq.  We left it.  These people would hire you for a fortnight, 5-star hotel, they had training rooms in the Crown Plaza, the Ritz Hotel in Saudi and they paid for your business.  They were very lucrative contracts.  We kept them going and at the same time we were doing training in the UK and, you know Housing Association, they do social housing, when we weren’t in the Middle East, we also had a whole client lists of housing association in the UK and J and I went all around the UK training the housing association and we also did the Post Office. The post office had a big contract.  So, you bid for contracts and you get them, and you do them for 6 months, 12 months, and that’s it then, they stop start things.  In the Middle East we did Saudi Arabia, Dhaka, Doha and then we did Holland and then we had all these Housing Associations in the UK, we were turning over, something like £80, £90, £100,000 a year on these things, but there were also expenses with it too, flights, etc.  So that was what the company did and it was all specialist training and we did some consultancy as well.

I ran some training in a local centre.  So, I ran it in there for a couple of years, but, because of Covid, we really couldn’t do any UK training at all.  So really, I have stopped the training now and some of the money we got from that we invested in property.  That’s why I’ve got these flats and the apartments that we run now.  Because I went into my own business, I didn’t have a pension you see, I invested it so we’ve got 3 or 4 houses called HMOs, houses of multiple occupation, we’ve got 24 different tenants, so now we’ve turned the company into a housing management company.  It’s been strange because there is no relation between the two at all.  We changed our terms of association to property development.

Interviewer: Did you have a specific plan for the growth? I mean did you sit down and plan it and think we’re going to go to the Middle East?

Participant B: Well, within reason.  We had help from the Welsh Assembly Government as well, because, if you were developing a business, for example, when I went to Arizona, they paid by costs because what I was doing was investing in retraining for myself and for J.  And that was speculative because we got the qualification and agency, we then got more work.  So, it was planned with our agent in the Middle East, CG, and it was planned with different people who I worked with in this country.  We didn’t have big executive meetings about it.  When you are only a small business, there are two principles, we hired about 5 different freelance trainers, like I was, when I started.  If you get business, you can employ them, if you don’t, they’re like contractors, like you’d think on the farm, you’d bring the contractors in to do this job.  So, I’d win a job here and decide whether I do it myself or we prepare the material and ask another to do it.  It wasn’t a big plan.  We were never going to be a big training organisation like Compass.  We just wanted to keep to like a small business, we could have gone a lot bigger, but we didn’t.

Interviewer:  Why do you think the business was successful?  Any specific things that you did?

Participant B: You only win these contracts.  If you win them once and you fail, they don’t ask you again.  Because we were successful, we got people through their examinations, we helped people in their work place, so it was really based on personality. You had to be qualified. I mean it’s like being a doctor, you can’t do an operation unless you’re a doctor.  So, we had the qualifications, most people have qualifications, but it’s how you deliver it that’s important and I believe we were successful because we did good preparation, we used professional course materials or our own course materials, we had the technology we needed at that time with projectors, we had computers and information and because dealing with big oil companies, they are very selective, and if you don’t perform, you don’t get another contract, simple as that.  So, for as long as we wanted to do it, we were able to.  Eventually, I pulled out because the political situation in the Middle East rather than anything else and we’d rather let the business go.  So, you know, I’m 72 now so that was it.

Interviewer:  Was there anything about you and your partner that, that you think made the business successful?

Participant B: Yes, it was.  It was this guy, JO, was very, very good at preparing power point slides, spreadsheets, training documents, handouts, questionnaires.  He liked doing that.  I could do it but I don’t like doing that.  Where I was more of the person who stood up, we both did the stand-up training, but I led on the training, so, I don’t know if you remember years ago, there was a programme on the telly called The Comedians, it had all these various comedians and he had a joke book and he had all his jokes and super information resource, and joke book, and he said “Are you worried in case you lost this book”, and he said “no I'm not, here you are, you have it, go and do what I do” and he said “you won’t be able to because it’s the way I tell them”.  So, we had the professional material, you can buy it, anybody can buy it, you can buy the professional material, you can put up slides, you can write course, and that is probably the main property, but what they want is somebody who will help them learn, so you had to understand the material, you had to understand people, and in our case, you had to understand the Arab culture, which is very different work ethic to us.  And we understood that.  We were sympathetic to it.  That made us successful.  One of us was very good at preparation, which was J, and I was better at delivering the story, telling the jokes.  Because we were the two of us and we hired people who we thought could deliver as well, we didn’t have anyone else preparing, J did all the preparation.  I did some as well, but that was his lead.  I did the lead on the training, but if we had too much work, we would give a pack of material to somebody, and we had a couple of failures on that, because you think somebody’s good and the client comes back to you and says don’t bother sending him again.  And that’s it, but as of now, nobody’s ever said that about me.  So, we had one or two third party contractors who worked with us but in essence, we kept the balance and because we had good prep material and good delivery, we kept the business for a long time.  But as a business, here’s the interesting point you see, you’ve got the company supply chain plus the training company, and my accountant said to me “You can’t sell this company, because it’s not about the company or turnover, it’s about the delivery and if you and J aren’t doing it or if someone like you and J aren’t doing it, there’s no company”. So, it is very much down to people you see, and personality.  I don’t think it the company would survive in our case, if we sold it.  I mean, there are lots that sell goods or sell materials, and just put another manager in, and we could have found someone if we wanted to but, we were only ever going to grow to a certain size, we did 18 to 20 weeks a year training, travelling around the country around 10 or 12 weeks a year.  That was enough.  So, we could have done a lot more but we restricted ourselves to that.  Yes, we could have got other people but once you start paying other people, you get into employment, we just didn’t do that.  I’m not saying we couldn’t have done it, we just didn’t.  That makes sense.  I would say that we were a niche company with professionals delivering unique products.  So, the product was available but was fairly unique, delivering both American and British qualifications.  Our market was 60% Middle East, 40% UK, was fairly unique and was the organisation and delivery of it that kept us going.  So, it’s a bit of a different set up to most people, isn’t it? It’s still running, we’ve just converted it into what effectively is the investment of the business for retirement fund.

Interviewer:  So, another question, do you come from a family who started their own businesses?

Participant B:  All my family are farmers and when I left school I didn’t want to go into farming.  So, I started as, what was known back in the 60s as a Commercial Trainee.  And I worked for a cable company, I worked for an Aerospace.  So, I was different.  They were all farmers.  Nobody in our family ever went into business like that.  I then went to work and I majored in the public service, I worked for the NHS, I worked for various county councils, I was assistant director of procurement for 10 years.  So that’s where you learn your skills, by actually doing the job.  None of the family did any of those sorts of jobs.  Nobody had a high-level qualification.  They were just traditional farmers really. So, the answer to your question is, in my case, I didn’t want to go into farming.  I was interested in it but didn’t want to do it.  So, I went into business and worked for other people until 50 and then this was the first time at that stage, I took the initiative to work for myself.  I mean I worked for other people as well, there are lots of other people that I could list.  That was when I was a freelance trainer and eventually running it ourselves.  




8.5 Appendix 5 - Participant C Transcript
Interviewer:  Can you tell me a bit about your business?
Participant C:  I own a cleaning company, but we make and use our own cleaning products that are made of natural ingredients.  No chemicals or bleaches.  We also sell the products that we make, they were my own recipes, just things that I threw together that seemed to work.
Interviewer: Why did you start your own business?
Participant C: I had no intentions whatsoever starting any business at all, I thought it would be a scary prospect. When I got married, I moved to cardigan in 2010 and I was working for a company and had been TUPE transferred to another business, in an admin job but the commuting was ridiculous, it was an extra 3 hours a day.  We car shared with 3 other people, so it turned into a much longer commute.  My husband at the time wasn't the healthiest and he run a motorbike business.  We worked out when you actually calculated it, even though I was earning 19,000 a year, by the time you calculated the amount of hours I was out of the house, I was actually only earning some like £2.75 an hour plus the cost of travel, and I thought this is pointless.  I decided to finish and get a local job.  Because of my husband's business with motorbikes, he needed me occasionally to help load trailers and such, so I thought I would get a proper job, like cleaning jobs for myself so I put up some notices and got two or three clients.  My husband's health started deteriorating, he had COPD.  He ended up having a double lung transplant and he died, but in the beginning I couldn't spray anything in the house.  He was alright at the beginning when we met, but his condition got worse and I started looking for alternatives to chemical cleaning products such as bleach, as he couldn't cope with it.  So, I was using my products that I was concocting at home and then, as you build a relationship with your cleaning clients, you get chatting, so I was chatting to them about the products I was making and they were asking ‘can you use them in my house instead of our proprietary cleaners’.  So, I said if you don’t mind but they are only things that I've knocked up myself, and they agreed.  I was just buying little bottles of essential oils, only 10mls, but the clients were saying that we've got a asthma, we've got psoriasis, dermatitis, whatever issues at my house, so I started using them and they were very happy with it and asked me to carry on doing it.  I got another couple of clients that were friendly with the existing clients, who specifically asked for me because of the natural cleaning products and then my husband started banging on about all you should start up your own business! I said no I can’t do that, it’s too complicated.  I went to see business Wales; they were actually useless but I thought well how complicated can it be! You know, I'm just doing this just me, the insurance was only £79 a year, I was working out the back of my car and home.  Then as his health got worse and he ended up having this double lung transplant, we spent a lot of time in London.  I didn’t want to let the clients down so I thought ‘I'll have to find someone to help me’, so I employed my first employee, Charlotte, who is now a client!  She came to work for me originally just to fill in gaps when I wasn't around, but then I wasn't around quite a lot when I was in London.  Then when I came back from London it was like, how do I manage this now, because Charlotte needs her hours and people have got used to her but I also need my hours, so we’ll have to get some more jobs, this is how my Natural Cleaning business started.  At the start for 2, 2.5 years, we just plodded along with me running the business from this house.  We employed another one or two people part time, it was fine, but it's always been an issue with staffing.  I was also very uncomfortable in the end, running it from the house because of the people coming and going, it’s not very professional when you have a hangover and you are in your dressing gown when the girls turn up for work!  I thought, I know, I will get an office in town, by this point we had taken on a lot more holiday cottages, which were very time sensitive and had to be done at the weekends.  I really don't want all of this linen and stuff in my house so we leased the office in park house.  I got myself an accountant, who told me it would be a good idea to go limited and run two businesses, one for the domestic clients because they will they don't have to pay the VAT, with holiday lets it doesn't matter so much.  This was also the advice I was given by business Wales which takes me back to the fact that Business Wales are useless.  Then I started the second business, running them both from the office in town which was much easier, even though staffing was still a nightmare, then Covid came along and now we are back to one business.
Interviewer: Did you have any experience in cleaning before you started your business? 
Participant C: Nope, none whatsoever! I must admit, I lied, I told everybody that I had years and years of experience in cleaning because as a woman you do, if you have kids or husbands or whatever, every job I've ever had has had some element of cleaning, you know, whether you are the secretary whipping a hoover around at the end of the week or as a care assistant working in a nursing home, but I've never done an actual cleaning job properly before.  But I figured, how hard can it be?
Interviewer: Do you think that there were opportunities in this field locally, if you hadn’t have started your own company?
Participant C: I don’t think there were other opportunities for another cleaning company, it was the fact that we weren’t using chemicals and I was making the products myself. I think that became an opportunity otherwise I would have just been another cleaner.  It was definitely that that set us apart from the others.
Interviewer: So, did you have a specific plan to grow the business?
Participant C: absolutely no plan whatsoever!  We did a business plan, Business Wales insisted on it when we opened the second business, but for the first business it was just literally just something you fell into, and then I needed another member of staff because I need time off, now I'm back I need more work for the both of us, therefore will get more clients, we now need more staff to service the new clients and it just grew like that!  Then you suddenly wake up one morning and wonder how did I get here!
Interviewer: Did you have specific help, other than Business Wales to grow, did you have any other help in plans or funding?
Participant C: When I opened the second business I did, I went to business Wales, they told me I could get a business start of loan with street finance so I got that.  
Interviewer:  So, I guess your business is mainly local?
Participant C:   yes, usually up to around 15 to maybe 20 miles of the office, depending on the job.
Interviewer:  How old were you when you started your first business?
Participant C:  This is my first business, the limited company was my technically my second business, my first business was the natural cleaning company, all the same thing really and I would say I was 42, 43.  And I wouldn’t have done it in any way shape or form if my husband hadn’t of nagged me into doing it!
Interviewer: Why did you open your own business rather than working for someone else doing this?
Participant C: Is the flexibility I like, and that’s what keeps me doing it!  I want to finish the job, it doesn’t matter what that job is I want to be able to finish it and when I was working in admin business they really messed my head up because you had to be at your desk at 8:45 in the morning and I had to leave at 5:00 o'clock and I get into the swing of something, updating this database or arranging something and you got to go now it's five o'clock. Let me finish it, I'm not asking for more money, I just want job satisfaction, I want to finish the job! Nope, you have to go.  I had to get time off because my son was challenging, you know with appointments and school things, it was virtually impossible because everybody wants you to work specific hours, it does not change, there’s no flexibility at all, a lot of the jobs, they could have been quite easily done at home, I could have taken it home to do on my computer, as you can see I have right always had tech so there is no reason in my mind, why I couldn't have done these jobs in my time as opposed to strict office time, but I could never find a job that would allow me to do that, so I thought if I did it myself, I would have that ability.  I can, like this week, tweak my week now because people are playing up and sort of like OK, I'm supposed to be in the office tomorrow, now I can't be, I got to go cleaning, so I'll be doing my office stuff in the evening.  It is just having that flexibility.
Interviewer: why do you think your business has been so successful?
Participant C: I think, I’m determined, I'm awkward, stubborn, and I firmly believe that I can't ask somebody else to do something I'm not willing to do myself, so I will jump in and do calls.  I know there's a lot of other companies who think Oh no, I'm management team, I don't do that anymore! But if you keep the clients happy and it's always been my focus to keep them happy, however miserable I might be, they have to be happy.  I think that is part of it, the other part is I genuinely think it wouldn't be anything without the staff, the girls, they keep the clients happy and if I don't keep them happy, the clients aren’t happy and you don’t actually have a business.  You could actually take me out of the equation completely.  Some clients are very, very particular about the person or the products, they must be chemical free, we have an edge there but most people just don't want to do cleaning!  So, the relationships, is possibly what makes us better than somewhere like our rivals or whatever, its the relationships we build with the clients.
Interviewer:  How many people have you got on the payroll at the moment?
Participant C: about seven people on the payroll.  We have previously had significantly more when we were doing holiday lets, but we don’t do them anymore.
Interviewer: Are there any plans to expand?
Participant C: No! I must admit though, if I could find somebody who had a marketing brain, then I would consider doing something more with the product, it's been sort of in the background for a long, long time, but I know absolutely nothing about marketing, and is pointless talking to business Wales, they are useless, you need to have someone who knows this stuff, I don’t think we could expand the cleaning side of it, it’s not physically possible to expand it in this area because I just put my prices up to 19 pounds and the backlash from some clients, it is quite surprising, as they are charging for their services £50 plus an hour and then they're complaining about putting our prices up to £19 because they're too lazy to do their own cleaning.  There is always a need for cleaners, but in this area, I don't think that there's enough appetite for our type of cleaning to make it a bigger business, plus there's a massive problem finding staff, trying to get good staff is a nightmare.  
Interviewer: So you think the area impacts the business?
Participant C: I would say that the area is a modifying factor, a limiting factor because of the distance between properties.  If we were living in London, in Kensington or something like that would be a lot easier, it wouldn’t cost so much to send a member of staff from A to B, you could possibly charge more.  Around here there is a lot of money, in the various families there is plenty of rich people about, they want the cleaners, they value their cleaners but they don't want to pay for their cleaners!  Also staffing is the biggest issue here, it doesn't matter if I paid my staff 15 pounds an hour, this lot of people still wouldn't do it, because people look down their noses at cleaning as a job.  People get complacent and you only need one complaint and you lose that client.  It doesn't matter what I do, if that member of staff hasn't got the right personality, right principles and ethics herself to do a good job, it doesn't matter what I do.  In this area the majority of people or a surprising amount of people haven’t got transport, even though they live in a very rural area and need transport, lots of people are on benefits and they have no will to work.  I would say that staff is the limiting factor above location.
Interviewer: Are any of your family members entrepreneurial?
Participant C:  yes, my father he’s self-employed, he started off as a mechanic and then he then started a taxi business with his wife.  About 30 years ago he decided to set up a furniture removals business, and he is still doing that today.  He has a very different take on business to me, he is very much of the opinion that you don’t get out of bed unless you are going to make over £200 per day, I believe in small profit, quick return.  We regularly have arguments about this, because he says it’s costing you 18 pounds do that job, yes but im charging 25, so I'm making seven pounds.  If you can work it out and if the staff, this is where the staff gets so important, if the staff are doing what they are supposed to be doing, 99% of the time then, if I break my leg, it makes no difference.  If I end up in hospital, or if something happens to me or anybody else, it doesn't make any difference, the business will still keep going on, because it's the staff that are looking after their client.  That’s where its different to my dad, if he breaks his leg, nothing happens and that’s the end of the business.  My mother tried to set up her own virtual secretarial business, but it didn’t work out as she hasn’t really got the right attitude.  She’s too laid back.  My sister’s boyfriend is a self-employed carpenter but he’s too lazy and doesn’t get out of bed until 3 in the afternoon.





Appendix 6 - Participant D Transcript
Participant D
Interviewer: could you like give me a brief overview of what your business does?
Participant D: The Shire Horse Farm is an open farm tourism enterprise.  It is open to the public where people can come in and they can take part in activities and learn about the shire horse rare breed and very much an opportunity for people to get hands on with a rare bread that they otherwise probably wouldn’t do so.  We offer, for all ages we like to hope, a good day out, entertaining, educational, informative, where people of all ages can get involved, keep children happy with play areas, to keep them entertained.  There is an on-site cafe so we can feed them as well, hot and cold foods, drinks and snacks and then we have a campsite which is more modern element to our diversification, and that is accommodation, so people can stay here as well and then they can really immerse themselves in the farm and what we offer, not just as a day enterprise but in the evening as well during the course of their stay.
Interviewer: So why did you start the business?
Participant D:  The business was started by my parents nearly 30 years ago and then in 1992 my grandfather's, my maternal grandfather had lived his whole life on the farm.  Family have been here since 1849 and we've got a long association with the soil of this land and the horses.  The Shire horses are always integral to the story before mechanisation that is what you had working the land, the horses.  Grandfather was born in 1909, he lived his whole life here and he had a great bond and affinity for them, they are big strong animals, he was a big strong man he could handle them.  He worked them as a young man in the inter war era, the 20s and 30s priorities and developed a bond with them.  Even when the tractor came, he was reluctant to give up on them, because he knew the horses would eventually disappear from the countryside with the coming of a tractor.  When he passed away in 1991, the last decade of his life prior to that, he began a bloodline.  His retirement hobby was to begin breeding the Shire horse, his bloodline prefix was registered with Shire Horse Society and we opened in 1992 in his memory because we want to keep the horses, but you can’t make a living out of them nowadays.  The Shire Horses, the kind of gentle giants, there’s no making money out of them sadly.  In modern money, I wouldn't speak for 50 years ago but you are talking 2 to 3000 pounds per horse for their basic upkeep per Shire horse, in terms of feed, in terms of husbandry and not taking into account any unexpected vet bills that will crop up from time to time.  We have got anything between 8 and 12 horses at any given time, other animals as well, there is a basic cost that has to be met if we want to sustain his legacy.  So, my parents diversified, they opened to the public as a means of seeing if there was any interest in a small-scale family rural tourism enterprise in north Pembrokeshire, that would allow people into an old-fashioned Welsh farm at work, if you like, to raise the money better, to keep the horses.  So, it was very much a matter of seeing whether that was feasible and whether it was a good way in raising the money needed to keep the horses.
Interviewer: So, there was nothing else locally doing something similar?
Participant D: I mean you had in the south of the county a similar open farm which at the time was 45 years old if I remember correctly, it opened in about 1988 and the owner who is not long passed away, was a dairy milking father and he opened his farm in the late 80s.  It was not so dissimilar to what we were offering in that it was opening to the public to allow people in to see various animals and they were still milking at the time. I remember going down there, it was an interesting concept they were evolving at that time, so when we started in four years later it was it was a twist may be on what we were offering, we would be majoring on Shire horses.  In Wales, at the time, I believe, certainly today, we are the only dedicated Shire horse farm in Wales that majors on the heavy horse. There are other farms that have the odd Shire Horse, but its one of many other various animals that they have.  We are unique, and we have always been unique in 30 years as far as Wales is concerned for being an open tourist attraction, where the Shire horse is the main priority, so it is something unique, it is a USP, that nobody else offers but that very unique.  There’re one or two other farms on the border of England, but in Wales we are unique.
Interviewer: obviously you started the business in the home and it stayed in the home?
Participant D:  For the first decade or so it was very much just growing and having more attractions for keeping kind of, maybe older teenage children entertained, like quad bikes and go carts and bumper boat so avoiding the kind of play aspects of the children could of all ages hopefully would enjoy a stay here was with the older children and the adults were being educated about what we do.   We converted out buildings into cafes, shops, play sheds, play areas, visitor attractions, so the main farm yard area became more commercialised, became the business, so yes, it stayed in the ‘home’ but the home became the business.  My parents still live in the private farm house, but the rest of the farm is all business.
Interviewer: Did you plan to grow your business?
Participant D:  No, we just opened the farm, and we grew the areas that people seemed interested in.  We expanded into the bumper boats and go carts, but we stopped doing those as the insurance and maintenance became extortionately high, and it was costing more money than we were making.  We just went with what we felt was right.
Interviewer:  Did you have any help or advice to start or grow the business?
Participant D:  No, we didn’t need it.  There is no mortgage or anything so we didn’t need to make huge amounts of money, just enough to cover the upkeep of the farm and the horses.  If we need to shut over the winter, or for Covid, like we had to, it doesn’t matter.  We can just shut the doors and we will be fine for months, so there is less pressure on us as a business.
Interviewer:  Is your business mainly local?
Participant D:  No, we have visitors from all over the country, sometimes from other countries.  We sold one of our Shires to the Queen as a Household Cavalry horse, so we became quite well known because of that.  We have recently sent another horse to London to become the first female drum horse in the Household Cavalry.  We have had Prince Phillip and Camilla visit us because of this, which caused quite a stir locally.  Famous rugby players have come here to film things on the farm, as we are now well known in the locality, because of our famous ties to London. 
Interviewer:  How many staff do you usually have?
Participant D:  Apart from the family, we usually have a yard manager throughout the year and then we have a couple of seasonal staff to help out in the café, and on the farm.  Never more than about five.
Interviewer: Why did you not work elsewhere?
Participant D:  I took over the family business, we are passing on and keeping the business going that was made to commemorate my grandfather and our family heritage.  We are very proud of our heritage, our area and we wanted to keep the story of our family alive for others to enjoy.  The area is a blessing and a curse, we are lucky that we are in a tourist area, so that my parents had the opportunity to open the farm, as a tourist attraction, but the rural location does limit the amount of visitors we get, also the staff that are available to us.  We live in a beautiful area which helps our business, but we are not as technologically advanced as many urban areas which can go against us.  Luckily, we have our connections to London, for publicity and our business is built on the USP of the old-fashioned rural way of farm life in Wales.  
Interviewer:  Why do you think that the business has been so successful?
Participant D:  I think it’s because of the unique story of our family, and the generations of the family that have been here, that people want to hear about.  If it was just any old farm, I think you lose the personal touch, the history, so if you took our family out of it, I don’t think it would be as successful, as it would then just be any old farm.  Our USP is our family history and the preservation of the old ways of working the farm with our Shire Horses.
Interviewer: Do you think that you have any particular qualities that has helped the business grow?
Participant D:  Not personally, but as a business we try and give the customer the best service we can, we try to make sure that we provide what the customer with more than they are expecting, which is an informative hands-on experience of Welsh farm life with information about the Shire Horses as a rare breed, with family entertainment, food and accommodation available.
Interviewer: Do any of your family members have their own business?
Participant D:  My parent started this business, myself and my brother took over many years ago, so I suppose they are, but they were mainly farmers, like everyone else around here and like the rest of my family, I suppose.  So no, not really.
Interviewer: Do you have any plans to expand?
Participant D: No.  We are happy to go along as we are, we don’t want to grow too big that it gets out of hand.  In the winter it’s just us here looking after everything, so it needs to be manageable.  We may expand the facilities for the campsite, as that seems to be the way to go at the moment, with the whole Covid thing and everyone having stay-cations at the moment.









Appendix 7 - Participant E Transcript
Interviewer: So, what does your business do?
Participant E: I am a general builder, so I do extensions, kitchens, bathrooms and renovations.
Interviewer: Why did you start your own business?
Participant E: because I wanted to branch out for myself, earn more money and make a name for myself and not work for someone else. I worked for my uncle to start with but trouble is you pick up jobs you don't like, you get like two days, do this do that, are you working on time and then I thought to myself, you know, I can branch out on my own and then I got started out for myself.  I did a lot of jobs for other people and I've been with BT enterprise, done that, I went directional drilling and had a go at that.  I went with Welsh water for a couple of years, good money and everything but then you miss working your own hours.  I was on 650 quid per week before and they gave me a van and everything but it's the fact that you weren’t doing what you're good at.
Interviewer: Why did you choose to go into building as your own business?
Participant E: coz that's what I'm good at.
Interviewer: Did you have any experience in this area before you started your business
Participant E: Yeah, I worked for my uncle.  When I knew, we were moving to Wales when I was 16, so I phoned him and asked him was there any chance him taking me on and me working with him. He said yes. So I just moved up here, there was only a couple of weeks left in school, quite funny really, I walked in they were doing their exams which I couldn’t do so they were saying sit there and do nothing as I couldn't go in anyway.  The teacher said to me you came at a difficult time and I said well I know, so he said the only option you've got now is basically sit in a room on your own so I said im not doing that, he said well what do you want to do? I don’t want to be here, I've got work, my uncle’s in business, I phoned up him before we left and he said he’d take me on.  The teacher said ok if you want to go, you go.  So that's what I did, I was in school literally for an hour and then I left and ever since then, admittedly, I didn't take any exams but it didn't bother me and then me and my uncle had a chat and he said he might as well put me through college, so I got something so that's what he did. I went to Cardigan College for three and a half years to get a trade, brick and block laying.
Interviewer: Do you think that there were other opportunities in this area locally if you didn’t start your own business?
Participant E: Building that's all what I've ever known is to build, I've never tried anything else.  There were plenty of builders in the area that I could have gone to work for, but I didn’t want to, because I wanted to make a name for myself.
Interviewer: How did your business grow?
Participant E: Well small jobs lead to bigger jobs then bigger jobs to more work.  I started as a soul trader, I worked for myself, using home as a base, with my own van.  I sorted out you know stuff at home and had the van for about a couple of years and then I put signwriting on the van.
Interviewer:  Did you do much advertising or was it all word of mouth?
Participant E: Most of it was word of mouth, we got bigger jobs and more work so I had to get more workers, people to work with me, to help me.  I became a limited company and I started off with one employee and then I went to maybe two or three employees.  I rented a shed with a yard to store my trailer and some of the larger tools that I couldn’t carry around in the van, the ones I didn’t need all the time.
Interviewer: Did you plan to grow your business?
Participant E: No, it just happened. No, a lot more work came in until you have to get more people to help to expand to work. 
Interviewer: So, you didn't have any specific plan to grow the business?  Did you have anything from anyone such as Business Wales?
Participant E: no basically I just had my own knowledge of the job, so I knew how to do the job.  I had many tools that I had collected over the time I was working for my uncle; I got a van on finance so I didn’t really need anything from anyone.
Interviewer: Is your business mainly local or do you travel much with work?
Participant E: Wherever there's work, mainly local work, but I can travel.  I often get work in Kent, as I still have friends and family down that way who want work doing for them
Interviewer: when did you first start on your own, how old were you?
Participant E: Must have been when I was, about 25 somewhere around there.
Interviewer: why do you think your business is successful?
Participant E: Well, it's being good at your work, making people happy, and getting work done on time.
Interviewer: Did any of your family members at their own business?
Participant E: No, only my uncle had his own business, the building business and that's how I learnt my skill then coz I've done my apprenticeship with him.  Then I left him and then advanced on my own.
Interviewer: Are there any future plans to expand?
Participant E: Yes, trying to get a bit more successful, keep getting jobs, but just keep it to limited size I think, I don’t want it to get out of hand.  Just keep it a limited size and you know, trying to please the customers so that they refer you to other people.  That’s how I get most of my customers and I want to be known as good at my job.  If you are not good at your job word soon spreads and work dries up then.
 





Appendix 8 – Participant F Transcript
Interviewer:  Could you tell me a bit about your business?
Participant F: I ran a holiday letting company with my friend, letting out our own holiday cottages and cottages for other people.
Interviewer: Why did you choose this activity for your business?
Participant F: In 1990 my friend and I decided we would help one another to let all our holiday properties so I would pass on enquiries to her and vice-versa.  Then one of the neighbours said to me will you let mine as well, so if you start doing it for other people you have got to be a significant bit more professional and organised rather than doing it for yourself.  
Interviewer: How has your business grown?
Participant F: So, we were letting our own properties and helping out our neighbour, so decided we would advertise for some properties to let and our objectives in the first year was if we could have 15 that would be quite a good number.  We went to 35!  Once we started letting, people quite liked the idea of somebody local et cetera et cetera.  So, what started as a kitchen table business, now moved in spare bedroom.  So, in that process we had two second hand desks, two telephone lines, a big decision on whether to have a fax machine or not, and a photocopier.   But we did have a nice little brochure, we did spend on having a brochure because we knew that your advertising was the way forward.  There was no Internet at that point in time, so it was all down to telemarketing and, well not telemarketing, marketing via newspapers and magazines.  We had a very small budget, so we had to be quite careful and circumspect on our marketing.  We had a logo and we had a little brochure, loose leaf, like postcards so you could add more properties as you went along, so once you had four or five new properties could have a new batch of cards printed and you could just add them to a folder.  So that served us for two years and then the postcard printing and postage was becoming too onerous so we had to move to more conventional brochure so we had an A5 brochure for quite a number of years.  By this time after two years, we had some part time staff who were coming to the office, again it was a spare bedroom thing, so then we decided it was time to move from the spare bedroom, to the garage.  The garage was converted, there was an upstairs to the garage and we would have liked to not of converted it anymore, but because of planning regulations we have to make the building higher because we have to be able to stand up in every corner, not that we use every corner upstairs, but anyway.  So, we moved from the bedroom to the garage which is a big step forward, a lot more storage space.  One of the biggest challenges then was we went from using stamps to do direct mailing, so direct mailing was new and novel, which was great because it saved quite a lot as you used to pay by the weight of the product, so if you had 20 brochures that weighed 18 grams each or whatever it was you paid literally for those number of grams and not for the number of brochures as you would if you were putting stamps.  There was a saving there.  There was also the saving then, when we got to that stage later on, we got to the stage where we became computerised.  We had the saving then, when you could do a mass mailing. That was in the very early days and we used to do the mail sorting ourselves, which is the more horrendous job imaginable.  We used to have the brochures delivered, and we used to have brochure packing parties, so we would have a couple of bottles of wine and we would invite friends round to help us pack the brochures! Maybe if they were lucky, they got a bit of lunch thrown in as well!  That was fun and there was a lot of fun in the early days with the business, I mean, remembering in the very early days, a lovely summer and you know you could have extension to the phone and sit outside and answer the phone as and when.  When we moved to the garage from the house it became more formalised, and those opportunities ceased really, I think we might still have the brochure packing parties but a lot of things did change.  It's interesting, I think it goes in cycles, your business grows in cycles, you get to point and then you get comfortable with it, then you make a step change and it can be all sorts of things.  For us, the biggest step change was when we became computerised and we had to link all the computers together and all the rest of it, it was a big thing, quite a lot of expense in those days, because each computer probably cost about £1000 pounds and we had four or five of them in the office and the server and everything else, so you know, for a small business then, it was significant investment.  We did all that and developed our databases using brochure enquires, we always, always, the one thing we did from the very beginning is we always tracked our marketing.  Even when we did it on a tick chart ourselves, we always monitored our marketing and we followed that through to the very end.  Any marketing activities were always coded and used so you could analyse them, whether it was by the week, or the month, or by the year.  So that was always worthwhile, so you knew how much you spent on certain publication so you look at it and you to find out that perhaps you had 600 inquiries from something but when you actually looked at it you might have only had 10 bookings.  Whereas, something else you might not have had as many inquiries and that had equal number of bookings but it cost less, so you know you have to look at all this all the time, with marketing it was massive cost.  In 2000 the Internet was starting to become the thing; we were persuaded that we should have a website.  I really, probably didn't understand that much about it, it was just really, we saw it initially as another marketing tool. We never really understood, in 2000 not a lot of people would have envisaged where the web is now that we can do everything off your phone, which was impossible in those days.  
So, when we started with the Internet, we were helped a little bit by PBI, not financial help, but we did have advice from them and they put us in touch with a chap who turned out to be an absolute crook!  Because of that we probably did learn quite a lot.  So, we launched our site and it was a £5000 investment, so again, not insignificant for something that we saw as just another marketing tool and similar to an advert really another marketing thing.  So, our objective with the Internet was if we could take 1 booking a week from it, if we had 50 bookings a year it would pay for itself, so that was the objective.  The website went live in the January but he didn't mention things like search engines where you had to submit things to the search engines for things to really gather pace.  It wasn’t even Google in those days, it was Yahoo and Ask Jeaves.  Nothing was happening so we thought hang on now, we can’t throw £5000 away, and it was too big an amount at the time.  So, we thought we got to learn to have a dabble at this ourselves, so we did.  We started submitting to the search engine, is was all a foreign language as far as I was concerned, but we had to go at it and then in the March we started having a few inquiries from it.  By the September, the end of September because that was the end of our financial year, sounds odd financially, but we will start taking bookings for the following year at the beginning of October, so it sort of worked with that and we turned over £350,000 pounds extra business on the Internet.  So, we decided what happened if you really knew what you doing and it was worth looking into then.  From then on, our business changed from conventional marketing business to and IT business, it evolved to having satellites sites around the main site, and we had a secondary site for last minute bookings.  Looking back, you just do these things and don’t realise how much you do know.  I don’t think I am IT savvy but when I think about it, I have learnt quite a lot along the way.  So, we got put forward for the DTI awards for small businesses, the IT section of the small business awards.  We filled in the application for it and thought nothing more of it.   We had a phone call from Western Mail, we thought they were selling advertising, so we were rather short with them, and then I found out it wasn’t that at all.  They wanted us to go for an interview about the awards, so I had to go to Cardiff to be interviewed and when I got there I realised that the other competitors were Admiral insurance with 1500 employees and Hugh James the Solicitors who had 500 employees, bearing in mind we only had 10 so we didn’t really have any confidence that we were going to win, so really we had nothing to lose.  That was quite good, we go to the event, there was a gala evening where you get all dressed up in your Sunday best and our table was right at the back so we thought we definitely weren’t going to win.  It was a nice evening, we were enjoying ourselves and then it comes to the awards bit, and we actually won! I couldn’t believe it!  There was 1500 people in the room, it's being televised, all you could see was me going up on the stage and I thinking please don't let me trip!  Everyone was supposed to have prepared a speech, but because we didn’t think we would win, we hadn’t thought about it.  Good job it was quite a long walk, so I could think of something.  So that was quite interesting, a turning point because again, you know people as well and we had so many people contact us to give them some help and advice, guidance, to talk about your experiences with the Internet and everything and even The Sunday Times came to do an interview.  The Director of Leeks came to find out about what we did with the internet as they wanted to do more.   For a few days our phones just did not stop ringing, then ultimately having half a page in the Sunday Times was quite an accolade really.  And again, the phones didn't stop ringing from that and you don't think of yourself as doing anything special, you just think you just plodding along.  Its only when something like that happens and you reflect on it that you realise actually that was quite an achievement.  Little old me on the kitchen table!  Especially in this area.  There are pros and cons of the area cause one of the big problems we had as a rural business, and it's still happening to a lot of people, is the Internet service is poor to say the least in this area but if you remember back God knows when Moylegrove exchange wasn't even going to have fibre at one time, we were still on dial up and that was just the time when we did win the DTI awards.  We were in Cardiff having dinner with the great and good of the Welsh Assembly Government and the minister for the economy and rural development is sitting next to me and it was a great opportunity to say we really do need some faster broadband in the rural community and the following week we had a visit from the minister in his car with a flag on the front and everything!  So quite shortly after that we had an upgrade to our broadband, whole area was upgraded so that was quite a good plus from it.  People don’t realise that having something like that in the area is good for everybody, there can be benefits to everybody, I mean that was just a one-off thing.  There are other businesses in the area, the demand is there, now people are working from home, more people do collectively get together if they cannot get something done, then they get together to get it done then.  All these little things when you are doing your business, you can plan all you like but there are certain factors that will push you on sometimes, and other factors will slow you down at times and I don't know, I just think this cycles of things, some of them are not completely in your control, but you have to take advantage of them when they come.  We then bought an office in Newport and moved the business there.  We very lucky, we had gone to see it, put an offer in and they were considering it and then somebody else went to see it the same weekend and they put an offer a couple 1000 pounds more so that was it.  We were looking at trying to find another premises in Newport, and this went on for a little while, because we thought Newport was a good hub.  I went to the beauticians one day, and the girl from estate agents was sitting right there.  She said are you still interested in that property because it hasn’t gone through yet, cause the others are having trouble finding the money, are you prepared to make an offer!  I asked her to leave it with me then she rang me the following day, so you prepared to put the offer in now.  L who wasn’t there at the time, I had to phone her in a meeting, she agreed with this and we got it like that!  To be fair it was turned round in six weeks from the offer, not even six weeks before we have the keys.  It was another six weeks with the builders in there as well.  Funnily enough, it had belonged to people that we'd let property for the past anyway so when they realised it was us doing it they were very helpful.
Interviewer:  Had you had any experience in this area before started your own company?
Participant F:  I had worked for a holiday company doing really renovations and upgrading properties with them.  But Liz who I worked with, she had worked in several holiday letting agencies she had knowledge of somethings, so it was funny really because I initially set up the accounts, did all that from having been married to a farmer, and Liz set up more of the advertising marketing but as time went on we totally flipped and she ended up doing all of the accounts and I did all the marketing, so I don't know why that happened!  We were quite lucky as well, as back in the day, with newspaper advertising, advertising agencies would take you on as an account and would place all the adverts for you, placing in bulk they could get cheaper prices than we would and you only got one invoice every month as opposed to 20 different newspapers invoices.  Through that we met quite an interesting character who'd been involved in the development of what's the cottage holiday group now, when it first started.  It started with a farmer in Yorkshire and he just had one cottage and when he was full, he went to his next-door neighbour and asked him have you got the vacancies for his over spill, that’s how his business started.  He started back in the 80s he sold the business out to what was Thompson’s holidays and has been sold on numerous times since then for £14 million.  So, he started looking for other businesses, he was always very, very innovative, it's always good to listen to people's ideas, we don't necessarily want to take them all on, but some of them you can find a nugget to apply and it’s not necessary the obvious people.
Interviewer: Did you plan the growth of your business?
Participant F:  Initially we aimed for 15 cottages in the first year and 35 in the second year, so yes, we did plan it to a certain extent, but we exceeded this as it was easier to grow it in those days and then you get to the stage where 50 cottages will justify having staff in to help.  So yes, it was sort of planned but not necessary from day one.  We did a business plan on the back of an envelope to start with, we had a five-year plan.  We had one grant when we went into the Internet but we didn’t have any help with funding, we did it all ourselves.  It was very difficult to get funding, when you are a start-up business, you're not big enough to tick that box but until you tick that box you can’t move to that step.  I’m sure a lot of people find the same problems and very often they end up developing a business to meet the funding strategy, rather than the funding meeting the business needs.  It’s not always the easiest way forward, or the best for the business.
Interviewer:  Were all the cottages local? 
Participant F: They were fairly local, we made a mistake, we decided we were going to stick to Pembrokeshire to start with, we shouldn’t have done that, we should have opened it up more.  Local areas which were second choice destinations if you like, became hotspots, we should have really pushed those.  In those days it unless people knew if they weren’t interested.  The internet and accessibility, increased disposable income, the advent of people going on holiday in the winter.  When we first started, maybe the odd Christmas booking but nothing in half terms, it just wasn’t considered.  Now it’s become much more all year round.
Interviewer: How old were you when you started your business?
Participant F: Around 30. 
Interviewer: So why did you decide to do it for yourself instead of working for another company?
Participant F:   Because we had a holiday let ourselves, I had let with an agency, you could see certain things with it but thought actually I could do that better, could be a little bit more of a personal service and things like that.  It’s very difficult as you grow the business to balance growth and keeping a personal service, that is quite a challenge.
Interviewer: Do you think you have any particular qualities that helped the business become a success?
Participant F: me personally?  For me personally it’s the challenge.  I met an old boy he was always challenged by things, and years later, I met him and he said I always knew you would do something you wouldn't just you wouldn't be a stay-at-home person.  He knew I couldn’t as I have to be challenged, something to keep in mind as much as everything else interested.  I think it's just having an interest in people and I think the fascination is seeing how the business grows.  What ifs, if we did this what would happen?  There will always be things that come at you, that you don't think.  Keeping your mind active, the money comes into it, but I like to see the success with something.  It's not necessarily all about money, no doubt self-esteem, I think money is a part of it.  Since I retired, I was asked to do business mentoring, talking to them.  You do listen to their ideas and challenge some of them occasionally.  I found that quite interesting.  I know that some people who are entrepreneurial are very, very business only focused, but I think it can have different branches.
Interviewer:  Were any of your family entrepreneurial?
Participant F:  My uncles were, they started their own business but that was something they did after the war because it is what people did.   Even my parents, my father's family were farmers and my father didn't want to farm, so he had a more conventional job.  Back in the days when my parents got married, you going back now when women's wages were not considered for a mortgage because the woman's salary was not considered.  My father didn’t enough money for a mortgage so they had to borrow the money from my grandparents, who were fortunate to be in the position to lend it.  They had to pay back, so my father took some of his holidays in the summer in the spring when the potato picking was on for extra money and things like that so I suppose we've always been driven to make things happen.  I would not say it is entrepreneurial but you know and then later on he did that so we could have a holiday every year. So, I was brought up in that culture really.
Interviewer: why do you think the business itself was so successful?
Participant F:  Because it was local, because it was based locally.  The fact that people could come in and see you when we moved the business to Newport, that was a big step forward.  The biggest challenge of the business, the most difficult part of the business, was dealing with the staff.  I always found that the hardest challenge, I think reflecting back, because it's a small business it's harder, if you've got a bigger business will become detached from it.  It wasn't small in terms of turnover for a business round here, but it was small in terms of staffing numbers, at the most we were ever only 10 so it was quite a tight team so you always worked with people, whereas if you had 50 or 60 employees, I think you would become more detached.
Interviewer:  So, do you have any plans to expand the business?
Participant F:  Not that one, I’m retired now and we sold that business.  We had three people previously approach us about selling to them, and we never, you know, took it particularly seriously.  We have the country holidays group people come and ask us years before, we only had about 100 properties though.  I was approached again, I had another letter, from a company that had worked with the chap I was talking about before, with the rental company.  He grew his business and then sold out to this company.  We sold to them as well, they were taking over by acquisition.
Interviewer:  So, what do you do now?
Participant F:  We still have got that property in Newport, we rent out the flat above and the holiday company are still downstairs.  We still have the holiday lets at our place, but we now grow sunflowers in the summer and open the farm to customers.  There is hot food, games, a sunflower maze and people can take photos with the sunflowers and pick and buy them.  In the autumn we do the same with pumpkins, people can come and pick their own.



















Appendix 9 - Analysis of Emergent Themes

	Research Objectives
	Concepts/Themes identified
	Voices of the participants grouped
	Meaning Interpretation

	Business Characteristics
	Reasons for starting the business
	‘I wanted to start a family…. more flexibly from working from home’ (Participant A)
‘My husband's health started deteriorating…. I started looking for alternatives to chemical cleaning products’ (Participant C)
‘It’s the flexibility I like’ (Participant C)
‘I realised that there was an opportunity for me to be a…. trainer, as opposed to somebody …. Employed (Participant B)
‘it was a good way in raising the money needed to keep the horses’ (Participant D)
‘I wanted to branch out for myself, earn more money and make a name for myself’ (Participant E)
‘No doubt self-esteem, I think money is a part of it’ (Participant F)

	



Personal circumstances that result in the business owner needing more flexibility





Business owners want to make more money and/or make a name for themselves

	
	Experience in the Sector
	[bookmark: _Hlk128665964]‘It’s what I’m qualified in’ (Participant A)

‘I qualified….in Purchasing so I was entitled to give training’ (Participant B)

‘None whatsoever!....... (but) every job I’ve ever had has had some element of cleaning’ (participant C)

‘I went to Cardigan college for three and a half years to get a trade, brick and block laying’ (Participant E)
‘I had worked for a holiday company doing…. renovations and upgrading properties…. I had worked in several holiday letting agencies’ (Participant F)


	





All the participants started businesses that they had experience in, or were qualified for

	
	Opportunities in the sector
	[bookmark: _Hlk128667237]‘No…(not) in my area at the level I wanted to work at’ (Participant A)


‘I don’t think there were other opportunities for another cleaning company’
(Participant C)



	

Only some felt there wasn’t work in the area that they wanted

	
	Location
	‘I wanted to bring the city service…. into my local area.  (Participant A)

  
‘There’s always a need for cleaners’ (Participant C)

‘The area is a blessing and a curse…tourist area’ (Participant D)

‘There are pros and cons of the area…. big problems we had as a rural business….is the Internet service is poor’ (Participant F)

	



Location is a mixed blessing

	
	Unique aspect to the business

	‘Nobody was actually offering that in my rural area’ (Participant A)

‘We were a niche company with professionals delivering unique products’ (Participant B)

‘Clients are…. particular about the person or the products, they must be chemical free, we have an edge there’ (Participant C)

‘The unique story of our family’ (Participant D)



	


Most small businesses seem to have a unique aspect which supports growth



	Owner Characteristics
	Personality Traits
	‘Honestly, it’s interpersonal skills’ (Participant A)
‘It was really based on personality’ (Participant B)
‘I’m determined, I'm awkward, stubborn…. it’s the relationships we build with the clients’ (Participant C)
‘Not personally, but as a business we try and give the customer the best service we can’ (Participant D)
‘I think it's just having an interest in people and I think the fascination is seeing how the business grows’ (Participant F)
	



Not specific personality traits in common, just wanting to give the best service/experience to the customers. 

	
	Entrepreneurship running in the family
	My dad runs his own business….no one else really’ (Participant A)
‘Nobody in our family ever went into business like that’ (Participant B)
‘My father he’s self-employed’ (Participant C)
‘They were mainly farmers, like everyone else around here ……. So no, not really’ (Participant D)
‘No, only my uncle had his own business’ (Participant E)
‘My father's family were farmers and my father didn't want to farm’ (Participant F)
	




There is little evidence of entrepreneurial back grounds 

	
	Age Starting Business
	31 (Participant A)
50 (Participant B)
42 (Participant C)
25 (Participant E)
30 (Participant F)
	
Seems to be a range of ages for starting their own business, relating to reasons for starting the business

	
	Reasons for success
	‘I’ll try and go above and beyond…. improve on every job’ (Participant A)

‘We were successful because we did good preparation, we used professional course materials’ (Participant B)

‘You keep the clients happy and it's always been my focus to keep them happy’ (Participant C)

‘Being good at your work, making people happy, and getting work done on time’ (Participant E)

‘So, the relationships, is possibly what makes us better’ (Participant C)

‘I could do that better, could be a little bit more of a personal service’ (Participant F)

‘because of the unique story of our family …… people want to hear about’ (Participant D)

‘Because it was local, because it was based locally’ (Participant F)

	



Customer Service/Relationships and work quality seems to be a common reason for a business success










Local connections



	Business Growth
	Growth planning
	‘…it was a bit pie in the sky and the only planning really had to go on client growth.’ (Participant A)
‘It all snowballed along really’. (Participant B)
‘Absolutely no plan whatsoever’ (Participant C)
‘No, we didn’t need it’ (Participant D)
‘No basically I just had my own knowledge of the job’ (Participant E)
‘We did a business plan on the back of an envelope to start with’ (Participant F)
	



There does not seem to be much formal business planning

	
	Support and Finance
	[bookmark: _Hlk129007995]‘I had a start-up grant from Business Wales.’ (Participant A)
‘We had help from the Welsh Assembly Government…. for costs’ (Participant B)
‘I went to see Business Wales’ (Participant C)
‘I didn’t really need anything from anyone’ (Participant E)
‘Helped a little bit by PBI, not financial help, but we did have advice’ (Participant F)
	

Business Wales seems to be the main support for small businesses in Wales




Little help otherwise

	
	Type of Growth
	[bookmark: _Hlk129005393]‘I started my surveying business…. (then) office rentals opened……the company that we collaborated together started two years ago’ Participant A) 

‘It’s still running, we’ve just converted it’ (Participant B)
‘Changed from conventional marketing business to and IT business, it evolved’ (Participant F)
[bookmark: _Hlk129005567]‘Need more work …… therefore will get more clients’ (Participant C)
‘We grew the areas that people seemed interested in…we expanded’ (Participant D)
‘Small jobs lead to bigger jobs then bigger jobs to more work’ (Participant E)

	






Equal number of businesses have evolved rather than expanded









	
	Business Growth
	[bookmark: _Hlk128522541]‘We were only ever going to grow to a certain size’ (Participant B)
‘In this area, I don't think that there's enough appetite for our type of cleaning to make it a bigger business’ (Participant C)

‘We don’t want to grow too big that it gets out of hand’ (Participant D)
‘Just keep it to limited size I think, I don’t want it to get out of hand’ (Participant E)
‘I would say that the area is a modifying factor, a limiting factor’ (Participant C)

	




Want to limit growth






Area Limiting factor

	
	Collaboration with others
	[bookmark: _Hlk128994731]‘I collaborated with four other small businesses in the local rural area’ (Participant A)
‘We had one or two third party contractors who worked with us’ (Participant B)

	

Collaboration seems to be fairly common in small businesses

	
	Future Growth Plans
	‘Not that one, I’m retired now’ (Participant F)
‘No!’ (Participant C)
‘No…we are happy to go along as we are’ (Participant D)
‘Yes, trying to get a bit more successful, keep getting jobs’ (Participant E)
‘Yes, I do actually!... mobile office units…. vending shops…’ (Participant A)

	
Most participants don’t want to expand 


Only one participant wants to grow and evolve their business

	
	Growth Barriers
	[bookmark: _Hlk129007293]‘I have had more problems with the staff, than with anything else with the business’ (Participant A)
‘Staffing is the biggest issue here’ (Participant C)
‘The most difficult part of the business, was dealing with the staff’ (Participant F)

	

 
Staffing seems to be a significant issue for smaller businesses
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