\L)?]Yl,

63

Bryn Colton

This week, The Sunday Times
starts a new series on the small
. businesses that are changing the
shape of the British economy. We

| Small businesses are big busi-
- ness in Britain today. More than
- 500 start up every week. The UK
| has 1.5m of them, defined as

employing at most 500 people.
Since 1979 such firms have cre-
| ated an estimated 700,000 jobs
and are becoming the major job

creators of the 80s.

invite readers to send us informa-
tion on any small company —
public or. private —.that would-
reflect the spirit of this sector of
the business community.

Eastern recipe for hi-tech

THEY haven’t started doing
morning exercises yet, but
sometime soon the 400 work-
ers - at the Technophone

factory in Surrey could be

singing company songs.
Nine months ago Tech-
nophone, which claims to
| make the world’s lightest and
smallest cellular radio tele-
phones, hired Frank Mc-
Govern as its factory man-
ager. Drawing on his
experience at Hitachi UK,
McGovern has transformed
the Camberley plant, raising
production. from 100 a
month to 100 a day.
McGovern, a tough 48-
year-old Glaswegian, has the
entire non-union staff dressed
in white coats, Japanese-style,
working under slogans such
as Who Cares Wins, and
meeting once a week to
discuss how to increase
productivity. Quality control
— one of the mainstays of
Japanese industrial success —
ensures that  each
Pocketphone unit goes
through 21 separate Inspec-
tions. . o5
When the factory exceeded
its ‘target last month, instead
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by Sam Passow

a pint, the Scotsman passed
around a bottle of sake.
The Pocketphone. is the
creation of the 49-year-old
Swedish designer, Nils Mar-
tensson, who set up the
privately-owned company in
1984. A £2.2m cash injection

earlier this year financed a

robotic assembly line,-which
produces 95% of the Pocket-
phones. The result? A tiny
unit, 7in by 3in by lin,
weighing 18.50z, which fits

an executive’s top _pocke_:t. o
Technophone claims it is

the most “intelligent™ ma-

- chine - of ‘its size; on. the
market with a memory hold-
ing up to 100 ‘names- and :

“anmhare Tt can’alenihe ncad

for electronic mail, as a
modem for. a_portable com-

* puter or-as a direct link to a

mainframe system to retrieve
or store information.
Martensson came to Bri-
tain six years ago. He is an
unashamed Thatcherite: “I
was caught in the wave of the
Thatcher revolution, which
made England a very attrac-
tive place to set up a
company, especially one
which is creating a market for
the future. Our R&D has
made us the world’s largest
pocket phone manufacturer,
out-producing such firms as
Motorola of the USA,
Mitsubishi and NEC of Japan
and Mobira of Finland,” he

says.

By 1991, when the EC has
standardised its cellular
phone network, the company
plans to produce a “European
phone” which can be used in_
13 countries without any -
modifications.

Martensson projects that

-the turnover for his firm for
the current financial year will

exceed: . £20m . and that by

- mid-1989 the company’s pro-
-fits = 'will

“Ucanitaliecatian’ nf £A Om

exceed

To date, 80% of orders are
exported. Half its exports are
shipped to America and they
are also sold under other
logos in Europe, Australasia
and Hong Kong.

The remaining 20% are
sold  in the UK under an
exclusive licence to Excell, a
Manchester marketing group.
So far, over 5,000 have been
sold in this country at a hefty
£2,125 each,  though' a unit

‘can also be leased for £13 a
its; total

week. By adding a monthly

lina_rental rharsa AF £Y8 <aa

Hold the phone! Martensson, left, and Goldstone

-will

an average phone bill of
about £50 a month (each call
costs 33 pence a minute), it
totals about £130 a month.

“Our sales account for
approximately 35% of the
hand-held market in the UK
and about 15% of the total
cellular market. By 1990, we
feel that there will be at least
500,000 cellular phones in
use in the UK, half of which
Il be hand-held,” says
Michael Goldstone, Excell’s
42-year-old managing direc-
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NORTON Villiers Triumph
Group, famed for the classic
British motorbike, is shifting
into high gear with plans to
take it into the skies as well
as on to the London Stock
Exchange. Tomorrow NVT,
known by thousands of enthu-
siastic bikers for its throaty
Dominator and its Com-
mando 850, will announce
plans to go for a full market
listing within the next 12
months — a year ahead of its
previous schedule.

Today motorbikes are but a
small part of the grand design
of Philippe Le Roux, the 36-
year-old managing director of
Norton. With the British bike
market in terminal decline
(down to 105,000 bikes today,
a third of its 1980 total), Le
Roux’s ace is a new rotary
engine capable of being used
by both motorcycles and light
aircraft.

The ex-Schroder merchant
banker is planning to build
just 500 super-bikes each
year at his Staffordshire
plant — admittedly nothing to
worry Honda or BMW,

“We-are an engine manu-
facturer using a motorbike to
demonstrate the power of our
engine, rather than a British
motorbike manufacturer try-
ing to take on the Japanese
and the West Germans,” says
Le Roux.

It is a strategy that has had
investors flocking, and not
just for the nostalgia of the
old Norton name. When a
public offering for Norton
shares closes at the end of

%
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Ready for flight: motorbike-maker Roux sets Norton throttle for market listing, with a power assist from aero business

Bike legend
revs up for
early listing

@® SAM PASSOW looks at

what is making Norton
turn over these days

this month, it will have raised
£3.77m since May.

A first rights issue of
around 44m shares to the
company’s 7,000 sharehold-
ers raised £1.77m and was
oversubscribed by £300,000
when it closed on June 22.

Over 3,000 additional
investors have been pouring
their money into the company
at a rate of around £50,000 a
day, Le Roux says.

NVT shares, currently
standing at 6p, are traded on
a matched-market basis
under rule 535.2, But it plans
to go for a full listing despite
the fact that none of its
current shareholders are in-
stitutional investors.

Le Roux is “amazed at the
public response” to the fund-
raising, especially considering
that the prospectus clearly
stated there could be no

indication of potentiz_:\l profits.

The company has also yet
to prove itself to the financial
community. Le Roux, who
took over the old motorcycle
interests earlier this year,
inherited a loss of £227,895
in 1986 on a turnover of
£1.14m.

What is unique about the
NVT rotary engine is that
instead of pistons firing up
and down as in a normal
engine, a rotor revolves
continuously in a circle,
giving a quieter, lighter en-
gine with little vibration.

NVT currently produce
about S0 engines every
month, only a third of which
are for the motorcycles. The

rest are earmarked for the’

light aircraft industry and the
military especially in
America where the Pentagon
is buying the quiet engines to

Michae! Ward
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power remote-controlled tar-
get drones and spy craft,

NVT has an exclusive
licence with Teledyne, the
manufacturer of Continental
aircraft engines. Le Roux
notes that while some
172,000 light aircraft are
currently in use in the US.
and 20,000 in Europe, a
combination of ageing craft
and pent-up demand will soon
lead to an order boem for new
models, hopefully equipped
with the rotary engine.

NVT research suggests
that worldwide demand for
remotely piloted aircraft is,
about 6,000 units a year and
growing quickly.

In the motorcycle business,
where the Norton name is
best known, NVT currently
makes about 250 of its high-
powered S580cc Interpol 2
bikes a year at its Shenstone
plant. Most go to the British -
police forces and military, but
Le Roux plans to double that
production figure by January
and sell the rest to the public
at about £6,000 apiece -
slightly cheaper than BMW'’s
K100 model and about £500
dearer than the top-of-the-
line Japanese import.

NVT will be aiming these
new “dream machines” at up-
market males aged 28 to 45.
These are the people, says Le
Roux, “who remember Nor-
ton as we were.,”

He adds: “They see them-
selves as Richard Gere, who
rode one in An Officer and a
Gentleman.”




—
Tom Kidd

Labelled: Donohoe gears output to customer convenience

Sticking to
the market

by Sam Passow

SEVEN vyears ago, Glaswe-
gian Des Donohoe started
out on his own with £500, a
will to work, a qualification
in  marine engineering, a
degree in marketing and a
good deal of common sense.
This year, he estimates that
the company he started will
turn over £1.25m,

The key 1o Donochoe’s
success is adhesive labels, the
kind designed for industrial
use. His company, Donprint,
based at East Kilbride, now
has more than 1.200 clients
including IBM. Thorn-EMI,
Digital, Black & Decker and
Ford.

Donohoe. 37, started Don-
print in 1979 after a five-year
stint as Scottish area sales
manager for an American
company that manufactured
labels in Manchester.

He left the company after a
clash with management over
the direction the industry was
taking.

“They were not compui-
erised and they failed to see
that large companics would
find it more economical to
farm out the task of making
stock labels rather than doing
it themselves,” he said.

It was a tricky start. He
was operating in an industry
where more than 400 com-
panies in Britain chase a
market of only £160m a year.

For the first nine months
he was on his own — on the
road by day in his Cortina,
selling the labels. then print-
ing them by night at home.
By the end of his first year,
he was able to hire two
assistants and broke even
with 60 clients and a £22,000
turnover.

Today, Donprint has a
growth rate of 100% a year
and Donochoe is forecasting
pre-tax profits of £280,000 on
a £1.25m turnover this year.

The workforce has risen to
33 and is growing at the rate
of two a month, with the aim
of reaching 100 by 1990. The
Cortina has long since given
way to a Porsche.

“There is no secret to this
company's  success,”  says
Donohoe, “We are simply
market-driven, The market-
place will tell you where to go
— and you ignore it at your
peril. I'm amazed that people
m this country are not
paranoid about  customer
service.”

Putting customers first has
resulted in Donprint winning
the IBM Europe supplier
excellence award for 1wo
consecutive years after deliv-

ering 3m f{lawless labels. It
was also the 1986 joint-
winner of the British Tele-
com small business award.

“It's a sad comment on
British industry that we get
prizes for doing what every-

one else should be doing,”
Donohoe says.

Three quarters of his staff
deal directly with customers
and they are well motivated
by an incentive scheme |
which adds about 20% to
basic salaries. Donohoe briefs
them on the firm’s financial
position every two weeks,
which, he believes, spurs
them to greater efforts.

He also runs Donprint
along lines that any success-
ful Japancse or German
businessman  would recog-
nise. He consistently ploughs
up to 10% of profits into
research and development
and zealously follows the
“just-in-time”  production
technique.

Customers are increasingly
turning to just-in-time to cut
inventories and reduce cash
flow. In the past two years,
for example, IBM has re-
duced its number of label
suppliers from 12 to four.
Firms are now going to a
single source, with just one or
two back-ups.

“What this means is that
your deliveries must be
prompt and there is litile
margin  for error,” says
Donohoc.

In October, Donprint will
faunch a new computerised
software system for IBM-type
personal computers, allowing
customers to alter the infor-
mation on stock labels. Print-
ing variable information just
when it is needed on the
customer premises should
reduce current costs by up 1o
75%, Donohoe says.

One unexpected problem
that Donohoe has faced is
staff shortages. He says that,
despite a local unemploy-
ment rate of 18%, he has had
difficulty finding the right
people. Only 60% of the staff
he recruits stay for the long
term. “We want people who
want a career with us, not

just a job," says Donohoe.
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Stuart Nicol

Teamwork: Richard Nash with his employers, the Butchers

Nuts and bolts
of enterprlse

by Sam Passow

IT TAKES a Bluemay nut
and bolt to hold together a
surprising range of British
products. Bluemay, a small
Wiltshire firm, makes nuts
and bolts of nylon — a sixth
the weight of steel, but strong
enough to be found in
anything from Challenger
battle tanks to Williams
Formula | racing cars,
Based in the old market
town of Devizes, Bluemay
was founded in 1973 by a
husband-and-wife team, Bob
and Val Butcher, who saw
the potential of thermoplastic
products and invested £500
in a marketing firm import-
ing plastic fasteners - from

Belgium.

“‘After a year, when we
realised that we couldn’t get
the quality and service we
wanted from them, we
bought a machine and pro-
duced the product ourselves,”
says Bob Butcher.

Things began 1o take off
for the company in 1976: it
acquired three additional ma-
chines. Last year it was a
joint winner of the British
Telecom ‘National Small
Business Efficiency Award.

Although Bluemay has a
turnover this financial year. of
only £750,000, it has now
linked up with a  West
German manufacturer  of
plastic plugs and caps to form
a company, Multicap, to
market those products in the
UK. It suddenly finds itself
competing in a multi-million-
pound market.

This bold step hardly fazes

.the Butchers. Over the years

they have fostered a remark-
able corporate spirit ‘among

" their staff of 22. Last year the
Butchers spent a quarter of

their pre-tax profits ot
£75,000 to send every staff
member, including the tea-
lady, on some form of
training course to broaden
their skills.

Richard Nash, a produc-
tion planner who had joined
the firm five years carlier
right out of school, was sent
on a five-day Industrial
Society course at Keble
College, Oxford. Upon his
return, he set up, with the
help of the Butchers, a
community programme for

school-leavers called Basil

(Bluemay and Schools In-
dustry Link).

Every week, Nash and

others of the younger em--

ployees spend an hour with a
half-dozen or so students

. from Devizes comprehensive
'school, showing them what it

is like to work on a

production line and advising

them on such matters as how
to do well at a job interview,
open a bank account, handle

their taxes and answer a

telephone.

Bluemay also gives each
employee who has been with
the company for four years
an equity stake in the firm.
“Now when I work on the
production line, I feel as if [
own this piece of
equipment,” says Nash, -
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Eyes right for growing proflts

by Sam Passow

"THE " VISION that created
Crown Eyeglass had its origin

in 1983 when Joe Lee went to

his optician for a pair of . §

gleqsses and was appalled at -
ing handed a bill for £84.

‘Being an astute entrepreneur,

he did some investigating and °
found that £72 of that was ;

profit for the optician.

.Lee was aware that the law |

was soon to be changed to end
the monopoly of opticians and

optometrists and allow other -

people with certain minimum
qualifications to retail spec-
tacles.

Lee, now 55, got together
thhaboyhood fnend Harold
Stonefield, whose famnly runs
a Manchester cash-and-carry
"business. Each put up £5,000
of their own money, and with
£55,000 in loans and an equity
stake from Lancashire Enter-
prise Ltd, they set up Crown
Eyeglass in Blackburn, Lan-
cashire in 1984.

From the start, Lee and
Stonefield decided to market

under franchise. Statistics
show that nine out 10 fran-
chises succeed, whereas 90%
of other new businesses ' fail
within five years. And more

" than half of all franchisees are
. female. i

Crown Eyeglass claims to be
one of the  fastest-growing
businesses ‘in this booming
field. More than 250,000 peo-
ple in” Britain are wearing
Crown_Eyeglass spectacles,
and their numbers are growing
atarate 0of 2,500 a week. Lee is

Man who was keen to make a spectacle: Joe Lee’s personal exp,eriem;e triggered his success
the glasses through shops run

selling made-to-order glasses
at an average of £26 a pair,
with delivery within four days.
The prescription is simple.
For £9,000 a franchisee gets
two weeks of training in fitting
glasses, a corporate name and
logo, displays for the shop, op-
tical- ‘equipment, a ‘stock of
frames frequently changed to
keep pace with fashion, and a
constant advemsmg cam-
paign in local papers.
Customers come to the shop
with an optician’s prescription
and choose a frame from

among more than 1,000 styles,

with no extra charge even for

the most superior frame. Or-
ders are ‘sent to the Crown
Eyeglass factory, where lenses
from suppliers in the Far East

trimmed to fit whatever frame
is chosen.” - -

On average it takes 10 min-
utes to shape the lenses and fit
them into a frame, but Crown
recently managed to make the
Guinness Book of Records for

producing a pair of glasses in |

three mmutes 20 seconds, .

=

—

‘have their circumferences

¢

The franchise terms are de-
signed to speed cash-flow for
both parties. The franchisee
normally charges the cus-
tomer a 50% deposit. This is
remitted to Crown, which uses
it to finance the proc_iuction.
When the franchisee collects

" the balance from the cus-

tomer, he pockets it.
" Crown Eyeglass has moved

“up among the top 20 British-

owned franchise operations.
Last year it registered a pre-tax
profit of £59,000 on a turn-
over of just over £1m. It went
public last April on the Un-
listed Securities Market, rais-
ing £500,000 by selling off 25%
of its equity.
~ Today it has 70 outlets and
more are opening — at a rate of
two a month, At present most
of them are in north-west Eng-
land, but in two years Crown
p]ans an assault on London
and south-east England. The
goal is some 500 retail shops
within 10 years.

~“Qur ultimate aim,” says
Lee, “is to have a retail outlet
in every major city and town |
in the country and then use
them as a vehicle to distribute
a wide range of eyecare prod-
ucts on a licensing arrange-
ment — possibly even accesso-
‘ries such as make-up.”

Crown has hired 61 people
to work in its factory. In addi-
tion, it has created more than

200 jobs through its franchis-
ing operation.

Franchising " is having a
growing impact on the econ-
omy, There are more than’
20,000 franchise operations in
the UK, employing more than
150,000 people. A study
commissioned by the Nat-
ional Westminster Bank and
the British Franchising Assoc-
iation notes that retail spend-
ing at franchise outlets is
currently around the £2 billion
mark and is estimated to rise
to-£6 billion by 1991.

These figures are confirmed
by Crown s own success. “So
far we've only had seven fran-
chises fail in three years,” says |
Lee, “and 95% of our stores
are run by husbands and
wives, A third of those are
situations where husbands are
basically trying to provide
businesses for their wives.”

According to John . Stan-
worth, director of the Small
Business Unit at Central
London Polytechnic, ““As,
many as 50% of franchisees-
would not otherwise have be-
come self-employed.”

® The National Franchise Ex-
hibition organised by the Brit-
ish Franchise Association will
be held at the Kensington Ex-
hibition Centre in London,
October 16-18. For furt/zer
information: phone Karen
Hazg, 01 734 9587

Pl et
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Scaling
barriers
to real

success

by Sam Passow

MELANIE FREE and Helen
Butlin are two determined
women who hear — about a
dozen times a day — that they
have worked their way up
from the gutter. i

They take a lot of ribbing as”
key managers of a company in
the male-dominated construc-
tion ‘sector. Free is deputy
managmg director and Butlin
is materials manager of Gutter’
Maintenance, based in Hert-
fordshire. The small company
specialises in supplying, in-
stalling, unclogging and clean-
ing roof gutters.

The key to operating in such
an mdustry, says 29-year-old
Butlin,  is " actually knowing
more about the subject than
most men do, and combining
that knowledge witha sense. of
humour.

~ “Wedraw our strength from
brains, rather than brawn. We
never give the job a second
thought; we just run it the way
we would any other busmess,
she says.

“For example, when a cus-

" tomer comes in and asks me if
I have a 90-degree bend, I
smile and ask him what angle
he wants. Because in fact there
is a difference, depending on
whether you’re talking about a
pipe or gutter fitting.”

Gutter Maintenance was set
up 20 years ago —~ by a man. It

handles around 4,500 ac-.

counts a year, 200 of which are
local authorities in London
and the home counties which
are responsible for maintain-
ing public buildings, council
flats, schools and hospitals.
The firm employs 30 people
with a turnover of about:
£675,000 and a pre-tax profit:
of £60,000. It also does fittings
for restored historical build-
ings and churches. \
Free, 39, who is married,
and has two daughters, came
to the gutter business after
eight years in the fashion in-
dustry, a more traditiona) sec-
tor for women. She says that
initial male reaction to her
‘work is often patronising, but
is convinced that many of the

Mark Ellidge

Cllmbmg the ladder: Helen Butlin, top, and Melanie Free

barriers confronting women in
industry, especially those

managing a small business, are'

often imposed by their own
lack of confidence rather than
by real obstacles.

When asked which women
they admired the most, both
Free and Butlin placed Mar-
garet Thatcher at the top of
their lists for “her determ-
ination and ability to get on

with things in the face of con- -

stant criticism.”

Free also gives top honours
to Mary Archer for her con-
duct during her husband’s
sensational libel case.

“She appeared so self-pos-
sessed, while inside I'm sure
she was breaking up.”

She sees a parallel between
Mary Archer and the conflict
most working women face in
having to balance a job and
run a home while their hus-
bands or boyfriends can con-
centrate solely on their
careers.

“Even when I got promoted
to deputy managing director, I
still had to go home and do the
laundry and cook dinner,”
says Free. “There are days I
feel it’s a struggle to cope, but
you have no choice except to
geton.’

As for her husband whoisa
general manager in a ‘large

company, does he help out

after hours?

Says Free: “There’s really
no equality between the sexes.
I think women have the

advantage because most men
are really a bit insecure, and
you have to make ‘them feel
they’re important.”

e o
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Creating an image of durability: Asquith’s Crispin Reed and one of his replica antique vans

Replica vans deliver the
" real advertising money

by Sam Passow.

WHEN Coca-Cola was cele-
brating its centenary, its mar-
keting director in the UK

-wanted innovative ways of

displaying the firm’s tradi-
tional logo. One was to buy
five 1929 Model-A Ford vans
from a British company called
Asquith Motors - they were,
not surprisingly, replicas.

Coca-Cola 1sn’t the only
household name to use the
“antique” vans as an advertis-
ing medium, Asquith Motors,
an Essex company, has sold
175 of these reproduction vin-
tage vehicles to the likes of
Daks-Simpson, Austin Reed,
Holstein Lager, J&B Whisky,
Maxim’s de Paris, Wheeler’s
Restaurants, McDonald's,
Perrier and Akai.

“If the- first principle of
good advertising is to stand
out from the crowd, then these
vans certainly attract stares
wherever they go,” says

i Crispin .Reed, marketing dir-

ector of Asquith Motors.
“People are always saying
that they don’t make things
like this any more; if they see
something that looks 60 years
old — even if in reality it's not

. — they automatically think the
" product must be good to have

lasted.”

If fact, Reed’s vans are
nothing more than fibreglass-
moulded replicas mounted on
modern Ford or Reliant chas-

~sis, They cost between £9,800

and £15,900, depending on the
model, and each takes 500 to
800 man hours to make. The
five different models are fin-
ished with leather seats, wal-
nut dashboards, klaxon horns,
brass fittings and hand-
painted logos — all of which
pay tribute to bygone days.
The vans were the idea of
Bruce West, Reed’s partner in
a reproduction furniture busi-
ness, who in 1980 restored a
1927 van to deliver mock
chesterfield sofas, The vehicle
drew more interest than the
sofas so in 1981 West and

ding entrepreneurs, they had
trouble raising finance.

“I went to the bank and
asked for a small business
loan,” said Reed. “But I was
turned down by the manager
who said I could have the
money only when 1 could
prove I could sell the product.
But once I sold the van, I
didn’t need the money.”

Reed and West struggled on
their own for two years, but
when they finally realised the

T e

Reed set up a company to pro- .

duce the vans.

Reed, now aged 43, and |

West started the company on
a shoestring, spending £4,000
on a chassis and other parts.
But as with many other bud-

potential for replica vans they
sold 90% of the business to the
Hunnable Group, which in-
jected the capital that. was
needed for expansion.

At present, Asquith Motors
makes one van a week. Last
year, its turnover was nearly
£900,000 with a pre-tax profit
margin of 38%. Reed hopes his
25-man workforce at a factory
in Great Yeldham will be able
to increase output 10 two a
week by the end of the year.

The largest overseas market
is West Germany, which takes
20 vans a year, but Asquith

Motors has also sold three .

vans to America. In the next
two years, the company hopes
the US will account for a third
of its output. One of its first
sales there was commissioned
by- Ogilvy and Mather, the
advertising agency, for a New
York watchmaking firm.
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- Enterprise pays

@ Glenrothes Development Corporation

" and The Sunday Times are staging a
competition, Enterprise 40, which aims to
encourage five people, aged 40 or over, to set

up a new business there,

The winner will receive £2,000; four
runners-up get £500 each, Any of them that
actually set up a business at Glenrothes
will get aid from the corporation worth
£35,000: venture capital of £15,000 and a
two-year free lease on a 5,000 sq ft factory
(worth £20,000). They will also receive
£5,000 worth of advisory services from the

accountancy firm Spicer & Pegler.

Epmes must be in by January 11; winners
will be picked on March 17. The judges: Ivan
Fallon, deputy editor of The Sunday

Times; David Erdal, chairman of a

Glenrothes company, Tullis Russell;
James Gulliver, Argyll Group chairman; and
Clive Bastin, national managing partner,
Spicer & Pegler.
Further details and entry forms from:
; Glenrothes Development Corporation,
-Enterprise 40 Competition, SCOTMAIL,
420 Swanston St, Glasgow G40 4HW.

oy :

Enterprise 40 judges, left to right: Ivan Fallon, David Erdal, James Gulliver, Clive Bastin

New town out on its own

IT WAS three years ago that
Doug Scott won a competition
designed to woo entrepreneurs
to start a small business at the
Fife town of Glenrothes.

At 45, Scott was tired of
working as a mechanic for a
large atrcraft repair firm in
Perth. Glenrothes was offering
inducements for people to
make use of hangars alongside
the town’s airstrip. Scott set
up a repair shop for radio and
navigational equipment.

Various aircraft operators
had promised him plenty of
work. “During the first 18
months I couldn’t find enough
hours in the day to get things
done,” he says. “But now
things have slowed down to
the point where, if they don't
improve quickly, I probably
can’t go on much longer.”

But Glenrothes won't lose"

him. He says: “At least | have
the satisfaction at this point in
my life that I have given it a
go, and no matter what hap-
pens I will stay here. What 1
have. learned is that people
will promise you the earth
when you do your research,
yet it’s another story once you
get going.”

Glenrothes, a town created
by a development corporation
‘on a greenfield site when the
Fife coalfields were still thriv-
ing, turns 40 next June. Like
Scott, it is going through a
mid-life crisis.

As one of Britain’s oldest
industrial development parks,
covering ninc square miles,
Glenrothes is home to around
225 firms. They employ more
than 8,600 people out of a
local population of 38,400.

After the coal wealth failed,
the first firm on the industrial
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Coal is forgotten; high-tech rules. This Glenrothes crew turns out computer hardware

by Sam Passow

estate appeared in 1958: Jack
MacNally and six women
started a subsidiary operation
for an American firm, Beck-
man Instruments. It is still
going strong, though under
different control, and boasts
more than 1,000 employees.

MacNally, now 70, is rec-
ognised as a local historian.
He says: “One of the secrets of
Glenrothes is that everyone
knows everybody here, and
you can go and fight directly
with the development cor-
poration,

“If you fight tooth and nail,
you will usually get what you
want. And that’s something
you can’t do in London. You
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get the feeling here that they
need us [entrepreneurs] as
much as we need them.”

Local unemployment, at
9%, is well below the Scottish
average of 13.2%, but this isa
mixed blessing. It led directly
to last year's withdrawal of re-
gional development grants,
which underpinned inward
investment with 22% capital
allowances for new plant and
machinery.

With that sweetener re-
moved, four other Scottish
new towns that retained their
grants — East Kilbride, Living-
ston, Irvine and Cumbernauld
— were given an immediate
edge. With Glenrothes, these
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five industrial zones have ac-
counted for 70% of all new
investment in Scotland in the
past decade and competition
for every job is fierce.

Currently 30% of the
Glenrothes workforce are em-
ployed by American multi-
nationals. Last year General
Instruments pulled out, with a
loss of 400 jobs, That exit fol-
lowed the withdrawal of Bur-
roughs, leaving . Glenrothes
without a major electronics
firm. :

East Kilbride, near Glas-
gow, has managed to hold on
to the American-based
Motorola and attract the Japa-
nese firm Nikko. Livingston,
next to Edinburgh airport, has
attracted NEC and Mitsubishi
from Japan. i

Industrialists in the area see
Glenrothes’ ability to attract
high-tech firms as essential if
the area is to prosper. There is
a problem of accessibility: the
nearest large airports are Edin-
burgh, 32 miles away, or Glas-
gow, 60 miles away,

“While the community
spirit here is light-years ahead
of other areas in Scotland,”
says Tom Valentine, financial
director of Kineticon, a lo-
cally-grown semi-conductor
firm, “Glenrothes is losing out
to the other industrial parks
because it is not closer to ma-
jor airports.”

Last year the development
corporation attracted a record
38 new firms, but still saw 30
others close. The most en-
couraging element of its bal-
ance-sheet for this past fiscal
year was that despite these set-
backs the actual number of
jobs grew by more than 1,200,
as a number of existing opera-
tions increased staff,

Tom Kidd
=
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THE SUNDAY TIMES and
the Glenrothes Development
Corporation in Scotland are
staging a competition with
prizes worth up to £200,000.
Enterprise 40 is open to

. anyone that age or over who

submits a proposal for a new
business, There will be five
winners. Competition details
and a report on Glenrothes
can be found on page 91.
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