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Abstract

This paper aims to identify and analyse, through a number of sport and recreation business owners in the West Midlands (SMES) their experience of contemporary business support and advice.  

UK Sport and recreation has a workforce of 363,100 people in paid employment (Experian 2005) in 2004, working in 25,000 businesses and organisations (ABI) throughout the UK of which 82% of the workforce are employed in small and micro businesses. It has growth forecasts and the potential to expand to a workforce of 442,500 in paid employment by 2012.

The West Midlands has 3750-4000 businesses in the sector (Sport England, 2004). The expectation of 2012 Olympics to create jobs necessitates a focus on business support within this sector to maximise its potential to add value to the region’s economy. 
The Sports industry is multifaceted, complex and diverse, due to its internal fragmentation, making it more difficult to offer business support and advice. Furthermore, no sector skills brokerage exists in the UK for the sport sector (Sport England, 2004), whilst Advantage West Midlands (AWM) (2005) emphasized the need for “…strong linkage between business support and skills brokerage”. 

The paper draws on current research into small business support and development such as Bennett and Robson (2000), but focuses more on a holistic perspective, as well as reviewing existing policy practice of business support and advice at regional level, such as AWM (2005). 

Three in–depth semi-structured interviews with Directors of Sport Businesses were undertaken to identify existing business support in the West Midlands Sports sector. The businesses contacted had all, within the last two years, received advice from West Midlands Business Link. The interviews obtained detailed information about the business development, the support and advice they received and the future direction of their business.  The interviews were analysed using deductive content analysis (Cote et al., 1993) and focused on the nature and impact of business support. 

Preliminary findings have identified a variety of general support and advice mechanisms, e.g. ESF (Enterprise Fellowship Scheme), Chamber of Commerce, WBDA (Women’s Business Development Agency). One strong theme emerging appears to indicate that specialised business support occurs and it appears critical but ad-hoc. Analysis of further interviews will explore to what extent these results concur.

These findings could be pertinent for various organisations such as policy makers, small business support agencies, as well as sports businesses themselves; as they seek to both identify specific support needs and evaluate existing practice.
This paper considers the specific business support needs in a largely unreported, yet growing sports sector (based upon a demand led inquiry) into existing providers and business recipients within the West Midlands.   

Key Words:  Sport, Recreation, Business support, ESF, WBDA.
Introduction

Our starting point and that of other researchers (Robson and Bennett, 2000) is that small businesses can make a significant contribution to the local and regional economy, the community and national economic growth in terms of both job and wealth creation and economic regeneration. Given the impetus of the 2012 Olympics, the predicted workforce expansion in the sport sector generally, its multi-faceted nature, as well as being characterised by small enterprises, and, in contribution terms to the economy (£9.8 billion a year; Universities UK, 2006), there is the need for exploration of the business support within this sector. Consequently, the aim of this paper was to identify and analyse the contemporary business support experienced by sport and recreation business owners (SMEs) in the West Midlands.

Literature Review 

In the context of this paper, business support is taken to mean “direct support to a business or group of businesses or to people starting or considering starting a business. Examples of business support including: free or subsidised advice, grants..training.. with the main aim ..to help entrepreneurs or businesses” (DTI 2007).

For many years the British Government has pursued policies designed to stimulate the support and development of small firms (Thomas 2005). This includes the provision of advice to facilitate the formation of new firms and to offer support to the SMEs to aid their survival and foster improved rates of growth. Certainly since the mid 1980s there has been a rapid increase in the use of external advice and consultancy by SMEs in most countries (Moulaert and Todtling, 1995) Successful businesses are the lifeblood of our economy. Across Government about £2.5 billion a year is spent supporting businesses and entrepreneurs – helping them meet the challenges they face.
In Britain a number of Government backed sources of external advice emerged. The most significant was the Small Business Service (SBS) Business Link (BL) launched in 1992 to provide a network of local business advice centres to SMEs. This ranged from specialist consultancy (e.g. marketing) to generalised consultancy based on Personal Business Advisors (PBAs), provision of grants and information (Priest 1999) often in conjunction with other partner organisations. The partner organisations in BL included TECs, Chambers of commerce, enterprise agencies and local Government, with a range of other organisations playing a role in different locations. 

The partnership structure had the important aim, like the SBS, of seeking to reduce confusion in the delivery of local business support services. Michael Heseltine (1992, p.9) then Sec of State at the DTI, sought BL to overcome the confusion where small firms were “faced with a welter of advice and information of variable quality from a confusing maze of local agencies whose services often appear to be in competition with each other”. The resulting partnerships were structured around a network of local hubs (89 in 1999) many of which had local satellites (over 200 in 1999) which allowed partners to play different roles in either the management and/or the delivery of services at different scales. Today it is estimated that there are over 3000 publicly-funded business support schemes available in England with similar services often being delivered by different public bodies that are unaware of each other’s services (DTI, 2007); the situation having grown over several decades. 

Many businesses can feel confused by this array of publicly-funded business support. Often they don’t know where to go for help and this can be a barrier to them seeking support. Furthermore, publicly-funded business support is not managed and co-ordinated as a whole by Government. This means there is a limited overview of the support Government as a whole offers to business, allowing duplication to occur and differing practices. Keogh (2005) noted the provision of business advice to small firms was significantly different from adviser to adviser.

Supply in many cases is characterized by fixed structures that do not respond adequately to the heterogeneity of SMEs, and the various problems that they face. A standardised solution and an approach based on the provision of the off-the-shelf programmes does not provide an appropriate response to this heterogeneity (Devins, 1999; Huang and Brown, 1999; Schwarts and Bar-El, 2004). According to Robson and Bennett 2000), neither for that matter do the programmes respond to niches in need of services. Some authors advocate that even when specialist advice from business support providers is available, it can lack focus unless the areas requiring support are identified and given a priority (Barclay and Porter, 2006, p.250).

The concept of brokerage has emerged with business support delivery. The idea of a brokerage as– a key output sought of ‘tailored package of services… rather than signposting or off the shelf solutions’ (DTI 1992, p.12).  More recently the National DTI Consultation (2007) is looking to simplify business support through business link as the primary access route for businesses seeking publicly-funded business. Figure 1 below illustrates how the DTI envisages customers will experience business support. Businesses will see themes relating to business needs or processes so that it is easy for them to know what publicly- funded support is available to them. For instance, support with broad eligibility criteria might be pro-actively targeted through marketing, or given more intensively to business in priority areas highlighted in Regional Economic Strategies. Also, it may be targeted to help achieve the Government’s aims of growing the number of women and ethnic minority led businesses in the UK and encouraging social enterprise. The generic business support will allow the opportunity for some tailoring to meet the needs of particular entrepreneurs, business sectors, regions and localities. Business Link intends to provide the initial diagnostic service, provide information to meet general business requests and signpost or refer businesses for more in depth or specialist support as and when required.
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Figure1: How customers will experience Business Support (DTI, 2007).

Responsibility for enterprise support in the regions and the work of Business Link was passed to the nine regional development agencies from April 1 2005. This provided an opportunity to review how business support could work better in the West Midlands to deliver the right sort of business support model. The regional Business Links in the West Midlands undertook the business transformation in readiness for 2007 with respect to the informing, diagnosis and brokerage model (see Figure 2).
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Figure 2: The West Midlands Business Link Business Support Model (AWM 2005)

The model discussed the setting up of a new regional independent gateway service as well as a general business support broker to manage the information, diagnostic and brokerage service (IDB) with specialist service offerings for the business and professional services sector, creative and knowledge industries and enterprise creation. Whilst a separate manufacturing specialist broker would focus on the competitiveness of manufacturing companies. 

There is considerable evidence in other studies of the positive association of external supports and advice (Storey, 1994; Trau, 1996, Bryson et al., 1997). Evidence shows that businesses that use professional support are more likely to be successful and grow. See for example, Business Link Value for Money Evaluation (PACEC 1998) and The Impact of

Business Support on Assisted Businesses (SBS 2001).
External advice is understandably an important element of business activity. Robson and Bennett (2000) note that the size of the firm, rate of growth and innovation appear to be the main variables influencing the likelihood of firms seeking external advice, both from different sources and from different fields. Previous research suggests that the most frequently used fields of advice are taxation, financial management, computing, training, advertising and marketing and business strategy (Keeble and Bryson, 1996) but there are important differences in emphasis for different types of firms, by size and sector etc..

Whilst general business information and grants remain the two most highly used services, advice services in general, and the specific advice of personal business advisors (PBA’s), sales and marketing, export and training have all increased significantly. It is particularly interesting that the use of PBAs has increased given previous research that shows that PBAs have some of the highest levels of quality variation and hence have been one of the major sources of concern about the BL system (Bennett and Robson, 1999a; Bennett and Robson, 2000).

There is a wide range of sources of external advice used by SMEs. Advice does not just come from public organisations but business friends or relatives are a frequent source of business advice, often acting as the preferred and most valuable route for many of the smallest owner-managers (Department of Employment, 1991). The supply chain can also provide important sources of external advice. Robson and Bennett (2000) note that manufacturing firms are more likely than service firms, and innovating firms are more likely than non innovating firms, respectively, to use the firm’s suppliers as external advisers.

Robson and Bennett (2000) also noted that a source of external advice are social contacts of family and business friends and that the use of business friends and relatives is more likely with exporters, novel process innovators and growing firms, and declines with firm size. The role of business friends or relatives as advisers draws on the wider social networks of the owners and managers of SMEs. That small firms are more likely to use this source fits with the hypothesis that it is the high level of trust and confidentiality and comparatively low level of price which facilitates their use in the early stages. The size of a business, in relation to pursuing avenues of advice appears significant and potentially of relevance to the sport sector given its propensity of micro businesses.

Method:

Participants

Three Directors of Sport Businesses (SMEs) across the West Midlands (two male and one female) participated in this exploratory research. The Businesses Directors had, within the last two years, all received advice from West Midlands Business Link. Full written, informed, consent was obtained from the Directors, prior to their involvement in the research. The participants and their businesses were derived from an opportunity sample but nevertheless represented examples from both the sport service and product industries.

Measures

In –depth semi-structured interviews were undertaken to identify existing business support mechanisms specifically; the providers, the nature of business advice and issues associated with this support.  A semi-structured interview was used as it allowed the researchers to follow a set schedule of interview questions and also probe for further information from the participant based upon their responses to questions. Hence detailed, rich information specific to the participant and their business support experiences could be gathered (Weinberg et al., 1993). 

Upon completion of a literature search, the authors developed an interview schedule. The questions developed for the interviews were divided into six categories; business and personal background, business journey, business support, business development and future business development and support. This was scrutinised by Business Link for appropriateness and duly supported. The category business support was analysed for the purposes of this research.

Procedure

Initial contact with the participants was via both email and letter. A preliminary screening questionnaire was administered to the Directors to verify that they had had first hand experience of the business support. At the start of the interview participants read and signed the written informed consent form which included their permission for the interview to be taped and subsequently transcribed.  Each interview lasted approximately 60 minutes. 

Data Analysis

Deductive and Inductive Content analysis Cote et al., (1993) of the interviews was undertaken by the two researchers using the ‘ethnographic retrieval programme’ (NVivo 7, QSR International, 2006). The authors read over the interview transcripts to get a general sense of the key issues within the business support. From the literature review first order themes were created specifically; business provider, type of business support and issues. Then on the second reading, text segments were coded into the first order themes. Constas (1992, p.254) states that, “…categories do not simply ‘emerge’ from the data. In actuality, categories are created, and meanings are attributed by researchers”. 

Coded items were then categorised into second order themes during discussion between the two researchers. For the first order theme business provider, second order themes emerged using an inductive process whereby the goal is “…to develop best classification system that fits the data with minimal overlapping between categories” (Cote et al., 1993). These second order themes were acquaintances, business partners, family and friends, organisation and supply chain. The second order themes emerging from the analysis of type of business support were core business support, specialist business support and networking. The second order themes emerging from the analysis of issues were that of a constructive and unconstructive nature. An iterative process of constant comparison and analytic induction (Strauss & Corbin, 1990) was used to support or modify the emerging themes until further re-reads reached a final distillation of themes. Confirmatory validation; the extent to which the findings could be confirmed by another researcher was undertaken throughout the process to ensure inter-rater reliability (Lincoln and Guba, 1985). 

Analysis of the number and content of coded items within each first and second order theme then provided the basis for the findings of this exploratory research. As such, this paper explored the range of provision that sport businesses in the West Midlands region have accessed in terms of obtaining support and advice from private sector professionals, specialists such as business associations and those more informal contacts established through social contacts or the supply chain as a view to understanding the needs of a specific sector and the potential for improvement
Results

The major and inter-related themes that appeared key for all participants were;

a) issues in relation to business support that they had experienced, 

b) the business providers, specifically from an organisation perspective and to a lesser extent acquaintances and 

c) the type of business support, particularly, networking and specialist business support.

Issues was the most prevalent and consistent theme throughout all participants. Issues were grouped into constructive and unconstructive categorisation. In terms of constructive business support issues the Directors recognised the helpfulness of, more specifically, the public funded organisations.  “The Chamber of Trade, local Chamber of Trade and WBDA have been fantastic.” One interviewee referred to MAS as “Excellent. Yes, can’t fault them at all. I knew what I wanted when I went there and they told me exactly how to get it.. They were brilliant. A real knowledge of their product”. The private and commercial training advisors were less well received from one interviewee “I wouldn’t touch them with a barge pole because they’re only out for themselves”. The Directors also put importance against the networking potential of such organisations “it did throw up some really good contacts and the Chamber of Commerce xxxx directed me to xxxx Chamber of Trade so I’ve been able to focus my networking efforts with local traders and inadvertently picked up more local clients and potential co-workers for subsequent projects.” Clearly business support and advice was seen as a key issue for their businesses and positively welcomed. “I’ve always been one of those people that you seek advice and you get advice from as many different areas as you can and then you shuffle it all about and throw out the stuff that you don’t want.”
In terms of unconstructive business support issues the Directors noted that there was sometimes a mismatch between their sport business needs and the organisation’s focus. For instance, “ One of the difficulties has been accessing grants, because there are a lot of grants out there, are a lot of support for new and developing businesses.” And “I didn’t find a lot of joy with the Chamber of Commerce and I think it was probably partly to do with the vagueness of what I was trying to do at the time and it didn’t fit the sort of tick boxes that they were focussing and investing in.”

Timing was seen as an issue in relation to supporting their business at different growth stages. E.g. “they were calling it pre-start up.  They were giving me what they thought, no – no – no, I’m already getting paid to do this stuff, I’m not pre-start up.” Similarly, lack of signposting and awareness “I think I wish I’d known about WBDA earlier and “..the Register for Exercise Professionals, initially there was no signposting.” 

Varying regional business support provision was mentioned by one interviewee. “I told a friend up in Huddersfield and told her about WBDA; it’s not available in Huddersfield.” Although another interviewee referred to the similarities between various public funded organisations  “ I’d have probably gone either to the ESF or Business Link or the Chamber of Commerce, which I now know is a very, very good way of doing things. But only one of them, they all seem to do the same sort of thing.”

A variety of business providers were utilised by the three participants including organisations, acquaintances, and family and friends. Business partners were only reported by one participant and none of the participants cited the supply chain as a source of business support, not even the manufacturing based sport business and thus did not concur with the findings of Robson and Bennett (2000).

Business support was accessed from both generic and specialist organisations and were quite diverse between the participants; the Chamber of Commerce, Business Link, Women’s Business Development Agency (WBDA), Chamber of Trade, Manufacturing Advisory Service (MAS) and the English Golf Union. Further, it was evident that through this support, opportunities for participation in specific business support schemes became available. “WBDA have been fantastic and they put me on the High Growth performance Programme at Warwick University”. And “We did go onto the Enterprise Fellowship Scheme (EFS)…so that was fortuitous actually getting onto that scheme”. 

Participants also reported that key individuals were extremely important in providing expert specialist business support and advice. “He’s our mentor, he is as far as sports equipment goes he was brilliant, even in negotiations… he was really excellent, spot on” and “…my Business Development Manager through the EFS Scheme, who I still keep in touch with…he’s worth his weight in gold”. The relationship that developed with a key individual for one participant became very close such that the acquaintance became a supportive expert friend. “…the English Golf Union Development Officer for the area, who was a sort of free support through the English Golf Union because a lot of courses were being developed at the time, this guy became a very good friend of ours”.  In addition, the use of business friends and relatives also occurred and was particularly fruitful for one participant. “We do have a non-executive chairman on our company…he’s xxxx’s dad’s best mate…so it was a tenuous link…but he’s been our mentor in the sports industry…he’s brilliant for advice”. 

It was clear that the support received by family and friends was more general and perhaps more of an emotional support for the participants which varied from both positive to negative. “…initially there wasn’t the support, but then he has been very good subsequently”. One participant, at the outset of the business start up received little support from family “My family haven’t been that supportive, they think I should go out and get a job” and after initial negativity from friends “My friends at first, like all friends do, they laugh about me and then say are you really going to do it…” cited their support with the venture. “…they’ve (friends) been really supportive”. 
A surprising theme throughout the analysis of business providers was the serendipity with which support was accessed. One participant emphasised that their support from WBDA had been very helpful “WBDA have been fantastic”, however the initial contact with this organisation was by complete chance. “Now obviously if I hadn’t gone to the Chamber of Commerce event then I wouldn’t have met this chap who told me, it was a chap that I met at  Coventry Museum of Transport, the Chamber of Commerce networking event and he was attached to a university and I got chatting to him about what I did and he told me about what he did.  He said you ought to speak to xxxx at WBDA, so if I hadn’t gone to that I wouldn’t have known”. Similarly, for another participant again, attendance at a University lecture provided the opportunity. “…myself and xxxx, by complete accident went to a lecture at Wolverhampton University. It was about business enterprise and the EFS Scheme, doing a sales pitch. We didn’t know this but they were initially doing it for construction and enterprise…saw the bloke afterwards and said what happens what happens if we haven’t got anything to do with construction at all, but it’s just an idea and he said just come along to the offices. So we went along and I pitched the idea to them…and it ran from there. So I got in that scheme…by complete accident with the EFS”. Further, there were the coincidental contacts made through clients. “I don’t know how the original contact came …we joined the Chamber really because it was a tool to get a new set of customers. We used them for a little bit of marketing and picked up some database names and obviously people who play golf are businessmen and it came through that way really”. 

A strong theme that emerged for two of the participants was that of the notion of the type of business support. The participants commented on three main types of support in terms of core, specialist and also networking as a means of obtaining business support.

The key areas of core business support that they had accessed were; a) financial; “WBDA gave me funding from GP referrals. b) marketing and sales; “some help and advice on designing brochures and stuff like that, publicity material and how to put those together.” and c) human resources (coaching and training) with some IT support.  “I think it might have been some sort of human resources advice we had early on, with training staff and customer care.” 

Specialist business support was commented upon by the participants from a number of perspectives. Firstly, they alluded to the fact that the sport industry itself was very different and specialised.  “Certainly sports business planning is completely different to ordinary business planning.” and  “...cricket stuff you sell in a period of a month and a half and you do the same with football boots and it’s that close a season and World Cup things, because it’s event based more than anything else and I only learnt that once xxxx had told me.” 

Secondly, that there was an absence of sport specific business support signposting which “… would have speeded up progress on that side,” (referring to having knowledge of the Register of Exercise Professionals (REPS) and “They (MAS) don’t have specialist sports knowledge at all, they just looked at it purely from a product point of view.”  Although the participant did recognise that “in a round about sort of way they got a sports cluster of about 8 or 9 different companies,” together. Whilst another participant came across an English Golf Union Development Officer by chance who was “in his 70’s at the time, he was retired, he was an accountant by profession so he got a business background as well..."and gave us some good advice early on.” He went on to say that “it was something that you couldn’t have bought that advice really and it was very specific.”
Networking as a type of business support was a strong theme of one of the interviewees in particular but also was peppered within the other interviews. The key message was that networking was important as a type of business support in terms of opening up doors to knowledge, services and other contacts. “So when we get together, it’s just sharing stories and within the group there was a mix of experts..so we’ve been able to use each others services.” It was acknowledged that organisations such as the Chambers have key contacts but that some of the networking and consequent business support is haphazard. “Now obviously if I hadn’t gone to the Chamber of Commerce event then I wouldn’t have met this chap who told me..” Whilst another participant remarked that “I need very selective networking opportunities to help fuel what I do as a success...”

Discussion:

Issues

One of the unconstructive issues that this research has unveiled is the mismatch between different organisations’ priorities vis a vis the specific individual sport business needs. Whilst the recent DTI (2007) business support consultation aims to simplify access to support it still implies some form of targeted support based on regional economic strategies for instance. This may well impede the sport sector, as highlighted in our research, in relation to the inability to fit into the ‘tick boxes.’

Previous research highlighted the problem of the limited overview of the support Government offers to business, leading to duplication and differing practices. This observation was reinforced by some of the participants who noted the differences in regional provision, e.g. WBDA as well as the perception that all the agencies did the same thing.

Type of Business Support

Research evidence has highlighted the key areas of core business support as being that of taxation, financial management, computing, training, advertising and marketing and business strategy (Keeble and Bryson, 1996) and in accordance with this research all participants accessed such types of core support.  However, in relation to specialist business support there appeared to be an absence of specialist signposting which concurs with Robson and Bennett (2000) that programmes do not respond necessarily to niches in need of services. Is there a need for a bespoke sports industries programme to enhance its generic business support? The DTI (2007) consultation discusses the opportunity for specialist service offerings to meet the needs of particular entrepreneurs and sectors, perhaps like sport, but to what extent will this be formalised? This research indicates that specialist business support intervention occurs in a random fashion through association, although one participant alluded to a business support organisation creating a type of ‘sports cluster.’  Is there a need for commercially focused sport networks and a marketplace to facilitate a more structured commercial match making service? Clearly networking as a means of assessing business support was a strong theme and valued by the participants despite the haphazard nature in which it seems to occur.

Business provider

Research evidence has highlighted the positive association between the use of professional support by businesses and their potential for success and growth (Storey, 1994; Trau, 1996, Bryson et al., 1997) and in accordance with this research all the participants in this research accessed external support and advice.  This support ranged from Government backed organisations such as Business Link, to British institutions such as the Chamber of Commerce, and specialist organisations such as English Golf Union. Consequently, the data supported Moulaert and Todtling’s (1995) assertion of an uptake in the usage of external advice and consultancy by businesses.  
In a similar vein to the personal business advisors, participants cited specialist support from individual “mentors” or “acquaintances” who in some cases had also become great friends. Supporting the research by Robson and Bennett (2000), external advice was sought from social contacts of family and business friends by two participants. Participants in this sample did indeed utilise the wider social networks available to them to develop business friends as advisors and emphasised the importance and value of these key individuals. 

One area, which to some extent has been neglected in the literature and is briefly indicated through the interviews with the participants, is the emotional support from family and friends and consequently, the impact of business start up, access to business support and advice and its effect on the owner/managers of the SME’s. The data clearly showed both positive and negative support from family and friends and the researchers speculate that this support was more general emotional support. If we are to agree with the findings of Robson and Bennett (2000) that the use of family relations decreases with the size of the business, then as the sport sector is characterised by micro businesses, one could expect potentially a greater involvement, influence and impact from such family support structures. Further research would enable analysis of these relationships.

The serendipity with which participants were able to establish important contacts or programmes for specialist business support was a recurring, interesting and surprising theme which emerged from the data.  Whilst we cannot generalise from these early findings of this exploratory research, the chance meeting of people and contacts through serendipity in this sample certainly highlights an interesting area which warrants further investigation. 

Conclusion

This paper has been concerned with assessing the range and type of business support provision amongst sport businesses with a view to understanding the needs of the specific sector and looking at the potential for improvement. Much of the data supports general opinion in this field surrounding business support. Although, the results presented here are an explicitly exploratory study, it is clear that they have raised a number of interesting issues and challenges for the sector that need further examination.

References

Advantage West Midlands (2005). The Future of Business Support in the West Midlands. Advantage West Midlands
Barclay, I. and Porter, K. (2006). Benchmarking best practice in SMEs for growth. International Journal of Technology Management, 33, 2/3, 234- 254.

Bennett, R. and Robson, P. (2000). The Small Business Service: Business Support, Use, Fees and Satisfaction. Policy Studies, 21, 3, 173-190

Bennett, R, J. and Robson, P. J.A. (1999a). Business Link: Service use, satisfaction, and comparison with Business Shop and Business Connect. Policy Studies, 20, 2, 107-31.

Bryson, J.R.D, Keeble, P. and Wood, P. (1997). The Creation and Growth of Small Business Service Firms in post Industrial Britain. Small Business Economics, 9, 345-350.

Constas, M. A. (1992). Qualitative analysis as a public event: The documentation of category development procedures. American Educational Research Journal, 29, 2, 253-266.

Cote, J, Salmela, J.H., Baria, A. and Russell, S.J. (1993). Organizing and Interpreting Unstructured Qualitative Data. The Sport Psychologist, 7, 127-137

Department of Employment (1991) Keys to growth for owner-managers seeking to expand. London:Price Waterhouse and Department of Employment.

Devins, D. (1999). ‘Research Note: Supporting Established Micro Businesses: Policy Issues emerging from an evaluation’. International Small Business Journal 1 (1): 86-96.

DTI (1992). A prospectus for one stop shop for businesses. London. Department of Trade.

DTI (2005). Annual Small Business Survey 2005; section 8.5, page 176. http://www.dti.gov.uk/files/file38247.pdf 
DTI (2007). Simplifying Business. A consultation. London. Department of Trade.

Heseltine, M. (1992). Forging partnerships for world class support. TEC Director, 15 Sept/Oct, 8–9.
Experian (2005). Labour Force Survey. Skills Needs Assessment – England 2005.
Huang, X. and Brown, A. (1999).  An analysis and Classification of problems in small business, International Small Business Journal, 18, 1, 73-85.

Keeble, D.E. and Bryson, J.R.D. (1996). Small-firm creation and growth, regional development and the North-South divide in Britain, Environment and Planning, 28, 5, 909-934.

Keogh, W. (2005). The changing role of the public sector small business adviser. Institute for Small Business & Entrepreneurship, National Conference. November 2005.

Lincoln, Y.S. and Guba, E.G. (1985). Naturalistic Inquiry, Beverly Hills: SAGE Publications 

Moulaert, F. and Todtling, F. (1995). The Geography of Advanced Producer Services in Europe. Progress in Planning, 43, 2, 4274.

PACEC (1998). Business Link Value for Money Evaluation 

Priest, S.J. (1999). Business Link SME Services: Targeting, Innovation and charging, Environment and Planning C’. Government and Policy, 17, 177-194.

QSR International Pty Ltd. (2006). Getting Started – Get up and running with your NVivo Project. QSR International Pty Ltd. 

Robson, J.A. & Bennett, R.J. (2000). SME Growth: The Relationship with Business Advice and External Collaboration. Small Business Economics, 15, 193-208.

Robson, P.J.A. and Bennett, R.J. (2000). The use and impact of business advice by SMEs in Britain: an empirical assessment using logit and ordered logit models. Applied Economics, 32, 1675-1688.

SBS (2001). The Impact of Business Support on Assisted Businesses 

Schwarts, D. and Bar-El, R. (2004). Targeted Consultancy services as an instrument for the development of the remote SMEs – A Brazilian Case. International Small Business Journal, 22, 5, 503-521.

Sport England (2004). Sports Employment. Research in the West Midlands. Summary and Recommendations. Sport England.

Storey, D. J. (1994). Understanding the Small Business Sector. London: Routledge.

Strauss, E. S. and Corbin, J. (1990). Basics of qualitative research: Grounded theory procedures and techniques. Newbury Park: Sage.

Thomas, R. (2005). Public Policy and small hospitality firms. International Journal of Contemporary Hospitality Management, 7, 2/3, 69-73. 

Trau, F. (1996). Why do Firms Grow? ESRC Centre for Business Research, University of Cambridge Working Paper No.26.

Universities UK (2006). Higher Level Learning Universities and employers working together. Universities UK.

Weinberg, R., Burton, D., Yukelson, D. and Weigand, D. (1993). Goal Setting in competitive sport: an exploratory investigation of practices of college athletes. The Sport Psychologist, 7, 275-289. 
Business Support in Sport – Strategy or Serendipity? 

Page 1 of 11

