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hile there may be no one 
charted course to busi-
ness success, few small to 

medium companies are likely to 
make it to a higher level without a 
growth leader at the helm.

In fact, effective leadership skills 
are widely considered to be one of 
the most important contributors to 
an organisation achieving its goals. 
While there is not necessarily a sin-
gle type of individual destined to 
push their business inexorably to 
the top, there are nonetheless cer-
tain common characteristics that 
such growth leaders tend to exhibit. 

On the one hand, points out Elke 
Edwards, founder and creative direc-
tor of leadership development con-
sultancy Ivy House, they are often 
“creative enthusiasts” or, put another 
way, ideas people with lots of curios-
ity and passion for what they do. 

Growth leaders are also flexible 
and adaptable and “don’t throw 
their toys out of the pram if some-
thing goes wrong”, she says. Instead 
they learn from experience, thrive in 
uncertainty and adapt to changing 
circumstances. They take responsi-
bility for their own actions, remain 
willing to take a risk and are not held 
back by fear of failure.

Such traits are important because 
the path to high growth is never a 
linear process, according to Simon 
Paine, co-founder and chief execu-
tive of the PopUp Business School, 
which is aimed at people wanting to 
start their own company. 

He explains: “I’ve rarely met some-
one with a great business idea that the 
market is crying out for, who gets it 
right first time. Most people learn by 
their mistakes and making mistakes 
in business is no bad thing as it’s part 
of the process.”

Another common trait of growth 
leaders, on the other hand, is they 
are often natural salespeople. This 
means they are not only commer-
cially astute, but also persuasive and 
able to pitch and sell their dream to 
others in a convincing way, whether 
they are potential customers, inves-
tors or new hires. 

But such individuals do not neces-
sarily have to be outgoing and gre-
garious. As Professor Jane Turner, 
pro vice chancellor for enter-
prise and business engagement 
at Teesside University, indicates: 
“With the sales piece, it’s generally 
presumed you need to be an extro-
vert, but if you have authenticity 
combined with humility, honesty 
and passion, it’s just as persuasive.” 

Also important, meanwhile, is hav-
ing a clear vision and goals. These 
will be unique based on who you are 
as a leader, what your core strengths 
are, your values, belief systems, 
skills, experience and motivators. 

While true growth leaders are 
usually individuals who know 
themselves well, Ms Edwards cau-
tions: “One of the downsides of 
many entrepreneurs is they’re not 
clear about their leadership blue-
print. If they were, they’d realise 
they had gaps in certain areas that 
need to be filled with the right peo-
ple. Alongside courage and belief, 
success is based on having enough 
humility to do just that.”

Mr Paine agrees. “Most people see 
entrepreneurs as visionaries, but the 

reality is that the real success stories 
talk about the incredible people they 
surround themselves with,” he says. 
“So you have to be able to engage peo-
ple at different levels to ensure you get 
things over the line together, rather 
than just being an individual with a 
cracking idea and loads of drive.”

In other words, having strong 
communication skills, an ability 
to build relationships with others 
and a desire to learn are all vital 
when creating and building a high-
growth business. But these people 
skills need to manifest themselves 
in terms of management style too. 

For example, in Mr Paine’s view, 
old-fashioned command-and-con-
trol behaviours are “very damaging 
to creating an engaged company 

culture”. Instead the focus should be 
on facilitating dialogue and collab-
oration to help establish trust and 
encourage accountability.

“Creating an environment of own-
ership and encouraging a teamwork 
approach are the only way to get 
high growth, so it’s about an inclu-
sive form of leadership,” he says. 
“This means role modelling to show 
people they don’t need to be afraid 
of getting things wrong, allowing 
others to take the lead and ensuring 
everyone has a voice.”

But enabling such a situation, 
without feeling threatened yourself, 
requires self-awareness and a com-
prehension of your own strengths, 
limitations and self-limiting beliefs. 

Professor Turner explains: “As a 
leader, the starting point is under-
standing yourself and what drives 
you as your belief systems and core 
values will pervade the whole com-
pany culture. So to be authentic, you 
need to understand your life story, 
what experiences, both positive and 
negative, have shaped you and, as a 
result, what your values are, so you 
can live by them.”

Unsurprisingly then, growth 
leaders are much more focused on 
self-development activity and learn-
ing than their peers. This learning 
ranges from reading business books 
and listening to podcasts to attend-
ing courses and conferences, which 
also helps with networking. 

Benefiting from the experience of 
both formal and informal mentors can 
prove invaluable, as long as new ideas 
are not simply consumed, but are also 
applied and tested to see if they work 
in the specific business context.

Ms Edwards says: “The num-
ber-one skill of a successful leader 
is being open to learning and behav-
ioural feedback. If you’re not asking 
what you could do better, you don’t 
deserve success, but it tends to be 
here that egos get in the way.”

Nonetheless, even though there 
may be certain common character-
istics between growth leaders, the 
fact that each is a unique individual 
means there can never be a single, 
unequivocal blueprint for success, 
not least as both the business and 
the team they build around them 
will be unique too. 

As Ms Edwards concludes: “There 
are definitely common traits, but 
they’re not common to everyone. 
What generally stops a business grow-
ing though is that one individual 
can’t do it all. They’ll be great at some 
things, but not at others, so it’s about 
building a great team, based on trust 
and accountability.”  
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charted course to busi-
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make it to a higher level without a 
growth leader at the helm.
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the most important contributors to 
an organisation achieving its goals. 
While there is not necessarily a sin-
gle type of individual destined to 
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the top, there are nonetheless cer-
tain common characteristics that 
such growth leaders tend to exhibit. 

On the one hand, points out Elke 
Edwards, founder and creative direc-
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“creative enthusiasts” or, put another 
way, ideas people with lots of curios-
ity and passion for what they do. 

Growth leaders are also flexible 
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their toys out of the pram if some-
thing goes wrong”, she says. Instead 
they learn from experience, thrive in 
uncertainty and adapt to changing 
circumstances. They take responsi-
bility for their own actions, remain 
willing to take a risk and are not held 
back by fear of failure.

Such traits are important because 
the path to high growth is never a 
linear process, according to Simon 
Paine, co-founder and chief execu-
tive of the PopUp Business School, 
which is aimed at people wanting to 
start their own company. 

He explains: “I’ve rarely met some-
one with a great business idea that the 
market is crying out for, who gets it 
right first time. Most people learn by 
their mistakes and making mistakes 
in business is no bad thing as it’s part 
of the process.”

Another common trait of growth 
leaders, on the other hand, is they 
are often natural salespeople. This 
means they are not only commer-
cially astute, but also persuasive and 
able to pitch and sell their dream to 
others in a convincing way, whether 
they are potential customers, inves-
tors or new hires. 

But such individuals do not neces-
sarily have to be outgoing and gre-
garious. As Professor Jane Turner, 
pro vice chancellor for enter-
prise and business engagement 
at Teesside University, indicates: 
“With the sales piece, it’s generally 
presumed you need to be an extro-
vert, but if you have authenticity 
combined with humility, honesty 
and passion, it’s just as persuasive.” 

Also important, meanwhile, is hav-
ing a clear vision and goals. These 
will be unique based on who you are 
as a leader, what your core strengths 
are, your values, belief systems, 
skills, experience and motivators. 

While true growth leaders are 
usually individuals who know 
themselves well, Ms Edwards cau-
tions: “One of the downsides of 
many entrepreneurs is they’re not 
clear about their leadership blue-
print. If they were, they’d realise 
they had gaps in certain areas that 
need to be filled with the right peo-
ple. Alongside courage and belief, 
success is based on having enough 
humility to do just that.”

Mr Paine agrees. “Most people see 
entrepreneurs as visionaries, but the 

reality is that the real success stories 
talk about the incredible people they 
surround themselves with,” he says. 
“So you have to be able to engage peo-
ple at different levels to ensure you get 
things over the line together, rather 
than just being an individual with a 
cracking idea and loads of drive.”

In other words, having strong 
communication skills, an ability 
to build relationships with others 
and a desire to learn are all vital 
when creating and building a high-
growth business. But these people 
skills need to manifest themselves 
in terms of management style too. 

For example, in Mr Paine’s view, 
old-fashioned command-and-con-
trol behaviours are “very damaging 
to creating an engaged company 

culture”. Instead the focus should be 
on facilitating dialogue and collab-
oration to help establish trust and 
encourage accountability.

“Creating an environment of own-
ership and encouraging a teamwork 
approach are the only way to get 
high growth, so it’s about an inclu-
sive form of leadership,” he says. 
“This means role modelling to show 
people they don’t need to be afraid 
of getting things wrong, allowing 
others to take the lead and ensuring 
everyone has a voice.”

But enabling such a situation, 
without feeling threatened yourself, 
requires self-awareness and a com-
prehension of your own strengths, 
limitations and self-limiting beliefs. 

Professor Turner explains: “As a 
leader, the starting point is under-
standing yourself and what drives 
you as your belief systems and core 
values will pervade the whole com-
pany culture. So to be authentic, you 
need to understand your life story, 
what experiences, both positive and 
negative, have shaped you and, as a 
result, what your values are, so you 
can live by them.”

Unsurprisingly then, growth 
leaders are much more focused on 
self-development activity and learn-
ing than their peers. This learning 
ranges from reading business books 
and listening to podcasts to attend-
ing courses and conferences, which 
also helps with networking. 

Benefiting from the experience of 
both formal and informal mentors can 
prove invaluable, as long as new ideas 
are not simply consumed, but are also 
applied and tested to see if they work 
in the specific business context.

Ms Edwards says: “The num-
ber-one skill of a successful leader 
is being open to learning and behav-
ioural feedback. If you’re not asking 
what you could do better, you don’t 
deserve success, but it tends to be 
here that egos get in the way.”

Nonetheless, even though there 
may be certain common character-
istics between growth leaders, the 
fact that each is a unique individual 
means there can never be a single, 
unequivocal blueprint for success, 
not least as both the business and 
the team they build around them 
will be unique too. 

As Ms Edwards concludes: “There 
are definitely common traits, but 
they’re not common to everyone. 
What generally stops a business grow-
ing though is that one individual 
can’t do it all. They’ll be great at some 
things, but not at others, so it’s about 
building a great team, based on trust 
and accountability.”  
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From Bristol to Dundee, many regions 
outside of London are becoming hubs 
for technology startups in their own right

ondon has created more 
unicorns than any other 
European city. According 

to data released in June by Tech 
Nation and Dealroom, 13 new bil-
lion-dollar startups were created 
in the UK’s leading tech hub in the 
previous 12 months. 

While London leads the herd, 
other regions are playing a part too. 
Cambridge and Oxford have cre-
ated ten unicorns between them, 
Manchester fi ve, Edinburgh three, 
and Bristol and Leeds two each. 

It’s a similar picture for job open-
ings in the tech sector. Separate 
Tech Nation research, which was 
carried out for the government’s 
Digital Economy Council, found 
there were 1.7 million jobs adver-
tised during 2018, spread through-
out the UK. The place with the 
most openings outside the capital 
(164,000) was Manchester.

One of the key factors drawing tal-
ent to the north west is cheaper res-
idential and commercial property, 
says Fabrizio Nicola-Giordano, 
managing director of Headspace 

Group. The provider of fl exible 
working spaces for the tech and 
creative communities has its eye 
on the ball when it comes to sniff -
ing out the best places to open 
new locations. 

“Cheap property is such a big draw 
for startups of any kind. It’s why 
East London and Berlin initially 
became so popular,” says Mr Nicola-
Giordano. “Plus, there’s easy access 
to other UK tech hubs. Birmingham 
is nearby, while London is just a two-
hour train journey away, and there 
are direct fl ights out of Manchester’s 
airport to San Francisco.”

As for Manchester’s infrastruc-
ture, the city is benefi ting from 
the Northern Powerhouse initia-
tive. This has placed a big empha-
sis on innovation and research and 
development, particularly in the 
science fi elds. 

“Another great example is that 
the city has been chosen, by 
Innovate UK, to be the Internet of 
Things City Demonstrator, a show-
case of how internet-connected 
technology and data can be used 

to transform urban areas,” says 
Mr Nicola-Giordano. 

He adds that all this is under-
pinned by close links with local 
educational institutions. This is 
crucial for any UK tech hub want-
ing to retain talent once they 
have graduated.

One region that arguably strug-
gles to keep hold of its young tech 
talent is Yorkshire and the Humber. 
Research by the think tank Centre 
for Towns shows that it's missing 
out on digital job opportunities, 
mainly due to its weak infrastruc-
ture, notably a transport network 
that needs updating and a patchy 
broadband service. 

Despite this, there is cause for 
optimism. The region is already 
seeing startups in the property tech 
and travel tech space pop up and 
there’s ample room for early-stage 
companies to grow as well, says 
Bethan Vincent, an entrepreneur 
and marketing director of York-
based Netsells, a digital and mobile 
app design agency, and one of the 
city’s biggest tech companies.

Ms Vincent believes that for cities 
such as York to become recognised 
UK tech hubs, it’s important the 
local tech scene has opportunities 
to collaborate. 

“York’s future undoubtedly rests 
on more offi  ce and co-working 
spaces being provided. We have one 
of the lowest commercial vacancy 
rates in the UK and good quality 
offi  ces are becoming increasingly 

hard to come by. Unless this is 
addressed, it will throttle the city,” 
says Ms Vincent. 

“Where there are co-working 
spaces, there are more opportu-
nities to connect through net-
working events and organic 
spaces where relationships can 
thrive. Collaboration is key to 
bringing products and services 
to market.”

Looking to the future, she would 
like to see York be involved in 
smart city initiatives. Milton 
Keynes is an example of making 
the transition to smart city status 
successfully. It’s the testbed for 
both national and international 
smart mobility projects, and is 
home to BP Chargemaster and Red 
Bull Racing. 

“The town is uniquely placed 
because it’s in the middle of the 
Oxford-Cambridge arc and is an 
equal distance to two world-class 
centres of research, with access 
to excellent engineering and sci-
ence talent,” says Dr Jamieson 
Christmas, founder and chief exec-
utive of Envisics, an augmented 
reality company developing 
head-up displays. 

“Its strong transport links and 
close proximity to funding in 
London means it’s an ideal place 
to incubate technology companies 
of all sizes, especially startups that 
require fl exibility and cost effi  cien-
cies to succeed.”

Ms Vincent believes that as long as 
you bring together enough people in 
a particular area, it can have a snow-
ball eff ect. “It’s like a chain reac-
tion,” she says. “This is what Silicon 
Valley has been amazing at for dec-
ades, having the right people con-
densed in the right place.” 
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MediaCityUK, 
Manchester’s 
international hub 
for technology, 
innovation and 
creativity, on 
the banks of the 
Manchester 
Ship Canal

Long known for its jam, jute and 
journalism, trades on which it 
was built, Dundee has proved in 
recent times that it’s more than 
just “three Js”. 

The city in east Scotland 
boasts a strong gaming industry. 
Rockstar Games, the developer 
behind the Grand Theft Auto 
and Red Dead Redemption 
series, was founded in Dundee 
as DMA Design. There have 
also been collaborations 
with spinouts from the local 
university, one of the UK’s top 
institutions for life sciences. In 
2014, a free mobile game Play 
to Cure: Genes in Space was 
released in partnership with 
Cancer Research, where players 
could analyse real cancer data. 

Last year, Dundee’s landmark 
£80-million V&A Museum of 
Design opened. Alongside 
exhibitions highlighting the 
city’s gaming industry, it hosts 
design workshops, with the aim 
to foster collaboration 
and innovation. In addition, 
there are taster days when 
people of all ages can fi nd out 
about cutting-edge video 
game technology and 
experiment with software 
and adaptive controllers. 

Dundee is part of the Scottish 
Cities Alliance, which is 
delivering smart city solutions 
around waste management 
and mobility. 

Dundee: more 
than just ‘three Js’ 

Rich McEachran

L

T E C H N O L O G Y

Talent, cheap rents 
draw tech startups 
out of the capital

THE UK HAS SIX HUBS WITH AT LEAST TWO UNICORNS

Number of unicorns – privately owned tech companies valued at more 
than $1 billion – created since 1990

TechNation/Dealroom 2019

Unicorns 
created

Population 
(millions)

8.2London 45

Paris 2.2 9

Amsterdam 0.8 6

Manchester 0.5 5

Edinburgh 0.5
3

Leeds 0.8
2

Dublin 0.6
2

Bristol 0.5
2

Oxbridge 0.3 10

Berlin 3.6 10

Commercial feature

iquidity tends to hit the high 
street first as the clearing 
banks look to strengthen 

their regulatory capital reserves and 
reduce risk. This is followed by a con-
traction of traditional sources of busi-
ness finance, including overdrafts 
and bank loans, and a divestment of 
client portfolios.

In a volatile environment, more and 
more businesses are looking to their 
assets to finance their future. As a result, 
asset-based lending (ABL) has come to 
the fore in creating the predictability 
and stability that businesses need.

ABL unlocks high levels of working 
capital across all asset classes with 
invoice discounting at the core, sup-
plemented by loans against stock, plant 
and machinery, and property. Cash-
flow loans are also available, subject 
to EBITDA, to secure even higher levels 
of working capital. Without diluting 
equity, ABL provides certain funding 
for ambitious businesses. 

Let’s take a closer look at three 
very different businesses that share 
common ground: experienced man-
agement teams with a clear vision of 
the future.

Renthal is a global leader in the 
design, manufacture and sale of prod-
ucts for the motorcycle and cycle 
markets, including original equipment 
for Honda, Kawasaki and Suzuki for 
their performance motocross models. 
Almost 200 motorcycling world cham-
pions and six world mountain biking 
champions have used its products.

Henry Rosenthal, its co-founder, 
sought to buy back the business 12 
years after selling it to Motorsport 
Aftermarket Group. Praetura 
Commercial Finance structured a 
£5.4-million transaction, compris-
ing confidential invoice discounting, 
stock revolver, plant and machin-
ery term loan, and cash-flow strip, 
enabling the business to regain 
independence from the group and 
power ahead.

Tom Wade, Renthal’s managing 
director, says: “Since Renthal is a pre-
mium brand, we recognised that to 
buy back the business would require 
a strong quantum of debt funding. As 
business owners themselves, Praetura 
Commercial Finance were very com-
mercial and made immediate decisions 
to get the deal over the line within a 

very tight timeframe. The ABL facility 
and cash-flow loan has given us the 
extra headroom we needed to get the 
business off to a flying start.”

The Delivery Group is one of the 
UK’s fastest-growing mail and ecom-
merce providers, including opera-
tions under the brands Secured Mail 
and CMS Network. The business was 
subject to a management buyout 
in 2018, supported by funding from 
Praetura Commercial Finance.

Since the buyout, The Delivery 
Group has pursued a strategy to 
expand its service range and geo-
graphical footprint, leading to its 
acquisition of ONEPOST (Postal 
Choices Ltd), with the opportunity to 
bring together two market leaders in 
the mail and ecommerce sectors. 

Paul Carvell, chairman of The 
Delivery Group, says: “Having com-
pleted the management buyout with 
the support of Praetura Commercial 
Finance, their team was our natural 
first port of call for this acquisition. 
I was overwhelmed by the speed and 
clarity of Praetura’s response. Their 
team had an excellent understanding 
of what we were looking to achieve 
and the streamlined due diligence 
process was conducted quickly to 
ensure the timescales for the trans-
action were met.”

Praetura Commercial Finance deliv-
ered the facility to support the acqui-
sition and beyond as the businesses 
drive volume through the network, 
and leverage the strong synergies and 
scale advantages in transport, pro-
cesses, systems and technology.

As a result of the transaction, the 
group will have a combined annual 
turnover of £250 million, employ 
500 staff across seven locations, 
and manage almost a billion items 

Praetura Commercial Finance is a 
dynamic, well-capitalised independ-
ent asset-based lender with a dis-
tinctive entrepreneurial outlook and 
a strong commercial appetite to fund 
ambitious UK businesses. Their expe-
rienced team delivers innovative 
working capital solutions for a vari-
ety of transactions, including acqui-
sitions, management buyouts and 
buyins, refinancings, turnarounds 
and growth. 

For more information please visit 
www.PraeturaCF.com

It is a truism that the only constant in business 
is change. Couple that with the uncertain political 
and economic environment, and for ambitious 
businesses the need for predictability and 
certainty of funding has never been greater, 
says Stuart Bates, co-founder and commercial 
director at Praetura Commercial Finance
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of mail and packages in the UK 
and internationally.

Raised Floor Solutions (RFS) was 
seeking to adopt an employee-owned 
model to futureproof the busi-
ness and jobs within it. Praetura 
Commercial Finance provided a 
£2.5-million funding line, enabling 
the shareholders of RFS Group, the 
parent company, to transfer a 51 per 
cent majority shareholding of the 
business to an employee ownership 
trust (EOT), set up for the benefit of 
current and future employees.

Graham Hewitt, co-founder and 
managing director of RFS, says: 
“Praetura Commercial Finance 
proved to be very responsive 
throughout the process and the time 
from initial contact to completing 
the facility drawdown took less than 
four weeks.

“An EOT can be viewed as a direct 
alternative to a management buyout, 
but you are involving all your employ-
ees rather than a select few in the 
future of the business. The revolv-
ing facility delivered by Praetura 
Commercial Finance is an ideal 
structure in that it moves in line with 
the growth of the business, without 
the need to renegotiate terms. It also 
offers flexibility, without the ties and 
covenants of a traditional fixed-term 
bank loan.”

All the companies we work with are 
in the process of change, seeking to 
navigate the next stage of growth. We 
are here to enable sustainable trans-
formation, way beyond the initial 
transaction. It’s about listening to cli-
ents continually, immersing ourselves 
in their world, building long-term 
relationships and understanding 
their needs as they evolve. Ultimately, 
it’s about asking what’s next?
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From Bristol to Dundee, many regions 
outside of London are becoming hubs 
for technology startups in their own right

ondon has created more 
unicorns than any other 
European city. According 

to data released in June by Tech 
Nation and Dealroom, 13 new bil-
lion-dollar startups were created 
in the UK’s leading tech hub in the 
previous 12 months. 

While London leads the herd, 
other regions are playing a part too. 
Cambridge and Oxford have cre-
ated ten unicorns between them, 
Manchester fi ve, Edinburgh three, 
and Bristol and Leeds two each. 

It’s a similar picture for job open-
ings in the tech sector. Separate 
Tech Nation research, which was 
carried out for the government’s 
Digital Economy Council, found 
there were 1.7 million jobs adver-
tised during 2018, spread through-
out the UK. The place with the 
most openings outside the capital 
(164,000) was Manchester.

One of the key factors drawing tal-
ent to the north west is cheaper res-
idential and commercial property, 
says Fabrizio Nicola-Giordano, 
managing director of Headspace 

Group. The provider of fl exible 
working spaces for the tech and 
creative communities has its eye 
on the ball when it comes to sniff -
ing out the best places to open 
new locations. 

“Cheap property is such a big draw 
for startups of any kind. It’s why 
East London and Berlin initially 
became so popular,” says Mr Nicola-
Giordano. “Plus, there’s easy access 
to other UK tech hubs. Birmingham 
is nearby, while London is just a two-
hour train journey away, and there 
are direct fl ights out of Manchester’s 
airport to San Francisco.”

As for Manchester’s infrastruc-
ture, the city is benefi ting from 
the Northern Powerhouse initia-
tive. This has placed a big empha-
sis on innovation and research and 
development, particularly in the 
science fi elds. 

“Another great example is that 
the city has been chosen, by 
Innovate UK, to be the Internet of 
Things City Demonstrator, a show-
case of how internet-connected 
technology and data can be used 

to transform urban areas,” says 
Mr Nicola-Giordano. 

He adds that all this is under-
pinned by close links with local 
educational institutions. This is 
crucial for any UK tech hub want-
ing to retain talent once they 
have graduated.

One region that arguably strug-
gles to keep hold of its young tech 
talent is Yorkshire and the Humber. 
Research by the think tank Centre 
for Towns shows that it's missing 
out on digital job opportunities, 
mainly due to its weak infrastruc-
ture, notably a transport network 
that needs updating and a patchy 
broadband service. 

Despite this, there is cause for 
optimism. The region is already 
seeing startups in the property tech 
and travel tech space pop up and 
there’s ample room for early-stage 
companies to grow as well, says 
Bethan Vincent, an entrepreneur 
and marketing director of York-
based Netsells, a digital and mobile 
app design agency, and one of the 
city’s biggest tech companies.

Ms Vincent believes that for cities 
such as York to become recognised 
UK tech hubs, it’s important the 
local tech scene has opportunities 
to collaborate. 

“York’s future undoubtedly rests 
on more offi  ce and co-working 
spaces being provided. We have one 
of the lowest commercial vacancy 
rates in the UK and good quality 
offi  ces are becoming increasingly 

hard to come by. Unless this is 
addressed, it will throttle the city,” 
says Ms Vincent. 

“Where there are co-working 
spaces, there are more opportu-
nities to connect through net-
working events and organic 
spaces where relationships can 
thrive. Collaboration is key to 
bringing products and services 
to market.”

Looking to the future, she would 
like to see York be involved in 
smart city initiatives. Milton 
Keynes is an example of making 
the transition to smart city status 
successfully. It’s the testbed for 
both national and international 
smart mobility projects, and is 
home to BP Chargemaster and Red 
Bull Racing. 

“The town is uniquely placed 
because it’s in the middle of the 
Oxford-Cambridge arc and is an 
equal distance to two world-class 
centres of research, with access 
to excellent engineering and sci-
ence talent,” says Dr Jamieson 
Christmas, founder and chief exec-
utive of Envisics, an augmented 
reality company developing 
head-up displays. 

“Its strong transport links and 
close proximity to funding in 
London means it’s an ideal place 
to incubate technology companies 
of all sizes, especially startups that 
require fl exibility and cost effi  cien-
cies to succeed.”

Ms Vincent believes that as long as 
you bring together enough people in 
a particular area, it can have a snow-
ball eff ect. “It’s like a chain reac-
tion,” she says. “This is what Silicon 
Valley has been amazing at for dec-
ades, having the right people con-
densed in the right place.” 
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MediaCityUK, 
Manchester’s 
international hub 
for technology, 
innovation and 
creativity, on 
the banks of the 
Manchester 
Ship Canal

Long known for its jam, jute and 
journalism, trades on which it 
was built, Dundee has proved in 
recent times that it’s more than 
just “three Js”. 

The city in east Scotland 
boasts a strong gaming industry. 
Rockstar Games, the developer 
behind the Grand Theft Auto 
and Red Dead Redemption 
series, was founded in Dundee 
as DMA Design. There have 
also been collaborations 
with spinouts from the local 
university, one of the UK’s top 
institutions for life sciences. In 
2014, a free mobile game Play 
to Cure: Genes in Space was 
released in partnership with 
Cancer Research, where players 
could analyse real cancer data. 

Last year, Dundee’s landmark 
£80-million V&A Museum of 
Design opened. Alongside 
exhibitions highlighting the 
city’s gaming industry, it hosts 
design workshops, with the aim 
to foster collaboration 
and innovation. In addition, 
there are taster days when 
people of all ages can fi nd out 
about cutting-edge video 
game technology and 
experiment with software 
and adaptive controllers. 

Dundee is part of the Scottish 
Cities Alliance, which is 
delivering smart city solutions 
around waste management 
and mobility. 

Dundee: more 
than just ‘three Js’ 

Rich McEachran
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Talent, cheap rents 
draw tech startups 
out of the capital

THE UK HAS SIX HUBS WITH AT LEAST TWO UNICORNS

Number of unicorns – privately owned tech companies valued at more 
than $1 billion – created since 1990

TechNation/Dealroom 2019

Unicorns 
created

Population 
(millions)

8.2London 45

Paris 2.2 9

Amsterdam 0.8 6

Manchester 0.5 5

Edinburgh 0.5
3

Leeds 0.8
2

Dublin 0.6
2

Bristol 0.5
2

Oxbridge 0.3 10

Berlin 3.6 10

Commercial feature

iquidity tends to hit the high 
street first as the clearing 
banks look to strengthen 

their regulatory capital reserves and 
reduce risk. This is followed by a con-
traction of traditional sources of busi-
ness finance, including overdrafts 
and bank loans, and a divestment of 
client portfolios.

In a volatile environment, more and 
more businesses are looking to their 
assets to finance their future. As a result, 
asset-based lending (ABL) has come to 
the fore in creating the predictability 
and stability that businesses need.

ABL unlocks high levels of working 
capital across all asset classes with 
invoice discounting at the core, sup-
plemented by loans against stock, plant 
and machinery, and property. Cash-
flow loans are also available, subject 
to EBITDA, to secure even higher levels 
of working capital. Without diluting 
equity, ABL provides certain funding 
for ambitious businesses. 

Let’s take a closer look at three 
very different businesses that share 
common ground: experienced man-
agement teams with a clear vision of 
the future.

Renthal is a global leader in the 
design, manufacture and sale of prod-
ucts for the motorcycle and cycle 
markets, including original equipment 
for Honda, Kawasaki and Suzuki for 
their performance motocross models. 
Almost 200 motorcycling world cham-
pions and six world mountain biking 
champions have used its products.

Henry Rosenthal, its co-founder, 
sought to buy back the business 12 
years after selling it to Motorsport 
Aftermarket Group. Praetura 
Commercial Finance structured a 
£5.4-million transaction, compris-
ing confidential invoice discounting, 
stock revolver, plant and machin-
ery term loan, and cash-flow strip, 
enabling the business to regain 
independence from the group and 
power ahead.

Tom Wade, Renthal’s managing 
director, says: “Since Renthal is a pre-
mium brand, we recognised that to 
buy back the business would require 
a strong quantum of debt funding. As 
business owners themselves, Praetura 
Commercial Finance were very com-
mercial and made immediate decisions 
to get the deal over the line within a 

very tight timeframe. The ABL facility 
and cash-flow loan has given us the 
extra headroom we needed to get the 
business off to a flying start.”

The Delivery Group is one of the 
UK’s fastest-growing mail and ecom-
merce providers, including opera-
tions under the brands Secured Mail 
and CMS Network. The business was 
subject to a management buyout 
in 2018, supported by funding from 
Praetura Commercial Finance.

Since the buyout, The Delivery 
Group has pursued a strategy to 
expand its service range and geo-
graphical footprint, leading to its 
acquisition of ONEPOST (Postal 
Choices Ltd), with the opportunity to 
bring together two market leaders in 
the mail and ecommerce sectors. 

Paul Carvell, chairman of The 
Delivery Group, says: “Having com-
pleted the management buyout with 
the support of Praetura Commercial 
Finance, their team was our natural 
first port of call for this acquisition. 
I was overwhelmed by the speed and 
clarity of Praetura’s response. Their 
team had an excellent understanding 
of what we were looking to achieve 
and the streamlined due diligence 
process was conducted quickly to 
ensure the timescales for the trans-
action were met.”

Praetura Commercial Finance deliv-
ered the facility to support the acqui-
sition and beyond as the businesses 
drive volume through the network, 
and leverage the strong synergies and 
scale advantages in transport, pro-
cesses, systems and technology.

As a result of the transaction, the 
group will have a combined annual 
turnover of £250 million, employ 
500 staff across seven locations, 
and manage almost a billion items 

Praetura Commercial Finance is a 
dynamic, well-capitalised independ-
ent asset-based lender with a dis-
tinctive entrepreneurial outlook and 
a strong commercial appetite to fund 
ambitious UK businesses. Their expe-
rienced team delivers innovative 
working capital solutions for a vari-
ety of transactions, including acqui-
sitions, management buyouts and 
buyins, refinancings, turnarounds 
and growth. 

For more information please visit 
www.PraeturaCF.com

It is a truism that the only constant in business 
is change. Couple that with the uncertain political 
and economic environment, and for ambitious 
businesses the need for predictability and 
certainty of funding has never been greater, 
says Stuart Bates, co-founder and commercial 
director at Praetura Commercial Finance
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of mail and packages in the UK 
and internationally.

Raised Floor Solutions (RFS) was 
seeking to adopt an employee-owned 
model to futureproof the busi-
ness and jobs within it. Praetura 
Commercial Finance provided a 
£2.5-million funding line, enabling 
the shareholders of RFS Group, the 
parent company, to transfer a 51 per 
cent majority shareholding of the 
business to an employee ownership 
trust (EOT), set up for the benefit of 
current and future employees.

Graham Hewitt, co-founder and 
managing director of RFS, says: 
“Praetura Commercial Finance 
proved to be very responsive 
throughout the process and the time 
from initial contact to completing 
the facility drawdown took less than 
four weeks.

“An EOT can be viewed as a direct 
alternative to a management buyout, 
but you are involving all your employ-
ees rather than a select few in the 
future of the business. The revolv-
ing facility delivered by Praetura 
Commercial Finance is an ideal 
structure in that it moves in line with 
the growth of the business, without 
the need to renegotiate terms. It also 
offers flexibility, without the ties and 
covenants of a traditional fixed-term 
bank loan.”

All the companies we work with are 
in the process of change, seeking to 
navigate the next stage of growth. We 
are here to enable sustainable trans-
formation, way beyond the initial 
transaction. It’s about listening to cli-
ents continually, immersing ourselves 
in their world, building long-term 
relationships and understanding 
their needs as they evolve. Ultimately, 
it’s about asking what’s next?
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According to Statista, crowdfunding 
transactions are likely to hit £68.7 
million in 2019, up more than 14 per 
cent on last year. 

It's no way to fi nd millions, with the 
average amount raised just £8,571, 
but it can be a quick and simple way 
for a small business to access funds. 
In one of the most notable crowd-
funding successes of all time, Oculus 
started out looking for $250,000 on 
Kickstarter and ended up selling to 
Facebook for $2 billion.

The concept is simple: pitch 
your business idea on one of the 

1. Crowdfunding many online platforms, such as 
Crowdcube, Seedrs, Indiegogo 
or LendInvest. In return, inves-
tors receive some incentive: usu-
ally shares, but occasionally early 
access to products.

Advantages include a lack of 
upfront fees, often along with a 
certain amount of publicity and 
the ability to test public response. 
On the downside, borrowers will 
need to put in a bit of work to 
make sure their idea gets visibil-
ity. Meanwhile, if the target isn't 
reached, any money that's been 
pledged will usually be returned 
to investors.

Lending peer-to-peer works as 
a straightforward loan, except 
that the borrower is dealing 
with a large number of individ-
ual investors, rather than a single 
fi nancial institution. 

Interest rates tend to be lower than 
those of the banks and the applica-
tion process is usually very quick; the 
money is often available within days. 

On the downside, businesses 
must have at least two years of 
accounts fi led with Companies 
House and a minimum annual turn-
over of £100,000.

There's also a bit of a shadow over 
the sector at the moment as major 
provider Funding Circle recently 
slashed its forecasts for revenue 
growth, while other providers have 
warned of problems and Lendy fell 
into administration.

Meanwhile, the Financial 
Conduct Authority (FCA) is tight-
ening up the sector, banning inves-
tors from putting more than 10 
per cent of their investable assets into 
peer-to-peer loans unless they've 
received regulated fi nancial advice. 

2. Peer-to-peer lending

A relatively new concept, mer-
chant cash advances are an alter-
native business fi nance option 
that's becoming increasingly 
popular among companies that use 
card terminals, such as retail and 
leisure businesses.

Borrowers can usually access up 
to a month's turnover and regular 
repayments are made as a percent-
age of each card terminal payment 
until the full amount has been 
paid off. This means companies 

6. Merchant cash 
advances

generally only have to repay what 
they can afford, making it a par-
ticularly attractive prospect for 
seasonal businesses.

Payments are made automati-
cally through an arrangement with 
the card terminal provider, result-
ing in a streamlined process. And 
merchant cash advances are rel-
atively easy to access, as lend-
ers generally don't need to run 
credit checks or check a borrow-
er's accounts; they just need to 
confi rm the borrower's vol-
ume of card payments with the 
terminal provider. 

The good news is that there are hun-
dreds of government grants availa-
ble in the UK; the bad news is that 
the criteria are extremely tight and 
the application processes torturous. 
Many grants require matched fund-
ing from the applicant.

Grants for new businesses gen-
erally come in the form of equity 
fi nance, a direct grant or a soft 
loan. They're off ered by local, 
national and European govern-
ment, although of course the future 
of European Union grants is now 
in doubt.

Many sources of funding are highly 
local and specifi c; there are currently 
170 opportunities listed at the govern-
ment website https://www.gov.uk/
business-fi nance-support. It's impor-
tant to check the criteria thoroughly, 
as eligibility is likely to be severely 
restricted, perhaps requiring local 
hires or technology investment.

However, many businesses that 
have accessed government grants 
have fl ourished, including Swiftkey, 
the predictive keyboard app bought 
by Microsoft for a reported $250 mil-
lion in 2016. 

8. Grants

Not-for-profi t organisations, credit 
unions traditionally off er savings 
and loans to members with some-
thing in common, such as a particu-
lar locality or industry, for exam-
ple. There are more than 500 in the 
UK, with a list available from the 
Association of British Credit Unions. 

Credit unions were originally 
aimed at individuals, but since 2012 
have been allowed to extend their 
services to small and medium-sized 
businesses in the UK. Most now 
off er a range of business loans, such 
as startup loans, instalment loans, 
business credit cards and bad-credit 
commercial mortgages.

Interest rates are set by the FCA, 
with loans of more than £10,000 

7. Credit unions

carrying an APR of 10.5 per cent, top-
ping out at 42.6 per cent for loans 
under £1,000. Loans also carry a 
reducing balance interest rate, so the 
rate falls the day a payment is made 
and less interest is charged overall.

10.5%
interest rate on loans 
of more than £10,000

It isn't particularly new, but invoice 
fi nance has become increasingly 
mainstream over the last few years. 
Indeed, according to a poll of 1,000 
business owners by MarketInvoice, 
it's the most popular funding 
route for small and medium-
sized enterprises.

There are two types of invoice 
fi nance. Factoring involves sell-
ing invoices to a company which 
then manages the whole process of 
chasing and collecting payments. 
Invoice discounting sees the com-
pany doing this itself and is usu-
ally cheaper. Either way, the com-
pany has access to the money it's 
owed immediately. And it's often 
possible to use invoice fi nance for 
just one, particularly large or wor-
risome invoice, which is known as 
spot factoring.

3. Invoice fi nance

The upside, of course, is a vastly 
improved cash fl ow, as long as 
things are going well. However, 
when a company gets into diffi  culty, 
invoice fi nance can potentially trig-
ger a debt cycle and is sometimes 
seen as a sign of a company in trou-
ble. It can also be more expensive 
than traditional banking.

Company owners or directors can 
finance their business using funds 
from their pension. An analysis by 
Clifton Asset Management found 
that in the last four years they've 
done so to the tune of £1.45 billion.

It’s unique among business 
funding methods in that the inter-
est paid on the finance provided 
is paid back to the pen-
sion, leaving the owner or 
director better off overall. 
There's also no requirement for a 
personal guarantee.

Loans can be taken against 
self-invested personal pen-
sions (SIPPs) and small self-ad-
ministered schemes (SSASs), 

5. Pension-led funding

Asset funding reached a record 
high in the UK last year, says the 
Finance and Leasing Association, 
with new business totalling 
almost £33 billion. There is now a 
wide range of options tailored for 
specifi c purposes.

What they have in common is 
they relate to the value of a busi-
ness's physical assets, such as vehi-
cles, machinery or other equipment. 

Hire purchase and leasing are the 
two main types. With hire purchase, 

4. Asset fi nance the borrower pays a deposit and 
owns the asset at the end of the term; 
with leasing, the asset is handed 
back. Through asset refi nancing, 
it's possible to release cash by bor-
rowing against an asset the business 
already owns.

Meanwhile, operating leases are 
often used for high-value assets. 
Rental payments are made through-
out the term, but don't cover the full 
cost of the asset. At the end of the 
term, the borrower can buy the asset 
for a residual value set by the lender, 
minus the rental already paid.

and can be paid off at any time 
without charge. Loans must not 
exceed 50 per cent of the pen-
sion fund’s value and they're gen-
erally recommended only when 
the pension pot is worth £50,000 
or more.

26%

£1.5bn

of SMEs favour invoice 
fi nance to boost growth 
and company valuation

of pension funds have been 
used to fi nance businesses 
in the past four years

Banks are still the main source of funds for 
small and medium-sized businesses, but 
the variety and popularity of alternative 
fi nance options are increasing

Eight ways to raise 
cash without the banks

A L T E R N A T I V E  F I N A N C E

Emma Woollacott

Commercial feature

wners of successful small 
businesses have histori-
cally been perceived to have 

master juggling skills. Offering a product 
that people want to buy is not enough; 
it falls to the owner to manage every 
aspect of the company, from marketing 
to sales, strategy, hiring, banking and 
admin. The latter two, in particular, are 
a necessary evil of doing business.

Of the 5.7 million small and medi-
um-sized enterprises (SMEs) in the UK, 
5.5 million are smaller companies that 
tend not to have a dedicated finance 
function. This means a huge number of 
business owners are doing their com-
pany’s banking and admin themselves. 
According to research by Worldpay, 
small business owners in the UK spend 
48 days a year on this area of running 
their company.

That equates to approximately a 
fifth of the working year that com-
pany owners aren’t spending on 
trying to grow their business as they 
are bogged down by administrative 
tasks. Or, as is often the case, many 
lose their Sunday afternoons to doing 
expenses. The result is not only a 
drain on time and energy, but a dam-
aging loss of productivity. 

“It’s not the best use of their time,” 
says Oliver Prill, chief executive at 
Tide, the SME banking platform. “And 
by doing banking and admin in a tech-
nologically unsophisticated way, small 
businesses are also lacking a clear 
overview of their cash flow. 

“Not having their cash flow under 
control is the biggest reason for small 
businesses failing, rather than any 
inherent business problem. Real-time 
visibility of cash flow at all times means 

Digital banking gives
SMEs precious time
With small companies spending large chunks of their time on 
banking and admin, digital platforms, such as Tide, that lighten  
the load are proving crucial to enabling business growth

you can act on any issues or challenges 
in a timely manner and not when it’s 
too late.”

Since its official launch in 2017, Tide 
has become a market-leading business 
banking platform for SMEs by enabling 
them to reduce the time they were pre-
viously spending on banking and admin, 
as well as providing a crucial overview 
of cash flow. As a platform play, Tide 
offers e-money current accounts pro-
vided by PrePay Solutions and partners 
with other providers, such as Xero, 
Sage and Iwoca, to create a go-to place 
for SMEs that want to simplify the man-
agement of their company.

“This is a huge productivity boost 
waiting to happen,” says Mr Prill. “A 
platform such as Tide provides easy-
to-use solutions that free up time for 
small-business owners to focus on 
what they know best, thereby expe-
riencing better productivity and in 
the end growing their company faster. 
We’re passionate about SMEs; it’s the 
only market we serve.

“We offer invoicing and expense 
management on the platform and a 
credit solution that’s currently in beta 
with Iwoca where you enter three 
pieces of information, press a button 
and within a minute you get a credit 
decision. Everything we do is focused 
on providing a rich, usable set of tools 
and features for small businesses.”

Tide doesn’t only provide SMEs with 
technology solutions for banking and 
admin, it also supports its vibrant com-
munity of members by offering and 
facilitating advice, guidance and net-
working. It encourages members, such 
as accountants and lawyers, to provide 
tips on a wide array of topics, includ-
ing master classes covering marketing, 

managing growth, funding, public rela-
tions strategy on a shoestring, and 
diversity and inclusion.

The company is also eager to further 
causes its members care about. Earlier 
this year, the Alison Rose Review of 
Female Entrepreneurship found that 
only 32 per cent of UK entrepreneurs 
are women. In response, Tide has com-
mitted to supporting 100,000 new 
female-led businesses start out by the 
end of 2023, and will run events show-
casing female entrepreneurs, work-
shops with expert speakers and a men-
toring scheme. 

The UK banking landscape is set to 
change significantly as branches con-
tinue to close and digital propositions 
offer better support and services to 
SMEs. A healthy market is categorised 
by a multitude of different offer-
ings and providers, and platforms 
that support SMEs will bring them 
together to save even more time for 
business owners.

“That means more tailored and easy-
to-use solutions,” says Mr Prill. This 
autumn, Tide will launch features that 
improve expense classification and 
online payroll, followed by more com-
prehensive credit solutions and sophis-
ticated international payments. “We’ve 
built only 10 per cent of the platform 
we want to build. There’s much more to 
come,” Mr Prill concludes.

For more information please visit
www.tide.co

O

number of days spent  
each year by small business 
owners on banking and 
administrative tasks

of UK entrepreneurs are women

new female-led businesses to 
be supported by Tide by the  
end of 2023

48

32%

100k

Kate Holmes,  
Tide member, 
founder of 
Kitty Holmes
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According to Statista, crowdfunding 
transactions are likely to hit £68.7 
million in 2019, up more than 14 per 
cent on last year. 

It's no way to fi nd millions, with the 
average amount raised just £8,571, 
but it can be a quick and simple way 
for a small business to access funds. 
In one of the most notable crowd-
funding successes of all time, Oculus 
started out looking for $250,000 on 
Kickstarter and ended up selling to 
Facebook for $2 billion.

The concept is simple: pitch 
your business idea on one of the 

1. Crowdfunding many online platforms, such as 
Crowdcube, Seedrs, Indiegogo 
or LendInvest. In return, inves-
tors receive some incentive: usu-
ally shares, but occasionally early 
access to products.

Advantages include a lack of 
upfront fees, often along with a 
certain amount of publicity and 
the ability to test public response. 
On the downside, borrowers will 
need to put in a bit of work to 
make sure their idea gets visibil-
ity. Meanwhile, if the target isn't 
reached, any money that's been 
pledged will usually be returned 
to investors.

Lending peer-to-peer works as 
a straightforward loan, except 
that the borrower is dealing 
with a large number of individ-
ual investors, rather than a single 
fi nancial institution. 

Interest rates tend to be lower than 
those of the banks and the applica-
tion process is usually very quick; the 
money is often available within days. 

On the downside, businesses 
must have at least two years of 
accounts fi led with Companies 
House and a minimum annual turn-
over of £100,000.

There's also a bit of a shadow over 
the sector at the moment as major 
provider Funding Circle recently 
slashed its forecasts for revenue 
growth, while other providers have 
warned of problems and Lendy fell 
into administration.

Meanwhile, the Financial 
Conduct Authority (FCA) is tight-
ening up the sector, banning inves-
tors from putting more than 10 
per cent of their investable assets into 
peer-to-peer loans unless they've 
received regulated fi nancial advice. 

2. Peer-to-peer lending

A relatively new concept, mer-
chant cash advances are an alter-
native business fi nance option 
that's becoming increasingly 
popular among companies that use 
card terminals, such as retail and 
leisure businesses.

Borrowers can usually access up 
to a month's turnover and regular 
repayments are made as a percent-
age of each card terminal payment 
until the full amount has been 
paid off. This means companies 

6. Merchant cash 
advances

generally only have to repay what 
they can afford, making it a par-
ticularly attractive prospect for 
seasonal businesses.

Payments are made automati-
cally through an arrangement with 
the card terminal provider, result-
ing in a streamlined process. And 
merchant cash advances are rel-
atively easy to access, as lend-
ers generally don't need to run 
credit checks or check a borrow-
er's accounts; they just need to 
confi rm the borrower's vol-
ume of card payments with the 
terminal provider. 

The good news is that there are hun-
dreds of government grants availa-
ble in the UK; the bad news is that 
the criteria are extremely tight and 
the application processes torturous. 
Many grants require matched fund-
ing from the applicant.

Grants for new businesses gen-
erally come in the form of equity 
fi nance, a direct grant or a soft 
loan. They're off ered by local, 
national and European govern-
ment, although of course the future 
of European Union grants is now 
in doubt.

Many sources of funding are highly 
local and specifi c; there are currently 
170 opportunities listed at the govern-
ment website https://www.gov.uk/
business-fi nance-support. It's impor-
tant to check the criteria thoroughly, 
as eligibility is likely to be severely 
restricted, perhaps requiring local 
hires or technology investment.

However, many businesses that 
have accessed government grants 
have fl ourished, including Swiftkey, 
the predictive keyboard app bought 
by Microsoft for a reported $250 mil-
lion in 2016. 

8. Grants

Not-for-profi t organisations, credit 
unions traditionally off er savings 
and loans to members with some-
thing in common, such as a particu-
lar locality or industry, for exam-
ple. There are more than 500 in the 
UK, with a list available from the 
Association of British Credit Unions. 

Credit unions were originally 
aimed at individuals, but since 2012 
have been allowed to extend their 
services to small and medium-sized 
businesses in the UK. Most now 
off er a range of business loans, such 
as startup loans, instalment loans, 
business credit cards and bad-credit 
commercial mortgages.

Interest rates are set by the FCA, 
with loans of more than £10,000 

7. Credit unions

carrying an APR of 10.5 per cent, top-
ping out at 42.6 per cent for loans 
under £1,000. Loans also carry a 
reducing balance interest rate, so the 
rate falls the day a payment is made 
and less interest is charged overall.

10.5%
interest rate on loans 
of more than £10,000

It isn't particularly new, but invoice 
fi nance has become increasingly 
mainstream over the last few years. 
Indeed, according to a poll of 1,000 
business owners by MarketInvoice, 
it's the most popular funding 
route for small and medium-
sized enterprises.

There are two types of invoice 
fi nance. Factoring involves sell-
ing invoices to a company which 
then manages the whole process of 
chasing and collecting payments. 
Invoice discounting sees the com-
pany doing this itself and is usu-
ally cheaper. Either way, the com-
pany has access to the money it's 
owed immediately. And it's often 
possible to use invoice fi nance for 
just one, particularly large or wor-
risome invoice, which is known as 
spot factoring.

3. Invoice fi nance

The upside, of course, is a vastly 
improved cash fl ow, as long as 
things are going well. However, 
when a company gets into diffi  culty, 
invoice fi nance can potentially trig-
ger a debt cycle and is sometimes 
seen as a sign of a company in trou-
ble. It can also be more expensive 
than traditional banking.

Company owners or directors can 
finance their business using funds 
from their pension. An analysis by 
Clifton Asset Management found 
that in the last four years they've 
done so to the tune of £1.45 billion.

It’s unique among business 
funding methods in that the inter-
est paid on the finance provided 
is paid back to the pen-
sion, leaving the owner or 
director better off overall. 
There's also no requirement for a 
personal guarantee.

Loans can be taken against 
self-invested personal pen-
sions (SIPPs) and small self-ad-
ministered schemes (SSASs), 

5. Pension-led funding

Asset funding reached a record 
high in the UK last year, says the 
Finance and Leasing Association, 
with new business totalling 
almost £33 billion. There is now a 
wide range of options tailored for 
specifi c purposes.

What they have in common is 
they relate to the value of a busi-
ness's physical assets, such as vehi-
cles, machinery or other equipment. 

Hire purchase and leasing are the 
two main types. With hire purchase, 

4. Asset fi nance the borrower pays a deposit and 
owns the asset at the end of the term; 
with leasing, the asset is handed 
back. Through asset refi nancing, 
it's possible to release cash by bor-
rowing against an asset the business 
already owns.

Meanwhile, operating leases are 
often used for high-value assets. 
Rental payments are made through-
out the term, but don't cover the full 
cost of the asset. At the end of the 
term, the borrower can buy the asset 
for a residual value set by the lender, 
minus the rental already paid.

and can be paid off at any time 
without charge. Loans must not 
exceed 50 per cent of the pen-
sion fund’s value and they're gen-
erally recommended only when 
the pension pot is worth £50,000 
or more.

26%

£1.5bn

of SMEs favour invoice 
fi nance to boost growth 
and company valuation

of pension funds have been 
used to fi nance businesses 
in the past four years

Banks are still the main source of funds for 
small and medium-sized businesses, but 
the variety and popularity of alternative 
fi nance options are increasing

Eight ways to raise 
cash without the banks

A L T E R N A T I V E  F I N A N C E

Emma Woollacott

Commercial feature

wners of successful small 
businesses have histori-
cally been perceived to have 

master juggling skills. Offering a product 
that people want to buy is not enough; 
it falls to the owner to manage every 
aspect of the company, from marketing 
to sales, strategy, hiring, banking and 
admin. The latter two, in particular, are 
a necessary evil of doing business.

Of the 5.7 million small and medi-
um-sized enterprises (SMEs) in the UK, 
5.5 million are smaller companies that 
tend not to have a dedicated finance 
function. This means a huge number of 
business owners are doing their com-
pany’s banking and admin themselves. 
According to research by Worldpay, 
small business owners in the UK spend 
48 days a year on this area of running 
their company.

That equates to approximately a 
fifth of the working year that com-
pany owners aren’t spending on 
trying to grow their business as they 
are bogged down by administrative 
tasks. Or, as is often the case, many 
lose their Sunday afternoons to doing 
expenses. The result is not only a 
drain on time and energy, but a dam-
aging loss of productivity. 

“It’s not the best use of their time,” 
says Oliver Prill, chief executive at 
Tide, the SME banking platform. “And 
by doing banking and admin in a tech-
nologically unsophisticated way, small 
businesses are also lacking a clear 
overview of their cash flow. 

“Not having their cash flow under 
control is the biggest reason for small 
businesses failing, rather than any 
inherent business problem. Real-time 
visibility of cash flow at all times means 

Digital banking gives
SMEs precious time
With small companies spending large chunks of their time on 
banking and admin, digital platforms, such as Tide, that lighten  
the load are proving crucial to enabling business growth

you can act on any issues or challenges 
in a timely manner and not when it’s 
too late.”

Since its official launch in 2017, Tide 
has become a market-leading business 
banking platform for SMEs by enabling 
them to reduce the time they were pre-
viously spending on banking and admin, 
as well as providing a crucial overview 
of cash flow. As a platform play, Tide 
offers e-money current accounts pro-
vided by PrePay Solutions and partners 
with other providers, such as Xero, 
Sage and Iwoca, to create a go-to place 
for SMEs that want to simplify the man-
agement of their company.

“This is a huge productivity boost 
waiting to happen,” says Mr Prill. “A 
platform such as Tide provides easy-
to-use solutions that free up time for 
small-business owners to focus on 
what they know best, thereby expe-
riencing better productivity and in 
the end growing their company faster. 
We’re passionate about SMEs; it’s the 
only market we serve.

“We offer invoicing and expense 
management on the platform and a 
credit solution that’s currently in beta 
with Iwoca where you enter three 
pieces of information, press a button 
and within a minute you get a credit 
decision. Everything we do is focused 
on providing a rich, usable set of tools 
and features for small businesses.”

Tide doesn’t only provide SMEs with 
technology solutions for banking and 
admin, it also supports its vibrant com-
munity of members by offering and 
facilitating advice, guidance and net-
working. It encourages members, such 
as accountants and lawyers, to provide 
tips on a wide array of topics, includ-
ing master classes covering marketing, 

managing growth, funding, public rela-
tions strategy on a shoestring, and 
diversity and inclusion.

The company is also eager to further 
causes its members care about. Earlier 
this year, the Alison Rose Review of 
Female Entrepreneurship found that 
only 32 per cent of UK entrepreneurs 
are women. In response, Tide has com-
mitted to supporting 100,000 new 
female-led businesses start out by the 
end of 2023, and will run events show-
casing female entrepreneurs, work-
shops with expert speakers and a men-
toring scheme. 

The UK banking landscape is set to 
change significantly as branches con-
tinue to close and digital propositions 
offer better support and services to 
SMEs. A healthy market is categorised 
by a multitude of different offer-
ings and providers, and platforms 
that support SMEs will bring them 
together to save even more time for 
business owners.

“That means more tailored and easy-
to-use solutions,” says Mr Prill. This 
autumn, Tide will launch features that 
improve expense classification and 
online payroll, followed by more com-
prehensive credit solutions and sophis-
ticated international payments. “We’ve 
built only 10 per cent of the platform 
we want to build. There’s much more to 
come,” Mr Prill concludes.

For more information please visit
www.tide.co

O

number of days spent  
each year by small business 
owners on banking and 
administrative tasks

of UK entrepreneurs are women

new female-led businesses to 
be supported by Tide by the  
end of 2023

48

32%

100k

Kate Holmes,  
Tide member, 
founder of 
Kitty Holmes
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FREIGHT BRITAIN
The importance of exports to the national economy cannot be ignored, with outbound goods 
and services worth around a third of total UK GDP combined. This infographic explores the 
most valuable exports to come from the UK, and which countries are buying the most

UK EXPORTS TIMELINE
Exported goods and services as a percentage of GDP

WHICH G7 NATION RELIES MOST ON EXPORTS? 
Exported goods and services as a percentage of GDP

value of UK export goods in 2018, 
up 3 per cent on the previous year
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and services worth around a third of total UK GDP combined. This infographic explores the 
most valuable exports to come from the UK, and which countries are buying the most
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Recognising when change is needed can be the 
diff erence between success and failure when 
it comes to small companies undergoing rapid 
growth and expansion

times will never end, preparing for 
problems and looking for long-term 
issues is a vital part of ensuring the 
business continues to succeed. 

“In a rapidly growing company, 
you need to constantly adapt the 
structures and capabilities of your 
team. That’s not just about the here 
and now; that’s about looking six, 
twelve and twenty-four months into 
the future,” says Gemma Bloemen, 
chief operating offi  cer of Elder, an 
app that matches professional car-
ers with families of elderly people. 

Since arriving at the business in 
early-2018, Ms Bloemen has seen 
Elder change the structure of the 
operational team three times. 
Despite the upheaval, she believes 
each change made the team more effi  -
cient, refi ning the leadership’s team 
focus on immediate priorities and 
providing clarity for its employees on 
how they could help the startup grow. 

For her, avoiding startup stagna-
tion comes through this contin-
ual planning and structuring. “It 
is so important that the right pro-
cesses enable innovation. Processes 

should allow people to focus on 
their jobs, drive innovation 

and grow the company,” 
she says. 

“Every startup will 
face adversity along 
the way. The key is to 
make sure you have a 
team that believes in 
the mission of the com-

pany, as when things 
get tough they know 

what the company is try-
ing to do and what it’s long-

term goals are.” 
Doing so has required Elder’s lead-

ership team to focus less on devel-
opment and more on recruitment 
and creating culture, a transition 
that can be hard for leaders used to 
doing everything themselves, says 
Ms Bloemen.

“Building a business is hard. You 
need to accept you will never have 
all the answers and that you will be 
constantly trying, failing and learn-
ing. Create this culture within your 
company by celebrating your people 
when they come back from mistakes 
or turn around processes that aren’t 
working,” she concludes. 

processes, reporting lines and busi-
ness structure, causing the expan-
sion of a high-growth startup to 
stagnate and employee dynamics to 
change. So how can growing start-
ups avoid this problem?

Evolutionary psychologist and 
Oxford University professor Robin 
Dunbar posited the idea that 
humans can only maintain rela-
tionships with up to 150 people at 
one time. Looking at the evolution 
of primates, he found that the size 
of our brains generally correlates to 
the size of our social circle, which 
is naturally capped at around 150 
people. Coincidentally, this is the 
average size of most villages in the 
Domesday Book back in 1086. Go 

tartup culture is all about 
being agile, fast moving 
and disruptive. At the out-

set, there is little room for processes 
or structure. To succeed and estab-
lish a competitor brand, high-growth 
startups must constantly break 
rules, reinvent themselves and travel 
where the market takes them. 

This is easier to achieve when a 
company consists of co-founders 
and a couple of fi rst-round hires. But 
as startups begin to scale and take 
on more employees, the very culture 
that helped them to succeed can 
become a hindrance.

Instead of focusing on disrup-
tion, chief executives can become 
bogged down in management 

S

Karam Filfi lan

S T A R T U P S

easy to needing more formal struc-
tures in place to ensure the whole 
team was aligned,” says Mr Singh. 

“My management style has 
become less informal and I’ve learnt 
the importance of over-communi-
cating, again and again, to make 
sure everyone is aligned behind a 
set of core objectives. I believe struc-
tures should be built up step by step 
to avoid too much bureaucracy, too 
early,” he says.

Trouva opened its fi rst offi  ce out-
side London in 2017. Building the 
company’s Lisbon offi  ce forced the 
high-growth startup to create pro-
cesses for eff ective communica-
tion across time zones, as well as 
maintaining its culture and values, 
regardless of where its employees 
were based. 

To do so, Trouva’s leadership team 
turned to technology. The tech 
startup uses instant messaging plat-
form Slack to manage day-to-day 
communication across teams and 
Google Hangouts for meetings.

“Leveraging technology to bring 
our people together has been crucial 
in maintaining a unifi ed culture,” 
says Mr Singh. 

While it can be tempting for high-
growth startups to believe the good 

Warning signs 
for high-growth 
startups

You need to accept you will 
never have all the answers and 
that you will be constantly 
trying, failing and learning

33%

Silicon Valley Bank 2019

say fi nding talent is extremely 
challenging, up from 26 per 
cent in 2017

81%
of UK startups are planning 
to increase the size of their 
workforce in 2019, down 
from 89 per cent in 2017

above this magic number and you 
lose the trust, shared history and 
mutual obligation needed to make 
relationships thrive; all traits key to 
helping businesses grow. 

The low employee count at the 
beginning of a startup’s growth 
strategy means “you can man-
age the system by peer pressure, 
whereas above 150 you need some 
form of top-down, discipline-based 
management system”, according to 
Professor Dunbar. 

While some organisations have 
taken this philosophy to heart – out-
door clothing manufacturer Gore-
Tex famously creates a new offi  ce 
each time a department reaches 150 
people to avoid Dunbar’s number – 
not all startups will need to reach 
that magic number of employees 
before feeling the pressure. 

“First base for a startup founder 
is always going to be proving the 
demand for the product or ser-
vice, that the target market can be 
reached and the business model is 
scalable,” says Anthony Byrne, chief 
executive and founder of Dublin-
based sales development agency 
Product2Market.

“The very moment this is even par-
tially proven, I feel a founder’s focus 
needs to be on building a team and 
operation that can scale the oppor-
tunity,” he adds. 

Making that transition from ini-
tial proof of product to rapid scaling 
can be disorientating, says Mandeep 
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from results.
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Recognising when change is needed can be the 
diff erence between success and failure when 
it comes to small companies undergoing rapid 
growth and expansion

times will never end, preparing for 
problems and looking for long-term 
issues is a vital part of ensuring the 
business continues to succeed. 

“In a rapidly growing company, 
you need to constantly adapt the 
structures and capabilities of your 
team. That’s not just about the here 
and now; that’s about looking six, 
twelve and twenty-four months into 
the future,” says Gemma Bloemen, 
chief operating offi  cer of Elder, an 
app that matches professional car-
ers with families of elderly people. 

Since arriving at the business in 
early-2018, Ms Bloemen has seen 
Elder change the structure of the 
operational team three times. 
Despite the upheaval, she believes 
each change made the team more effi  -
cient, refi ning the leadership’s team 
focus on immediate priorities and 
providing clarity for its employees on 
how they could help the startup grow. 

For her, avoiding startup stagna-
tion comes through this contin-
ual planning and structuring. “It 
is so important that the right pro-
cesses enable innovation. Processes 

should allow people to focus on 
their jobs, drive innovation 

and grow the company,” 
she says. 

“Every startup will 
face adversity along 
the way. The key is to 
make sure you have a 
team that believes in 
the mission of the com-

pany, as when things 
get tough they know 

what the company is try-
ing to do and what it’s long-

term goals are.” 
Doing so has required Elder’s lead-

ership team to focus less on devel-
opment and more on recruitment 
and creating culture, a transition 
that can be hard for leaders used to 
doing everything themselves, says 
Ms Bloemen.

“Building a business is hard. You 
need to accept you will never have 
all the answers and that you will be 
constantly trying, failing and learn-
ing. Create this culture within your 
company by celebrating your people 
when they come back from mistakes 
or turn around processes that aren’t 
working,” she concludes. 

processes, reporting lines and busi-
ness structure, causing the expan-
sion of a high-growth startup to 
stagnate and employee dynamics to 
change. So how can growing start-
ups avoid this problem?

Evolutionary psychologist and 
Oxford University professor Robin 
Dunbar posited the idea that 
humans can only maintain rela-
tionships with up to 150 people at 
one time. Looking at the evolution 
of primates, he found that the size 
of our brains generally correlates to 
the size of our social circle, which 
is naturally capped at around 150 
people. Coincidentally, this is the 
average size of most villages in the 
Domesday Book back in 1086. Go 

tartup culture is all about 
being agile, fast moving 
and disruptive. At the out-

set, there is little room for processes 
or structure. To succeed and estab-
lish a competitor brand, high-growth 
startups must constantly break 
rules, reinvent themselves and travel 
where the market takes them. 

This is easier to achieve when a 
company consists of co-founders 
and a couple of fi rst-round hires. But 
as startups begin to scale and take 
on more employees, the very culture 
that helped them to succeed can 
become a hindrance.

Instead of focusing on disrup-
tion, chief executives can become 
bogged down in management 

S
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easy to needing more formal struc-
tures in place to ensure the whole 
team was aligned,” says Mr Singh. 

“My management style has 
become less informal and I’ve learnt 
the importance of over-communi-
cating, again and again, to make 
sure everyone is aligned behind a 
set of core objectives. I believe struc-
tures should be built up step by step 
to avoid too much bureaucracy, too 
early,” he says.

Trouva opened its fi rst offi  ce out-
side London in 2017. Building the 
company’s Lisbon offi  ce forced the 
high-growth startup to create pro-
cesses for eff ective communica-
tion across time zones, as well as 
maintaining its culture and values, 
regardless of where its employees 
were based. 

To do so, Trouva’s leadership team 
turned to technology. The tech 
startup uses instant messaging plat-
form Slack to manage day-to-day 
communication across teams and 
Google Hangouts for meetings.

“Leveraging technology to bring 
our people together has been crucial 
in maintaining a unifi ed culture,” 
says Mr Singh. 

While it can be tempting for high-
growth startups to believe the good 
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challenging, up from 26 per 
cent in 2017

81%
of UK startups are planning 
to increase the size of their 
workforce in 2019, down 
from 89 per cent in 2017

above this magic number and you 
lose the trust, shared history and 
mutual obligation needed to make 
relationships thrive; all traits key to 
helping businesses grow. 

The low employee count at the 
beginning of a startup’s growth 
strategy means “you can man-
age the system by peer pressure, 
whereas above 150 you need some 
form of top-down, discipline-based 
management system”, according to 
Professor Dunbar. 

While some organisations have 
taken this philosophy to heart – out-
door clothing manufacturer Gore-
Tex famously creates a new offi  ce 
each time a department reaches 150 
people to avoid Dunbar’s number – 
not all startups will need to reach 
that magic number of employees 
before feeling the pressure. 

“First base for a startup founder 
is always going to be proving the 
demand for the product or ser-
vice, that the target market can be 
reached and the business model is 
scalable,” says Anthony Byrne, chief 
executive and founder of Dublin-
based sales development agency 
Product2Market.

“The very moment this is even par-
tially proven, I feel a founder’s focus 
needs to be on building a team and 
operation that can scale the oppor-
tunity,” he adds. 

Making that transition from ini-
tial proof of product to rapid scaling 
can be disorientating, says Mandeep 
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Commercial feature

ot-for-profit organisation The 
Growth Company is dedi-
cated to economic devel-

opment, inward investment, skills, 
employment and enterprise. In July 
2019, it was appointed to run a series of 
national mentoring programmes by Be 
the Business, which will be rolled out 
via the nationwide network of growth 
hubs, including The Growth Company’s 
own GC Business Growth Hub. 

The news represents a culmination 
of success stories for the Greater 
Manchester-incepted organisation, 
of course, but more poignantly sheds 
light on recurring issues that domes-
tic businesses are facing in the cur-
rent climate, challenges that the hub 
has strived to help clients combat 
since 2011.

“When we founded the first Hub in 
the country, it was a display of how we 
could be a complete support infra-
structure for businesses in Greater 
Manchester,” recalls Richard Jeffery, 
the Hub’s director of business growth. 
“We wanted to help companies to start, 
grow, scale and expand from here in 
the city, providing active programmes 
along the way by leveraging the best of 
private and public provision.”

At that time, the overriding challenge 
for startups and early-stage busi-
nesses was access to finance, but the 
constantly evolving nature of the UK 
ecosystem has now veered towards 
challenges of access to skills, internal 
reinvestment planning, development 
of leadership teams and the integra-
tion of new tech in the digital era.

Mr Jeffery continues: “The focus is 
on how to apply modern day, appli-
cable solutions to stage-centric chal-
lenges, often starting with one hook or  

Support for businesses at all stages, with a broad range 
of services including funding, is available to help launch 
national and international growth

problem they want help with, before 
delving into the wider workings of their 
business to instil much more wide-
spread improvements.”

Much of what GC Business Growth 
Hub promotes revolves around collab-
oration, a notion Mr Jeffery believes 
can take budding enterprises from 
concept to international success. This 
process is ingrained into the facilita-
tor’s offering via an amalgamation of 
public and private partners that com-
bine to provide full wraparound sup-
port when needed or more bespoke 
troubleshooting of individual needs if 
more applicable. 

The resultant tailored programmes of 
support help small and medium-sized 
enterprises overcome specific barri-
ers that are arresting their growth, can 
address all facets of a scale-up journey 
and help to create an ecosystem of aid 
for companies during their most piv-
otal developmental phases.

“I’m a massive believer in ecosys-
tems and the Greater Manchester 
model is a great example of how 
entities can come together to assist 
burgeoning businesses,” Mr Jeffery 
explains. “There are now hubs all 
over the UK replicating our model, all 
well-networked cities with ambitious 
visions, complemented by a series of 
peripheral actors working together for 
the benefit of businesses.

“Startup teams, scale-up teams, 
banks, private partners, all work-
ing together. The best of private and 
public at their disposal.”

Collaboration then also applies to 
what will be promoted through the 
Hub’s Be the Business affiliation: col-
laboration with each other via peer-
to-peer support and mentoring to 
pinpoint opportunities both locally 
and further afield.

“There needs to be a big call to action 
around international opportunities,” 
says Mr Jeffery. “We’ve all seen vari-
ous forecasts for the UK, highlighting 
limited market growth projections, but 
there are still huge opportunities inter-
nationally and we want businesses to 
put that ambition at the heart of their 
growth plans.”

The recent launch of The Growth 
Company’s international scale-up 
programme, delivered by the Hub in 
Greater Manchester alongside part-
ners including KPMG, DWF, Santander 
and Manchester Airport, epitomises 
the level of support that is on hand for 
companies in Greater Manchester to 
make this leap.

It’s not just about expanding market 
potential; it’s a way to tackle domes-
tic barriers to growth and to foster a 
more well-rounded business in the 
long term. 

Mr Jeffery concludes: “The message 
gets lost sometimes, but when you 
become international, you become 
more productive and a better busi-
ness. You learn from global players 
and competitors, and it forces you to 
improve. That then leads to better jobs 
and more exciting opportunities for 
your teams; a concern that has been 
at the forefront of our agenda since  
day one.”

For more information please visit
www.businessgrowthhub.com
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There are now 
hubs all over the 
UK replicating our 
model, all well-
networked cities with 
ambitious visions, 
complemented by  
a series of peripheral 
actors working 
together for the 
benefit of businesses

Collaboration and 
ambition can unlock  
UK business potential

A recent increase in the number of business 
failures is of course alarming, but it could in part 
refl ect healthy levels of entrepreneurship 

What a rise in 
insolvencies 
means for 
business growth 

which caused a domino eff ect 
among subcontractors. 

“The behaviour of Carillion in 
reducing contract margins down 
to wafer thin levels meant it actu-
ally dragged down a whole sector,” 
he says. 

Construction has been further 
blighted by Brexit, which has led 
many businesses and public sector 
organisations to put building pro-
jects on ice.

There have also been higher-than-
usual levels of corporate failures in 
the retailing, restaurants and ser-
vices sectors. In retail, Debenhams 
and L.K. Bennett recently entered 
administration, following on from 
Maplin, Toys R Us and Poundworld 
in 2018, leading to unemploy-
ment, a surge in vacant units on UK 
high streets as well as problems 
for landlords.  

Aside from the pressures of high 
business rates, infl exible landlords 
and the rise of online shopping, 
Julie Palmer, regional managing 
partner at Begbies Traynor, points 
to a generational shift that could 
spell curtains for the retailers’ tra-
ditional business model. 

“People in their 20s and ear-
ly-30s lead more portable lives, 
and are less interested in accumu-
lating CDs, DVDs or even clothes. 
They’re less materialistic, tend to 
everything on their mobiles or tab-
lets or the cloud. We’re seeing the 
eff ects of that very dramatically in 
retail,” she says.

In the restaurant sector, insolven-
cies soared to a record high of 1,442 
in 2018, up 40 per cent on 2017, 
according to accountants Price 
Bailey. The drivers include Brexit-
induced consumer numbness, 
weak management of some chains, 
an oversupply of restaurants as well 
as rising competition from delivery 
apps Deliveroo and Uber Eats.  

But what if anything should the UK 
government be doing to keep more 
of the country’s struggling fi rms 
from facing insolvency and ensure 
business growth can be sustained? 

Ms Palmer is not convinced the 
government should do anything. 
She says the stimulus measures 
introduced after the 2008 global 
fi nancial crisis, including ultra-low 
interest rates, quantitative easing 
and HM Revenue & Custom’s time 
to pay scheme, have “left us with a 
hard core of 480,000 zombie busi-
nesses, none of which are going 
anywhere”. She argues that this 
rump of stagnant enterprise is actu-
ally impeding UK business growth. 

“Every recession is a good oppor-
tunity for some creative destruc-
tion so the worst-performing busi-
nesses can be fl ushed out and more 
dynamic businesses can pick up 
market share,” says Ms Palmer. “But 
we delayed and probably softened 
what would otherwise have been a 
boom coming out of recession.” 

Mr Henderson agrees that a dose 
of Schumpeterian creative destruc-
tion is paradoxically benefi cial for 
business growth. He says the fact 
that more than half of tech startups 
fail within three years “shows capi-
tal being put at risk and that people 
are optimistic about the future”.

t’s easy to forget that the 
UK has been living through 
what BBC economics edi-

tor Faisal Islam describes as “a dec-
ade-long Roadrunner moment [since] 
the trauma of the fi nancial crisis”. 

The way he describes it, the econ-
omy ran off  a cliff  in October 2008 
and has since been suspended in 
mid-air, with its cartoon legs a-swirl-
ing, sustained only by low interest 
rates, quantitative easing and other 
forms of governmental support. 

The question, four months from 
the date when we are due to leave 
the European Union, is how much 
longer can UK business growth con-
tinue to defy gravity?

As yet there is little sign of business 
growth slowing. Indeed the number 
of UK startups reached a record of 
663,272 in 2018, up 5.7 per cent on 
the previous year, according to the 
Centre for Entrepreneurs (CFE). 

Even though statistics suggest that 
half to two thirds of startups may 
fold within three years, CFE director 
Matt Smith says this confi rms “the 
resilience and confi dence of entre-
preneurs across the country, and the 
strengthening of London as Europe's 
leading startup hub”.

However, at the other end of the 
spectrum, business failures have 
been ticking up too. According to 
the Insolvency Service, adminis-
trations across England and Wales 
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Every recession is 
a good opportunity 
for some creative 
destruction so the 
worst-performing 
businesses can be 
fl ushed out and 
more dynamic 
businesses can pick 
up market share

rose by 26.8 per cent in the fi rst 
quarter of 2019, against the same 
period in 2018, to reach their high-
est level since 2014. 

And a survey from trade credit 
insurer Euler Hermes shows that UK 
business failures climbed by 12 per 
cent in 2018, against the previous 
year, and predicts a further 9 per 
cent increase in the current year. 

Yet Euler Hermes warns that busi-
ness failures would surge by 20 per 
cent in the event of a disorderly 

I N S O L V E N C I E S

1 in 

238
The Insolvency Service 2019

companies were liquidated in 
the 12 months ending March 2019

or no-deal Brexit, placing the UK 
among the top economies in the 
world where growth in business 
failure is concerned.

Matt Henderson, insolvency part-
ner at accountancy fi rm Johnston 
Carmichael, says the numbers need 
to be taken with a pinch of salt. He 
stresses that, although they are ris-
ing, business insolvencies are still 
way below the elevated level they 
reached between 2009 and 2012 in 
the wake of the fi nancial crisis.

“A 12 per cent rise year on year 
might look bad, but if it’s from a 
historically low base, it’s not that 
meaningful,” he points out.  

John Tribe, senior law lecturer at 
Liverpool University, says higher 
use of company voluntary arrange-
ments, a mechanism currently 
favoured by retailers to negotiate 
cheaper rents from landlords, may 
also be distorting the picture. 

But Mr Henderson adds: “That 
does not mean there are not worry-
ing signs.” He cites the collapse of 
Wolverhampton-based construc-
tion and government outsourcing 
giant Carillion in January 2018, 

UK COMPANY INSOLVENCIES ON THE RISE

Seasonally adjusted number of insolvencies by quarter, rolling one-year sum

Thomson Reuters Datastream/The Insolvency Service 2019

The Insolvency Service 2019

*Includes repair of motor vehicles and motorcycles
**Includes compulsory social security
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INSOLVENCIES BY SECTOR

Total new company insolvencies in 2018 for England and Wales combined

2,995Construction

363Real estate activities

Financial and 
insurance activities 300

Wholesale and 
retail trade* 2,346

Arts, entertainment 
and recreation 292

Accommodation 
and food services 2,084

Education 176

Manufacturing 1,380

Water (supply, sewerage,
waste and remediation) 96

Professional, scientifi c 
and technical activities 1,230

Transportation 
and storage 941

Other service activities 682

Information and 
communication 896

Human health 
and social work 382

Administrative and 
support services 2,684

Electricity, gas, steam 
and air conditioning 61

Agriculture, forestry 
and fi shing 49

Mining and quarrying 30

Public administration 
and defence** 15

Other 453
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Commercial feature

ot-for-profit organisation The 
Growth Company is dedi-
cated to economic devel-

opment, inward investment, skills, 
employment and enterprise. In July 
2019, it was appointed to run a series of 
national mentoring programmes by Be 
the Business, which will be rolled out 
via the nationwide network of growth 
hubs, including The Growth Company’s 
own GC Business Growth Hub. 

The news represents a culmination 
of success stories for the Greater 
Manchester-incepted organisation, 
of course, but more poignantly sheds 
light on recurring issues that domes-
tic businesses are facing in the cur-
rent climate, challenges that the hub 
has strived to help clients combat 
since 2011.

“When we founded the first Hub in 
the country, it was a display of how we 
could be a complete support infra-
structure for businesses in Greater 
Manchester,” recalls Richard Jeffery, 
the Hub’s director of business growth. 
“We wanted to help companies to start, 
grow, scale and expand from here in 
the city, providing active programmes 
along the way by leveraging the best of 
private and public provision.”

At that time, the overriding challenge 
for startups and early-stage busi-
nesses was access to finance, but the 
constantly evolving nature of the UK 
ecosystem has now veered towards 
challenges of access to skills, internal 
reinvestment planning, development 
of leadership teams and the integra-
tion of new tech in the digital era.

Mr Jeffery continues: “The focus is 
on how to apply modern day, appli-
cable solutions to stage-centric chal-
lenges, often starting with one hook or  

Support for businesses at all stages, with a broad range 
of services including funding, is available to help launch 
national and international growth

problem they want help with, before 
delving into the wider workings of their 
business to instil much more wide-
spread improvements.”

Much of what GC Business Growth 
Hub promotes revolves around collab-
oration, a notion Mr Jeffery believes 
can take budding enterprises from 
concept to international success. This 
process is ingrained into the facilita-
tor’s offering via an amalgamation of 
public and private partners that com-
bine to provide full wraparound sup-
port when needed or more bespoke 
troubleshooting of individual needs if 
more applicable. 

The resultant tailored programmes of 
support help small and medium-sized 
enterprises overcome specific barri-
ers that are arresting their growth, can 
address all facets of a scale-up journey 
and help to create an ecosystem of aid 
for companies during their most piv-
otal developmental phases.

“I’m a massive believer in ecosys-
tems and the Greater Manchester 
model is a great example of how 
entities can come together to assist 
burgeoning businesses,” Mr Jeffery 
explains. “There are now hubs all 
over the UK replicating our model, all 
well-networked cities with ambitious 
visions, complemented by a series of 
peripheral actors working together for 
the benefit of businesses.

“Startup teams, scale-up teams, 
banks, private partners, all work-
ing together. The best of private and 
public at their disposal.”

Collaboration then also applies to 
what will be promoted through the 
Hub’s Be the Business affiliation: col-
laboration with each other via peer-
to-peer support and mentoring to 
pinpoint opportunities both locally 
and further afield.

“There needs to be a big call to action 
around international opportunities,” 
says Mr Jeffery. “We’ve all seen vari-
ous forecasts for the UK, highlighting 
limited market growth projections, but 
there are still huge opportunities inter-
nationally and we want businesses to 
put that ambition at the heart of their 
growth plans.”

The recent launch of The Growth 
Company’s international scale-up 
programme, delivered by the Hub in 
Greater Manchester alongside part-
ners including KPMG, DWF, Santander 
and Manchester Airport, epitomises 
the level of support that is on hand for 
companies in Greater Manchester to 
make this leap.

It’s not just about expanding market 
potential; it’s a way to tackle domes-
tic barriers to growth and to foster a 
more well-rounded business in the 
long term. 

Mr Jeffery concludes: “The message 
gets lost sometimes, but when you 
become international, you become 
more productive and a better busi-
ness. You learn from global players 
and competitors, and it forces you to 
improve. That then leads to better jobs 
and more exciting opportunities for 
your teams; a concern that has been 
at the forefront of our agenda since  
day one.”

For more information please visit
www.businessgrowthhub.com
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A recent increase in the number of business 
failures is of course alarming, but it could in part 
refl ect healthy levels of entrepreneurship 

What a rise in 
insolvencies 
means for 
business growth 

which caused a domino eff ect 
among subcontractors. 

“The behaviour of Carillion in 
reducing contract margins down 
to wafer thin levels meant it actu-
ally dragged down a whole sector,” 
he says. 

Construction has been further 
blighted by Brexit, which has led 
many businesses and public sector 
organisations to put building pro-
jects on ice.

There have also been higher-than-
usual levels of corporate failures in 
the retailing, restaurants and ser-
vices sectors. In retail, Debenhams 
and L.K. Bennett recently entered 
administration, following on from 
Maplin, Toys R Us and Poundworld 
in 2018, leading to unemploy-
ment, a surge in vacant units on UK 
high streets as well as problems 
for landlords.  

Aside from the pressures of high 
business rates, infl exible landlords 
and the rise of online shopping, 
Julie Palmer, regional managing 
partner at Begbies Traynor, points 
to a generational shift that could 
spell curtains for the retailers’ tra-
ditional business model. 

“People in their 20s and ear-
ly-30s lead more portable lives, 
and are less interested in accumu-
lating CDs, DVDs or even clothes. 
They’re less materialistic, tend to 
everything on their mobiles or tab-
lets or the cloud. We’re seeing the 
eff ects of that very dramatically in 
retail,” she says.

In the restaurant sector, insolven-
cies soared to a record high of 1,442 
in 2018, up 40 per cent on 2017, 
according to accountants Price 
Bailey. The drivers include Brexit-
induced consumer numbness, 
weak management of some chains, 
an oversupply of restaurants as well 
as rising competition from delivery 
apps Deliveroo and Uber Eats.  

But what if anything should the UK 
government be doing to keep more 
of the country’s struggling fi rms 
from facing insolvency and ensure 
business growth can be sustained? 

Ms Palmer is not convinced the 
government should do anything. 
She says the stimulus measures 
introduced after the 2008 global 
fi nancial crisis, including ultra-low 
interest rates, quantitative easing 
and HM Revenue & Custom’s time 
to pay scheme, have “left us with a 
hard core of 480,000 zombie busi-
nesses, none of which are going 
anywhere”. She argues that this 
rump of stagnant enterprise is actu-
ally impeding UK business growth. 

“Every recession is a good oppor-
tunity for some creative destruc-
tion so the worst-performing busi-
nesses can be fl ushed out and more 
dynamic businesses can pick up 
market share,” says Ms Palmer. “But 
we delayed and probably softened 
what would otherwise have been a 
boom coming out of recession.” 

Mr Henderson agrees that a dose 
of Schumpeterian creative destruc-
tion is paradoxically benefi cial for 
business growth. He says the fact 
that more than half of tech startups 
fail within three years “shows capi-
tal being put at risk and that people 
are optimistic about the future”.

t’s easy to forget that the 
UK has been living through 
what BBC economics edi-

tor Faisal Islam describes as “a dec-
ade-long Roadrunner moment [since] 
the trauma of the fi nancial crisis”. 

The way he describes it, the econ-
omy ran off  a cliff  in October 2008 
and has since been suspended in 
mid-air, with its cartoon legs a-swirl-
ing, sustained only by low interest 
rates, quantitative easing and other 
forms of governmental support. 

The question, four months from 
the date when we are due to leave 
the European Union, is how much 
longer can UK business growth con-
tinue to defy gravity?

As yet there is little sign of business 
growth slowing. Indeed the number 
of UK startups reached a record of 
663,272 in 2018, up 5.7 per cent on 
the previous year, according to the 
Centre for Entrepreneurs (CFE). 

Even though statistics suggest that 
half to two thirds of startups may 
fold within three years, CFE director 
Matt Smith says this confi rms “the 
resilience and confi dence of entre-
preneurs across the country, and the 
strengthening of London as Europe's 
leading startup hub”.

However, at the other end of the 
spectrum, business failures have 
been ticking up too. According to 
the Insolvency Service, adminis-
trations across England and Wales 
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Every recession is 
a good opportunity 
for some creative 
destruction so the 
worst-performing 
businesses can be 
fl ushed out and 
more dynamic 
businesses can pick 
up market share

rose by 26.8 per cent in the fi rst 
quarter of 2019, against the same 
period in 2018, to reach their high-
est level since 2014. 

And a survey from trade credit 
insurer Euler Hermes shows that UK 
business failures climbed by 12 per 
cent in 2018, against the previous 
year, and predicts a further 9 per 
cent increase in the current year. 

Yet Euler Hermes warns that busi-
ness failures would surge by 20 per 
cent in the event of a disorderly 

I N S O L V E N C I E S

1 in 

238
The Insolvency Service 2019

companies were liquidated in 
the 12 months ending March 2019

or no-deal Brexit, placing the UK 
among the top economies in the 
world where growth in business 
failure is concerned.

Matt Henderson, insolvency part-
ner at accountancy fi rm Johnston 
Carmichael, says the numbers need 
to be taken with a pinch of salt. He 
stresses that, although they are ris-
ing, business insolvencies are still 
way below the elevated level they 
reached between 2009 and 2012 in 
the wake of the fi nancial crisis.

“A 12 per cent rise year on year 
might look bad, but if it’s from a 
historically low base, it’s not that 
meaningful,” he points out.  

John Tribe, senior law lecturer at 
Liverpool University, says higher 
use of company voluntary arrange-
ments, a mechanism currently 
favoured by retailers to negotiate 
cheaper rents from landlords, may 
also be distorting the picture. 

But Mr Henderson adds: “That 
does not mean there are not worry-
ing signs.” He cites the collapse of 
Wolverhampton-based construc-
tion and government outsourcing 
giant Carillion in January 2018, 

UK COMPANY INSOLVENCIES ON THE RISE

Seasonally adjusted number of insolvencies by quarter, rolling one-year sum

Thomson Reuters Datastream/The Insolvency Service 2019

The Insolvency Service 2019

*Includes repair of motor vehicles and motorcycles
**Includes compulsory social security
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INSOLVENCIES BY SECTOR

Total new company insolvencies in 2018 for England and Wales combined

2,995Construction

363Real estate activities

Financial and 
insurance activities 300

Wholesale and 
retail trade* 2,346

Arts, entertainment 
and recreation 292

Accommodation 
and food services 2,084

Education 176

Manufacturing 1,380

Water (supply, sewerage,
waste and remediation) 96

Professional, scientifi c 
and technical activities 1,230

Transportation 
and storage 941

Other service activities 682

Information and 
communication 896

Human health 
and social work 382

Administrative and 
support services 2,684

Electricity, gas, steam 
and air conditioning 61

Agriculture, forestry 
and fi shing 49

Mining and quarrying 30

Public administration 
and defence** 15

Other 453

https://www.businessgrowthhub.com/
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Departure date and politics
Currently, October 31 is the next 
scheduled date for the UK to leave 
the EU. Based on past experience, 
this date could shift again. Company 
leaders, despite the best efforts of 
business lobby groups, cannot con-
trol, or even know definitively, what 
date the UK will leave the EU.

Businesses can’t control when 
Brexit actually happens, which 
can make big decision-making on 
any costly contingency or reloca-
tion risky for smaller companies. 
“This is also a big issue for multi-
ple rounds of stockpiling. Many 
organisations cannot and don’t 
want to keep doing this unnec-
essarily as it eats into their mar-
gins,” says Allie Renison, head of 
EU and trade policy at the Institute  
of Directors.

Infrastructure
We have already had some experi-
ence of the delicate balance in infra-
structure post-Brexit when earlier 
this year the government was forced 
to cancel a controversial no-deal 
Brexit ferry contract awarded to a 
company with no ships. Ports’ abil-
ity to handle trade once we leave the 
EU is out of companies’ hands.

“Companies can have the best 
supplier readiness plan in the 
world, but if the port or roads aren’t 
ready, there is only so much they 
can do,” Mr Persson says.

Type of departure
Even if the UK leaves the EU as 
planned on October 31, uncertainty 
prevails over how we will leave, pos-
sibly a chaotic departure with World 
Trade Organization rules or Brexit 
with a customs union. Question 
marks continue to hang over  
how businesses would even trade 
within the British Isles given poli-
ticians’ failure to resolve the Irish 
backstop issue.

Also unknown is how long a no 
deal would last, how quickly miti-
gations being put in place by the UK 
and the EU will last, and how badly 

any breakdown in UK-EU relations 
as a result of a no deal will continue 
to affect terms of trade.

“This also makes judging how 
much the UK could unilaterally do 
to cut any burdensome EU regula-
tions or changing tariffs difficult, 
since any changes would affect our 
starting point of (re)negotiation 
with the EU and our access to its 
market,” says Ms Renison.

To minimise the anxiety of 
uncertainty prevailing in the cur-
rent climate concerning Brexit 
and business, companies with the 
available capacity are eschewing 
the wait-and-see approach and 
embracing the chance to expand 
overseas. With the prospect of 
no deal ever closer, businesses 
are looking at setting up addi-
tional operations in locations such  
as the Republic of Ireland or main-
land Europe.

London-based boutique invest-
ment manager TAM Asset 
Management set up a second 
office in Spain so it can continue 
operating in the EU. “We are in a 
good position to be ready come 
October if there’s a no-deal Brexit 
to operate within Europe with our  
own European-regulated entity,” 
says TAM chief financial officer 
John Gracey.

Where Brexit and business are 
concerned the current mood is to 
leave nothing to chance. 

B R E X I T

Companies can have 
a supplier readiness 
plan, but if the port 
or roads aren’t ready, 
there is only so much 
they can do
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HOW UK BUSINESSES RATE THEIR BREXIT PREPAREDNESS

Survey of senior decision-makers taken in late-2018

WHY BUSINESSES ARE STRUGGLING TO PREPARE

Uncertainty over 
the future EU 
relationship

Do not know  
where to begin

Lacking  
resources

London First 2019

London First 2019

Not  
necessary

CONTINGENCIES TRIGGERED OR PLANNED

Commercial feature

GROWTH DEBT

THE ADVANTAGES OF GROWTH DEBT, AS OFFERED BY BOOST&CO

GROWTH EQUITY

Lower cost of capital

Keep full control

Quicker process

Shorter process

Equity dilution
on sale or IPO

2-10%
Equity dilution
10-50%

months2-3 months6-12

years3-5 years5-8

No board seat or 
voting rights

Must agree with investors 
before making decisions

Capital amortising On sale or IPO

Taking on too much debt 
may put strain on cashflow

f your company has an inno-
vative product, an entrepre-
neurial team and a solid plan 

for growth, then why does organisa-
tional culture matter? It’s a question 
increasingly being asked by businesses 
of all sizes, and an approach that the 
leading growth capital and working 
capital provider BOOST&Co built into 
its strategy from the start.

“In new, expanding businesses, 
you’re forced to make a large number 
of decisions every day, from hiring new 
people and dealing with clients to pur-
suing new opportunities for growth,” 
says Lance Mysyrowicz, partner at 
BOOST&Co, which offers loans of £2 
million to £10 million to fast-growing 
small and medium-sized enterprises 
(SMEs) in the UK. “Taking these deci-
sions without an overarching set of 
principles is difficult; you are likely to 
take the wrong decisions or just get lost 
along the way.”

BOOST&Co’s solution was to embed 
a strong organisational culture early in 
its development. The business worked 
with an organisational psychologist – a 
rare commodity in any firm – to iden-
tify, synthesise and structure its cul-
tural tenets. These beliefs and atti-
tudes were shared by the partners, 
who felt strongly that these should be 
reflected in all the company’s day-to-
day activities and people processes.

The partners settled on seven tenets: 
authentic, brave, curious, self-moti-
vated, smart, interested and interesting. 
Such guiding traits are unique to each 
business, but the most important factor 
in defining a company’s culture is ensur-
ing that they are a true representation 
of the values of the business. 

Once these have been defined, con-
stant reinforcement is crucial to keep-
ing a business’s culture at the heart of 
everything it does. Embedding these 
attributes in people processes is a first 
step, from recruiting employees with 
the desired cultural tenets to evaluating 
their performance along these lines.

Establishing a strong culture is just 
one of the necessary elements of a 
fast-growing business. Promising SMEs 

Capital and culture
BOOST&Co explains why culture is as important as capital when 
businesses are ready to seize opportunities for growth

often struggle to find the funding that 
will enable them to grow. A number 
of funding methods are available, the 
most frequently used being debt. 
Lending from traditional financial insti-
tutions often fails to meet the unique 
needs of these companies, but growth 
capital providers, such as BOOST&Co, 
can offer innovative products that are 
tailored to each client.

“We are able to provide more money, 
earlier in the life cycle of fast-grow-
ing businesses. This means SMEs can 
achieve milestones much more quickly 
than if they opted for traditional lend-
ing,” says Mr Mysyrowicz. “Our prod-
ucts also mean that SMEs can access 
capital without equity dilution, some-
thing we know is important to most 
business owners.”

The swift decision-making process 
that sets BOOST&Co apart from the 
banks enables fast-growing SMEs to 
seize opportunities for growth. They can 
invest in international expansion, extend 
their cash runway, fund larger contracts 
and carry out mergers and acquisitions.

BOOST&Co’s regional presence 
across the UK accelerates this pro-
cess. Its deal-makers, who are based 
in London, Manchester, Bristol and 
Cambridge, have strong networks in 
the local business community. Their 

expertise benefits the local economy 
in their respective regions through the 
investment they provide to the most 
promising local SMEs.

“We are different because we are 
independent,” says Mr Mysyrowicz. 
“We look at SMEs on a case-by-case 
basis and make our own decisions with-
out regard for rigid, traditional lending 
models. We use our collective experi-
ence to develop a deep understanding 
of the business models we assess and 
the opportunities for growth that they 
would like us to fund. A core part of this 
assessment is our view of the compa-
ny’s management team and the culture 
they have developed in their firm.”

Ultimately, then, it comes back 
to organisational culture, and the 
undoubted benefits of establishing 
shared values and objectives in a tal-
ented team. Capital may be important, 
but only when it is allied to a strong 
culture do the ingredients combine to 
produce success.

For more information please visit
boostandco.com
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We are able to 
provide more money, 
earlier in the life 
cycle of fast-growing 
businesses. This 
means SMEs can 
achieve milestones 
much more quickly

or more than three years, 
British business has faced 
creeping uncertainty as 

planned departure dates to exit the 
European Union pass by, the type 
of departure fluctuates and pre-
dicted outcomes shift. Since June 
23, 2016 the only element that com-
pany leaders have been able to count 
on in terms of Brexit and business  
is ambiguity.

The impact of Brexit on busi-
ness across industry sectors has 
resulted in significant costs due to 
contingency planning. For larger 
companies with greater resources, 
they have been able to plan ear-
lier and for a longer disruption. In 
contrast, smaller companies with 
fewer resources cannot benefit from  
such flexibility. 

But as Mats Persson, Brexit strat-
egy leader at EY, says: “The ques-
tion is how much cash do you want 
to potentially invest in an outcome 
that may not materialise? For the 
vast majority of companies, full mit-
igation would be uneconomical and 
would not be justifiable relative to 
all the other priorities they have to 
deal with.”

With that in mind, business deci-
sion-makers have had to focus on the 
issues they can control. The most 

the business would cease to oper-
ate. Working closely with suppliers 
to find solutions that work for both 
parties is essential.

Stockpiling is an option for some, 
but many smaller companies will 
not have the facilities or cash to 
store extra stock and those with 
perishable goods simply won’t be 
able to. It is ultimately a short-term 
fix. If there is a further delay, many 
businesses may skip this option 
next time because the costs are  
not insignificant.

Securing licences
Companies in sectors that rely on a 
single licence or approval to trade 
should ensure it is UK originated 
and valid for transfer to all EU mem-
ber states so the business can con-
tinue to trade in Europe. The most 
typical licence will be the financial 
services passport. Again, the costs 
are significant, but without a licence 
to operate, the business will face 
greater costs in loss of trade and pos-
sibly reputational damage.

Fortifying the workforce
Freedom of movement will end 
on October 31 when, and if, the UK 
leaves the EU. The UK has nearly 
full employment, so recruitment 
will be tougher. Latest data pub-
lished in June from the Office for 
National Statistics estimates the UK 
employment rate at 76.1 per cent, 
higher than a year earlier and the 
joint-highest on record. Companies 
should have already reviewed their 
workforce to understand staffing 
and training requirements in regard 
to Brexit and business. For EU 
nationals in the workforce, discuss-
ing the settled status option early on 
will help calm any concerns about 
the future both for employees and 
the employer.  

typical types of mitigating actions 
to do with Brexit and business fall 
into the following categories:

Preparing for a customs border
For the first time since the 1970s, it 
looks increasingly likely there will 
be a customs border between the 
UK and the rest of Europe. Business 
leaders must ensure they have 
basic capacity to trade across bor-
ders. This involves hiring customs 
experts who know how to fill out 
a customs declaration form accu-
rately, understand the right classi-
fication of products and can imple-
ment systems to pay the right tariff 
as well as knowing what the right 
tariff will be.

Supply chain management
Mapping out the supply chain to 
make sure it can keep operating 
despite Brexit is something all busi-
nesses can and should do. Finding 
local suppliers may help some busi-
nesses, but switching suppliers, 
particularly for a strategic supplier, 
won’t always solve the problem. 

“You can’t control everything in 
your supply chain, so you just have 
to figure out what are the moving 
parts that really matter and that you 
actually have some control over,” Mr 
Persson says.

The emphasis should be on critical 
suppliers that supply core compo-
nents or ingredients without which 

The ongoing uncertainties surrounding 
Britain's impending exit from the 
European Union have raised important 
questions for businesses trying to 
future-proof operations and supply 
chains, but some things are simply out 
of a decision-maker's control...

What you 
can and 
can’t control 
in Brexit

You have to figure out  
what are the moving  
parts that really matter

79% 32% 21% 9%

38%Reviewed sales market

37%Reviewed supply chain

29%Reviewed structure or location

26%Assessed tariffs

25%Reviewed distribution

24%Reviewed contracts

21%Assessed working capital

4%
Don’t 
know

17%
Badly 
prepared

41%
Well 
prepared

38%
Neutral

https://boostandco.com/
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Departure date and politics
Currently, October 31 is the next 
scheduled date for the UK to leave 
the EU. Based on past experience, 
this date could shift again. Company 
leaders, despite the best efforts of 
business lobby groups, cannot con-
trol, or even know definitively, what 
date the UK will leave the EU.

Businesses can’t control when 
Brexit actually happens, which 
can make big decision-making on 
any costly contingency or reloca-
tion risky for smaller companies. 
“This is also a big issue for multi-
ple rounds of stockpiling. Many 
organisations cannot and don’t 
want to keep doing this unnec-
essarily as it eats into their mar-
gins,” says Allie Renison, head of 
EU and trade policy at the Institute  
of Directors.

Infrastructure
We have already had some experi-
ence of the delicate balance in infra-
structure post-Brexit when earlier 
this year the government was forced 
to cancel a controversial no-deal 
Brexit ferry contract awarded to a 
company with no ships. Ports’ abil-
ity to handle trade once we leave the 
EU is out of companies’ hands.

“Companies can have the best 
supplier readiness plan in the 
world, but if the port or roads aren’t 
ready, there is only so much they 
can do,” Mr Persson says.

Type of departure
Even if the UK leaves the EU as 
planned on October 31, uncertainty 
prevails over how we will leave, pos-
sibly a chaotic departure with World 
Trade Organization rules or Brexit 
with a customs union. Question 
marks continue to hang over  
how businesses would even trade 
within the British Isles given poli-
ticians’ failure to resolve the Irish 
backstop issue.

Also unknown is how long a no 
deal would last, how quickly miti-
gations being put in place by the UK 
and the EU will last, and how badly 

any breakdown in UK-EU relations 
as a result of a no deal will continue 
to affect terms of trade.

“This also makes judging how 
much the UK could unilaterally do 
to cut any burdensome EU regula-
tions or changing tariffs difficult, 
since any changes would affect our 
starting point of (re)negotiation 
with the EU and our access to its 
market,” says Ms Renison.

To minimise the anxiety of 
uncertainty prevailing in the cur-
rent climate concerning Brexit 
and business, companies with the 
available capacity are eschewing 
the wait-and-see approach and 
embracing the chance to expand 
overseas. With the prospect of 
no deal ever closer, businesses 
are looking at setting up addi-
tional operations in locations such  
as the Republic of Ireland or main-
land Europe.

London-based boutique invest-
ment manager TAM Asset 
Management set up a second 
office in Spain so it can continue 
operating in the EU. “We are in a 
good position to be ready come 
October if there’s a no-deal Brexit 
to operate within Europe with our  
own European-regulated entity,” 
says TAM chief financial officer 
John Gracey.

Where Brexit and business are 
concerned the current mood is to 
leave nothing to chance. 

B R E X I T

Companies can have 
a supplier readiness 
plan, but if the port 
or roads aren’t ready, 
there is only so much 
they can do
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London First 2019

Not  
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CONTINGENCIES TRIGGERED OR PLANNED

Commercial feature

GROWTH DEBT

THE ADVANTAGES OF GROWTH DEBT, AS OFFERED BY BOOST&CO

GROWTH EQUITY

Lower cost of capital

Keep full control

Quicker process

Shorter process

Equity dilution
on sale or IPO

2-10%
Equity dilution
10-50%

months2-3 months6-12

years3-5 years5-8

No board seat or 
voting rights

Must agree with investors 
before making decisions

Capital amortising On sale or IPO

Taking on too much debt 
may put strain on cashflow

f your company has an inno-
vative product, an entrepre-
neurial team and a solid plan 

for growth, then why does organisa-
tional culture matter? It’s a question 
increasingly being asked by businesses 
of all sizes, and an approach that the 
leading growth capital and working 
capital provider BOOST&Co built into 
its strategy from the start.

“In new, expanding businesses, 
you’re forced to make a large number 
of decisions every day, from hiring new 
people and dealing with clients to pur-
suing new opportunities for growth,” 
says Lance Mysyrowicz, partner at 
BOOST&Co, which offers loans of £2 
million to £10 million to fast-growing 
small and medium-sized enterprises 
(SMEs) in the UK. “Taking these deci-
sions without an overarching set of 
principles is difficult; you are likely to 
take the wrong decisions or just get lost 
along the way.”

BOOST&Co’s solution was to embed 
a strong organisational culture early in 
its development. The business worked 
with an organisational psychologist – a 
rare commodity in any firm – to iden-
tify, synthesise and structure its cul-
tural tenets. These beliefs and atti-
tudes were shared by the partners, 
who felt strongly that these should be 
reflected in all the company’s day-to-
day activities and people processes.

The partners settled on seven tenets: 
authentic, brave, curious, self-moti-
vated, smart, interested and interesting. 
Such guiding traits are unique to each 
business, but the most important factor 
in defining a company’s culture is ensur-
ing that they are a true representation 
of the values of the business. 

Once these have been defined, con-
stant reinforcement is crucial to keep-
ing a business’s culture at the heart of 
everything it does. Embedding these 
attributes in people processes is a first 
step, from recruiting employees with 
the desired cultural tenets to evaluating 
their performance along these lines.

Establishing a strong culture is just 
one of the necessary elements of a 
fast-growing business. Promising SMEs 

Capital and culture
BOOST&Co explains why culture is as important as capital when 
businesses are ready to seize opportunities for growth

often struggle to find the funding that 
will enable them to grow. A number 
of funding methods are available, the 
most frequently used being debt. 
Lending from traditional financial insti-
tutions often fails to meet the unique 
needs of these companies, but growth 
capital providers, such as BOOST&Co, 
can offer innovative products that are 
tailored to each client.

“We are able to provide more money, 
earlier in the life cycle of fast-grow-
ing businesses. This means SMEs can 
achieve milestones much more quickly 
than if they opted for traditional lend-
ing,” says Mr Mysyrowicz. “Our prod-
ucts also mean that SMEs can access 
capital without equity dilution, some-
thing we know is important to most 
business owners.”

The swift decision-making process 
that sets BOOST&Co apart from the 
banks enables fast-growing SMEs to 
seize opportunities for growth. They can 
invest in international expansion, extend 
their cash runway, fund larger contracts 
and carry out mergers and acquisitions.

BOOST&Co’s regional presence 
across the UK accelerates this pro-
cess. Its deal-makers, who are based 
in London, Manchester, Bristol and 
Cambridge, have strong networks in 
the local business community. Their 

expertise benefits the local economy 
in their respective regions through the 
investment they provide to the most 
promising local SMEs.

“We are different because we are 
independent,” says Mr Mysyrowicz. 
“We look at SMEs on a case-by-case 
basis and make our own decisions with-
out regard for rigid, traditional lending 
models. We use our collective experi-
ence to develop a deep understanding 
of the business models we assess and 
the opportunities for growth that they 
would like us to fund. A core part of this 
assessment is our view of the compa-
ny’s management team and the culture 
they have developed in their firm.”

Ultimately, then, it comes back 
to organisational culture, and the 
undoubted benefits of establishing 
shared values and objectives in a tal-
ented team. Capital may be important, 
but only when it is allied to a strong 
culture do the ingredients combine to 
produce success.

For more information please visit
boostandco.com
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We are able to 
provide more money, 
earlier in the life 
cycle of fast-growing 
businesses. This 
means SMEs can 
achieve milestones 
much more quickly

or more than three years, 
British business has faced 
creeping uncertainty as 

planned departure dates to exit the 
European Union pass by, the type 
of departure fluctuates and pre-
dicted outcomes shift. Since June 
23, 2016 the only element that com-
pany leaders have been able to count 
on in terms of Brexit and business  
is ambiguity.

The impact of Brexit on busi-
ness across industry sectors has 
resulted in significant costs due to 
contingency planning. For larger 
companies with greater resources, 
they have been able to plan ear-
lier and for a longer disruption. In 
contrast, smaller companies with 
fewer resources cannot benefit from  
such flexibility. 

But as Mats Persson, Brexit strat-
egy leader at EY, says: “The ques-
tion is how much cash do you want 
to potentially invest in an outcome 
that may not materialise? For the 
vast majority of companies, full mit-
igation would be uneconomical and 
would not be justifiable relative to 
all the other priorities they have to 
deal with.”

With that in mind, business deci-
sion-makers have had to focus on the 
issues they can control. The most 

the business would cease to oper-
ate. Working closely with suppliers 
to find solutions that work for both 
parties is essential.

Stockpiling is an option for some, 
but many smaller companies will 
not have the facilities or cash to 
store extra stock and those with 
perishable goods simply won’t be 
able to. It is ultimately a short-term 
fix. If there is a further delay, many 
businesses may skip this option 
next time because the costs are  
not insignificant.

Securing licences
Companies in sectors that rely on a 
single licence or approval to trade 
should ensure it is UK originated 
and valid for transfer to all EU mem-
ber states so the business can con-
tinue to trade in Europe. The most 
typical licence will be the financial 
services passport. Again, the costs 
are significant, but without a licence 
to operate, the business will face 
greater costs in loss of trade and pos-
sibly reputational damage.

Fortifying the workforce
Freedom of movement will end 
on October 31 when, and if, the UK 
leaves the EU. The UK has nearly 
full employment, so recruitment 
will be tougher. Latest data pub-
lished in June from the Office for 
National Statistics estimates the UK 
employment rate at 76.1 per cent, 
higher than a year earlier and the 
joint-highest on record. Companies 
should have already reviewed their 
workforce to understand staffing 
and training requirements in regard 
to Brexit and business. For EU 
nationals in the workforce, discuss-
ing the settled status option early on 
will help calm any concerns about 
the future both for employees and 
the employer.  

typical types of mitigating actions 
to do with Brexit and business fall 
into the following categories:

Preparing for a customs border
For the first time since the 1970s, it 
looks increasingly likely there will 
be a customs border between the 
UK and the rest of Europe. Business 
leaders must ensure they have 
basic capacity to trade across bor-
ders. This involves hiring customs 
experts who know how to fill out 
a customs declaration form accu-
rately, understand the right classi-
fication of products and can imple-
ment systems to pay the right tariff 
as well as knowing what the right 
tariff will be.

Supply chain management
Mapping out the supply chain to 
make sure it can keep operating 
despite Brexit is something all busi-
nesses can and should do. Finding 
local suppliers may help some busi-
nesses, but switching suppliers, 
particularly for a strategic supplier, 
won’t always solve the problem. 

“You can’t control everything in 
your supply chain, so you just have 
to figure out what are the moving 
parts that really matter and that you 
actually have some control over,” Mr 
Persson says.

The emphasis should be on critical 
suppliers that supply core compo-
nents or ingredients without which 

The ongoing uncertainties surrounding 
Britain's impending exit from the 
European Union have raised important 
questions for businesses trying to 
future-proof operations and supply 
chains, but some things are simply out 
of a decision-maker's control...

What you 
can and 
can’t control 
in Brexit

You have to figure out  
what are the moving  
parts that really matter
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