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Abstract

The aim of this thesis is to explore the success factors and the challenges encountered by women
micro-retail popup owners, and to develop aa#agic frameworknamely the Pop Pathway
whichwill assist them to develop their temporary mietail popupsandsurvive in the UK retail
market beyond five yearsThe studyadopts a qualitative research design associated with
interpretive philosophylt achieves the aims and objectives by adoptirgalitative multiple
method withina ParticipatoryAction ResearciPAR) approab. The study develops through a
selfreflective and interactive cyclic (spiral) nature by followindeductive and inductive
reasoning. By following a snowball sampling techniqugarticipants were recruited artlden
sixty-nine semuistructured interviewsvere conductedvith the women whdad all operded
temporary micreretail popupsin three cities in the UK retail market namely Birmingham,
Manchester and Nottinghamo previous research in womemwned micreretail popupshasas

yet been foundApparently, his researchs afirst attempt to make gforations in this area and
address the requirements of academtee hematically analysed qualitative datere usedto
identify success factors and challenges of women nnétal popup ownersand gain more

insight into their spoken words and rdiéé experiences.

Studies have developed strategic frameworks to support women entrepreneurs in general.
However, theras a lack of a strategic framework specifically developed for women méteal

pop-up ownersTo address thisack, the study develops a strategic framework, namely the Pop
up Pathway, which includes actityased trainingTo test the Popip Pathwaythreefocus group
discussions were conducteBurther short interviews were conducted to get impressions of
experiences had witthe actiorbased training of the Peyp Pathway. The study has theoretical
and practical implicationas respectk n o wl e d g e s entrepreneurs@ip i@ a number of
ways. The action learning activities of the Pathway assist women matail popup owners to

utilise identified strengths to overcome challenges. The women benefit from facilitation with peer
to-peer support and the calioration and sense of community they derive from the Pathway which
could be seen as a solution for the declining British High Street m&tkenhgthened business
management knowledge and skills along with the achievement of work life balance come from
the Pathway. ®idy findings assist stakeholdecsgain a deeper understanding and more insight
into the context of women micnetail popup owners.The collaborative naturand sense of

community developethroughouthe study has implications for futuresearch.
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CHAPTER 1
INTRODUCTION
1.0 Introduction

This research focuses on wormnned temporary micreretail popups in the UK retail market.
Chapterl consists othe contextualisation of the studg provide a overviewandbackground to

the current situation of womeswned temporary micreetail popups in the UKThe criteria that
give rise towhat is considered to be a pap arehereexaminedand th& economic importance
highlighted. This chapter algwresentdhe purpose of the studihe problem statemeiaind the
types of womerowned micreretail popup businesse®xplored along with the research
guestions.Chapter2 provides a discussion on women and the differences betweeren
entrepreneurs and women migegail popup ownersand strategic managemeimhe remaining
part of the thesis proceeds as follows: research methodology, findisgsssionconclusiams

and recommendationsAt this stage, the researcher switches between the use of the term
Afentrepreneur o, fAsmall Dbusiness owrmse&rtoo amaf It

thoseused by the studies cited

Temporary micreretail popups have emerged asatableplatformfor a solutiorto the declining
British High StreetmarketplaceThis research aims to identify success factors and challenges
encountered by women miceretail popup owners. The objectivef the study is to synthesise
women micreretail popu p 0 w n e +eromis factoigpersonality knowledge experience

and social capitatithin a systematic framework. The study devslaptrategic frameworgalled

t he -ifPo Pat h waojfeds a wdssibtedolution to the declining British High Street

marketplaceThe Popup Pathway assists and supports women nrrietal popup ownersn the

lWomenownt?d enterprises are defined as fienterprises wit
or (b) 026.0 percent owned by a woman or-Pwesiede ANDO O(
2014).
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manageent oftheir temporary retail pepps ando successfully survive in the UK retail market
beyond fve years. Additionally, the studgxplicitly exploresexisting strategic frameworks;
SWOT analysis which looks a@trengths, weaknesses, opportunities and threats;T@wiS
matrix which considerthreats, opportunities, weaknesses and streffigyimeh, 2018) Theseare
often appliedin larger organisations and adapted to fit the characteristics of wometheind
temporary micreretail popups in the UK context. The study aims to assist and support women
micro-retail popup owners to identify a i of different solutions for the challenges they
encounter. The study employs tBgstemsThinking Approach (Gharajedaghi2011) in orderto
decouple the complexity arttie exploits of the ParticipatoryAction Researc{PAR, (Mertler,
2017). The Popup Pathwayhas been devised e&mpower women micreetail popup owners to
take necessary actionsreetthe challenges, weaknesses and threats they encbyntilising
their strengths, capabilities, resources and opportunitiesnext section providése foundation

of the study.

1.1 Foundation of the:study

This study was conducted in the UK retail market. Mi@tail popups have emerged as a
powerful platform for the development of wommewned micreretail bushesgs The temporary,
micro-retail popup is a relatively new phenomenon and can be identified as one of the main retalil
formats (Warnaby & Shi, 2018) whidtaveemerged as a way to revitalise the declining British
High Street market. Onlid@nd offlineestablished retailet®perate pojups to test and introduce
their new produatto the market. However, this study focuseanly on offline temporary micre

retail popups. Even though male and female mietail business owners start and conduct their

businesses in peapps, in this study the researcher focuses onlhaseowned bywomen

2AA process t hmdrstaskarch, setect aind purcltaseshe products, services and information
remotely over the interneto (Celik, 2016) .
SAiretailing within the storeo (Hameli, 2018) .
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Qualitative research tends to be more exploratory in naturésaubpted in this study to gain
insight into the experiences of women micetail popup owners.The use of thejualitative

method in womerentrepreneurshipas undergone a remarkable transformaiiorecent years
(Yadav & Unni, 2018 This studyhas adopted qualitative multiple method for its reliability and
validity. The researcher has employadnultiple-methodto explorethe womenowned micre

retail popup phenomenhy conductingixty-nine semistructured interviews, three focusogps
andfifteenfollow up short interviewsA qualitative multipleresearch method allovise capturing

of a deeper understanding of the (a) challenges encountered by women in the study and (b)
strategies used by successful women mietail popup ownes to survive in the UK retail market

beyond five years.

Itisgenerallc onsi der ed t hat fyearsgndslgbeing tob tacical andipeppie t h |
donodt focus on generating big i deansalgsis&n&i gl i
prediction beyond thieve-yearperiod ishardy reliable.The rapidly changing retail market makes
predictions beyond fiveears rather problematie.g., COVID-19 pandemic, Brexit)Defining

what women micreetail popup owners want to achieve three to five years from now can provide

a very clear achievable targé¥lore importantly,supporting them to develogheir business
management knowledge and skitgnhelp them to successfully survive in the UK retail market
beyond five yearsAdditionally, a qualitative, multiple method assists in gaininigsightful
empiricaldataof the womerowned popup phenomenon by appropriatelyn s we r i ‘agd 6 wh'y
dvha? questions (Yin 2018). The study emptog PAR approach and adapstrategic

management tools (Lynch 2018; David & David, 2015; Mintzberg 2008) to develop thgPop

4Why women micreretail popup owners operate their businesses in temporary retailipsp
5What are the success factors and the challenges encountered by womemtailgpopup owners?
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Pathwayto assistwomenpop-up ownersto successfully survive in the UK retail marké&he

following section provides the background to the study.

1.2 Background of the:study

Management literatui@nfirms thatesearchers haypven a great deal of attentida the hidden

barriers encountered by talented women employees and professibaatdimbing the corporate

ladcer. There is detailed information available of the barriers that hitheér senior management
advancementSauer, 2016)iThe undetfrepresentation of women at the executive level in large
corporations is thought to be one of the mai
2016, p.1). Scholars have identi fi e(Mortishnese ¢
et al., 1992) which exists inthe corporate world jobs (Women and Entrepreneurship, 2016).
Previous researchers have highlighted that many frustrated and discouraged female employees
often choose to leavécorporate world jobs to avoid women related issues (Women in
Leadership, 2015, p.59)n the absence of available alternatives to aedrousehold income, many
women have found that entrepreneurship is the otiigroption for their career pattjWorld

Development Report, 2012; Women as Entreprenaussveden and the UK, 2001)

Frustrated women employees tend to leave corporate world jobs due to the challenges they
encounterTo avoi d t he 0gl atheyshiftt® entrdprerguship thy omamgrtleem o n
own micro small businesse8Vomen Entepreneurship, 2016)n a study conducted by the
National Foundation for Women Business Owners, 16%h@®female owners stated that one of

the major motivations for them to start a busingas tobecome an entrepreneamdto escape

the O6gl adsevcieoiulsi ngtobudi es i n  shomttan tbhes conenort r e p |

motivation for women to start a micro small business is that it provides them with greater control
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over their career progression (Bosse & Taylor Ill, 20B2ix.the latter point has been thoroughly

critigued by other researchers (Orhan &8, 2001; Roomet al.,2008).

Scholars have identifiedthe desire to be independent, family commitments, individual
characteristics, psychological motivations and intent to achieve goalddasnalreasons for

women to start a business (Koech &MNasonge, 2015). Orhan and Scott (2001) have introduced

a model with pull and push factors to explain why women start micro, small businesses. Their
explanations take i nto account ,suctwasiwbrking t he
independently anfbcusing on setachievementhe like ofwhich havebeeninfluential towomen
business owner©ne ofthe 6 p u s h & thdy have discussad: flexible working scheduke

which allow them to perform their mothering raed achievea work-life balanceand hence

overcone the negative factors alluded to in the Literature Review Chapter

To date, several scholars have investigated weomared micro, small and medium businesses
in the UK (Roomiet al.,2008; The Alison Rose Review of Female Entrepreneurship, 2019). They
have identified thaactivities associated witlhicro and small businessare an important element

of advanced economiesdthatsel-employment in the UK is at the highest level in 40 years with
much of the recently growing number of entrepreneurs being févdkon, 2016) In 2017, 19%

of SME employers were majordgd by women with an estimated contribution of about £85
billion GrossValueAdded (GVAY to the UK economy (Business Statistics, 2018). According to
a UK Labour Force Survey (20160luring the last decade the number of women engaged in
business activitiesasrisensharply. As aresult,small businessesow account for 48% of all

privatesector employmerats shown byanumber ofstudies (Prowess, 2016). It is noteworthy that

Gross value added A(GVA) is a measure of the increas
and serviceso ( Odtds,i2ele, p.8)or Nati onal Stati

7 (e.g., during the period 20614, the proportion of men in semployment increased by 6%. Over the same

period, the proportion of sefmployed women jumped by a remarkable 22%).

25



nearly half (49.5%) of the micro and small retail businesses established in therdJéwned

primarily by women (FSB, 2014).

However, previous researchers halentified an unfortunatehigh failure rate fowwvomen leaving
corporate world jobs to avoidomen relatedssuessuchas he 06gl ass ce,jaddi ngo
then starting and operating micro small busine¢Basterson & Mavin, 2009)The apparent
inequalitiesencountered by women in tlsenall business world are not much differeéatthose

found incorporate world johdn additiontot he cor por at e wesearchérsitagel as s
observeca6 second gl ass ceilingd which exists in
p.55). Researchers have identified that women entrepreneurs encounter challenges inorelation t
60systematic disadvantage s i,ttatdicithonkimgdusiie®o s s e
management and knowledgandthefact thatwomen entrepreneurs encourdécrimination by
institutions which constrain their performance and hinder full preéreeurialsuccesspotential

(Bosse and Taylor 1ll, 2012 ompared to their male counterparts, businesses in thehikh

are owned by womehave a higher level of business sigps and closures due to thpecial
challenges they encountéMarlow et al., 2013) In recentstudies the complexities of the
differences between men and women in business performance have become more apparent in
comparison with earlier studig&oech & Namusonge, 2015)heg | obal st udy, OTh.
Review of Femal e E nlbokesl pir deptle atr tsehfoup &tages b 1 9 )
entrepreneurial journey: (i) intention to start a business, (ii}gpartiii) sustain and (iv) scale

Page 31 of threview showed that women business owners are less likely to survive in the

markeplacé (Figure 1.1).

81 Intention of setting up a business in the r@&years. 2 Running a business that is less than 3.5 years
old. 3 Running a business that is older than 3.5 years. 4 Running a business with a turnove5gfrilm
T regardless of age (Global Entrepreneurship Monitor, 2016; YouGov Banking Survey, 2017).
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Fiiug ulr ‘eomdo buliiess Woememcpbwsai jniecs.s owner s6 entrepren

TOTAL 18-64
YEAROLD
POPULATION

it

Fewer WO me n
intention of startlng aWomeinnesdpst ant
in the next t h to reach twurnd

WOMEN

Source:The Alison Rose Review of Female Entreprenepréb19)

As shown in Figure 1.1, the studpdsthatatalmost every stage UK women business owners are
less likely to survive in the mark@acedue to theadditionalchallenges theyace. Extensive
research ito womenowned businegs has shown that woen business owners encounter:
significant financial constraint®.g, accessing finance, obtaining a bank locamplications of
valueadded tax, contributing to National Insurance alst paying government tay/{staprint,

2016) Women business owners also experience social pressures and requirements from cultural
expectationge.g, mothering role and family cexg responsibilitiesandlegal regulations (FSB,

2018) For women, appropriate education is also an important idRekevant business
managemeneducatiodl is necessaryo supply the knowledge and skilte enablepractical

experiencéRoomiet al.,2008). Women may also need help with accessing supportive networks,

Maxi mising womeno6s contributiion to future econo
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as well as help with anggal restrictions anthevolume of bookkeeping and accountiegjuired
in the business worldMuch of the aforementioned is also true for those woingng to reat
higher managerial positions in the corporate wdddvious it isthenat the moment that women
leaving the corporate world may not be relieved of the issues which caused them to theve

first place.This study identifies the above #semeswhich are importantfrom a qualitative

perspective andan emphasis on exploring women pop o wn er s & ane sqialr i e n

relationships within the pepp phenomenarThe current dearth of literature in the ref@lp-up

sphere offers opportunitiésr an urgent redregSauer, 2016).

1.3 The ietail sectoriin'the UK

According to WYG Planning2016), he retail business &link between producer and consumer.

~

The UK retail sector Aincludes any business

to consumerso (Retail Sector in the UK, 201¢

goods and servicgangingfrom addressing on s umer s 6 d a-end lyxurp roelutts

t

(0]

(A Strategy for Future Retail, 2013). The retail business sector has been identified as one of the

most important sectors in national and local econorf@war & Fraser, 2010andis oneof the
fastestgrowing segments of the UK econontiyfosters thecreaton of businesesand increass

sales and services with innovation (WYG Planningl620Retail business owners play an

i mportant role in soci ety ydoserofthé @munirynfigm juralb
areas to major citieso; for men and women
for differing reasonso (Retail 2020, 2016,

with a total value ofetail sales of £381 billion. In 2019 the UK retail sest@semploying 2.9
million peopleof which52% werefemale Retail Economics, 201%urray, 2017).In emphasis

of the importance of the retail sectéithe economy and the retail sector of the UK d&ajyed

op
e

P

uninterrupted growth since 20 1TBexdentadlsafinaden f or
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life have brought changes to the traditional stores relaxed retail environment. Products and service
distribution channels and communication systenve bhangedPopups involve a different retail

style with their customer engagement, more excitement and innovation.

Popups as part of theemporary retail formatre now identifiecasan importanphenomeanin

the moderrretail markeplace (Surchi, 2011)According tohim the phenomenon of temporary
retail stores fihad devel oped into one of the
came to the attent i om?256)Amangathareetal farmaisrthe pagpn 2 0 C
has emerged as atpatialplatform in the UK retail markptace fora solutionto declining British

High Streeretailing.Generally, temporary retail stores are situated in-trigific urban shopping
areas and operating cinabiltysanddhe pre mfdeao urchi (R@ll)s t o |
conducted a case study on temporary retail starebstated that the English description

Ot empor arsy as tr @ rd éh@ phenomenon of Assedmpoiiary which was established

earlier in Italy in 2008 ( p . 2 5témpararyAteresare usually called agpin the UK and

other Engliskspeaking countrie®ecause of apparent advantageny women start and operate

their businessegstemporary micreretail popups so much so that they now form a lapgat of

womenowned micro small medium enterprises (MSMES) in the UK (Carter, 2006)

1.3.1 Criteria/for.defining: a poepp store

TownsendWheeler (2016)dentifies a pop-up as a relatively new phenomenoRicotCoupey

(2012) says that gp-up retail outlets are also known as pgp storesbut Marciniak and
Budnarowska (2009) call theguerrilla stores and retail installations. 2004 was the year that pop

up stores attracted maryandsandthe publicbegan to view this new retail format with interest.

In that same yearJapanese fashion labéd Co mme des Gar ggaumms@dedn d pé@.

guerrilla stores in several cities around the world, including Bameegl Berlin, Helsinki,
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Singapore, Stockholm and Warsaw (RgpStores, 2016)[here is no universal definition of a

pop-up but there appears to be some agreement thatupofers to a temporary storé&ew
examples of suchrearising almost dailyBecawse of the variety of pepp definitions among
researchers, it is important to clarify how
up®6 means to apyppesararog tehmerregfear eeopef i ned as

disappears i n a matter of h-upbtores 206apy8s or mont hso

Popup retail can be defined from two different perspectives:
In terms of its characteristics a pop is a small temporary and shtgtm retail space which is
situated in a high traffic shopping location and generates buzz and urgency within the market

(Pico-Copey, 2014; Surchi, 2011). Rop retailcan beidentifte fias a new experi e

f or mat etal(2010np.10 , Abased on surprise and excl
consumerGaougey,co02012 p. 9) . It is fAan individ
p.2), and a promotional retail set ng whi ch i s HAdesigned to o

experiential interactianfor consumers (Pepp Stores, 2016 p.2). Paps are used in various
businesses arfthveemerged as jpotentialway to revitalise the declining British High Street and

as dessrisky alternative to opening a permanent store.

From a functional perspectivgepop-up can be identified as a creative business format and a new
strategy of Amar keti ng ¢ omm@Marcirdiak & Bunmaiowskaj t h i 1
2009, p.4) The popup is different from the traditional retail store and has gone beyond the
traditional print and broadcasting marketing communication. Even thoughgsogio not operate

with highrcost advertising campaigns, they often display the latest fashiothsdesigns to

customer s. Di Sabato (20009) stated that At h
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communication and selling, perfecting the logic of entertainment, knowladde x per i enc e

(Surchi 2011, p.260).

New examples of such transienpap s 6 ar e ari sing al most dail
study focuses only on womeawned micreretail popups which have been operating qr to5

years in the UK retail markethere is little evidence to show that studies have already agdmpt

to define womerowned micreretail popups. The variety of pepps means specific definitions

areproblematic neverthelessa definition of them is necessary for clarification.

1.3.2 Definition of a:micreretail popup

One of the contributions of this studythe development of a working definition of worr@nned
micro-retail popups as follows:a womerrowned micreretail popup can be defined as a
temporary micreretail businesowned and operated by a woman in different shopping locations,
including hightraffic shopping areaDuring different timeframesheseprovide for consumer
daily needsand supplyhigh-end luxury products and services with a higher level of consumer

engagement, public interest and popularity (Gallella&tgd.,2018).

1.3.3 Problem: statement

In recent years more women haveded to start their businesses in temporary mietail pop
ups in the UK retail marketPicotCoupey, 2014)n orderto embrace a new form of experiential
marketing formatin the hopes obverconing the aforementionetssues.As a consequence,
ownership of pogpup retail is mosthfemale dominatednd reflects a wider trend in that 62% of
the workforcein retailing are women Qffice for National Statistics, 201British Retail

Consortium, 2011). Taken together, studies predethigs far provide evidence to support the
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view that womerowned micreretail businesses, including pops, play avital role as a key

player in the UK economyRBS Group, 2013Dmar & Fraser, 2010).

However, recent statistics show thatspite of the increase in the number of woramned
businesses including micretail popups, the rate of failure or closures among these businesses
is purportedlyhigher than businesses owned by nmossiblydue to thespecialchallenges that
women encountgiProwess 2016; Friedrichs & Wincent 2012; Marlow & McAdam 2013; Wang
2013) Thisexcessive closure rate is obviously a limiting factowfar me n busi ness ow
term potential and succedsollowing the aforementioned, it is hardly surprisihgt women

owned businesses in the UK report a higher churn rate (Prowess, 2@K))there are
proportionatelymore stadups and closures of womenvned businesses (RBS Group, 2018).

is alsonot surprising that revenues of worr@wned micrebusinesses tend tag behind those of
otherst Womenés Budget Group 2016) . Research by
that the UK economgould bemissing out on more than 1.2 million new enterprises due to the
untapped business potential of women as they encauatgr more challenges in surviving in the

UK retail market.

To address this issue there have been different types of supportive programmes introduced by the
UK government and other supportive organisatimnghe assisanceof women entrepreneurs to
dewelop their businesses in general (eSirategic Framework for Women Entrepreneurs 2008;
Women in Enterprise: The Untapped Potential 2016). However, these programmes have not
treatedn much detaibr specifically addressed the challengasountered by women micretalil

pop-up ownersVery little is known about the impact of these initiatives on wobwesiness s 6
survival and how the effectiveness ofrthis perceivedMost of the studies in the field of women

entrepreneurship have notcfesed on retail pepps in the UK. Previous researchdrave
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highlighted the need for anithe importance of conducting studies to explore the challenges
encountered by women business owiiBrsishet al. 2004; Minnitiet al.2005) TheRBS Group
hasestimded that supporting existing women business owners and attracting more women into

business could deliver approximately £60 billion extra to the UK economy (Prowess 2016).

In recent years researchers have focused on the development of-amesthbusinesas a field,

with a shift towards critical and reflective studies of how knowledge of women as entrepreneurs
has been constructed (Brustral.,2009; Carteet al.,2001; Marlowet al.,2009). As an additional

thought, researchers in women entrepreneurship have paid particular attention to stereotyping and
to the process of fAotheringo ( Mucmdfthe reseakch Br i 1
undertaken ito womenrrowned business i@ccording to Humbert & Brindley (2015) s ever el vy
biased and androcentric, as wel |l as laalgely
(2009) and Elan (2008). Research to date has not yet determined what factors influence women
owned micreretail popup business succesand the specific challenges they encounter,
particularlyin the UK retail context.Yes indeedthere is a lack of research exploring women
micro-retail popu p 0 w n eempladymesiteexpériences (FSB 2016here is an urgenteed

for research to identify thimitations on success favomen micreretail popup owners in the

UK (Gonzalez, 2017)Through this studythe researcher attempts to identify the reasons for
women tending to open their businesses as mnatal popups The researcher wants to identify

their success factors and challenigea currently difficult and insecure temporary retail business

environment.

The study recognisethatwomen micreretail popup ownershavecontrastingcharacteristics to
those ofwomen entrepreneuns general This research explorefor the first timewomenowned

micro-retail popups within the UK context. The originality of this studyhat it exploresuccess
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factors and challenges encouettby women micreretail popup owrers in comparisonwith

women entrepreneuis general.

Herethe researcher considahat it is essential to recognise and reflect not only on wemen
specific challenges but also on worrsgrecific characteristiaghich cangive rise tasuccessThe
studyattempts tadentify womenmicro-retailpopu p owner s6 chall enges
factors andhopes to have theraynthesisé into a systematic framewori supportof the
management atheir micro-retail popup businessefor survival in the UK retail marketlace
Suggestions made by Gundey al. (2002) and Brustet al. (2009) motivatedthe researcheo
include business, family relationskjprulture, values and goal orientatimnsupportof women
pop-up ownersand to help thendentify the available opportunities to survive in the UK retalil

market.

1.4 Research aisand objectives

This crosssectional study was conducteedm October 2015 to June 2080 academic purposes
and to assist women pop up owners to be successful in the UK retail .iidudkatitial purpose
behindthis studywasto unravelthe complexities of the pepp phenomenoand hence identify
the challengesencountered by womem the context of theirsociceconomic and cultural
environment whemanaging a temporary micretail popup in the UK retail marketace. In this
way it was hoped that hindrances to their entrepreneurial protentional as well tectany

enabling success would be revegl€deswell & Creswell, 2018).

The study seeks to develop a strategic framewodmnely the Popip Pathway within the
application ofParticipatoryAction Research (PAR) to assist women micetail popup owners

to employsuccess factors and overcootellengesas theydevelop their temporary peyps to
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survive in the UK retail market beyond five yedrgnch, 2018) Reflective thinking and actien
based traiing (McKernan, 1998pre integral parts of the Pap Pathwaywithin a support
environment. To develop the Rop Pathway the researcheas usedhe strategic management
tools of SWOT analysis and TOWS matrixthese were originallydesigned for larger
organisationsout have been adopted hdcematch the criteri@xperienced by womeowned
temporary micreretail popups within the UK. The Popup Pathways designed tdelpwomen
pop-up owners to identify strengths, weaknesses, threats and opportusitiegspect to their
businesseand toaccess any availablupportthey may requir€Lynch, 2018).Focus groups
conductedwith women micreretail popup ownerswere used to validate the newly developed

Popup Pathway

The resulting knowledge provides new insight into the internal and external envirahfaeiolrs
that canaffectthe development oivomenowned micreretail popups The Popup Pathwayis
designed tdnelp the womemo applytheirnew knowledgeand to usestrategic thinkingo furnish

the necessargupportfor the effectivemanagenent oftheir popup retailbusinessegKotaman,
2013, p.1; FaBorda, 2001)The inclusion of the Pathway should be seearaattempt to ensure
survival in the UK retail market beyond five years. If such were to bestsethenwomen micre
retail popup owners wouldhavesuccessnd be able toontribute to the local and national sacio
economy by generating income and emyele opportunities for themselves and others. Not only
that, but this researamight alsocontribute to uplifing manythousand of womenand enable
them andheir familiesto build a financially secure, bright and prosperous future for tdilren

in the UK and beyondrl'he researchfocuses ormgualitative themesvithin the areas ofinance,
culture mothering role, regulations, educatienel, experience, business management skills and
support networksWith this statement in minkdelowpresents the objectives of the study and the

research questions to be addressed.
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Aim of the study:

The aim of this study is to identify the success factors and the challenges encountered by women

micro-retail popup owners and to design a strategic framework which will assisttthdevelop

their temporary micraetail popups to survive in the UK retail market beyond five years.

Objectives of thestudy:

1.

To identify awomenowned micrer e t a i-u p 66 ptonpr ough a phenomeno
and to identify the reasons for women entrepreneurs to open their businesses in temporary
retail popups.

To identify success factors of women micgtail popup owners.

To identifythe challenges encountered by women raretail popup owners in surviving in

the UK market.

To develop a framework incorporating strategic planning tools involving SWOT analysis and
TOWS matrix to enable women to match the characteristics of-appégw survival in the UK

retail market.

To apply the strategic framework by means of collaborative atggmming activities.

Research questions:

Wha are the characteristics of a retail pgpstore?

Why do women open their businesses in temporary retailipef

What are the success factors of women mietail popup owners?

What are the challenges encountered by women mated popup owners?

How SWOT analysis and TOWS matreanbe adapted and utilised to support women to

successfully implement their micretail popups.
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1.5 Researchcontext

As previously stated, this study is conducted within the context of wanwveed micreretail pop

ups which have operated for up to five years in diffiédocations in the UK retail market. The
microretailpopups of this study can be defined as fic¢
and whose annual turnover or annual bal ancc¢
(European Commission, 2015.11). Theepop-ups encompass a broad range of temporary retalil
businesses, complementing previous studies (Gonzalez, 2017). They include general food,
beverage, design fashiomand clothesn general market stalls selling local produce, street food
vendors, art an dupdetal Egmomy 2143/l ofavhichrdight bE aopducted

and located in event stunt®Varnaby, 2015), anniversary celebrations, shopping centres, city
centres, transition hubs, abandoned areas (Thompson,2012), vacant spaces (Business Support
2013), and cultural and sports everiBopup Stores, 2016within the UK retail marketlace

The typology of the womeowned micreretail popups in this study is summarised below in

Table 1.2.

Table 1.2:Typology of womeawnedmicro-retail popups

Category| Popup event Location Example
Onesite Street marketing Spinningfields Square
A campaigns stunt events Manchester

anniversary celebrations

B Temporary Shopping centres, city centres, Victoria Shopping Centre
retail markets | railway stations, transition hub¢ Nottingham

C Oneoff Abandoned aras, Market stalls Nottingham

events vacant spaces Sneinton Pojup stores

Limited-time | High street, cultural venuges Christmas Market

D brand spors eventsfairs and festivals| Victoria Square

expostions. Birmingham

37



1.6 Nature and:methodology of the Study

The adoption of a qualitative multiple method was seen to be a most appropriate way to realise
the research aim and objectives by means of PAR. Its validation relesyafic procedure to

enable the collection @fualitativedata withaview to answerig the research questions.

Cycle 1:Literature review:athematicliterature review to identifguccess factors amthallenges
encountered by womeamtrepreneurs generalfollowed by an attempt to clarify any differences
in experienceof women popup owners in particular. Such clarification was considered necessary

despite the scant relevant data available to date.

Cycle 2:Primary data collectionThe target population of this study consists of women who have
owned and operated a mieretail popup forup to5 years in the UK retail market. In selecting
the sample for this study, the snowball sampling technicgasadopted. This method allows the
addition of more participants until data saturation is achieved. Qualitative data were gathered by
conducting semstructured, opewended, facdo-face interviews with sixtynine (69) women
micro-retail popup owners in thregK cities, namelyNottingham, Birmingham and Manchester

to represent wider pepp schemem general The three cities were selected for haviagorded
lower survival ratefor micro small and medium enterprises (MSMEBSJing a threeonsecutive
year period as regar@sterprises initiated in 2008 (Business Support: Micro, Small and Medium
Enterprises, 2013).

The first city, Manchestewas irvolved becauset recorded the lowest survival rate of 49.9%
during the three years considered.

Nottingham the second city involved, recorded the seelmwekst survival rate of 53.6% during

the threeyear timeunder consideration
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The third city Birmindnam, recorded the thidwest survival rate of 54.4% during the considered
threeyear period The aboveTable 1.2 shows the typology tiie women micreretail popup

owners of this study.

The qualitative datahave been gathered and analysieeimatically,both manually and using

NVivo software. The interview findingkelp to identify women micreetail popu p owner s
strengths, capabilities, resources #ra&bpportunities available them, their weaknesses and the

challenges they encounter whichin have a limiting effect atheir full entrepreneurial potential.

Cycle 3:Development and validation of the Pap PathwayThe qualitative data findingsave

beensynthesised into a syshatic framework to develop the RPop Pathway. In developing the
Popup Pathwaythe existing strategic management toofsSWOT analysis and TOWS matrix
have been agbted. These were originally intendddr larger organisationbut they have been
adaptechereto be more useful in revealing tiebaracteristicef thetemporary nature and micro
size of the popup businessesThree focus groupsach consisting of fiveeomen micreretail

pop-up ownerswere used fosemistructured interviews orderto introduce, test and validate

the Popup Pathway.

Cycle 4:Reflection on the Pepp PathwayThe women pojup owners in the focus groupgre
able to revealheir experienceand reflectios on the Popup Pathwaygiving more insight into
the effectiveness ofhe Pathway. All the collected qualitative data were transcribed and analysed

thematicallybothmanually and using NVivo software.

1.7 Significance of the studycontribution to the.womeonwned micreretail popup practice

The findings of this study contribute to the acadepractical knowledge and policy requirement

for developing strategies to support women mi@t@il popup owners. The results of this syud
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should encourage women micretail popup owners to develop their business management
knowledge and skills within a collaborative environment and mastenew businesstrategies
required to successfully operate and strengthen their nmetail popupsfor survival in the UK

retail markeplacebeyond five years.

1.8 Structure of thelthesis
Chapter1: Introduction

Chapter one offara brief expanation of the background to womewned micreretail
pop-ups and provides the rationale for the selection of the research area of the study. The
first chapter contains an explanation of the researchadnjactivesandresearch questions

and presents the structure of the thesis.

Chapter2: Literature/ReviewPat |

Chapter twopresentsa review of the literaturén women entrepreneurshgmdidentifies
the differences between womentrepreneurs and women migetail popup owners
The literature revievindings establish strong foundatioffor theinvestigaton ofwomen
owned micreretail popups so asto understand the success factoras well asthe
challengeshey encountein surviving in the UK retail market beyond five yedimally,

the conceptual framework and reseagealp are demonstrat&dthin the research context.

Chapter3: Literature'Review’Part ||

Chapter three presents a theoretical insight into the strategic management of micro and

small businesses. It also shows how strategic management tools have needed adaption so
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that theyare more readily applicable to the temporary nature and +sizeoof these

women owned businesses.

Chapterd: Research methodology

Chapterfour presentsthe research methodology ofetlstudy. Firstly, the qualitative
research paradny, which includesmulti-method,involves interpretivism by following
naturalistic approacim an attempt to make sense, of interpretthewomen micreretail
pop-up phenomenon in terms of the meaningt participants bring tat. The qualitative
research designs then presented@s a guidelinefor undertaing the study.Study
participants sample size and research samplarg also described with regardtie UK
researclarea of Birmingham, Nottingham and Manchestéhe chaptealso presents the
methodology adopted in this stydye research instrumenissed toconductthe pilot
study,thesemistructured interviewghefocus groups anthefollow-up short interviews
for data collection anthe followingdata analysiproceduresResearch ethicalong with
the validity and reliability of theesearch datare discussedrinally, research philosophy

issues are addressed through a consideration of the PAR with its solutions in cycles.

Chapters: Findings/from:semstructured interviews

This chapter presents the findings from the initial 69 ss#rictured interviews he semi
structured interviews reveal the success factors and the challenges encountered by women

pop-up owners irmnumber of categories.

Chapter 6: Findings from:the focus groups andfollow!up short interviews

Chapter six presentbe findings fromthree focus groupliscussionsand the followup

short interviews. The findings from the focus groups validate the effectiveness of the
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collaborative ad supportive learning environment of the RgpPathway framework. The
findings of the follow up short interviews confirm that the acti@ased trainingvithin
PAR has supported the women pop owners to develop their business management

knowledge and sks in order to survive in the UK retail market beyond five years.

Chapter7: Discussion

This chapter pvides a discussion of the study findinglswving provided answers tbe
research questions, the findingan also be considered against the backgroundhef
literature reviewof chapter two

The Chapterdemonstrates an overall conclusion of #tedy findings. The original
contribution tonew knowledge ikighlighted after a review dhesupportgiven towomen
micro-retail popup owners to survivim the UK Implications for further study are offered
in the light ofthe limitations of tis researchThe chapter gives summay of the level of
achievemenas regards thstudy aim and objective#.includes ackawledgement ofhe

limitations andhighlights the scope for future studies in the same research area.

1.9 Summary

This introductory chaptehas provided the background of the studyesearch problems are
explained with regard te@hallenges encountered by women micztail popup owners in
surviving in the UK retail market beyond five yeai$e studyaims objectives and research
guestions are presented asi@itial direction for this researcfi.he next chapteexplairs more
abou the success factors and the challenges encountered by womesretadrpopup owners

in comparison wittwomen entreprenesi in general
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CHAPTER 2
LITERATURE REVIEWPART I
2.0 Introduction

Consideration ofprior relevant literature is essertitor all research projects. Therefore, the
researcher has considered the literature review as an integral part of the Participatory Action
ResearclfPAR) proces®f the studyThe purpose of hliterature review is to set the study within

its wider cont&t of women entrepreneurshipith the focuson retail popups. This chapter
present a critical literature review of previous research into woraetnepreneurship within the
context of popup in order to gain more insight into mieretail popups in the K retall
marketplace. The literature revigivendemonstrates how this study supplements the work that
has already been done on women entrepreneurs with the focus on the context-cétailquop

ups in the UK.

Section 21. outlines how theesearcher approaches the literature review in this qualitative study
by adoptingathematic approacf-hematic reviews of literature aneganise and discusskbased
on themesncludingtheoretical concepthatare important to understatite research @antextof
the study, namely in this case,that of womerowned micreretail popups in women

entrepreneurship.

The findings of the thematic literature revieawepresengdin the following manner section 22
provides a discussion on womemtrepreneurship witthefocus ontheretail popup; section 23
presents the criteria for defining a pop store along with a definition @fpop-up retail outlet
itself, the result of which is one of the contributions gtudy makes to current knowleggection

2 4 defines the characteristics of a pap with the emphasis on the differences between women

entrepreneursn generaland popup owners section 2.5 provides a critical discussion of the
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internal business enwinmentfactors of women microetail popup owners in comparison with
women entrepreneurs in generagction 26 presents a discussianf the external business
environment factorsrelevant to womenowned businegs Examination of the external
environment factors assists in detecting the available opportuoiti@®men business owners as
well as the potential threats whichnhinder their business succe3#is lays astrong theoretical

foundation for the study.

Subsequently, section 2.9 presents the adopted theoretical fram&Wwenesearcher concludes
the literature review chapter by addressing overarching gaps ioutinent knowledge.The
subsequent section thexploreshow the identified themes and stiliemes conceptualise
supportof women micreretail popup owner$ businessesThis section also illustrates the
provisionalconceptual frameworthat guide the studywith a view to realising the research aim
and objedives by means of answering the research questans highlights possible steps to
move forward.

A summaryis provided at the end of the chaptdrhe following section provides a discussion of

how the researcher has appraatthe literature review by the adoption of a thematic analysis.

2.1 Thematicliteraturereview approach

Since it is often used in women entrepreneyriterature (Poggiest al.,2015; Yadav and Unni,

2016) this study adopts a thematic approach for the analysis of the selected papers and other
resources as most relevant for the review of the literafime strength of this approach lies in the
factthat it assists the researcher in reviewing the literature relevant to the study context of retail
pop-ups within women entrepreneurshiphematic analysis is used to focus on examining themes
within entrepreneurship witemphasis ometail popup by identifying, analysing and reporting

themes and patterns within thidycontext
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The method allow$or theidentification ofnew ways to irgrpret prior research amdfers ideas
for conceptualising the current reseafglisheret al., 2004). Following the literature review
exposure of a gap that exists in curngontmen entrepreneurshigeraturethis studyis necessarily
placedwithin the catext of women and retail peypsin the UK.In the thematic literature review
the study adoptsot only abusiness managemepdrspective but alsosmcioculturalperspective,
thus responding to recent calls for a more interdisciplinary app(daohings and Brush, 2013).
As suggested by Fishet al. (2004) the literature reviews structured thematicallyHere in
conducting the literature review, an inclusion is made on the use of a thematic aralsw it

integraesthe findings of thestudy.

2.1.1 Literature searching criteria atite gatheringof relevant literature

The following set of research criteria in reviewing the litghas beerestablished based @n
traditional thematic analysis approacfhe researcher has searched widely in databases and
different source to identify literature within the study contexthe study uses a complex
combination of words and phrases gmdceedsvith persistence, flexibility and tenacity boing
athoroughness to theearch and detailed recor@earches of the various databases yielded 137
possible sources, of which 113 were pesfiewed angublished since 2010 (see Appendix | for
asummary).The study adoptsnanclusive search criterioto ensure the substantive relevance of
the academic sourcd¥imary termsusedigachs ear ch i ncl uded fiwomeno
upo as t he r es eoanedricretetippopups.iThe study necpiired that articles
selected in the previous phase also contain at least one of the following four additional search key
wordsinthe r abstract: Achallengesod or fisuccesso
keywords were chosen as they were particularly suitable for identifying those materials which
strictly look at the success factors and the challenges of women enteps andresuitablefor

gainng more insighinto the context otheretail popup.
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The abovementioned search tools helped to make each search more prigiciBkers within an

iterative process to identify the initial list of useful primary souredso known as original
source¥’. At this stage, the researcher also utilised two useful tools, Boolean opefiters?.

In each search the researcher used Boolean operator to connect paitigidawordsearch terms

and phrases (series of terms). Fopo,examp | ghr
such as-owhedpopems 0. At bothhheirecluseoriaadghe exclusion criteria are
defined. Regarding the exclusion criteria, the researcher decided Mocts on angender 0
perspective of women entrepreneursitii@ main reason being that the real issue is not gender but

a complete dearth of researctttie microretail popup area of women entrepreneurship.

A summaryof the steps indentifying relevant source®llows and isprovided below inTable

2.1

0 For example, primary peer reviewed academic and/or empirical journal aftithesretical

journal article€® and literature review journal articfés
1 (e.g, frequently used Boolean operators are and, or not).
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Table 2.lldentification of relevansources of women entreprendhipsacademic literature

Action taken

Reason

Example

Searched more widely in databases

To identify the literature within the study conteit order to provide
information to support the research questions, method, and design
study.

ProQuest, Emerald Management Journal, Google Advanced Sc
government and negovernment business suppo orga
websites

Consulted relevant online academic sources.

On account ofnadequate researchtanvomenrrowned micreretail popups
in the UK

NewsReports andJK Governmentédcts and figures.

Determined whether tha&lentified internet sources ar
reliable sources of information

Identification of relevanliterature within the study conteand toensure the
substantive relevance of the academic sources.

Identificationofr el i abi | i ty of Sralsoreaesigrdas
marketing effects: experiential developments in SME fashiorupogiore

strategies.

Used more complex combinations of words and phr:
and proceeded with persistence, flexibility and tenacity

To adhere ta searchhoroughnesand to keep detailed records.

Searches of the various databases yielded 137 possible sources, o
113have beerpeerreviewed and published since 2010 (see Append
for a summary).

Used primary terms in each sela

To ensure the substantive relevance of the academic sources.

The primary terms included wefiew o mgim e t ai | @ psmply
becausé¢he research topic is womenvned micreretail popups.

To check to see ifirticles selected in the previousagske
contaired at least one ofour search key words in thej
abstract

The chosenkeywords were particularly suitable for identifying thg
materials which strictly looked at the success factors and the challen
women entrepreneurs angresuitable to gain more insighitto the context
of theretail popup.

Examples of key words chosefi:c h al |, eirsquecscieisrstoe
flext endiat 6ategi eso.

Utilisation oftwo searchtoolsnamelyBoolean operatan
addition tofilters.

To connet particular search terms (single word) and phrases (seri
terms).

For exampl e, ter ms

fi wo rawned popu p s 0 .

suypooh  aasn di vpdh

Consideation of theabstract okach article of literaturas
important in determining its relevant.

To ensure substantive context dodrerifyt h e  a relevarcdwith éhis

study.

Identifiedsources were selectafterreadingeachabstract.

Read the full text of all the selected peeviewed journals
afterbeing chosen by followingcreening of the abstract

To select the final set of primary sources and emduh e
substantive relevance.

ma

At this stagethe quality assessment criteria weggiewedalong with the
theoretical robustness antethodology robustness.

A successful reviewf existing peer ndewedliterature.

To identify the most relevant texts and potential aréasstudy of women
owned popup as well as to increase understandintpeimportant concept
and theoriesvithin the context of this research.

Identification of5Ms framework SWOT analysis and TOWS matraad
the School Design Model.

Reviewed textbooks and other sourchught together
research from news updates and government reports.

To enablea comprehensive literature reviesf materials whichprovide
information and facilita an in-depth understanding of the existirgevant
research ito retail popup and tohelp understanihg of what has bee
concluded and what still needs to be researched in the context of w
owned popups.

To address the relevant gaps and to provide more insights irgrggbegence
of women popup owners.

Ther e s e ar c h elib@rg angietarlibrary leaahgextbooks, book
chapters and other related publication and information saurces

To keep a track record of the reviewing of the indica
journal articles.

This procedure helped to make sure that all details of autittes, dates,
volume number, page number, etc are correct.

Using Micro Soft Excel and categorising each piece of material as ¢
very important or moderately important.

The printing and storing of a physical copy, or an electronic copy by m
of NVivo software, of all journal articles central to the study.
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2.1.2 Literature analysi$ Thematic analysis

The identifiedliteraturehas beeranalysed tamatically & proposed by Braun and Clark (2006)

by following a six-phase guidéo develop a detailed account of worr@mned micreretail pop

up‘2.

1 At phase one, the researcher skimmed and seddka identified sources and assessed each
piece of literature to ascertain whethlee tontent is relevant tthe study of womerrowned
micro-retail popups. In conducting the thematiterature review, the secondary datadmee
muchmore familiar tathe researcher

1 At phase two, théteraturewasclosely examinethrough thegeneratingf initial codes This
ledto focusingon( i ) i ndivi dual paper6s key words,
the identified codes for each papdfollowing a coding frame, the researcher assigned
preliminary codes in order to describe the content.

1 At phase three, several readsmaf each text encouraged analysis and interpretation of the
material and helped the researcher to search for patterns anctify tdéme common themes
of topics, ideas angbatterns of meaningall of which came up repeatedly. This process
encouraged analysis and interpretation of the mateeieduse itdentified the themes in the
context of womerowned micreretail popups in the UK retail marketplace.

1 At phase foutthe identified themes wefferther reviewedThen the researcher created and
categorised the identified themes into five main themes, namehlumadpternal business
environment, external business environment, 5Ms Framework and strategic managgement.
order to complete detailed analysisub themes were generated frilveaforementionedive
main themes. Additionallyspecific links and difference manifested as apparent between

women entrepreneurshgmd popups, have been identified and commerded

2 The researcher has identified some semantic codes (which based on what the researchers say) that could be applied &hthbas diso
identified some latent codes (based on what the reseaessensie or imply) that could be applied to these data.
BAsemantic and | atent themeso (Braun and Clark, 2006, p. 54).
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1 At phase fivethe identified themesvere defined and namedvomen entrepreneurship,
definitions of a popup, characteristics of a payp, internal business environment factors and
external business environment factansluding success factors and challenges, and strategic
management. The literature review findiragepresentdbased oly on thethemes which are
important to understand tltentext of womerowned micreretail popups in the UK.

1 At phase sixa startwas made to theriting of the literature revievibut it should be kept in
mind thatthe literature review is considered as an ongoing protasseploratory nature of
the literature review allowed the researcher to understame clearlythe researchontext of

womenowned micreretail popups.

The above procedure has facilitated the production of a coherent account of a body of literature
and revealed thatw o me mridrgpreneurship literature does offer fundamental insight that
challengsthe dominant imagry within the mainstream research and thé¢dgnning and Brush,

2013, p. 664)For the above reasons, women entrepreneurship ardmpigsminologiesre used

in this literature review chapter. However, when terms differ from the waonered micreretail

pop-up terminolog, thisis highlighted.

This literaturereview differs from extant reviews in a fundamental way. Instead of adopting a
general stand toward womed s ent r e pr e n eiustudyhfocpses rsgesifieadyr an h |
womenowned micreretail popupswith emphasis oidentifying challenges and success factors
vis-a&vis women entrepreneurship literatukéore specifically, the researcher asks: has previous
research in women entrepreneurship dliepast three decades had an immaoivomenowned
micro-retail popups theory, practice and research? Some may argue that the impact is likely to be
quite limited, inadequate aompletelylacking because such work has addressedhewomen

owned temporary micreetail popup phenomenorbut merely women entrepreneurship in

general A critical discussion of the materifilom a qualitative methodological perspective in
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comparison with women entrepreneurs in genawald be thdallmark of a successful studyd
could help the understanithg of the relationship between the literature review Hraresearch
guestions.The thematically organisediterature review ssist thefinding of answers to the
research questionenabling aontribuion to be made tohe advancement @fomerownedretail

pop-up researchvith the consequent effect on tbié& economy.

A well-structured thematic analysis approach assistientifying major themes associated with
thepop-up phenomenarit enables thaentification and definition ofhe characteristics of a pop

up with emphasis on the differences between women entrepreneurs and popers. It also
helps to identify the limitations of prior research in women entrepreneurship and exjagsein

our understandingf womenowned mico-retail popups.The thematic review dheliterature is
organised around women entrepreneurship within the contétxé oftail popup andits success
factors as well as the challenghsoughtime. That is not to say that time progression should be
completelyignored in a thematic analyqisee appendix 3 for a summary of the identified themes
and subthemes].he dentifiedthemes of the literature review are interrelated and form the basic
structure to describe how literature in women entrepreneuasidpetail popup give supportto

the study of womerrowned micreretail popups. The following sections provide a detailed

account of the identified themes and subthemes.

2.2 Womenrowned businesses

As revealed in the thematic literature review, nearly 40 years have elapsed since the research of
women entrepreneurs first appeared in engregurship literature. Early examples of research into
women entrepreneurship include DeCarlo and Lyons (1979); Sexton and Kent (1981). In recent

years there has been an increasing amount of literature on women entrepreneurship.
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Recent critical and reflewoe research focuses on how knowledge of women as business owners
has been constructed (Humbert & Brindley, 2015; Masdbwai.,2009).As this studyis conduced

within the context of micrgetail popups in women entrepreneurship, it is necessary here to
clarify exactly what is meant by entrepreneurship. There are multiple definitions of
entrepreneurship and according to a definition provided by Chrisetaral. (2012)
entrepreneurship is the creation of a new organisation, such as a small businessahidjoan
Ibeenwo (2015) define entrepreneurship as the process of creating value from assembling and
applying resources to exploit opportunities. However, defining woerdrepreneurshifmas

always been and contins® be problematic for researchers andgoinakers (Carter, 1993). As
Marlow et al. (2008, p.338339) highlight, these difficulties stem from two sources. Firgiy,

the UK, womends involvement in business owne
render their actions invisibleSecondly,®a s i nt er nati onal compari so
activity are often based on different, nationally favoured, definitions and measures, the validity of
crosscountry comparisons of womends invohvemer
According to Marlowet al.,2008 (p.339)in the UK, researchers have defined a womened

business as one that is either wholly or majority owned by one or more women

The retail markethemeis very importantbecausehe studyis conduced within the UK retall
market.Considering the last fifty years, the retail market has been changing slowly and silently
mostlydue to the advancement of new technology and the growth of online retail business formats
while increasingustomers desire forovel experiencedVith this in mindwomen entrepreneurs

ought to manage their businessteadily and forcefully to improve their performance by
achieving competitive advantagehey need to achieve viabii@ancial targets whdt economic
conditions, regul atory barriers, customer de

are all onstantly shiftingOmalaja Eruola, 2011).
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2.2.1 Womenowned micreretail popups

Womenrowned micro businesses appear to be an increasing part of the UK eqafistagrint,

2016) Likewise, more women tend to sell their products in temporary retailpspHowever,

the ationale behind the interest in this stuglies on an awareness that research into women
entrepreneurship has expanded exponentialifnessng rapid growth over the past 30 years
(Yadav and Unni, 2016, p.1), coupled with the contrast that there has been very little research into
womenrrowned micreretail popups in the UK.That is not to give the impression that
considerable amount of literature et been published on the rétpop-up phenomenowith a
consequent evaluation of ilmpact (Surchi, 2011) but to give the impression thtdtere are

relatively inadequate studies in this area of worm@ned micreretail popups

Thus as suggested by Poggesial. (2015),the tme has come to explore new retail formats and
future direction in order to gain deeper insight into women entrepreneurship within the context of

aretail popup.

Hence, tis literature review chapter seeks to enrible understanding omicro-retail popups
within the context ofwomen entrepreneurshiplere, originality makes a notable contribution to
this research field as well a8 women entrepreneurship general not only within the context of
the UK but also witm other relevant economieghe following section presents the existing
definitions of a popp and define the womerowned micreretail popup, as considered
throughout this studyasan original contribution to knowledge. It also clarifies the critena f

defining a popup store.
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2.3 ThePopup phenomenon and defining.a pap store

This section assisia theidentification and defirition of apop-up through a phenomenological
perspective and meethe initial part ofthe firstresearch objectivelownsendWheeler (2016)
identifies a popup as a relatively new phenomenon. RiCoupey (2012) says that pop retail

outlets are also known as paop stores but Marciniak and Budnarowska (2009) call them guerrilla
stores and retail installations. 2004 was the year thatipatores attracted many brands and the
public began to view this new retail format with interesthit same year, Japanese fashion labels
60Comme des Gar egounasr 6d e @ socnie® guerdla stores in several cities
around the world, including Barcelona, Berlin, Helsinki, Singapore, Stockholm and Warsaw.
Hence, it appears thdtdre is nainiversal definition of a pepp butthatthereis some agreement

that popup refers to a temporary store. New examples of such are arising almost daily. Because
of the variety of popup definitions among researchers, it is important to clarify how time te
appliesintheretadontext The Engl i shupéx pnreansi ¢ @pggar o
are therefore defined asjaoint of sale that appears then disappears, in a matter of hours, days or
month® (Popup Stores, 2016, p.8). In recent yeargrawing number of academic and
practitioneroriented definitions ofhetemporary retail pojup have emerged (Warnaby and Shi,

2018). These definitiormresummarised as below Table 22.
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Table 22 Definitions of a popup

highly experiential, focused on promotingbsand or a
product line, available for a short time period and gene
venueso.

i n small

short term period,

small retail space

Definition Characteristics Reference
i P eup is a new experiential marketing format inten¢ Experiential & Niehmet al.
to engage consumers. It is a promotional retetting| Promotional (2006, p. 2).
designed to offer an exclusive and highly experier events.
interaction for the cons
i P eup retail entails marketing environments that | Experiential, Kim et al.

(2010, p. 134)

i P eups are natural manifestatog . associ
chic shoppers who know wheasd when these retaile
will appear and are able to take advantage beforg

disappear, creating aninsilem | y at mos ph

Temporary retail
store.

Burgess
(2012, p. 285)

a space for anything from a day to 6 months.

AA temporary shop, st al || Experiential, CEBR
goods and servicder a limited period of time. It include Temporary retail | (2014, p. 8).
everything from market stalls and street food vendor{ store.

fashion shops, galleries

Popup activities take place in a temporastail space| Temporary retail | AppearHere
they can appear in all shapes and sizes, typically inhall space. (2015).

APep st or es séf saleathat appear,ithe

disappear, in a matterof hourg, § s or mo fupg

stores are attractive to consumers who are see
entertain

experience and

Temporary retail
stores,

Experience.

Klepierre with
Qualiquanti
(2016, p. 8).

As depicted abovim Table 21, researcherdefine a popup ingeneral in various way$he variety

of popups meanghat a clearspecific definition of them isproblematic However, a clear

definition of them would be generally very helpflihere is little evidence to show that studies

have alreag attempted to definelearlywomerrowned micreretail popups (Gallellalageet al.,

2018) hence the need for a clear definition.
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As an original contribution to knowledge, this study makes a clear definition of wowresd
micro-retail popups as follws- 6 a  w eowned micreretail popup can be defined as a
temporary micreretail business, owned and operated by a woman in different shopping locations,
including high t rTheffblloning settionpppovidesy a discussars 6f .the

characteristis of a popup.

2.4 The dharacteristic®f a popup

A particular prominent theme appears in the thematic literatwiewascharacteristic of a pep
up. Even though poepp stores are not a new phenomen@aube and Warnaby, 2017), thése
inadequate researtb specifically identify the characteristics of woraewned micreretail pop

ups. However, the characteristiof a popup asidentified in the literature review findingse now

discussed below.

2.4.1 The emporary natureof apeap

A variety of def i ruiptdi ohnasv eo fb etelme stugrgmsé pdp a
definitions highlighted the temporary nature apopup (Kim et al., 2010). In terms of its
characteristics a pepp is a small temporary and shtetm retail spaceEstablished women
entrepreneurs tend to sell their products in established retail btdan@®men micreretail pop

up owners sell their products at pop events (g., seasonal eventsyer different time periods
(Surchi, 2011)As highlighted by Kim et al. (2010), Pomodoro (2013%nd Warnaby and Shi

(2018) popup events can last fromfew hours to a year witanaverage duration of one month.

In keeping with thiswomen popup owners are able to sell their products frafew hours per

day,to afew days per week artd afew months during the year.
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It is evident that théemporary naturef their businesseassists women pepp owners to sell

their products as vileas provide services to their customierpop-up event®ccurringin different
locationsduring different timeframes. As highlighted by Gallellalagel. (2018), women retail

pop-up owners provide/selbr daily needs (e.gfood and beverage) armdko for high-end luxury
products and services by achieving a higher level of customer engagement and public interest.
This can be based on choice of location, target market and customer segmeByaticawing
attentot o t he concepts of Otemporary natured ani
that popup retailbelongs tannovative and higitraffic shopping locationgor example, Summer

and Christmas poepp shops in Market Saue, Nottingham. However, ber researchers have
identified thatthe6 r et auipld pcoopn c e pt h a,qTownsends 20%4&rdl wamen t i c i
micro-retail popup owners may encounter challenges due to urban regeneration in the retail

environment.

2.4.2 Experiential marketing format

A detailed examination dheretail popup by Kimet al. (2010, p. 10) shosthat retail popups
areadbnew experient i @2bmodoa(ROk3 and Rigoupay (2614d)thighlight

that retail popups are driving novelty by providing surprising, exciting retail experiede#éim

et al. (2007) stat that retail popups are gaining public interest Ipyoviding an experiential
marketing formatPicotCoupey (2012, p.9) point out that retail pgpsare6 based on su
and exclusivity and intended to engageistomers Likewise, womerowned popups can be
identified as individual physical manifestats and promotional retail settings which are
6designed to offer an exclusi ve a(Rapuplstoghl vy e

2016, p.2; Niehm, 20Q0Gallellalageet al.,2018.
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As PicotCoupey (2014)and Tube and Warnaby (201state pop-ups are driving novelty by
providing a surprising, exciting retail experience for their customé&femen who conduct their
businessem retail popupshave the opportunity to provide a higher level@isumeexperience

for their customersn comparison with established women entrepreneurs who conduct their
businesses in permanent retail stows.highlighted in The Portas Review (2011, p,1&)
dncreasing number of shops are falling by the wayside as they fail to meet the expectations of

today6s i ncr e asatmglackingyeat gxperieace dorcsartere d

Women who sell their products in temporary retail jpgs are able to creataceto-face
connections with their customers (Nicasio, 2021). However, established women entrepreneur
who conduct their businesses in permanent retail storesnegtly miss out or have to limit
valuable facdime or interaction with customers. Established women entrepreneurs tend to use
communication channels like email, live chat and social m&dianothing can replacthereal

life interaction that women pepp ownerscanbuild with their customers.

Women popup owners have the opportunity (i) to get valuable feedback directly from customers
(Vozza, 2018) and (ii) to build a relationship with customers (Alexander and Bain, 2016).
Accordingly,the pop-up retail format assists women pop owners to drive demand rather than
generate sales (Alexander and Bain, 20D&gan (2014, p.2) notes: a women agpowrer who
designs and makes <chil dstatedd my c-lpchppseffered me aNo r t
wonderful insight into what my customers really wiaiboth children and adultserebuying my
clothingthrough the pojupo . is pakticipant further elabart eés. :as well as establishing my

name and brand with new people, | find lots of new customers, who come backitoenaand

agairo.

57



However, the question arises as to whether women entrepreneurs who conduct their businesses in
permanent retail stosan the British High Street market would have the same credibility as-a pop
up owner in offering higher level customer experientk@ facts based on this stugdguggest

probably not (Gallellalaget al.,2018).

24.3 Generate Buzz

One of the characteristics of a pop identified in the literature wdsag ether at e buzz 6
2011).According to PiceCopey (2014) and Surchi (20149th thetemporary nature and a limited
duration of a pojup often create a sense of urgency as a means of gegeratz within the retail
market.Moreover, Warnabt al. (2015) highlightthe factthat pg-upsin generalre launching

limited editions collections and promoting their branal$ of which generags buzz within the
market. Likewise, womenin particularwho conduct their retail businesses in temporary retail
pop-upswill generate buzz and encourage their customers to buy their products (Galleltalage

al., 2018).

2.4.4 Other characteristics

Firstly, from a functional perspectieepopup can be identified as a creative business format and

a new strategy of Amar keting communi cation
Budnarowska, 2009, p.4). The pap is different from the traditional retail store and has gone
beyond the tratlonal print and broadcasting marketing communication. Even thoughip®po

not operate with higlcost advertising campaigns, they often display the latest fashions and
designs to customers. Di Sabato (2009) statd a t Afthe temporsortpf st or

synthesis of communication and selling, perfecting the logic of entertainment, knowledge and

experienceo (Surchi 2011, p.260) .
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As highlighted by Pomodoro (2018)pop-up retail store atmosphei®a fleeting eperienceas
well asbeing conceived as an exciting event. Therefore, womenypopwners are able to foster
an exciting and immediate form of communicatids.highlighted by PiceCoupey (2014)pop-

up ownes useaword-of-mouth marketing communication strategy and womeRygpwnersin
particular are building communityrelationshipswith their customers and other stakeholders
which established women entreprenefimg difficult to achieveWomen popup owners can gain
the attention ofa retail audience and position their rethitand within their target market

(Marciniak and Budnarowska, 201@hese characteristics are shown below in Figute 2.
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Figure2.1: Main characteristics/of a retail po store

Experiential
mar keting format
in order to gain
public inte

( Ni eh m2a0l0.7,;

Synthesised froniNiehmet al.(2007), PicotCoupey (2014), Surchi (2011), Marciniak and Budnarowska (2009).

The following section provides a discussadrtheinternal business environmdattorsof women

business owners including women pap owners.
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2.5 Internalbusiness environmefdctors

The literaturgeview findings imlicate that internal factors have a positive significant influence on
the success of womeswned businessThe iteraturealso highlights some of thechallenges
women entrepreneuencountein generalwhich canalsorelate to womemicro-retail popup
owners in particularThe following section presents a critical discussion on the success factors of
women business ownees a wholejncluding women pojup ownersin the internal business

environment.

2.5.1 Internalfactorsleading to the success of woma@awned businessincluding womerowned

pop-ups in;particular

The thematic literature review findingadicate that in the preent era women armostly
recognised as successful entrepreneurs through their strong desire, qualities, and capabilities for
robust economic developmantthe UK and other countries (Khahal.,2021) The literature on
womenentrepreneurshipighlights several success factpmich as goal settingelf-confidence

and motivation, entrepreneurial orientatioachievement, riskaking etc. Due tothe important
contribution of women entrepreneprsncluding women pojup owners to economic
development, factors whidkad to the successwfo me n b u s i rae s@v highlightedr s 6

here

2.5.1.1Goal setting

More recent attentioto womenowned busineskhas focused on the provision of goal setting.
Accordingly,st udi es have explored the relationship
in womenrowned busineswhich relats to womenowned micreretail popups(Ettl and Walter,

2012)
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In a compréensive study of women entrepreneurship in the UK, Raord Harrison (2008)

found business structure and goal settingeother factors influencing womeswned micro and

small business success. Similarly, Bridgeal. (1998) found that goal setting sists women
business owners to develop their business management skills to make rational decisions in the
business operation process and management. In their study, Roomi and Harrison (2008) found two
of the most important goals for women entrepreneuhgn establising their businesses. They
shoudigener ate enough income to support thems
bal ance between work, family responsibilitie
As a contrastvomen retail pp-up ownerscan have particular goalsin additionto those of
established women entreprenedssompelling argument foexpeding retail format differences

in growth intention isthat women retail pofup owners show different intrinsic goals when
compared with established women business owridris. can beon account of théemporary

nature of their retail business&me women pepp owners may use a retail pap to test the

market wth the intentiorof developng the business to a more permanent locatibereaothers

may simply want t@enerate buzz (Cook, 2021).

Studies have identified thdeterminingvomenpopu p owner sé i nt esthemons i
to have a more succeskpopup event (We Are Women Owned, 202%udiesin retail have

identified thathe number one key for pap success is developing clear and specific event goals.
Understanding the pep p 6 s -tdwgetede goals assistvomen popup owners topromote

creative designs, identify pagp venues andetermine what kind of retail space to look féhis

will determine whatype of popup shop to run and how to market and opatatndmonitor its
succesqCook, 2021).What s particular important to women pop owners is to increase
product/brand awareness, gain new customers and provide customer engagement and experience

(Social Tables, 2021).
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2.5.1.2 Training andViotivation

To dat e, sever al studies have found that
aspirationsarecrucial to their business perfoance. Similarly, Roonet al. (2009) found that
business success differentiates accordingwomanb u s i n e sssommivner to dlevelop
the business. This view is supported by Gibb and Davies (1990) who writedmaidering the
Opersonal ity dawimandusieets owrpdiparotivationlis degarded as key to
business developmeniWomenrowned business developmeliterature (Vistaprint, 2016)
identifies the importance of training and emlimgca positve mindsettowards along-term
survival in themarketplaceThe lterature indicates that theere now more onlineresources
availableto support retail pojpip owners Asare, 2020Sheehan, 201 &nterprise Nation, 2017).
However, one can argaes to whether or netomenmicro-retail popup ownersareable to utilize
such online resourcatue tothe micro sizeandthe temporary naturef ther businesesalong
with certain limitations. "heselimitations can beue to childcare and familgommitmentsand
inadequateor insufficient knowledgeand practiceof Information Technology (ITyand time

availability.

Empoweringgawoman popup owner withbusiness managemedatowledgeand skillscan be just
the beginning of a long journey to survive in the market. Morealarsiness venture consists
adaily learning process where each day comes with new information and techidiaxy of
available literature on training for women business owners deals with hoestatilizetraining
to develop their business However, considering the temporary matand micro sizef the pop
up, women popup owners arenoreconcerned with balancing themulti-taskingresponsibilities

andto do thistheyseekconvenient, simpland practical information (Gallellalage al.,2018).
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The lterature review findingeeveal that women business owniergenerahave agenuinedesire

to participate in women only training. For examglae National Council of Graduate Enterprise
(NCGE) reports that 98% of woménisiness ownershose to participate ia specifically created
business training programmoalled Wome nés F I yi nga e rmmker oPrmoroegpr a mn
accessing the programme increased by 800% when a wonhgoption was introducedPowess,

2017)

2.5.1.3Entrepreneurial orientation

Researchergdentify wo me n busi ness owner so entreprene
determining factordor successfulwomenowned businessAccording to Miller (1983), the
concept of atrepreneurial orientation includes three dimensiomsovation, reactivenessand
risk-taking Entrepreneurial innovatioar the skill and imagination to create new thihgs been
considered as one of the key success factors of business success and survival (Chea, 2008).
Therefore, mnovatbn can be identified as womdnu s i n e s sability vand evillisgbess to
create new ideas which mawying them to identify new productsr servicesand attractnew

customers

Recent evidence suggests that women mietail business owners have been able to identify the
needs of the markeind identifypotential marketable products and delivery systems by learning,
employing and practising successful innovative procedigamberidou, 2020 Vossen (1998)
suggests that following innoveé ideas successful small women business owners have been able
to gain advantages within the market byeetively providing better quality products with

additional features at a lower price.
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The UK retail market has recently seen a plethora ofypoptoresWomen who conduct their
businesses in retail pagps aremodly focused on providinga memorableexperiential retail
experiencelnnovation provided by a retail pagp store can lead to the diversification of customer
experiencgGallellalageet al.,2018) Studies suggest that technology ¢teused to implement
innovation. According tdhe Harvard Business Reviewccess to technology is a key factor in
increasing the influence afomerowned business globallgs it compegés with othersin the

market (Sweet2016). Technology innovation brings benefits. For exampleaiitincrease
productivity and bring customers new and better goods and services that improve their overall
standard of livingHowever, there is a questias towhetheror notwomen popup owners have

the same opportunity, knowledge, skills and resources to access such technology and innovation

due to their limited income artde micro-size of the retail popips (Gallellalaget al.,2018).

On the other hand, technological innovation istitgythe linewhich distinguishes retailers online
from traditionalin-store offerings This brings additional challenges and opportunities to both
women micreretail popup stores and traditional retail outlets astov they will interact with
their customersPop-up retail which includes womenowned popups hasbecome a expected
part d the shopping experience and @aykey role in customer engagemeshi(et al., 2021,

Gallellalageet al.,2018).

Based on previous studies, it is important faymen business owners teact positively to
changes in the market as well @ their competitors The Alison Rose Review of Female
Entrepreneurship, 2019Neverthelessthere is a questioasto what extenestablished women
entrepreneurs are ablereactpositively tothe current changewhich arehappening in the UK

retail maket due to social, economic and environmissties
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This is evident in the cyclical nature of the market economy, reflected in periods of expansion and
contraction.This situation haslreadycreated spatial, temporal and institutional gaps €§hi.,
2021).Here womerowned temporary retail peyp interventions contribut® filling this gap as

an interim solution. The temporary nature of woro@med popup is reflected in its description

as o6interi mo.

Additionally, womenrowned retail pojups benefit from urban spacrhey can also benefit from
the temporaryinterruptionto uban life which allow theappropriatingof space in novel and
potentially innovative ways for a limited periofitime (Ferreri, 2016; Shet al.,2021; Gallellalge
et al.,2018).Taken together, thematic literature review findings support the notionvtraen
busi ness owner s(idclugingthase afweneen popup @vndrspeads them to be

successful.

Risk has been a central issue in entrepreneurship research. However, there arerimiitied!

studies on risks regardwomen business ownef8rushet al.,2009) and particularly in women

owned popup businesdn their study Verheulet al.(2012) dentified that women are more risk
averse anthave dowertolerance forriskRi sk si gni fi cantly decrease
development in the venture procddswever, in their study Gemendimmenezt al. (202Q p. 19

confirmed that socially supportive culturesn help to reductihe negative relationship between
risk-taking andventure succes§hey also confirmed thati nsocidlly supportive cultures, the

impact of culturéon risk is differento that foundn ¢gperformancebased culturésThe €mporary

nature of the womenwned micreretail popupmeans that in difficult times it can be easily closed

down if needed. Thisemporary naturalso helps towards the reduction of r{€kallellalageet

al., 2018).
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2.5.1.4Finance

Previousstudieson womerowned businessdsghlight thatfinance plays an important role in
developinghosebusinessesimilarly, Vozza (218), highlights that as a low investment strategy
temporary retail pojup shops providagreat opportunity for women business owners to get their
products in front of new customers and to make sales. In contrast, Powers (2017) found that
women are arourd ten percent more likely to see finance aabarrier to entrepreneurship.
Supportively, KoectandNamusonge (2015) state thtite oftenfemale business owners have
lower savings to invest and develop their busingssdsapgiue totraditional culturalimitations.
TheRoyal Bank of Scotland (RB$g¢cognises a special case for women by offegiagt funding

for micro and small women business owneérsluding retail popups in orderto encouragéheir
startups. More importantly, R8 provices a boost to existing businesses tlaat in a rut.
However, lased on théindings resulting from théterature reviewthemes, thguestionemerges
asto whethemresearchers haygven sufficient attention to detail as regandsmenowned micre

retail popups.

2.5.1.5 Networking:and womeowned business success

Previous research in womemned business management alkide the important role of
networks in the survival and succedsindividual businesses (Olet al., 1988; Aldrich, 1989;

Rosa & Hamilton, 1994; Sandberg, 2003). Turkehal (2018, pl)have identifiecthe important

role otathedisel ati onal a s pBucsti noefs sn eotwanoerrks e m
in socal networkng'*hasb e e n i d e n t-iermipwpbsefal arrafigeneentgyamong distinct

but relatedod businesses to gain competitive

“Definitions of Networking: fAnetwork is a pattern of
organi satri2018,981).( Sr ak a
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Researcherdighlight that women business owners may encounter challengescéesmg
network eventsand then successfully engaging in théWan & Hulst, 2004; Aldrich, 1989
Alvesson & Billing, 1997; Benschop, 200%uch challenges can result from tiferences in
gualifying for access to finance and creating and building a strong relationship and collaboration

with financial institutions (Cartest al.,2001).

Humairaet al. (2020, p. 163) highlight thab u s i n e s s inabilitynte exgadd badsiness
networks isamajorobsta e t o t he devel op meTheysugdestthdahene n 6 s
retail popup is a conceptwithin the marketplacewhich can be use bgmallscale women
entrepreneurs to support each other, st-rengt
up market brandAs a consequence, emerges thdimited academic attention has been paid to
identify anyunambiguous relationstsgpetween woran-ownedbusinessuccess and networking

(Bruineet al.,2006).

Women business owner s 6stheinfrierels, relatives, mentoss,custormersg |
and employees (Turkina, 2018; Klyver & Grant, 2010). Klyver and Grant (2010, p.215) highlight

t hat Afemale entrepreneursd networks typical
proportion of mea. This view is supported by Ruef al. (2003) and Cromie and Birley (1992).

In their study findings Humairet al. (2020, p. 163) reveahtat O women ent rrsepr er
in the popup market face difficulties in developing social and business networks and rely on
personal relationships thaftenrelak to their family.However, 1 is important to identify to what

extent participating in networking activities assists worpep-up owners and affects their

internal business environmeas well asaffecing the response to their external environment

(Srakar, 2018).
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Studies have ideified that through engaging in social networking activities, women business
owners may be able to gain financial capital, reputation, information, knowledge, skills, social
legitimacy and social support (Welter & Kautonen, 2005; Ripolles & Blesa, 200&jioBs
research in relation to social networks of women entrepreneurs has fooostidbn a particular
venture phasesuch asnew starup (Menzieset al.,2004) or existing business (Garcia & Carter,
2009). However, there has been less consideratitire afynamic nature of networksd its effect

onthe entrepreneurial process (Klyver & Grant, 2010). A network memberiterngediate and
extended family, partners, suppliers, customers, and bardans) provide advice, service, and
moral suppor{Sharafizad & Coetzer, 2016). Having a social network helps create necessary social
capital for entrepreneurial developmemidhencebusiness growtiGranovetter, 1983e Vita

et al., 2014; Kumar & Sharma, 2011%everal significant studies investigatingmerowned
business management highlight that networking assists women to buskdbkbkeentheir
businesses and tineenvironment (Aldrichet al., 1989; Roas & Hamilton, 1994; Aldricét al.,

1997, Carteet al.,2001). RBS (2014) statthatnetworkirg is an essential and crucial factor for
womenowned business development, success and survival (RBS, 2014). In agreement with this,
t he National Bl ack Womends Net wofnteligéndeBmiN ) h
strategies for getting bafeadyand f o accesis to high quality network support in order to take

their business to the next |l evelo (lnspiring

According to the evidence provided by successful women business owners in previous research,
the supplyof funding alore will not necessarilynake a successful business. The real support
which benefits women business ownergstis often not financial but facilitating and assisting
them to connect with the right business network, supporting them to identibytopipies to

connect with new customeatong withresourcgersonabnd businessupportive organisations.
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In their studies, Shim and Eastlick (1998) and Koech and Namusong (2015)yidentbrking

as one of the essential and important business gramdl survival factors for womeswned
micro-businesses. In the same vein, Maina and Mwiti (2016) have gt social networks

and the sociatultural environmental condition in which they operate have influenced the
development of womenwned entemses. Manifestly, women micro and small business owners

with high growth resources tend to use formal business and social networks (Koech & Namusonge,
2015) which act as a bridge between the economy and society (Sabatini, Z@9@)\idere

shows tha7 7% of women micro entrepreneurs in the UK indédhiat participating in a variety

of business and marketing functions to promote their businesses is important or very important
(Vistaprint, 2016). However, institutional aspects of entrepreneurship dv\atfeen differently
(Baughn, Chwua and Neupert, 2006) and womenos
perceive opportunities differently or might exclude them from social netwdhks is tending to
createinformation asymmetries (Walteat d., 2006). As noted by Inspiring Youth Enterprise
(2016), helping women business owners to engage in networking events is very important.
Conversely, in the conclusion of their study
overloaded with businesand family responsibilities and may not have the time to join beneficial
associatonsand this automatically Ilimits the wom

(p.213).

Studies including Zuwarimwe and Kristen (20X¢arly indicaéthat gaining access to a business
mentoring advice service, being part of business associations, and participating in trade
associations and womends gr oup-swnedrmiro,petag i t i Vv
business growtlSuccessfuNational BlackWo me n 6 s  NIBWNy simralkbusiness owners
stated that: Aii't has catapulted my business

It was an idea initiallyo anibdid NBWN fAhas real
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In contrast, some studidsave identified that women business owners are disadvantaged in
participating in networking events due to a lack of suitable and effective social networks
(Benschop, 2009; Klyver & Grant, 2010). In their study, Roomi and Harrison (2008) ydeantif
lack of networking abilities and opportunities as a crucial batdehe developnent ofwomen
owned businesfesearchearidentify that the choice of targeted fem&beused business support

is very important to women.

Similarly, 98% of women involved in thegneering Enterprising Women Initiative said women
specific support was either important or very important to them (Enterprising Women Evaluation
and Research Report, 2007). Following a sustained strategy to make its services more women
friendly, the natioal Business Link service increased its proportion of female clients from one

fifth to onet hi r d, bet ween 2003 and 2006 ( GROW Rep

2009).

Some of theother business success factarsated to women business ownewghich were
mentionedby UK ownerswere: managing and operating their business according to a business
plan (dayto-day basis)and previousbusiness management knowledgedditionally, they
mentionedraining (on the joh)experieme, style, capabilitiédand skillswere also considered to

be important success factors. That was not all because success was considered to result from
personal characteristics and development, values, beliefs, abilities in empowering others
(transformational leadership style), negotiatgiples, communication and sharing information,
compassion and encouraging others as business success factors (Buttner, 2001; Haffern, 2003;

Roomiet al.,2009 Maina & Mwiti, 2016; Park & Bae, 2004; Roomi & Harrision, 2008).

15 Social capabilities assist with access to resources (EBitsh 2004)
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Together these studies prdei important insight into the success factors of wemened
businessincluding womenrowned micreretail popups The following section provides a more
detailed account of the challenges encountered by women business mwgensral and also

those encountered logicro-retail popup ownersn particular

2.5.2 Internalbusiness environmefdctors:affectig womerowned business

As highlighted by Gaskilet al. (1993, beingawoman canbecome a significant differentiation
point in womerowned business success @mdailure. The thematic literature review findings
revealsome of the challenges encountered by women business owcirding retail popup

owners within the internal busiess environmenthese challengesediscussed as follows

2.5.2.1Challengesiinaccessing finance

The challengesromen business owneesicounter in accessing financeszeaecomea majorkey
themewhich has beerdentified in thethematic literature review findings.eRearchers general
have identifiedthat womenentrepreneursncluding popup ownersstart theirmicro andsmall
businesses with insufficient financial investmg@aallellalageet al.,2018) Studies highlight that
women business owners start their businesses with low levels of initial capitaéir study,
Carter and Show (20086)ighlight that women start business with around osibird of the
generally acceptablevel of finance This applies irrespective of size and sedimbert and Scott
(2009) point out that 7.5% of women business owners in the UK are likely to encounter financial
barriers inthebusiness statip and that the resultardw capitalhascausedhemto gainalower
sales turnoverHowever, as discussed in the characteristics of aupopvomenpop-up owners
have the opportunity to start theusinesseswith lower investmentin comparaion with

established women entrepreneurs.
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Some of the facrs that determine the total costsefiting up @op-up arethe intendedocation,

duration and sizgVoidonicolas 2021) which may, or may not, assistwvomen popup ownergo

open their businesses with less investmentT he s ky 6s the | i mit-umas f a
ownersmayspend, but they can pull off a shietm popupfor a very modest investmei/omen
business owners are owapresented in traditional sectors that have low-sfadosts and limited

barriers to enter the business, and especiaifliin the sectors which setlome-based products

(e.g, fastfood).

According to the GEM UK Adult Population Survey 2002010,women business owners have
gained funding from: close family members, other kin or relatives, work colleagues, strangers,
friends and neighbours, banks or financial institutes, government programmésowtver,
studies show thavomen business owneligcluding women pojup ownersare more likely to

see finance as the main barrier or a crucial factor in developing their business (Chea, 2008
Gallellalageet al., 2018. Studies show thatvomen business owneia generalencounter
challenges when they settkaccess financ&esearcherthen argughatwomensmall business

owner lack the ability to negotiate with financial institutiondVomen popup ownersmay
encounteffurther challengesn accessing financeéue to the temporary natuasd micro sizef

their popup (Bosse & Taylor lll, 2012; Women Entrepreneurs, 20G6llellalageet al., 2018

amongst many others

In their study Carteet al. (2007) identif that women business owners find it hard to meet the
gualifications to apply for a bank loan. The reason is that most financial institutions seek and
require higher collateral from women business owners. For example, some financial organisations

ask womerbusiness owners to have a males@mer in order to opesnaccount
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They also want to know theumber of years the business has been in opergtienumber of
employees, its reputation, its credit history Inability to access capital forces them
disproportionatelyinto bankruptcy (Efrat, 2010). This view is supported by Muravgewal.
(2009), who conducted research by employing a raeoltintry database of 14,000 businesses. The
studyrevealghat women business owreranagers are 5% less likely ta gbank loan approved.
One can argue that this situatioasdiscouraged women business owners in applying for a bank

loan, even when it idefinitely needed.

Women popup owners may encounter more challenges in obtaining a bank loan on account of
thetemporary naturer impermanencgndmicro sizeof the busines@Gallellalageet al.,2018).
Moreover, they magncounteanunsustainable debt level atige necessity alebt restructuring

In the same vein, reseamBhighlight that women business owners have significantly more fear

of debt (London Business School, 2004).

Additionally,th e Nati onal Womenés Business Counci l
business owner gets a loan from a bank they pay oragwdalf a percentage point more in
interest. In support of thitheUK Survey of SME Financkighlightsthat women business owners
have been chargadoreon term loanghan othersthis gap was 2.9% vs. 1.9%However, no
other research has found such a difference and it is emphasised thatothidréea need to

conduct more research to explain the above differences (@ad&haw, 2006; Prowess, 2016).

Evenwhen a women poepp owner is able to obtainlaan, she will findit difficult to pay a

continualmonthly higher amount of intereshroughoutthe year This may be partly due to the

seasonal variation of sales cadibg fewer popup events in winter, for example.
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Insufficient financeends tdimitwomen popu p 0 wn e r s @ com@eipgavtihi established
businessest alsohindess their ability to develop new products and meet customer de(Adoaal

& Biekpe, 2006, Chea, 2008)he recent tendendpwardsretail bankruptcies as well asqro

sales performance has resulted in a large number of business glosihgling womerowned
micro-retail popups (Berman, 2018Bankruptcy researctiearly highlights thalower access to
financeis one of the leading pitfallsvhich leads women busings owners into a situation of
bankruptcy (Women Entrepreneurs, 2018jhen women start a business, they can feel the
severity of coming off benefits more strongly because average, benefits and tax credits
compriseond i fth of wobHratrf2019 p.i549c osmeggest s t hat i wo
problems are attributable, in part, to six factors: inferior human capital, lower earnings, lower
capitalisation, small size of business, lower access to capital, and greater reliance-arsthigh
finand n gAacording to the thematic literature review findingee next crucialchallenge

encounteed by women business ownessbusiness managememeiated barriers.

2.5.2.2 Challengesencountezdin business management

Previous researcheigentify differences between managing a large retail business and a micro
retail businesgDavis et al., 1985; Sillan & Ziemnowicz, 20030ne of the differences is the
tendency of micraetail business owners to work fewer hours, some of which are at fitise.
allows the women to spend much needed time on housework and childcare respon&iiiMes
UK Adult Population Survey 200Z009)all of which demonstrates thtiteyhaveneed to operate
their businesses alongside their family responsibiliddison Ross Review Report, 2019).this
scenario women do not have, and perhaps do not need, the tirpent @n the traditional
management activities of the larger businessdgheir time does need to be used in travelling

and setting up poepps in different locations (Gallellalage al.,2018).
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Women tend to operate their retail businesses within traditional industries due to the need for less
requirements, less experience and lower -startapital. The Alison Rose Review of Female
EntrepreneurshiReport(2019)highlights thatvomenbusiness owersare undefrepresented in

low value, lower opportunity sectors (e.ggriculture) but their low participation in high value
sector carries a greater opportunity c8stme of the industries that women pgpowners engage

in are fast food, creative jelNery andthe designer clothes industr§Nicasio, 2021).Studies

identify that womerowned businesses demonstrsibw or no growth due talack of education,
business and managerial skills and work experience, vocational and technical skills (Heilbrunn,
2004; Roomi & Harrison, 2008). In agreement with this, some researchers emphasis
importance ofa good generakéducation and a specific entrepreneurial educatiam orderto
manage and develop a business (Dicksboal.,2008; Elmutiet al.,2012).The | att er 6s
provide strong evidencm supportof the relationship between the level arf entrepreneus

general education ardmisinessuccessThis fact is demonsited by dusiness ownés ability in
learning, copying and adapting technical and management skills within the changing business

environment (Bridget al.,1998).

However, other researchers, including Singh and Vinnicombe (2003) and Brush and Hisrich
(2002) identiy that specific entrepreneurial educatiozean have a marked impact swomen

owned busines® woman business ownés lack of educationan result in a significarwhallenge

to developthe necessaryusiness management skiilsanget al.,2012). Initially, this could have

a retardingeffect and cause them to underperform or achieve little developwigrih their
entrepreneurial career (Heilbrunn, 2004; Brostral.,2002; Brush & Hisrich, 1999Education

and training create higher expectationsiostindustry sectors.
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Studies in womeowned small businesdentifyt he i mport ance of women |
of education and training (Henst al., 2005) and report that the average educalwels of

women micro and small business owrfatsshort of requiremesiKoech & Namusonge, 2015).
However, as yet, there is no definite evidence to show that this situation is particularly applicable

to women pogup owners.

Neverthelessin their stdy Roomi and Harrison (2008) identibppropriate training aa very
important factor which contributes to womewned business development and sucdassher,

the majority ofR o o mi  a n d pattiaipants (woonandgsiness owners) mentioned that even
though they hatraining, they felt the neefdr more in orderto be consistentlgtrongthrougtout

the business life cycle. A number of researchers report that successful women entrepreneurs are
more likely to havea higher level of educatiqralthough there is still a need for more input for
women(Powers & Magnoni, 2013 he aforementioned will be kept in mind when considering

thespecial circumstances of women pap owners.

Researchers argukatwomenbusiness owners inherit and develop business management skills
differently with regard toself-perceptions, motivations and belief structui@towing the way
they have beemurtured and socialise®esearchers idengifthat most women businre®wners
tend to showan alternativananagement style. The reason is that wopwrhapsxhibit greater
social leadershipecauséehey runtheir businesses democratically. Female business ovierds
to manage their businessesing strategieswhich place a high value orelationships with
customers and sharing knowledge and decisiaking with employees in a teamniented
manner. Shmailan (2016) statdat women business ownearanthink differentlyand may be

identified as intuitive thinker a view supported by Brush (1992).
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Women business ownersodé requirements in | ear:i
different venture developmespggrowth stages and cultures due to the nature of the target audience
and market segmentation r{ge et al., 1 9 9 8 ; O6 Gor man, 1997). A (
researcherglentify the need for facilitating training for women business ownmagicularly to

develop their capacity to sustdheir businesssin the markgtlace

But Roomi and Harrison (2008) identi& cleardack of business management training facilities as

a major challenge encountered by women business owrergfurtherhighlightin their studies

that only 28% of women recedd training ona topic related to thir business development
wheras67%ofwomen business owners identified Obui
pr i o Mastregsgondents to their studgatedthat they participated in three to five dayls

training on different aspects (e.gusiness staiip, writing a business plan, time management,

professional presence, telephone sales skills, and Inland Revenue training, etc.).

They identify that training on innovation and opportunity recognition is one of the most useful
capacitybuilding activities that assistvomen small business owners to develop their business

and sustaint in the markgblace Women business ownetsemselves emphasisiee need and
importance of having formal business management training to manage their businesses
professionally (Browret al.,2002).They highlight that having specific knowledge and skills for
anentrepreneuroés specific type of busingss is
that women business owners lack suppod support systenfor decisionmaking and problem

solving skills developmenh their business development process, wadthey seek support to

overcome these challenges.
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Reporting on 2014overnment statists; FSB (2016) shows tha¢ss tharhalf (44%) of small
firm employershadsought external information or advidehey were seeking suppanroughthe
prevailing business adw on offer which was mostly concerned with how to grow a business,

general financial issues and tax declaration requirements.

FSB Research(2015) identifies that twothirds of womensaid that in the pasthat they had
facilities to access both private ag@vernmenssponsored business supporttire form of
professional business advisors (34%), online training and support (10%), and education
institutions (9%)in order to support their businességneral business management information,

in whatever formcan provide women business owners with sufficient knowledge, skills and
capability to generate and implement business ideas with creative solutions to solve the problems

they encounter (Jiargf al.,2012).Interviewees expressed their experience as fellow

Al é] Al t hough | have had more than 20 vy
consulting services, the business model | launched (an education program) has not been
successfylsimply due to the fact that | cannot prove myself to be competent without a

degree in educat i oniangetdl.,@01%, E55L r epr eneur #2

This view is supported by another participant who stated that:
Al é] Human capital i's essent.iThasimaytreguira@o me n ¢
woman entrepreneun particularto have the education and experiences to prove her
credibility and profesionalism to stakeholders, such as government officials, suppliers,
i nvestor s, bankers and t he |[iaamgetal, 201@ mmun i

p.55).
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These findings highlighhe need for weltlesigned and delivered training programmes fanew

business owners to asdisemin achieving their desires and goals to sudiair businesg the

markeplace As discussed above, the challenges encountered by women business oteers in

managerantof their businessemresummarised in Tabl2.3.

Table2.3: Businessnanagement challenges

General comments about-business management challengg

References

Lack of business premises

Low business and management skills

Poor knowledge of current legislation

Lack of technical skills and training facilities
Lack of research skills and innovation

Lack of appropriate assistance

Lack of support systems

Lack of support in decisiomaking

Structural barriers

Rigidities and labour market

A limited knowledge of business expansion
Barriers to access skilled human resources
Inadequate knowledge, skills and experience in busi

management

Bruin et al.(2007)

Chung (1998)

Omar and Fraser (2010)

Bartlett andBukvic (2001)

2.5.2.3. Innovation

Innovation and opportunity recognition have been recognised as the foundation for exponential

development in entrepreneurship (Bruns, 2001). Likewrssearchers have stressed the

importance of innovation for womeswned micro and small retail busines€®@ss.Previous

researchers emphasise the link between customer demand and expectations as an important driving

force behind innovation in womemwned business.
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The reason is customer preferences are changing. Accordingly, women businessooiunirsy
women popup ownershave a neetb improve products and processes to meet customer needs
and demansl(Roomi & Harrison, 2008)Other scholars highlight that innovativeness enables
women business owners in venture creatitsas(e.g, technology, product and market) where

women business owners need to create a venture or expand the business.

The hematic literature review reveadeveral barriers to successful innovatieBS (2014) inds

that gaining a deeper understandioigbusinesdarrieis can improve thesuccessateof women

owned business. The report further emphasiggt apart from finance, many women
entrepreneurs need help with identifying and accessing the right resources that will enable them
to launch and innovate their businessesme of the factors that limitusinessnnovdion are

limited financial resourcg shortfall in marketing and management expertise, and weaknesses in
external information and network links (Freel, 2000; Chea, 2088jne of the challenges
encountered by women micretail business owneesethe ability todeveloping a new and more
relevant retail format, offering consumers superior value, adapting the business to compete and
sustain itself in the retail marketnd alevel of investment needed to differentigie business
(Mazzoarol, 2004). All these challenges are ever pragbift they are struggling to fulfil their

family caring responsibilities

2.5.2.4. Houselold and family.caring.responsibilities

Previous researchers have found that women business owners consume less time in building their
businesse due to their domestic and caring responsibilities (Koech & Namusonge, Z0&5).
succesf those women who have mandde avoid ths restriction results in them havirigwer

children on averag@owers & Magnoni, 2013).
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This can result irgood relationshipwith their family and friends, customers and finangiarsl

be seen aan effective strategpwardsbusiness succegkamauet al.,1999)

2.5.2.5. Womenspecific factors affeatg business failure

Researchersncluding Bridgeet al.(1998) and Roont al.(2009) identify that women business
owner s 0 c hantrilBute to éheiribissinasscsgccess or faildreviougesearchersientify
factors that influence the success of woroemed business (Vistaprint, 2016; Roaehal.,2009;

Chea, 2008; Heffern, 2003). Some of the worapecific personal factors thatre identifiedare
characteristics such as behaviour, personality, attitudes, capabilities, training, ed&tatiely, (

1994; Henry et al., 2005), social capital influencing access to resources (Bztisth., 2004),
previous business management experigfaceily history, functional skills, and relevant business
sector knowledge (Storely, 1994). Likewise, De Tienne and Chandler (2007) highlight that women

business owners socialise and perceive opportunities differently.

Together, these stigb provide important insight inefemale business owrrgood relationship
with family and friends, customers and financiers witah be lilkenedto an effective strategy in
business succegkamauett al.,1999) Based on the thematic literature review findings, success
factors and challenges encountered by worbesinessownerswithin the internal business

environmentre summarised below
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Table2.4: Summary of access factorandthe limitationsto businessuccess experienced by women business owners

Factors limiting businessuccess Factorspromoting the success womenlbusiness Factorssuggestiveof a successful References
owners performance
Less motivation Motivation and goals Set realistic shoiterm and longerm Lerner and Hisrich
Personal goals and strategy to assess the performa goals (1997)
Operating a business without having Business model, business strategies, planning
goal strategic choicegprmulation of objectives Strategically operate the business Theoet al (2007)
Hisrich et al. (1997)
Lack of business model Machadocet al.(2003)
Fewer or lack of opportunities i Lerner and Hisrich
engaging imetworking events Network affiliation, human capital a@nenvironmental Engage effectively and often i (1997)
influences, networking networking events Theoet al. (2007)
Women are overloaded with busine Participating in a variety of business and market Dolinski et al.(1993)
and family responsibilities and may n functions to promoté n d i v budineasl 6 s It is important for women to engage Brush and Hisrick (1991)
have the time to join beneficic professional networking events in order Box et al.(1995)
associations,and this automatically Participating in mentoring programmes excel in their business and personal liv. Vistaprint (2016)
l'imits women busi Maina and Mwiti (2016)

of exploration

Lack of finance Amount of finance Availability of financecanfuel the Thibaultet al.(2002)
business
Inadequate knowledge of how to utilis Use of technology Utili sation oftechnologyalong with Thibaultet al.(2002)
technology to develop the business innovation
Lack of confidence Attributed personal factors, individual characteristics Confidently building a strong and long = Thibaultet al. (2002
and entrepreneurial orientation termcustomer relationship Theoet al (2007
Lack of previous experience Number of previous starts and experience Previous experience can assist in Box et al. (1995)
Previous entrepreneurial experience developing thédusiness Dolinski et al. 1993)
Management practice Box et al. (1995)
Lack of education or lack of Level of education, business skills Having a good education background, Hisrichet al.(1997)
knowledge and skills in business business management knowledge and Dolinski et al.(1993)
management skills Box et al. (1995)
Lack of entrepreneurial orientation Individual characteristics/ entrepreneurial orientatior Higher level of knowledge can help Machadcet al.(2003)
Inadequate knowledge and skills in | Strengths in generating ideas atehling with people = decisiormaking and dealing with peopl Dolinski et al. (1993)
decisionmaking Decisionmaking style. Box et al. (1995)
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Evidence presented thus famcluding recent empirical studies conducted by Bell@tchl.

(2010) and Muravyeet al. (2009),indicate tte existence of asecond glass ceilifgThis

second glass ceiling signifies thballenges encountt by women business owners in the
business worldhindeing their full entrepreneurial potentialt is important tounderstand

women business wner s6 i nternal envi r on menvironnieatc t or s
factorsand how they relate to one anothEnis isthe key to effective strategy formulation in

any business (Davis & David, 201 Accordingly, the following section provides adussion

of the external environment factors that affect woroemed businegs specifically to

include women popup owners.

2.6 Externalfactorsnfluencing womerowned businesses

The thematic literature review findings this studyreveal that the externanvironment
factorscanhave a significant influencen the success of womeswned businesscluding
women popup ownersStudiesin generahighlight that womerowned businesses in the UK
have a higher level of business si#pt and closures due to the challenges they fackein t
business environmeriMarlow et al., 2013) Brushet al. (2004) and Minniteet al. (2005)
highlight the importance of investigating the problems and issues encountered by women

business owners in surviving in the market.

Researchersuggesthat it isimportant for women business owners to continually examine
their external business environmdnt order to remain competitiveWest et al. (2010),
highlight the importance of anticipating the changab@business environment because such
anticipated changes will have a direct impact on marketing degisatamg. Anticipaing how
ab u s i resveosimest might change in the short, mediurd bong term and deteng any
possible impactvould helpwomen business ownemcluding women pojup ownersto

avoid any future threats

84



Scholars cluster the external environment factors in various Wéngs.identified external
environment factors afomenowned businesses shownn the thematic literatuneeview,is
presented aflows under suthemes by adopting the PESTEL analysis.tdbis PESTEL
analysis toolstands forPolitical, Economic, Socigultural, Technological, Legal and

Environmental factor@Baineset al.,2012)

2.6.1 The dfect of political environmenfactors.on.womeiowned business

Studies enphasisehow the political conditions of a country or regiaan affectthe
development of womenwned businesses (Bridgéal.,1998).Perhaps with this in minthe
UK government is increasingly recognising the importance and contribution of wommad
businesses to the national economy (Roetral.,2009) More importantly, the government
sees pojup as a strategy or a way to-aetivate empty shops in the Bsiti High Street
marketplace (GOV.UK, 2012However,reseachers highlighthe drawbacks as well &se
benefits of key policy issues in supporting wormevnedbusinesss According toMuthaih
and Venkatesh (2012yomen business owners face challenges in relatidrusiness and
entrepreneurship legislation, taxation, difficulties in interaction with the governassetssing

andmanaging income ta¥’AT, corporation taxandbusiness ratpayment{Kumar, 2015).

Allinson et al.(2013) found that 47% of mictousiness owners reported that government and
legal regulations hindew o me bu8isess developmerAdministering the regulations as

thought to be too burdensome and there was fear that business growth would only lead to more
regulations, disproportionately Fear and uncertainty marked the expectation of future
regulations Forson (2006) argues that the common appraddhe UK to busness support

provisions disadvantag@&vomen business owners.
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Thereis thelack of apolicytoaddr ess women busi nesHerethevhner 0s
literature review findings show that thaseanadequate informatioan UK government policy

as regardsvomerrowned micreretail popups. Scholars have proposed that policy measures

need to be constructiveviardssupporing women business owners to overcome the challenges

theyencounteto achieve their entrepreneurial pdtah(Bruin et al.,2007).

Researcherdiave givenconsideation to women micrebusiness ownegstransition from

benefits to sefemployment.While highlighting the initiatives that supportthe transiton,

Marlow et al.(2003)argue thafithecomplexity of the whole benefit systatalay®theprocess

o f chafge from benefits to work tax credits , producing an unwa l
fifragmented and uncertain incomeWhen known this reality will always act as a

di scour agefenmmlt oy meit 0 ( For son, 2006, p. 428).

Therefore, it is not surprising thatt auf |y women is relatively low, especially nthe 8elf

empl oyment options in state sponsored bridgi
(Froson (2006, p.42Bmall Business Service, 2002; Marletval.,2003). The benefit system

is based on aggregate information without sufficient considerfdirahe diverse populatign

distinct profiles and trajectories.

Previous scholars have suggeéstieat the benefit systemm probablyunfavourabldo women
(Marlow et al.,2003; Forson, 2006 he particular experiences of women (gfgagmented
and Al ow pai d wor k o worklpagbv)give tegsons to theliefiedtlmatbes t i ¢

aforementioned view is corre@torson, 2006, p.428).
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Here, in view of what has been previously stated, it is vital to menthan the thematic

literature reviewfindings demonstrat¢he importanceof identifying a UK government policy

in relation to wonen micreretail popupowner® t r an s i t isdorselfermploymend e ne f i t
Such a UK government policy would need to ensure that current difficulties experienced by

women during the year of transition are avoided.

As mentioned previous)yhe UK government sadentified the contributiomade bywomen

owned micro and small &l businesses to the UK economyd some initiativehave been
established to develop their businessegeneral As highlighedin the FSB Report (2016, p.
12),ident i fying and assisting the O6mbmwmsbheang mi | |
describedby the UK governmenrds central tdts plan to create a stronger econo(ggonomy

Action Plan in November 20}.3

The Strategic Framework for Womenés Enterpr
Department of Trade and Industry as a poticg c u me n't . AThe themes i nc
more dynamic staiip market, building the capability for small business growth, improving

access to finance for small business, encouraging more enterprise in disadvantaged
communities and undeepresented grqus ¢Forson, 2006, p.419kspecially for women
entrepreneursSi nce the publication of the Strategic
UK government has made seveadtitionalattemptgo helpwomenandhasset up supportive
programmedor womenrtowned businesses to realise their entrepreneurial ambitions in the

UK16 (FSB, 2016).

BE.g., The National Association for the Promotion of
independent noprofit commissioned by UK Government to prodube first UK national strategy and quality
standards for womends enterprise support.
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However, t he Strategi c Fr mckesperifickocusnadealingyo me n 0
only with women entrepreneurs in geneséth little for womenowned micreretail pop-ups

in the UK in particular Nevertheless, it is not clear on how the UK government supports
women who conduct their retail businesses in temporary retail stores in the UK high street
marketplaceThe evidence reviewed here seems to suggedhinatk governmentnay need

to provide more clarification oits specificrole in supporting women pepp owners.

Following recommendationsnade byt he Womendés Business Council
madea comnitmentto addresghe wider challenges faced by small business ownEnss
includedissues relating to investment, red tape and the existing culture around enterprise, and
introduced different types of supportive programmes to assisterrowned businesses in the

UK (FSB, 2016).In spite of thisyery little is known about the impact of these initiatives on

the business survival of womenvned micreretail popups in the UK, and howthe

effectiveness of the platforia perceived

Women microretail popup owners demonstrate limited knowledge of government legislation
and tax anchaveless experience on starting a temporary retail busifidss can lead to
discouragemerdndconsequent unwillingness tmmply with legislation(Gallellalageet al.,

2018)

Considering all of this evidence, it seems that the UK governmens te@aovide support
tailored to addresthe specificneeds of women micreetail popup owners a®pposed to
women entreprenesiin generalWithout a doubthe economic and socrultural impact of

womenowned businessemcluding women pojup ownersis substantial.
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2.6.2 Economic,-Socieultural Technologcal and/Eavironmenal factors

To facilitate progress, more worleedsto be done in order to better understand the function
of the womenownedpop-up in society andts place ineconomic developmen€onsidering
6soci al science theoryod, researcher sthéni ghl i
process ofv 0 me n 6 simpsoveméntEsonomists consider education as an investment in
the developnent ofhuman capitalvhich assists womepop-up owners to gearate higher
levels of income,improve their lifestyleandmake a positiveontribution to thenousehold
(Hakim, 2002).Literature review findings reveal thdtis important for women business
owners andwomen popup ownersin particular to gain new knowledge in managing and
developing their businessdscan be suggested that if women mioetail pop-up owners do

not respond to the changestite environment and society, theay lose market share and
demand for their goods and sendo®n account of thignost of the women business owners
who sell their products in temporary retail pagpsmayneed to gain new knowledgeidentify
ways to sell more sustainable produetsle competing with established women entrepreneurs

in the markée

Women business owners are more likely to use techndimgyevelopnew and existing
productsand toidentify high-tech product selling tool8gales, 2021 )}SB (2015) highlight

the importance ofimprogwo men6s awareness of both privat e
support for networking andhe use of technology.According tothe reportby dNVomen

Enterprisé (2016, p.14)the majority of women entrepreneungo participated in tht study,
agreedthaii mpr oved online and digital skills (55
strategy skills (60%) would be mostuseafuy r o wi ng t h e One of theiparticipants s e s 0

statedi1 6d | i ke to be able to grow the online s
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Wecam now take orders when wedére on holiday,

g r o (& woman business owner, London).

Researchers argue that women b usholdsehendaclo wner s
from accesmg new technology and toola/hich in turnlimits them fromengagng in

networking events (Jiangt al.,2012) A participant of FSB (2016, p.15), statdthtit her e i s
a |lot of stuff out there, and the intlernet I
woman business owner, Londoi).is evident that women business owners are willing to

access government and ngovernment business supportai@ing <ills in accessing
technologyand networkng could have ahigh impact on womenwned businessas social

networkng advances communicatidretween businesses and customers in the current era. It
suggests that business supportive organisations need to ensure that the support thag provide
relevant and megthe needs of women business owndsyever, here is a question whether

all these risting businessupportive programmes haverrectlyfocusedonthe characteristics

and needs of women payp owners in the UK retail marketplace.

2.6.3 Legal environment factors

This sectionseeks to identify how laws and regulations affect women mnetail business
ownerso6 ability to operate and -owmedenicep t hei
businesses are a key economic féfaeith the potential to besvengreater but they face

paticular challenges with regulations within the legal environment (BRE, 20h@)BRE
(2010) report, which focuses on the experi

summarises the experience theadin dealing with the overall regulatory burdencludes

7 Businesses with fewer than 10 employees account for 96% of UK businesses and around 7 million jobs (BRE,
2010).
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interviews with500 micrebusines owner$® and foundhatthey struggle to cope with existing
or new regulationsand changes to existing regulations. In other words, regulatansadd
problems to existing issuegjving a sense of frustrationna the clear distreswhich is

experienced.

| t 6s har dl jegd factopaisohave areglvetseheffetabn popup stores (DEVIMO
Popup, 2021).0ne carask ifthere is a specific legal procedure to open ayggtore. The
answer is no, the procedure is the same as for opening any business auelstasrant.
Women micreretail popup owners will have to follow the same regulations (DEVIMO+Pop
up, 2021; Someille, 2018). The literature review findings of this study reveal that
policymakers in the UK government have paahntattention to wometowned micreretail
pop-upswheninitiating and implementing rules and regulatio@enfused micreetail pop

up ownes are left wondering if there are specific regulations for-ygop or if they should

simply follow the general rules for starting a business and suffer the possible consequences.

The move to principkbased regulations all@for the taking ofa proportionate and outcome
focused approach to regulatio®r experienced businesses, many regulations are easy to
manage and have become part of general business protéesesrowned micreretail pop

ups may need to rely on the same rasany otler company. It means that womewned
micro-retail popup businesses will also have to follow tkame regulations to have
independenstatus DEVIMO Pop-up, 2021;Herfurth, 2016) As individuals,womenmicro-

retail popup ownersmay have limited abilityd understand and interpret regulatiavighin

the regulatory field.

¥ Those with fewer than 10 employees
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Women popup ownersshould be prepared to faeenumber of challenges in relation to UK
government rules and regulations, licences and fde=sy couldfeelc onf used and 6o
ownd when trying to cope wiunkmowmgygeitherandéeron. As
or overcomply with regulations. Many businesses simply do not understand why certain
regulations are introduced or why they are asked to provide informatioiveongeent, e.g.

data protection requirements, keeping written records of refused sales or statistics (Lightening

the Load, 2010).

New laws and regulations are constantly being added to UK goverhareaucracy following
political and social environmentehanges, and all entreprenearsrequiredto abide by the

|l egal system. The UK gover nment,8exittmayaddp ol i ci
additional costs, taxes or legal faegheoperaton and develoment ofwomerrowned retail
pop-up businessedJnder thissituation women popup owners may encounter particular
difficulties due to their limited income and miesize andmay have to adapt to laws and
government intervention3.his canincrease the cost of rumgy a retail popup and give less
opportunity to increase profit margin and may hinder full entrepreneurial potential. As
discussed previously, women business ownérsluding women pojup owners, may
encounter challenges in accessing supfoorthe devdopment oftheir business management
knowledge and skills. Less experienced women rrdcrsiness owners can find it difficult to
understand, interpret and deal witew rules and regulations of governmekd a result, there

is a feeling of beingverwhelned andhe possibility of beingrrosecutdfor nonobservance

of the rules Women micro and small business owners including women fretad popup
owners havefewerresources. They can find it difficult to compete with established retailers

in the market whil&eeping up witHJK government rules and regulations.
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The hematic literature review findings of this study reveal that UK government policymakers
havenotyetc onsi dered O0smal | firstd whenltdefsi gni n
concern that UK government decisions and policies in relation to labour law, social obligations

and taxes may have adversesffect on womerowned micreretail pop-ups and thei position

in the retail marketplacdé-or example, despitéhe micro-size and temporary naturepmen

pop-up owners who operate fastod businesseseed to follow the same rules, laws of quality

and safety and rights for employeessmall and medium enterprises (DEVIMO Pap, 2021;

Gallellalagegt al.,2018).

The thematic literature review suggests tihatcost of launching a pepp varies acrasthe

UK. For example, cities like London, Leeds and Bristol have a real entrepreneurial spirit and a
greater volume of small businesses and starting aipagill beat ahighercostin these places

as there is lot of competition. In Old Stredtube staion, it generally costsiearly£1000 a

week as well as an upfront security deposit of £160p-up business owners do nuteda

licence but they must pay for public liability insurance&sdmerville, 2018 The legal
environment factors affdolg womenowned businesses including women qugpowners are

summarised below in Table 2.5.
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Table2.5Legal environment factors ‘affecting. womewned businesses:including women agpowners in'the UK

Theme

Explanatory! Detail

Try to do
the right thing

Women small and micro business owniaduding women pojup owners aréess supportedHowever, they are expected by the governmer

cope with equal levels of paperwork and deal with timeeskevel of rules and regulations as established large retailers in the market.

The cumulative

Different types of cumulative tax, fees and paymétlicensing add to womemicro-retail popu p 0 watress lsv@andfrustration, and tis

burden of may directly affect their business profitability. Ultimatdiyr women popup ownerspperating a business with acceptablerofit margin would
regulations be impossible.
Startup Mostly womenowned micrebusinessefind it difficult to meetthe requirements of health and safety risk assessfoedt safety and licensin

laws, and they need much support in meeting these requirements. During these activitiesmeooagtail popup ownersusuallyneed to go
through a steep learning curvgparentlythere isno definite placéo whichtheycanturn for clear guidance and explanaticasthey make eac
progresi/e step in building a business. In contrast there is Business Link which offers some very usefubdd@aegulatory checklists. Howev
in many cases they have providedufficientdetail about timing. It islsoapparent that in most casesactiontimeline is not availablefrom the
government. It is apparent that micro and small businesses tend to end up paying six times more than the establistad largeresses

meeting health and safety measures and risk assessments.

Complexity and

misunderstanding

Women micrebusinesasin general and women micretail popup ownersn particulartend to limit business development and actively avoid
implementationof a plan for recruiting and expanding business activitias account othe challenges they encountertie complexity of
employment lawtheregulatory burdem generabndthefear ofanemployment tribunaln addition to these drawbacks there is the resportgil

for staff training waste collection and recyclinfpod safety and refusals of unelge sales.

Synthesised fronBRE (2010) Lansdownet al. (2007} Lofstedt (2011) Arewa and Farrel (2012PEVIMO Popup (202); Herfurth (2016; Somerville

(2019).
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The literature review findings of this study suggest that in the future, the UK govermnasnt,
need to paycloserattention to wometowned micrebusinessesparticularly womerowned
micro-retail popups when initiating rules and regulations. Thgovernment could consider

simplifying and tailomg them.

As a wholethese studies provide important insights itemporary micro-retail popupsand
emphasise the importanble played by women popup ownersin the UK retail market The
thematic literature revievindings reval that thereis scantresearchwhich has already been
conducted to identifysuccess factors anthallengesencountered by womepop-up owners
(Brushet al., 2009). Available studiegemain narrow in focuand deal mostly with women
owned business in gener&8urprisingly,this study shows thadhe effects of the internal and
external business environment on wormevyned micreretail popups in the UKhad not yet
been closely examinaantil this study, which novgeels to address thdeficiency.Here, he

study adpts the 5SMdramework (Brustet al.,2009) to lay a strong theoretical foundation

2.7 Theoretical framework of the:study

As discussedh the literature reviewwomen micreretail popup owners demonstrate specific
characteristics and conduct their temporary mretail popup business activities differently
compaed to women entreprengs in genera{Gallellalageet al.,2018; Greeret al.,2006). In
agreement with this, Gallellalagéal.(2018) highlight that wmen micreretail popup owneré
social and cultural environmenleads them to perceive opportunitiesnd deal with them

differentlyto women entreprenesiin generallt is thereforeamportant to understarttie pop-up

ownerso® internal business environment factor

95



As mentioned previouslygesearchers (Brusét al., 2009; Bruin, 2007), have considered the
externalenvironmenfactorsto be the generdébrce that does not directly touch on the simart
activities of womerownedmicro-retail popup businesss but thatthey canhave arninfluence
over thelong termandaffectsurvival in the UK retail marketplaceTo address these issubg t

studyusesthe 5Ms theoretical framewarKhis is shown below ifigure 2.2

Figure2:2 Women:micreretail popup owners:anthe 5Ms framework

.............
-
- e

Market
(opportunity)

-
-

Source Brushet al.(2009), Welstet al. (2017)

As highlighedin Figure 2.2, Bruslket al.(2009) argue that venture creation is generally built on
three fundamental basic constructsMbney, Market andManagement (38) (Bateset al.,
2007). However, in their study which set out to determine venture creation innamned
businesses, Brush and colleagues (2009) found that tkdr@Mework failed to consider the

Aunder pi n miorf gvhyirare ahevo fiermale entrepreneurs and their businesses are
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di f f er e ettalg2009,BRB)uThdéreasonidotherhood and thielesemacro environment
mediate the entrepreneurial activities of women business owners differently. Accordingly, recent
critical and reflective research has focused on how knowledge of wasrarsiness ownehas

been constructed (Humbert & Brindley, 20 Marlow et al.,2009).

It follows that he theoreticafoundationof this study is structured upon the SKlamework
(Brushet al.,2009): () as a lens for viewing the challenges encountered by women-rataib
pop-up owners;i{) to betterunderstand the real nature and intricacies of the dynamic inherent
in their retail popup businesss in such a way as to demonstratéi)(to discoverhow
motherhood or the family embeddedness within the mescro environment affect women
owned micreretail popups(Welsh, 2017)(iv) to focus orthe factors that influence or hinder

their business development and sustia@min the UK retail marke(Brushet al.,2010)

The 5Ms framework allows the researcher to study women raietail popup owners and to
identify their success factors and thlahallenges they encounter withidoney, Market,

ManagementMotherhood anthe Mesemacro environment.

The 5Ms in more detalil.
(a) Money (venture creation): the venture capital industry is geographically concentrtited
implications for women popp ownersvhenaccessmg funding for business development

andattempting tesustainthemselvedn the retail marketBrushet al.,2001).

(b) The Market where women microetail popup owners operate their temporary retail
businesseshas been changng considerably over the last ten years due to: customer
preference e.g., customers are looking for sustainable produ@sd natbnal and

international rules and regulatione.g, Brexit. Socio-economic changes Y@ also
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significantly impacted microetail businesses (Statista, 202be Future Relationship with

the EU, 202]

(c) Managementwomen micreretail popu p 0 w soeial sol@, markeplace and family
responsibilitiesmaylimit their engagemenh social networks, and institutional aspetisy

also affect womemicro-retail popup owners (Bruslet al.,2010).

(d) Apart from money, markeand management, women business owners encounter challenges
related to theiMotherhoodrole. AMot herhood is a metaphor t
family context, thus drawing attention to the fact that family / household contexts might have
alargerimact on womeno ( Betal,2009,p.22Jenidgs & McD@igaldBat e
2007). Maternity can be identified as one of the challenges encountered by women business
owners (Womenos B u.sPrevioessstudieGtmow thatwomen busifess2 )
owners are less likely to take any time off as formal maternity |l@ankethey usually

encounter childcare issues while they are conducting their busiriBseese, 2009).

However, in their study, Jayawareaal. (2011) highlight that more women tend to open
businesssand come to seémployment as a temporary solution to combining childwétie

income generation at a specific point in theie§ and will seek to go back to employment

when appropriate for thermi\ccording toa report fromWomen Returners and Enterprise

Time Foundation (2012),ome women business owners have expressed the lack of
affordable childcare provisioto be a barrierto conducting their business. However,
Prowess (2016, p.Suggestsitat Ar at her t han the key issue
childcar e, It 1s often that wo ndilhwithimathet t o
UK context, enterpriséraining and developmergrogrammesare often ignoimg issues

relating tochildcare household and familgaring responsibilitieS'he mothering role means

spending time with children and family, and issues relatingh& missing support of
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appropriate, reasonable and affordable childcare facilities can ocsoseenrowned
businesses ttail, a realitywhich includes, of coursewomerrowned micreretail popups

(Rouse & Kitching, 2006)

There has been a strong recognition that women entrepreneurs should consider the context
of their status as (potential) mothers witthe socieeconomic context (Marlowt al.,2009)
particularly on issues such as wdifie balance (Humber & Lewis, 2008Researchers have
highlighted that all entrepreneurship is socially embedded (Davidsson, 2003; Steyaert &
Katz, 2004). In order todiistically study womerowned micreretail popups, researchers
consider their norms, values, asdciatcultural expectationdo beimportantbecause of
motherhood and the mesamacro environment mediating the entrepreneurial activities of
women differenlly. Therefore, to identify the challengescounterethy womernmicro-retail

pop-up owners it is necessary t@onsidertheir sociatcultural factors including norms,

values and expectatioaswomen (Elan, 2006; Bates, 2007).

(e) The mesemacro environment reflects intermediate structural institutions and refers to
expectations of society and cultural norms. The macro environment considers national
policies, culture, laws andhe economy whichcan affect women poju p owner so
socialisation and provide a wider range of opportunitigzsishet al.,2010) Researchers
havealsoidentified the success factors of women business owners, as well as the challenges
which may hinder their business developmertd success. Evidently, in their research
findings, Jianget al. (2012) reveal that women entrepreneurs encounter barriers in
developing their businessdue toa certainsocial perceptionin particular, when women
start and conduct themicro-retail businesssthey encounter a lack of social acceptance as
entrepreneurs or business @ In the Jiangt al. (2012) studya participant stated that
At he gener al perception from societldngi s t h
et al., p.54). Moreover, some women business owners encounter disadvantageous situations
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in multiple ways. Bradshawt al. (2003)give evidence thavomencan have a complex of
Af eel ion g( pp. Ddegrand their families can have a constant feeling of poverty,

whet her it és an(Bdarthoudul®98,0Forson, 2006).t her wi s e

Many successful women business owners have achieved alif®tialance while they are
fulfilling their caring responsihities and spending time with their familiiowever,some
women business owned® encounter challenges in managing their retail businegsis
having to fulfiltheir mothering rol@ndfamily caring responsibilitie€Carranzaet al.,2018)
Businesssupportive training programmdsave often not consideredr have overlooked
childcare issues which may act as a cause of business faitoree@, 2016). Therefore,
family responsibilities and commitmentSSB, 2015)could bethe biggest challeng that
womenmicro-retail popup ownersencounter in starting amdanagingheir businesseand

suviving in the market.

Studies showhat women business owners do not wish to risk their home andl¥eobalance

(The Alison Rose Review of Female Entrepeurship, 2019 Studies inwomerowned
businesses idenyift h a t entrepreneurship comes fAAsecond
aspects of their livéssuch as théamily, b u yet r@negotiate that around the identitp of b e i n g

a professional businegsdividual (Warren 2004, p.33; Chea, 2008)he emporary nature of

retail popup businessscan helpyomen to balance their wotke while fulfilling their family

caring responsibilities and spending more time with their chil(F&mB, 2016).

2.8 ldentificationof solutionsto the challenges faced lomen business owners

The hematic literature review findings of this study rewatit is important for women micro
business owners tmdrease their commitment and improve decisiaking skills to achieve
competitive advantagend above average returii¥he Alison Rose Review of Female

Entrepreneurship, 2019However, someaesearchers idenyifthat understandingndividual
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business deVepment process within the microeretail business context is complex,
multidimensionaland challengingGartner, 1985)Researchers in womeswned micro and
small business are consideing strategic managementas a solution to the challenges

encounterethy women(Deyaet al.,2015).

The analysis of the external environment has received considerable critical attention in strategic
managementlohnsoret al. (2008) suggest that is important for every business to anticipate

how its externaénvironment might change in the short, medium and longstemma be prepared

to adapits activitiesso that anghanges will have a direct impact. The key aspedtseaikternal
environment can be | isted as (ftual demogsphicdnd 1) e
natural environment forceg3) political, governmental, and legal forces; (4) technological
forces; and (5) compet i fThewesdernal enviorenen of wdirarv i d e ,
owned micreretail popups consistsof all the atities that exist outsideheir businessegut

which haveasignificant influence on their business development and surideaid and David

(2017) highlight the potential outcome of the external environment analysis and the importance

of detecthg opportunities and threatgthin the markeat present anéh thefuture.Researchers

suggest thathe macremeso environmengives consideration to the market abeyondto

include factors such as regional business support and policies, services aresbsipportive

initiatives and expectations of soci€¢tynch, 2018; David2013 Dopferet al.,2004).

This study identifies that @men popup owners have little or no control over their environment

but need to constantly monitor and adapt to external changes with a proactive or reactive
response leading to significantly different outcomes. Strategic manageifiemlp towards
satidying this requirementHowever literature review findings reveal that there is a lack of a

strategic framework to support women pagp owners in the UK retail marketplackhis lack
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needs to be addressed and to do ttésstudy aira atdevelopng a straegic framework for
women micreretail popup ownersWith this in mindchapter 3 presents thematic literature
review findings in strategic managemehtalso presents thelevelopment of theonceptual
framework

The following sectiopresenta summary of chapter 2.

2.9 Summary

These studiesndicate the importarce of identifying the success factors and the challenges
encountered by women micretail popup owners in the UK retail marketplace. Therefore,
based on the thematic literature review findings and the 5Ms theoretical framevi®study
hasdevelogd a semistructured interview guidéor the conducing of interviews with women
micro-retail popup owners which assish the identification of the success factors and the
challenges encountered by women mitail popup owners in t UK retail marketA

detailed account of the data collection and analysiprovided in Chapter 4Methodology. A
detailed discussion of the identified success factors and the challenges encountered by women
micro-retail popup owners in the UKs given in Chapter 5Based on the sersitructured
interview findings,this study needed tadevelop a strategic framework. For this purpose, the
researcherconduced a thaough literature review in strategic management. Itwisrth
mentioningt h a t Omanagement 6 was one of the themi
literature review.The following Chapter 3 Literature Review Il,presents a discussion on
strategic managemeandis based on the thematic literature review findingge chapteassists

the researchan building a strong foundatiofior the developnent ofa strategic framework

namely,The Popup Pathwayor WomenMicro-retail Pop-up Owners.
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CHAPTER 3
LITERATURE REVIEW PARTIII

STRATEGIC MANAGEMENT

3.0 Introduction

Literature review is an integral part of the Participatory ActiosdRech Process (PAR)he
previous chapter presents success factors and the challenges encountered by women
entrepreneurs including women miaetail popup owners. Thematic literature review findings
reveal that previous researchers have developed gitrditeameworks to support business
owners However, there is a lack of strategic framewspkcificallyfor women micreretail pop

up owners. By addressing this gap/need the study aimed to develop a strategic framework
specifically forsuchwomen Thematiditerature reviewindingsin thestrategic managemeot

micro and small businesses withivomen entrepreneurship helpedlag a strong theoretical
foundation for thedevelopment of a strategic framewddt the specificwomen micreretalil

pop-up owners Accordingly, this chapter presentstheoretical insight into the strategic
managementf micro and small business.It alsoshowshow strategienanagement toolsave
neededadapton so that they are more readily applicable ta¢hegporary nature and micgize

of these women owned businesses

The chapter starts by defining the concepts
to a variety of definitions linked to business management and womeead businesses and the
connection between strategic management and the8athway (3.1). The stages of strategic

management are discussed in section 3.2.
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Section 3.3.presents the strategy formulation and the study adopts the Design School Model.
Here, the identification o vision, a mission and goal setting are considered to be important in
developing the Popp Pathway.

Based on the literature review findings in strategic management, emphasis is given to an analysis

of the environment (3.4).

Section 3.5 presents the pattern towards a successful transition and provides a discussion on the
adaption of SWOT analysis and TOWS matrix in developing theupdpathway.

The conceptual framework of the study which was developed based on the 5M&ddleore
framework was discussed in chapter 2 and is now presented in section 3.6 along with the SWOT

analysis and TOWS matrix.

The strategic management process followed in developing thag*Bpthway will be discussed

in section 3.7. Also discussed is hawomen popup owners can utilise their strengths to
overcome their weaknesses and threats. Identification of opportunities can also help them to
overcome their weaknesses and avoid or manage threats. In developing-theHdpway, the

researcher paidt@ntion to women specific characteristics.

Section 3.8 presents a discussion on how SWOT analysis and TOWS matrix were adapted, as
the study pogressed, to be more appropriate in line with the women specific characteristics. The
focus here is to develop a more supportive tool with collaboration. Accordingly, the discussion
starts by introducing strategic management and defining it. The secddrh8.collaborative

and supportive approach of the RgpPathway and sectiéhl10 provides a summary.
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3.1 Strategic management

Prior toareviewoft he | i teratur e, It i s 1T mportant to o
this purposethe following section presents definitions of strategic managemihtreference

to micro andsmallbusinesses imwomen entrepreneurship.

3.1.1Defining strategic:management

Accord ng to Lynch (2018, p.9), str atpgasedf man a
the organisation and the plans and -Nyarkoi on s
(2014) explain that generally, the stratégg a simple systematic way whi@ssists businesses

to analyse and recognise the businessods curr
opportunities in order that the internal capabilities and resources can be effectively utilised. Then

it is paramount important to idefytiand determine the future situation and confidently choose

the right direction to achieve the set shHertm and longerm goals.

For Davi d (2013) , strategic management me &
implementing and evaluating cresictional decisions that enable an organisation to achieve

its objectiveso (epal @AY shovHlmatwearnyaasearchérs laavel vieveed

the term strategic management differently. In the same vein, Miller (2011) noted that strategic
managementni small firms is seen as a complex and multifaceted process. However, other
researchers (Vaoberaa al.,2010) argue that the size of the organisation does not necessarily

reduce the importance of creating a strategy towards gaining a competitive aglvantag

19 Strategies are formulated by organisations in order to achieve a more favourable position (Feurer &
Chaharbaghi, 1995).
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Researchers in womemwned s mal | busi nesses argue that
i mportant for | arger or gani,fRadé&lbvahim, 1998, Deyd or s
et al.,2015, p.251)and they have seen strategic planning asairthe contributing factors to

the success of womeaswned micro and small business (Deya, 2015).

3.1.2 Strategic management in wortemned businesses

In a study investigating womeswned small business, Sovick (2017) identified strategic
management as one of the major factors in the success of wommenl businesses. Moreover,

Sovick (2017) identifies the importance of skills in manageriategiras and decisions takan

managing dayo-day business activities. Similarly, Branketr al. (1998) found that women
micro-business owners who followed best strategic planning practice have performed well,
achieving a higher level of business performam. They also identified
entrepreneurial competence, (b) managerial competence, and (c) application of strategies, as

important.

3.1.3 Strategic management and the-Bpathway

After conducting a thematic review of the previous literature in the field of warweed micro

and small business, the researcher identified that developing a strategic framework for women
pop-up owners is one of the best solutions toteigally’® establish, manage and develop their
micro-retail popups. The new framework is designed to assist women migi&l popup

owners to (a) set business goals, (b) bring strategy into the retail business life cycle as part of its

day-to-day business activities and decisimaking process, (c) recognise a dynamathp

P®fA(a) strategy i s a padurecton, aguidesooaowse bfiaatian inte theifuturea d path to
getfromher¢ o t here, etco (Mintzberg, 2000, p.23).
A(b) Strategy is also a pattern, that is, consistency
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(pattern) for goal realisation and (d) continually involve them in developing their business
management knowledge and skills (Feurer & Chaharbaghi, 19@8)e of the considered
reasons are: strategic management &saigtnen micreretail popup ownersto (i) create a
roadmap (blueprintand set realistic goals and successfully achieve thémeyaluate and
modify themto adjust to the rapidly changing environmeiit) develop their skills,iy) manage
finance, v) identify threats and opportunitiedevelop products and information systems to build

a strong and significant link to achieve higher business performance.

3.2 Stages of strategic management

Considering the theories and models in strategicneemag nt , previ ous | iter a
hundreds of models of a process by which strategy could supposedly be formally developed and
operationalisedd (Mintzberg, 2000, p.35). Sao
on how business can usi& resources, strengthskills and opportunities to overcome the
challenges, risks and threats they encounter and would arise within the environment (Feurer &
Chanharbaghi, 1995). In other words, the business can conduct an environmental analysis to
idenify the ideal position of their business, which is known as a traditional approach to strategy
formulation (Feurer & Chaharbaghi, 1995, p.39). Based on the internal and external environment
analysis, David (2013) suggests that there are a further thmreali®ed different stages in
strategic management which are considéodzk withina more systematic approach, namely (1)
strategy formulation, (2) strategy implementation, and (3) strategy evaluation which can be

depicted as below in Figuel.
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Figure3.1: Strategic:management-phases

Phase 2
Phase 1 Phase 3
: ——— Stra N
Strategy Formulation Strategy Evaluation

T |

Synthesised fromavid (2013); Mintzbergt al.(2003)

The view of David (2013) is supported by Dudzeviviute and Peleckiene (2010), Min&tlzdrg

(2003) and Feurest al. (1995). According to David, there are strategists who, because of their
own philosophies, will not give consideration to some stratagiws: Strategists will differ in

their attitudes, values, ethics, willingness to take risks, concern for social responsibility, concern
for profitability and concern for shertin versus longun aims as well as in their management

style. Likewise, the mastream approach researchers (Acur & Bititci, 2004; Bear & Pawlack,
2010) have challenged some of Davidos concl
strategic management, which include (i) analysis of internal and external business environment

andstrategy, (ii) formulation, (iii) implementation, and (iv) evaluation.

According to Farjoun (2002), Kessler and Kelley (2001) and Doelet (2000)?! there is a
distinct separation between strategy formulation and the implementation phases. Whss vie
supported by Mintzbergt al. (2003), Feureet al. (1995), and Dudzeviviute and Peleckiene
(2010). In the same vein, Brew and Hunt (1999) suggest that strategy formulation and

implementation phases need to be separated to achieve improved strategyesuThis view

2! However, researchers have not come to a conclusion or settled the term of separation in strategy formulation
and implementation (Bear and Pawlak, 2010).
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is supported by Andrews (1971), Chandler (1962), Ansoff (1965), Retn&li(1994), Brew &

Hunt (1999) and Moussetis (2011). Farjoun (2002) also highlighted that there is a separation
between these two phases within the strategic mamageprocess and additionally, the viefw

Brew and Hunt is supported by Kessler and Kelley (2000), Barney (2001), and @balky

(2000). But, contentiously, this view has been challenged by a number of researchers. They argue
that this approach couldehunsuccessful due to the changes in the business environment before

the implementation of the developed strategy.

However, it should be clearly taken on board that Wang and Shi (2011) cautiously point out that
the strategy formation and the implementation process in small businesses are very different to
those of largescale business. This view is supported by Chatles (2015, p.4) who stated that

At he concept of strategic management i s View
the same vein, Miller (2011) notes that strategic management in small firms is a complex and
multifaceted process. Likewisen their seminal article, Damket al (2018) identify
environment al factor s, the business process
strategy formulation in micro businessksthis study the researcher has specifically identified

the straggy formulation and implementation as two separate phases because of their importance
and interrelation in developing the strategic framework for women métadl popup owners.

The following section presents the strategy formulation.

3.3 Strategy formation

In strategy formulation, several lines of evidence highlight the importance of integrating
environment factors, organisational structural factors, strategic ideas, organisational capabilities
and esources (Damket al.,2018).In a follow-up study, Feurer and Chaharbaghi (1995) found

that a number of previous researchers had followed traditional approaches in strategy
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formulation During this stage some of the activities conducted by businessbs cansidered

as scanning the internal and external environments to recognise the changing environmental
conditions and to adopt a strategy revision in the evaluation of the business performance. Such
a revision can be based on earnings per share, r@tuimvestment and taking proactive and
correct actions. According to Feurer and Chaharbaghi the reason for this is that when the strategic
approach is applied it could easily fail due to the changes that have already taken place within

the business enviroment.

The strategy formation phase i &talgaDswhidher ed
includes translating the businessés strateg
for the implementation of the strate@trategy formlation assists a business to developa(a)
strategic supportive culture, (ah effective business structure, (c) redirected marketing efforts,

(d) accessing, obtaining and allocating funding and resources, (f) information systems, and (Q)
strategy execudn to achieve the highest business performance (Lynch, 2018; David, 2013).
However, researchers state that the strategy formulation in small business is complex and
different from largescale businesses (Damke al., 2018). In consideration of thetrategic
management process of worr@nned micreretail popups, there is a need to adapt their
business models in order to minimise resistance to change and to adapt production and operation
processes to meet womspecific needdn view of the aforemdioned considerations, here the
researcher benefits from the emergent approach in developing theoRgihway (Mintzberg,

2000), and receives interest from those involved in the discipline of markéteng, the

theoretical foundation is built by adapty i The Desi g# School Mo d el

Zfibuilds on the belief that st irteetusegfafelvbasimdeasitoadesigi s a
strategyo (Mintzberg, 2000, p.36).
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3.3.1 Adaption of the Design School Model

Literature on strategic management highlights ten schools of strategy formulation (Mintzberg,
2000). The Design School Model is one of the ten schools of strategy faonufacusing on
achieving Athe balance betweeno an organi sat
are harmful and favourable to the organisation (Sarbah &Nyatko, 2014, p.231). Thaodel

synt hesi ses t he b usi neammsactivitiesvietd a pvetstabtishedi c o n c

framework as a continuous fAprocesso (Mintzbe

The Design School Model (Mintzberg, 2000), which endorses a prescriptive view of strategy
formulation, has been considered to be the most relevant madadveloping strategies for

women micreretail popup ownersWithin the strategy formulation phase, women mitail

pop-up owners are able to conduct both an internal and external environmental analysis which
can be identified as the first action phase s ent i al to the transl ati c
into reality (Persaueét al.,2016; Carpenter & Sanders, 2007). Considering the Design School
Model, Mintzberg stated that it is important for businesses to recognise and consider whether or

not intended strategies have been fully realised as illudtateelow,in Figure3.2.

111



Figure3.2: Intended and realised strategy

Intended

Unrealized

Strategy \\’f K

Realized
Strategy

Source Mintzberget al. (2005, p.12)

According to Lynch (2018), the analytical phase of the emergent approach identifies three
phases, namely: (i) conducting business environment analysis, (ii) identification of an
organi sationds competencies andandeoreaiiohafldal e r |
vision statement with a complementary mission statement and the definition of goals and

objectives which assists in the identification of a clear path.

However, David in his Strategic Management Concepts textbook has put the thedtdiefore

the other two(Naget al.,2007) and suggests that in strategy formulation, organisations need to
set their goals first and then identify the ways of how to reach the setlgaeid.(2013) points

out that vision and mission statements aseesal to strategy formulation and to developing

identifiable strategies as well as the necessary evaluation of the strategy implementation process.
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In this study the researcher follows the strategy formation process, suggested by David, in
developing he Popup Pathway. This means that firstly employing the identification of the pop
up6s Vi si omaoals miconiconm dan dviSedondlpianweandabayysng/ithee w .
popupb6s internal environme nup owners to dettenintheiro a s s
strengths as well as their weaknesses, and the opportunities available to them, as well as any
threats which can arise in the external environment, along with the resources and capabilities to
deal with them. This process will assist women-pppovners to identify available strategic

options and to make a selection from them for the realisation of their set goals.

3.3.2 Creating vision:and mission statements and setting goals

To date, previous studies havenfirmed the effectiveness of creating a vision statement and a
mission statemenboth of which are recognised as essential toolsa strategic management
processwithin organisationsDavid (2013 p.78 statst hat @Avi si on is a pos
future state of an organisation that includes specific goals, whereas mission is more associated

with behaviour and the presento.

3.3.2.1Vision

In view of all that has been mentioned so far, the researcher suggests the importance of creating
a vision statement as the first step (David, 2013) of theuPpp P a t hwsiarystatendeAt

provides direction for all planning activitiés(ibid, p.84). Qverall, thereis someevidence to

indicate that most successful businesses have a clear vision ardefiredd values (Purcedit

al., 2004, p. Vvii). Lynch (2018) states that Ovi

Adesirabl e of(pt98).r e condi t i
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According to Hania & Ahmad (2017, p. 93) Avi
wants t o b eAcdondingtytvisionfcan beuderdifted as a picture of the future created

in the wake of a clear purpgsghichwomen micreretail pop-up owners specifically choose in

the light of their present state (Lynch, 201Bpwever, in this study, creating a vision (or
imaginative picture of the business) and setting goals can be challenging for womeretaitro

pop-up owners, especlglin overcoming challenges which arise within the external business
environment anthaving tocompeé with their competitors in theparticularindustry and in the

retail markein generalln the following sectiorthere is aliscusgn of what businesses need to

do in order to achieve the vision, in other wordsission.

3.3.2.2'Mission

As a business management concept, aimis®#i st at ement demonstrates
and beliefs(Khalifa, 2012) It also defines the purpose and priorities of the organisation and
assistsin establishingts identity, laying a strong foundation for its future operation (Wit &
Meyer, 201%. This informationis illustrated as shown belowin Figure 3.3. Based on the
Ashridge Mission Model(SudburyRiley, 2008) a clear and weltlesigned mission statement
demonstrates the or ga n,iasdadfinesthe §pecifio’r mdducgeasd a n d
serviceghat itoffers under itgnarket terms and clear strategic directions for the future (David,
2013). In other words, it addresses the basic question that all strateggstacenamely,what

is our businesaAnother way of putting it is tgay thathe mission statement is a management
concept (Khalif a, 2012) and a decl arsthei on o
question whateally is my business¥ision and mission statements can be used as effective
determining factors in the formulation efrategies (David, 2013; Lynch, 2018), the fmp

Pathway as illustrate below, FigBe3.
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Figure3.3: Vision and:/mission

Mission
{ongoing Principles)

Target Objective
{Short-Term Aim) {Medium-Term Aim)

{Lonz-Term Aim)

Synthesised from: Wit and Meyer (2010)

The key a@vantages of having a clear vision statement and aestdblished mission statement

can be summarised as below in Tahlk
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Table3.1: Advantages of creating a vision statement.and a mission statement

Advantages of creating a-vision statement and-a mission stateme  Reference

Firms with formali®d mission statements have twice the average retu Rarick and
sharehol der so equity t han t h o s Vitton (1995)
statement

A positive relationship between mission statement and organisa Orhan et al.
performance. (2014)
Firmsusing mission statements have a 30% higher return on certain fin

measures than those without such statements.

Getting together the manager and employees in developing the visic

mission provides direction to achieve higher organisational performanc

An effective mission statement generates the impression that a fi David (2013)
successful, has direction, and is worthy of time, support and investmen

all socioeconomic groups of people

A clear missbn statement helps to identify potential strategic opt

available for the organisation

To ensure unanimity of purpose within the business Gunasekara
Assists in effectively allocating the resources of the organisation (2016)

Assists increating an effective environment within the organisation

However, there are criticismgth some other researchers stgthat having a mission statement

does nospecifically contributéo thefinancial performance. Based on the literature findings and
considering the experience in strategic management, this research considered that it is important
for women micreretail popup owners to create a mission statement for their r@tdiét as it

provides clear future directidior successful operation in the UK retail market.
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3.3.3.3(Goal setting

Another significant aspect of strategimanagement is goal settingision, mission and goals
setting appear to be closely linked (David, 2013; Lynch, 20R8kearchers highlight the
importance of goal setting and identifying an appropriate path to pursue the set goal and then
evaluating the gé in consideration of the likely changes happening in the business environment.
However, in a dynamic environment, such an approach can fail when the environment changes
prior to the implementation of the strategy. Moreover, they suggest that it is amptota
business to conduct a constant reconciliation of the business goals with the reality of the current
business environment and to identifgelection of dynamic paths for updated goal realisation
andthelearning proces$o0al setting assists smathd micro businesses to identify new business
ventures, avoid risks, efficiently allocate resources, and develop or expand the business
activities.Likewise, thePopup Pathway assists them to create the vision, the mission and the

goals/objectives of thieusiness.

David suggests that once thealshave been set, the next step is to conduct: (a) an internal
apprai sal t o unde stengtsyasources, compategcamdiweaknesses n 6 s
(b) an external business environment analysis whiil assist an organisation to identify

available opportunities and unexpected threats

3.4 Business svironment.analysis

In his strategic management textbook, John (1,38f)nes environment analysis as a procedure
which assists organisations to deal with the competition in the market and address the issues
arising in the social and economic environment. Further, he emphaisegeenvironment
scanning assists business ensto identify emerging situatiorgpportunitiesandthreatsin the

market.Vezina and Sabourin (2005) have been able to show that environment scanning is a
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prerequisite to the concept of strategic management. Moreover, previous reseétcterst
al., 2005) have identified environmental analysis as one of the most important requirements of

the strategic management process.

Likewise, almost every paper that has been written on strategic management has included a
section relating to environment scam In strategic management, environment analysis assists
businesses to identify which business activities should be performed and how to gain maximum

competitive advantage.

In this study, environment scanning has been recognised as the ghagh of the strategic
management process in developing the-Bo@Pathway. fie researcher plasghe primary
emphasis on the appraisavadmen micreretail popu p 0 winternalerdvironment strengths
and weaknesses amdternal environment threats andportunities. As mentioned aboveni
developing the Pepp Pathwaythe studyadaptedthe Design School Mod€las a convenient

tool (Mintzberget al.,2009)as shown in Figurg.4.

2ABut the real i mpetus f or en&rhl Man&gemnsentgroup & thétdaovdrd c ame fr o
Business School, beginning especially with the public
by Learnecet al (Mintzberg, 2009, p.25).

118



Figure3.4: Design-School Model of strategy formulation

External Internal
Appraisal Appraisal
Threats and Strengths and
opportunities in weaaknesses of
environment organization
key success distinctive
factors competences

Creation o

of ﬂ\a‘"@

®
Strategy o

\/

Evaluation
and Choice
of

Strategy

Implementation
of
Strategy

Source:Mintzberg (2000, p.37)

As shown in Figur&.4, the model focuses on the preliminary plan of the medium teténg
development of the businessowever, the real impetus for the use of this design school model

in this study, came from the General Management Group at Harvard Business School which
incl udes Mi-authar,iKenneghdAsdrew avh@&tands as the most outspoken émel
originator ofone of the clearest statements of this saddihtzberget al.,2009, p.25; Andrew,

1987).The development of the Payp Pathway follows the Design SadidModel, associated
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with the Andrews text(in Christenseret al.,, 1982) whi ch i denti fi ed #fAth
connecting t he oiritgmissiorsaad objectivéssvith itsustrgbegics aptions

and subsequent activitieso (Lynch, 2018, p. 2

The Design School Model assists women ni@iail popup owners to create successful
strategies by asking and answering the quest
and 6how am | going to get t heng Aadingh, theni n t
Design School Model has been employed in this study as a tool to assist womenetaitro
popup owners to anticipate (a) Owhat Ilyffobeure r
and (b)how toidentify and develop approprigpeoductmarket strategies. The following Table
3.2 depicts several basic premises underlying the Design School Model and how thiegdmave

adapted in developing the Rap Pathway.
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Table3.2: Basic;premises underlying tBbesign-School Model

Environmentanalysis:and Creation/formulation, of istrategy

strategy formulation

Strategy formulation considere( Action must flow from reasan

as a deliberate process of
conscious thought

The model of strategformation The idea of corporate strategy constitute

must be kept simple
informal.

Strategies should be one

ansi mpl e practitione
everymands concept
1981a)

of Need to consider the unique and individi

kind: the best ones result from conditions of thdusiness.
process of individualised desig!

Design process is complete
strategy appears
formulated,asaperspective

wh The model offers little room for a
full incrementalism view orfor emergent
strategies

Evaluation of choice of strategy

AEffecti ve st rataghtly contrelled ptoees
of human thinkingo. (Mintz
Women micreretail popu p owner s fkno
really doing only if they
possibled (Andrews, 1981c¢
It is important to maintain and evaluate the strate
management process as im@e process (David, 201!
Lynch, 2018)

Strategies have to be tailored to the indliaal case

It is important to maintain a clear focus during the strat
implementation process. This will allow tHmisinessto
actively create and build capabilities (Mintzberg, 2009)
Strategy formulation needs to be allowed as a continl
process during and after strategy implementation
Strategy may appear as ideas and insightsiwimay later
be formulated and implemented (David, 2013; Lyn
2018)

Strategies should be explicit, ¢ Strategies should be explicit for those w Strategies need to be clear and simple. Simplicity ca

they have to be kept simple

Simple strategies are

make them and if at all possible, articula
so that others in tHausiness can understal
them

full In strategic management processksre is

found aghecoreof aneffective strateg (Andrew, 1981a)

The Design School Model assists in generating ideas

formulated so they can then | a considerable distinction between strat( then taking action to implement those ideas in develo

implemented

formulation and strategy implementation

121

the Popup PathwayMintzberg, 2005)



The model Aipl aces the primary emphasis on aj
the former uncovering threats and opportunities in the environment, the latter revealing
strengths and opportunities oftheb i nes s 0 ( Mi ntLkénse, ghen &dpthg , p . 2
the model to this study, the emphasis was placed on business environment analysis of women
micro-retail popup owners. The reason is that most of the women conduct their retaippop

within a consantly changing business environment which has a huge impact on theippop

and the strategic decisions they make.

Moreover, environmental analysis deals with issues that do not lend themselves to unilateral
definition or solutions, even thoughthey may i t i cal ly i nfluence the
performance, success and survival. John (1996) stated that environmental scanning invokes
and encourages business owners to examine the inside and the outside of the business such as
present and prospectiveropetitors, customers and regulators. Business owners can conduct
observations and learn what is happening within the business environment. The lowest level of
environmental scanning is fAobservationso whi
the business seeks to integrate signals of future events or conditions into a meaningful model
upon which to build a strategyo (John, 1996,
or external environment, businesses are expected to adapt agdorttie changes (Darrow,

1983). However, businesses have limitations when responding to the changes within the
external environment. This situation emphasises the importance and the need for conducting

an external and internal environmental analysis fosuacessful strategy formulation

(Mintzberg, 2009; David, 2013; Lynch, 2018).

Accordingly, business environmental scanning assists womenpop/ners to expose events

and circumstances and gain benefits. It helps them to identify the opportunitidzreatd t
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which can assist businesses in the creation of value through strategic adaption by viewing
out side the busi ne s stiaschangeshappening oatside thd dusness,e a s o
influence performance (Dobni & Luffman, 2003). More importantly, environment analysis

allows women pojup owners to develop their retail businesses by designing and formulating

a strategy as a controlled and conssi@rocess of thought (Sarbah & @uarko, 2014).

Previous researchers highlight the importance of beginning environment scanning by

conducting an external environment analysis.

3.4.1 External.environmentanalysis

The external environmeran be considered aset of forecasts made about future conditions
(Mintzberg, 2009). Evidently, previous researchbes/e emphasised the importance of
forecasting the external envi ingabletecontrolthe t he
environment, an inability to predictThimeans a
is becaus¢he external environmeifdictorsaffectbusinesgrowth and profitability (Wheeler

& Hunger, 2012; Hillet al.,2007) and inflence théousines8 s st r at egi ¢ opti ons

decisions made in light of them.

Businesses have little control over the events in the external environment, therefore businesses
need to seek to anticipate and understand thexternal environment analysis assists
businesses to identify and develop a finite list of opportunities that benefit business as well as
those that pos¢hreats of competitianit also highlightsthe characteristics of the market,
government ideologies and policig¢isat should be avoided and key variables that offer
actionable responses (David, 20Brter, 2008, Ashill & Jobber, 2001) Davi db6s ext
environment scanningefers to the identification obpportunities and threatss well as

competitive trends and vent s t hat could significantly b
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Accordingly, a businessds understanding of
knowledge about its internal environment to form its vision, to develop its mission, and to take

adions that result i strategic competitiveness gmbtentially, araboveaverage return.

3.4.2 Internal-environment analysis

Dyson (1990) stated taheavironmentlorethedrganigaticsh mastbe t h e
matched with the resources of the firm. The internal environment can be identified as
corporate environment of a business which h:
Najib, 2008, p.32). Previous esrchers have identified the internal environment analysis as

less complicated than the external environmental analysis as they already have information

about the business.

filnternal strengths and weaknesses vary gre&tly different enterprises@room & David,

2001, p.22). Some of the key aspects of internal resources can be listed as follows: (a)
management and organisation; (b) operatiar)dj{ance; andd) other factors important for a
particular business or organisation. Similarly, Mintzberg (2009) focused on the effect of the
internal environment analysis which is conducted by evaluating the functional areas of the
business and facilitating business ova® identify their strengths and weaknesses. Together
these studies indicate that women micetail popup owners must carefully look into their
businesses to identify interrgttength and weaknesgategic factorsn addition taresources,
capabilites and competencig¢Pearce & Robinson, 2013; Ireland, Hoskinson & Hitt, 2011,

Hooleyet al.,1998)

The evidence presented in this section suggests that womerpmapners are able to employ

the ResourceBasedView (RBV) to take advantage of existing opportunittesgive a
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maximum competitive advantage (David, 2013; Lynch, 2018). However, findingsé&weenal
studies suggest thatven though all businesses have their own strengths and weaknesses, it is
difficult to find a business which is equally strong or weak in all areas. In view of all that has
been mentioned so far, one may suppose that ifgeriiant for business owners to seek to take

advantage of thbusinessestrengthsaanddisregardthe wealnesses

Directions having been established, there will be a constant scanning and analfattoy ©f
within the internal and external environments (Sarbah &XBjarko, 2014). This focus should
lead to a continous refinement of the pathway involving the business assets in periodic
reappraisal of the competitive environmehhe Popup Pathwayis there ¢ assist women

micro-retail popup owners to formulate strategies towasdscessndsurvival in the market

3.5 Patterntowards -a successful transition

AWi t h s ecisiens lagng enduling effects and being difficult to reverse, a key issue in
strategic planning and decisioma ki ng i s the wuncertainty of
This is especially relevant to the UK retail maratl is whythe Popup Pathwayocuses on
possibilities as well asn problems or issues of uncertainty to hblgsiness owner® deal

with anuncertain futureencouraging them to continually ask where the business wants to be
and how it can get ther&he reason is womeswned micreretail popups operate in an
economic, political and social environment and aspects of this environment affect performance
but the future state of the environmertiten key decisions have to be takisras yet unknown

(Stoffels, 1994

In this study, the Pepp Pathway has been developeduch a way as tase the uncertainty

for the benefit of women micreetail popup owners. The Pepp Pathways being created by
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deploying the entrepreneurial mindsetaaway of thinking about microetail popups that
capture the benefits of uncertaginOnce the thinking of womemicro-retail popup owners
becomes second nature, they will be able to continuously identify uncertain yet high potential

business opportunities and exploibseopportuniies with speed and confidence.

With this fact in minduncertainty beconsanally insteadof an enemyThere are three ways
in which the Popup Pathway is different fronthe strategic frameworksof women
entrepreneurs general.
Firstly, sine succestul women popup owners are actieariented, so is the Peyp
Pathway. Each step of the RPop Pathway is intended to provide women -oqp
owners with ideas that they can put to work immediately, even if their situation is
uncertain.
Secondy, the Popup Pathwayhas been kept simple and informal and the concapts
describedkeptsimple to use (Mintzbergt al, 2009). When women micie@tail pop
up owners arexperiencing rapid progressomplexity only creates confusion and
delay.
Thirdly, the Popup Pathway is intended tme develoged throughthe participation of
women popup owners.Women micreretail popup owners play a central role in
formulating, validating and evaluating the rewuilt Popup Pathway.
Action-learning activities of the Pepp Pathway start simplgfter whichthey can add to the
level of challenge as the Paopp Pat hway moves on. ARA huge

entrepreneurial leader is learning to simplify compiexat ( Mc Gr at h & MacMi | | a
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The entrepreneurial mindset assistomen popup owners to begin to think and act like
unusual people (habitual entreprenéfrand hone their skills in forging opportunities from

uncertainty.

The Popup Pathway assts women micrgetail popup owners to rationally analyse and
identify their external opportunities and threatfong with theirinternal strengths and
weaknessedt also helps them teetlong-term goalsandidentify alternativestrategiesand

choo® best suitablestrategies to pursue (Lynch, 201&cademic literature on strategic
management in micro businesses reveals the emergence of several contrasting tools. Moreover,
At here are hundreds of diff er etzberg, 2009, p3legi c p
It seems that there is no single correct approach to the conducting of an internal analysis.
However, the researcher is adhering to the same basic SWOT analysis idea but @dapting
develop the Popip PathwaySWOT analysihas ber adopted as an effective tool to conduct

an internal analysis @pop-up and summarisés current position (Lynch, 2018; Bainetal.,

2012; Porter, 2008). The following sectishows how the elements of SWOT analysis and

TOWS matrix have been adoptiecthis study.

3.5.1 Description.of SWOT analysis:and TOWS imatri

One of the main central tools of the Design School Mduk, beeradaptedor the Popup
Pathway to conduct environment scandfing Accor di ng to David (2013

management process is based on the belief that organisations should continually monitor

internal and external events and trends so t
“AHabitual entrepreneur s bbsmesses, some veorkingaitienexisingout of st a
businesses and some in independent-stgots 6 ( Mc Gr at h & MacMi Il an, 2000, p. 2
PAENViIironment scanning: a methodol ogy for coping with

issues that may be diffitcut t o observe or diagnose but that cannot |
2009, p.1).
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strategic management to@WOT analysis has been adapted in this study to develop the
strategic framework, namely the Rop Pathway, for women micn@tail popup owners

because of to its simplicity and value (Gurel & Tat, 2018).

3.5.2SWOT Analysis

The Popup Pathway decouples the complexity of women rmietaill popup owner s 0
entrepreneurialawareness into an identification of Strengths, Weaknesses, Threats and
Opportunities (SWOT), (Lynch, 2018; David, 2013), which was originally explained by
Learnecet al.(1969).SWOT analysis can be identified as a simple but perhaps most common,
potentid, significant and powerful analytical tool in identifying factors that influence the
development of womenwned micreretail popups (Bainest al.,2012; Pickton & Wright,

1998).1t helps to categorise the significant environmental factors (internal and external) as it

contains both theoretical and practical insight.

The Popup Pathway is designed to assist women-gomwners to conduct an analysis of
internal strengths and weadsses in one dimension, coupled with external opportunities and
threats in another dimension, in order to gain competitive advaritagé@nternal environment
analysis is conducted to identifhe organisationastrengths and weaknessef business
ownersand theircapabilitiesandresourcesln contrast, the external environment analysis is
conducted to identify available threats and opportunitnegortantly this analysis activityvill

assisthem to beproactive and exert control over their futuretags(David & David, 2017)

3.5.2.1 Strengths

Strengthcan beidéeni f i ed as fisomething an organisatio
gives it particul ar c,(Baidesebal., 2013t pyl703 a.gl, fimarcialk et a
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resources, broad product line and no debt (Qdit@.,2014).In this studythe strengths of

women micreretail popup owners can be identified (a) as something that they are doing well,
valuable knowhow, human, physical, tangible or intangible assists including expertise,
capabilities, personalities, qualities and distinct featb@$igher levels of customer demand

for products and services, human resources, broad product line, no debt and a committed group
of employees or people etc., or (c) their characteristics and attributes which assist them to
achieve their pojpip businessnissionand objectives and continue to succeed in the retalil
market (Osita, 2014). Identification of strengths provides more insight into the identification

of resources, capabilitieésdcompetencies.

35.2.2Weaknesses

AWeakness i s somet hi redormsimananfegoavmay is @mparisontol a c k s
ot her s oetal.,BM2, p.k/B@)Baineset al.(2012) statehat weakness is a quality in a

business which displays a lack or inferior performance in comparison with dthigis.study,
weaknesses can hidentified as the qualities that prevent women -pppowners from
accomplishing their mission and achieving their full entrepreneurial potential (€ séla,

2014).An external environment analyséssist women micro retail pagp owners to identify

threats and opportunitie¥he identification of threats will show how the business could evolve
because of thentdentification of opportunitiesvill show how a business could be improved

by taking advantage of the(Gurel & Tat, 2017).

3.5.2.3Threats

AA threat iIs something that at some time 1in
performance of t h et ab, 20423 p.178).a&he imaimobstru¢tiBna and e s

unfavourable situationgStrategic Management, 2004€ncountered by women micretail
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pop-up owners in developing their pgpscan be seen as a threat to the development of their
pop-ups in the present as well as in the futlitereatscan be seen as new popsenering the

retail market, slow developments in the industry and the market, changes to technology in
addition to government regulatiorfihe Popup Pathway assists them to consitierobstacles

they encounter and identify cagmet i t or s Oinclulibgr differgnt hnerketing
communication method#Jsing the Poqup Pathway, owners can considbangeso the retail

marketas well asnew trendgo the economy, industry, market, product and customers.

3.5.2.40pportunities

According to Bainest al. (2012 p.170Q , Aan opportunity is the
organi sation by the development and satisfac
of future opportunities in the market will assist women-pppwners tsuccessfullyachieve

the goalsthey are currently working toward¥hey can find specific ways to attract more
customers with perhaps the identification of potential products aogptdicustomer needs

and desiresThe Pathway is assisting women pgp owners to analyse the business
environment and develop their pap businesses while managing family, societal and cultural

responsibilitiesThis analysis is depicted here below in FigBi&e
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Figure 3.5: Environment-analysis of the RgpPathway
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Source: Gallellalaget al.(2020)

The Popup Pathway define the key success factors and irethe design of actiefearning

activiti

environment wants and what the pap has to offer, between what the pgpbusiness needs

to find

t he

strategic

of it

0

and what the environment can prawi@o avoida potentialpitfall associated witthe SWOT

analysis framework, the researchmnefits from the TOWS matrix as a complementary

framework in developing the Payp Pathwayy usingbusiness strengttand identification of

opportunities.

35.3TOWS matrix

(fro

TOWS stand for Threats, Opportunities, Weaknesses and Strengths and it is a pathway to invest

in strengths and turn threats to opportunities and weaknesses tohstrekagtordingly, the
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Popup Pathway facilitates a clear understanding of how critical the retail market competition
is and assists in predicting current and future threats as well as opportunities within the retail
market. Some of the reasons considerednaiatly delineated steps, each articulated with lots

of checklists and techniques and giving special attention to the setting of goals on the front end

and the elaboration of budgets and operating plans on the back end.

The TOWS matrix uses a structumggproachlt uses concepts assist women pepp owners

to conduct a market situation analysis and develop stratddiese strategies should enable
pop-up owners to achieve their goasd missions by turning weaknesses into strengths and
threats intmpportunitiesBy this means, owners c#imoroughly examine, identify and develop

their business management capabilities and entrepreneurial orientation (Lynch, 2018; David,
2013).Hence they canidentify the areas they need to improve and prorantidifferentiate

their businesses from their competitoPopu p 0 w marketsodientationrand learning
orientation will be conditioned by their entrepreneurial orientation and affect performance
(Gutierrezet al.,2014) They will be able to gain a solid understanding of where thekupsp
currently stand, and then identdéyailablestrategicchoices followed by the formulation of a

realistic and actionablaind map to move forward successfully.

The Popup Pathway assists women migedail popup owners to identify relationships
betweenthe aforementionethctors andhenbase strategies dhem to gain greatenarket
prominence in the futurfor their popups(Dyson, 1998) Conceptually conducting strategic
planning, including analysing the current and expected future situation, determining the future
direction of the business and develgpmeans for achieving the missiamnght beseen as
comparativelyeasy(Lynch, 2018; David, 2013However, in reality, women micne@tail pop

up ownerswill invariably find the strategic planning process be complex The process
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includesa systematic argsis to identify external environment factors and match them with
individual capabilities and resources. Accordingly, the following section has two main
purposes: (i) to reviewhe general consideration in developing the RgpPathway; (ii) to

introduce the TOWS matrix (Dyson, 1998).

Weihrich (1982) developed TOWS as the netdpsof SWOT in developing alternative
strategies adapting the TOWS matrix to develop the Rgp Pathway by combining
environmentafactors may require distinct strategic choices (Dyson, 1998). However, there are
some ot her 0t ool s 6 ctitely antstrategaicvmanadementn for iexample, e f f ¢
Business Portfolio Matrba nd Gener al El ectricdéds Business .
Aappear to give insufficient attention to th
(Dyson, 1998, p.27Hence, to address that deficienbg TOWS matrix has been adaptede

in this studybecause of its wider scope and emph&8OT analysis andOWS matrixnow

appeaias a conceptual framework for the analysis that provides a means to develop strategies

along with the 5Ms theoretical framework which is discussed in chapter 2.

3.6 Conceptual Framework of the study

The conceptual framework for this study was developed based on the 5Ms theoretical
framework SWOT analysis and TOWS matriBrushet al.,2009 Lynch, 2018. Miles and
Huberman (1994) defined a conceptual framewo
graphically or in narrative form the main things to be studiddh e key f act or so
conepts and the presumed r @Hatastthe ceassning behsnd theno n g
conceptual framework of this study consists of concepts, expectations, theories, adapted
theories, strategic management tools and the presumed relationships amoragy thfemtich

are be depicted as below in Figur6.3.
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Figure 36: Conceptual framewordim: Sustainable:retail presence forrwomen mietail popup owners
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As shown in Figure 3.6, the researcherelopsthe conceptual framework to make sense of

the rich detailed evidence frothe theory and its application within the real practical business
environment. Accordingly, the studgdaptsstrategic managementools such as SWOT
analysis and the TOWS mat r i kave agpeherafplicdiianan b e
by analysing them f or-owned mioaetad popups tb isurvived f or

successfully in the UK retail market beyond five yg&isannonBaker, 2015, p.4)

3.7 The grategic:management process followed in.developing theupdpathway

Theabovediscussedtrategies can now lmsed on logical combinationsfaftors related to
matching the external threats and opportunities thighinternal weaknesses and strengths of
womenowned micreretail popups (Dyson, 1998) Yes, the researcheconsides that it is
important for women popp owners to scan and analygeto-date informationWhattype of
opportunities are available or will be available? Wipe of threats exist and will arise within

the environment? What are the changes taking place in the UK retail market?

With these matters in minthe TOWS matrix assists women migetail popup owners not

only to (a) utilise their experience, current imfoation and knowledgeo identify thegoalsof

their businesandassist them to identify and utilise opportunities to overcome thim#talso

to (b) maximise and utilise their strengths to overcome the weaknesses and perform well to
improve their futue retail business activitiedt will also help woment o0 Ause a r at
approach toward anticipating, responding to
remain effective (Dyson, 1998, p.17).

This processis complementedby other factors identitd and subscribed within four

conceptually distinct strategic groupsfakows:-
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3.7.1Strengths Opportunitieg SO) Maxi-Maxi strategy

Strengthdriven strategy (how to utilisgtrengthsy most successf ul women
testimonies prove that women hawéot to offerin the business worldndthat they are well
motivatedto build a busines<apitalising on their strengths, they can utilise resources to take
advantage of the market for its products and servitiesy will often attempt to get into a

situation where thecan workwith their strengths to take advantage of opportunities.

3.7.2Strengths Threats (ST Maxi-Mini Strategy

This strategy is based on the maximum utilisated popup strengths to minimise threats.
Successful women business owners emphasifiaboration overcompetition by sharing
experienceand helping each othdfor examplenetworking events facilitate women business

owners to learn from others (FSB)15; Vistaprint, 2016).

3.7.3.Weaknessek Opportunities (WQ Mini-Maxi Strategy

This strategy attempts to minimise the impact of weaknesses by utilising strengths, maximising
the opportunities, and taking practical action against existing threats, thus avoiding future
threats. Weakness is the absence of strength. The majority of vbuisiaess owners state that

they need to be seen as entrepreneurs (without any reference to women) so that they can build
a purely positive imag&hePopup Pathway assists women pap owners to take advantage

of their strengths and exploit opportunities overcome their weaknessdsor example,

brainstorming sessions help women qugpowners to recognise their inner strengths.
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3.7.4Weaknesses Threats (W) Mini-Mini Strategy

The aim of the Weaknessé Threats strategy is to attempt to minimise the impact of both
weaknesses and threats. A woman mietail popup owner who encounters external threats

and internal weaknesses may indeed be in a precarious position.

The following Table,3.3, presents ¢w the studyadapts TOWS matrix and condudtse

situational analysis idevelopingthe Popup Pathway.
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Table3.3 The TOWSmatrix A tool for situational.analysis

Step I1:1dentify the wisionand mission, of thepepp businessand:defiiis future goals

(a) the kind of popu p ; geographic

Internal Factors

External factors

(b)

domai n;

(c)

C O ronemadtiont i ve sit

Step4:Prepare a Strengths & Weaknesses (SW) audit in the &ie{d$ management and organisation;

(b) operations; (C) finance; (d) marketing) other

Step5:Develop alternatives.

Step(6:(Consider strategicioptions,

make choices and actions.

Steps|1lto 6 test for consistency.

Step 7: Prepare contingency plan.

Internal
Strengths (S)

Internal
Weaknesses (W)

Step 2:dentify and evalua the following
factors: economic, social, political,
demographic, products and technology,
market and competition

Step 3:

Prepare a f@cast, make predictions aad
assessment of the future

List of externalOpportunities (O):

Strengths & OpportunitiesSQO)
AMaMaxi 0 Strat e
strategies that use strengths
maximise opportunities

Weaknesses & Opportunities
(WO):A Mi-Ma xi 0 St
strategies that minimise
weaknesses by taking
advantage of opportunities

List of externarisks, some seen
as Threats (T)

Strengths & Threats(T)
AMaMini 0 Strat
strategies that use strengths
to minimisethreats

Weaknesses & Threatd\V{):
AMi-Miini 0 Str at
strategies that minimise

Weaknesses and avoid threa

SO Strategieshat utiliscoppor t uni ti es

t hat ar e

a

good fit for t

ST: Strategieshatindicate ways for the oagisation to use its strengths to counter external threats
WO: Strategieshathelp the organisation to overcome its weaknesses to pursue opportunities
WT: Strategieshathelp the organisation to prevent its weaknesses from rendevinigérable to external threats

he organi sat:i

Synthesised fronWeihrich (2012)
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The TOWS matrix supports the drawing and developing of a roadmap for exploring new and
long-term opportunities availableo womenin the internal and externgdop-up busines
environmerntmind mapping assists women pop owners to recognise the leteym pathfor
developng their businesseand increasig efficiencyby gradual change to survive in the retail
market (Baineset al., 2012). Women pojip owners can find the righmoveto make by
reconsideringheir own terms, experimeng andthencontinually applying themselve§his

will enable them to utilise opportunities and harttiieresultanichanges.

In developing the Popp Pathway, SWOT analysis Hasenadapted to the internal prospects
(strengths and weaknesses) trekxternalcircumstancegthreats and opportunitieahd then
taken intoconsideation womenspecific characteristics and needswell agheir social and
cultural expectations' hae hasalso been an acceptancdlw@micro size and temporary nature
of retail popupsin conceptualising, designing and developing the-Bqmpathway. However,
SWOT analysis and TOWS matrix needto be adapted taater for womenspecific
characteristics anthe temporarynature ofmicro-retail popups as a contrast tthe normal
globally recognised perspectivélence the emphisis on actiorbased training fowomen

micro-retail popup owners.

3.8 Adaption of SWQT.analysis,and M6 matrix tormatch.womespecific .characteristics

for thetemporary micreretail popup

SWOT analysis and TOWS matrix have been adapted in this study to match the characteristics
of women micreretail popup owners. Their characteristics such as values, attitudes, skills,
previous business management experience, traits and educational backigavendn
influence for gaining competitive advantage and improving competancherecan now be

a furtherimprovanentthrough SWOTanalysisand TOWS matrix (Rwigemat al., 2008;

139



Mandishayeet al.,2015).The following section explains the adapti@guirement®f SWOT
analysis and TOWS matrix to address and meet wespeaific needs beyanthe globally
recognised general entrepreneurial perspectiMee sectionaddresess womenspecific
characteristicselated tamicro size thetemporary nature, arttie retail industry. The Popp
Pathway aims to provide convenient support for women nnetal popup owners witin the
environment otollaborationwhich it creates and fostdt.givesconsideation tothe practical
implications, challenges and difficultie$ adaptingthe SWOT and TOWSools due tahe
w 0 me lindtexd experience in business development and managememptractecal context

(Pickton & Wright, 1998)

As mentionedbefore,womenrrowned businesses in the UK are growing in importance and
numbers (Brush, 2006; Shneor & Jenssen, 200)en onsideringprevious studies in

context, most researchers place the emphasis on examined wWainstages of active
entrepreneurial engagememtin d hence at the action stage of
2014, p.15)Also, few researchers have identified that women entrepreneurs have distinct
differences in decisiomaking styles, risk tolerance, business goals, financing of the business,

management styles, networking ability and motivation (Shmalian, 2016).

Academic research into womemwned micreretail popups remains relatively limitedndas
a consequenciesight into similarities and differences betwegamen entrepreneursnd
womenmicro-retail popup ownersat the intention formation stage remain scaRrevious
researchers haveot paid any attention to the identifying of women micetail popup
ownerso6 knowl edge i dernrgedlsaand understanding the stratégicg | ¢

management process in developing their retailing businesses.
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Until recently, there has been no adlie evidencéo showhow women manage their tine
developng their temporary micrgetail popups differently from women entrepreneurs in
general The reason ithatwomenmicro business owners particularhave limited time to
attend and participate itraining programmes due to their family caring responsibilities and

social and cultural expectations.

Hence the researcher has focused on worseecific characteristics and the disadvantaged
situation theycan encounter (e.g.childcare and family rgmnsibilities). Furthenore the
researcher has comprehensively examinetnen specificcharacteristicaas regardgsher
strengths, weaknesses, threats and opportunitieh canhave a decisive impact on women

owned micreretail popups (Li & Ding, 2015)

Previous researchers have recognighdt micro retail business owner have distinct
characteristics as entreprene(Mgennekerset al.,2002) In general etrepreneurs are more
interested i n fAmaxi mising pnowvafion,tasd exppibnger at i
opportunitie® rather thantheir resources whees micro and small business owners are
interested in their personal goals, spending most of their time in the business and linking
businessncome to provide fofamily needs and d&es (Shmailan, 2016, p.2A number of
researcheriave paid attention to identifying whether small businesses choose a strategic
management process due to their own personal characteristics: compstealt\yousiness
characteristicsscope and scale dfie businessaand external environmental factpcsassified

as political, economic, sociocultural, technological and ecological (Cragg & King, 1988;

Oswald, 2000; Charlest al.,2015).
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However, previous researchers have given little attention todheew specific characteristics
required for the development of their retail pgps in the UK contex#s discussed above, in
developing the Pepp Pathway the researcher has taken into account how SWOT analysis and
TOWS matrix can be adapted to match worapacific characteristiaa orderto support them

in thedevelopnent oftheir temporary retail pepps.

3.8.1 Women specific characteristics

Women business owneoftenhavedifficulty in making decisionsasthey can beensitive to
issues,especiallyto financing (Brush, 1992)Previous researchers have highlighted that
womenneed more timdor decisioamaking partly because they are keenmake a social
contribution and want to ensuits quality. Women tend to open a business in specific
industriesResearchers have found thatmen business owners amostlygoaloriented, care
about their customers artlde quality that they can provide as well Bscusng on making a
social contributionwhich gives them personahtisfaction (Orham & Scott, 2011 their
study, Moore and Buter (1997) found that a number of women started their businesses to feel

self-fulfilled.

Researchers havasofound that women business owners have a different attitude towards
risk. They are less likely to take risks (less fislerant), are more aware of the cues that
indicate risk, and thetend to ensurthat they have@roper social support before they sthasir
business (Ljunggren, 1996). Many women start their businesses with support from their family
and friends (Brindley, 2005). In contrast, in their study, Rasa. (1996) found that women

business owners have fewmsttial resources and are more likeo faceclosure.
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Women business owners process information differef@gxton, 1990), are more detail
oriented and manage their businessea different way (Brush, 1992). Buttner and Moore
(1997) highlight that in managing businesses, women kesimevners empower their
employees, focus on relationships, team building and perseverance, and often choose to have
a small retail operation or service business rather timenof construction, technology or
manufacturing operationg.hey often focus moreon product quality (Rosat al., 1996).
However, in their study, Benard and Victor (2013) indéchat only a very small proportion

of women business owners atgleto developtheir businessem a totally effective manner

A now outdatedattitude to female entrepreneurshiyhich still exists in some quartersan
sometimede identified as a thre&d the development of womewned micreretail popup
implementation.The dual pressure of work and famiyxpectatios can weigh heavily on
womends shoul der s (dlsofacé&the Batistyng of theéxdebtgtionshdth e y
societyplaces on women in the family in addition to pressure from the business (Vistaprint,

2016).

Womenin generalhave the desire to conduttteir retal businesseffectively but they are
family-centredand entrusted with household responsibilities. This has been an unalterable truth
for millennia (Li & Ding, 2015)But, as a counterbalance, nowad#ysy arebenefactors of
improved rights and attitude8. more detailed demonstration of the situation encountered by

women business owners in general is given in the following SWOT analysis table.
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Table3.4: Srengths Weaknesse©pportunities:and hreatsanalysis forwomen business owners

S\WO

Tharic:dhanrcit cdonnist

reu leitnesdowitero

indhe ntilinefay

w:0: me oppoldunites.n e s s o

1. Language compatbce

Strengths

Weaknesses

Identified theme

Literature review findings

Identified theme

Literature review findings

Focus
communication skills.

Communication

on

i Wo me n tend

stronger expressive langua

Unfocused communication
Too talkative.

OLose scope

Communication loses scope, or gives the impressid

AUnder circumstanc

(Li & Ding, 2015, p.212).

some

relationship.

and appropriatew o r d i
(Li & Ding, 2015, p.211%°.

richness. skill s «c¢omp a|the customers.

Expressive, 2015, p.211). AThough el oguence i s

adeptcommunicators 6Barri er s t o]conversation, constant chatter can be extrer

customer rel|{unpleasanto (Li & Ding,

Attract customers. Wo men fdar e n Customers experience AWomen tend to wuse int
communicating with people 6unpl easant language, leaving an impregssn  of i ndec

Build a strong, long | as they speak fluently arfe x per i enc e 6. | &Ding, 2015, p.212).

term customer clearly with a tactful toneg ACasual conversation ma

Demonstrates less focus

business development.

focus, causing their views to be eggiverlooked wher|

doing businesso (.Li & D

®AStrengt hs
or hobbiesbo

of |
(Li

anguage ¢
& Ding, 2

an

i mportant raock, avomemwillgaik about thveeathgr

communi



2. Business.competence

Strengths Weaknesses
Identified theme Literature review findings Identified theme Literature review findings
Women fAare confide nRnAbsence of p

Business management and are capable of achieving setfonomic| Absence of support from | cooperation and baeakp for women
knowledge and skills. i ndependence i ndi |friends and families. by their own family members and tf
(Aggarwal &Jain, 2014, p.837). outside world. People force them
drop the idea of excelling in th
enter pr i sgarwa & &ain,
2014, p. 837).

Women can generate employm¢ Family caring
Contri but e t|opportunities for others by initiating responsibilities hindel A Wo me n 0 s family

and Osuppor t|establishing and running the enterprisef wo me n busi n|ithem from becoming successi

keeping pace with their personal, fam| full entrepreneurial entrepreneurs in both developed 4

ands oci al | i ves o ( A|potential. developing natios 0 ( Agg i

p.837). Jain, 2014, p. 837).
Entrepreneurship assists |[i Women prefer t o |Women less likely tqi Femal e fol k I

women t o 6 a c|residence because of difficulty in getting achieve higher level g motivation as compared to ma
| i fe bal anc e|suitable job. The desire for socibusiness performance me mber so ( Aggar
recognition motivates sed mp | o y | compared with their mall p.837).

(Aggarwal & Jain, 2014). counterparts.
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2. Business competencercontidue

Strengths

Weaknesses

Identified theme

Literature review findings

Identified theme

Literaturereview findings

Women business owners g

Wo me n ar e abl e t o

abl e to b u i]| relations in business, boost bilateral t

cust omer r el |with a tactful tone and express a pol
attitude to reach
2015, p. 211).

Women O6consi

when making busines Women make decisions differtyn and

deci si qobtiding @

need more time.

Womenspecific
characteristics hinder
women busi
full entrepreneurial

potential.

n €

entrepreneurs is
wo meno
p.837).

i T hgeeatest obstacle for wome

that they

(Aggar wa

~

C

bank | oan). Women are less willing to undertake ri
willing t o t](Shmalian,2016).

Women business owne| Women seek to make a social contributi
6mostl y t end|andwanttoensure its quality.

products at a reasonak

priceod.

Goal setting assists wome

busi ness own

their businesses with a cle
di

rectiono.

Women have goals that drive them
achieve (Orhan & Scott, 2001).

Women are less task

oriented.

Conducting a business without a pl
hinders the longerm successof

womenowned businesses.
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3. Psychological traits

Strengths

Weaknesses

Identified theme

Literature review finding

Identified theme

Literature review findings

AWomen, with their Womenare generally dependent (
6Uni que s otemperament, and the pursuit of goodn Unfavourable sensitivity. & Ding, 2015, p. 212).
as their unique soft power, are synonym Wo me n Aseem to
with the termsfiat t ent i v e ¢ Impression of untrustworthines| hesitant and passive and can
Agoodnesso, and s o] becausefdack of confidence. | easiy influenced by others, givin
p.211). the impression of obedienc
indecision, subjectivity and loy
confidenceo (Li
p.212).
Women can be more flexible than men,
OFI exi bi |l i|they can resolve many contradictiol
whereas men persist their own opiniong
and often dondt co
& Ding, 2015).
0 Make ef il n busi ne sosly wamhénbe Inadequate strengths to fa i Wo me n may Sshy
achieve mutual successful, while women try to achie challenges. challenges and failures while m

benefitd

mutual benefit and reach a wimi n s
(Li & Ding, 2015, p.211).

are aggressive

& Ding, 2015, p.212).
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4. ldeologicalmode

Strengths

Weaknesses

Identified theme

Literature review findings

Identified theme

Literature review findings

Capture business

opportunities.

A Wo me n can subco
business opportunities and perceive su
messages with high sensitivity and ke

observation, particularly in the field ¢

Poor concentration

Overthinking

Poor concentration and ov#rinking are two

common reasons for

resulting in confusion (Li & Ding, 2015).

fashi ono 2015jp.2Rl). Di n

Confronting an excess (

information.

har d

ng
(Li & Ding, 2015, p.212).

f odecisionovimes

an

it i s

confronti exces

Circumspection

ACi rcumspection [
specialities which can bring immeasura
advantages for

Ding, 2015,pp.211212).

WO I

Limited innovation

AfBeing accustomed to

women hardly dare to innovate and boldly brg

through tradition co
2015, p.212).
nASs t he S 4 ynb rningovatgpi, ens

development; no pen, qM@or o gr e s s 0O
2015, p.212; Li, 2004)
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5. Businesgdevelopment

Opportunities

Threats

Identified theme

Literature review findings

Identified theme

Literature review findings

Rapid development of information technolo

Assumed mde superiority is still found

Innovation is leadingto a digital, networked world thg Supposed Male | occasionally in pastof societyand, of course|
favours physical labour less than evé&his| superiorty this is disadvantageto women micreretalil
fact is helping women to be mocempetitive pop-up owners (Li & Ding, 2015)
in the retail worldLi & Ding, 2015)
AAs digital skills
Migital skillsd gaining more respect arftenefiting in mosit
areas of daily |ife
(Li & Ding, 2015, p.212).
AHumani sed ser vi c gFamilycaring Men playakey role in society while women a
AHumanised servic( personalities are increasing in demal responsibilities confined to the family choresThis point of

with exquisite

personalitied

especially in tertiaryindustries (e.g. retail
sale3 and the quaternary industrie.g.
healthcare and information technologyhere
womeneuppoopwner s fican
advantages to

p.212).

SuUcCCE

Family commitments
and household

responsibilities

view has beeran assumed trutfior millennia
(Li & Ding, 2015)

Women are expected to family centredEven
though women have bugss opportunities
they still have to maintain their househ
responsibilities (Li & Ding, 2015)
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5. Businessldevelopment contidue

Opportunities Threats
Business Women business ownehngive been increagin Challenges in work | The dual pressure of wodnd family seem likg
management in recent yearsbecause ofchangesto a| life balance. two invisible mount g
knowledge and management modehich women are bette shoulders (Li & Ding, 2015)
skills. suited for (Li & Ding, 2015, p.212).
Management style| There is a growing vieiwm management circle The assumption of some unwarran
Wo me n 6 s i that the feminine management styleaisiew| Inequality inequality still persists(although women ar

talent.
Observation and

analytics.

trend because of inherdemininetalentssuch
as observation and analytics (Li & Ding
2015)

ganing more rights nowadays) (Li & Ding
2015)

Excellent social ARExcell ent soci al Bearing physical and | All of the aforementione@dbove bring physica
skills. requirements because interpersg mental pressure. and mental pressure to bear on women rmi
Interpersonal relationships play a particularly important rq retail popup owners (Li & Ding, 2015).
relationshi. i n busi nes 25, p.212) &

Finding AMor e and mofindng wo me | Traditional ideas The taditionalways of looking at things do n¢

entrepreneurial

opportunities.

entrepreneurial opportunities and pursuing
t hem with
p.212).

great suc

normally favour womeibusiness owners (Li &
Ding, 2015).
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5. Business!development contirtlie

Opportunities

Threats

Identified theme

Literature review findings

Identified theme

Literature review findings

Inculcaton of
entrepreneurial
valuesi vital for

business.

Women get inculcatel with entrepreneurial value
because they are greatipvolved with business
dealings (Aggarwal & Jain, 2014)

Coping with business

size

Fear ofbusinessexpansion and lack (
access to technologyggarwal & Jain,
2014)

Business
opportunities.
Ecofriendly
technology.
Biotechnology.
Information
Technology
facilities.
Knowledgeof

management.

ABusi ness o0 p paccessibléor women

entrepreneurs are as follows: ecocfriendly

technology, biotechnology, ¥f€nabled enterprise
event management, tourist indust
telecommunication, plastic maigs, mineral water
herbal & healthcare, food, fruits and vegetal

processingo (Aggar.wal

Lack of will power.

Lack of strong menta

outlook.
Lack of optimistic
attitude.
Credit discrimination

by finance institutions.

Lack of willpowercoupled with the lack
of astrong mental outlook and optimist
attitude amongst women creates a fea
committing mistakes (Aggarwal & Jai
2014).

Credit discrimination by sometimes
prejudiced non-cooperative officials
(Aggarwal & Jain2014)
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Women specific strengths and weaknesses alongtigtlopportunities and threats that
exist in the external business environment, as mentioned in the above SWOT analysis
table, tend tocondition the way women operate their businesfasrevealed in the
thematic literature review findings, temporary micebail popup has its own strengths

and provide opportunity for women to start and operate their businesses

Previous researchers (Wennekats al., 2002) have recognised distinct differences
between entrepreneum generaland small business owners. Entrepreneurs are more
interested in Amaxi mising profits, gener a
opportunities r at hasmicraandsmall busisessuowmers Soous w h e
interest on their personal goal s, Aspendi
business with family needs aoagdnerdien®imeate s 0 (

provide for the needs of their families).

A number of researchetsave paid attention to identifying whether small businesses
choose a strategic management process due to their own personal characteristics
competency; small business charastas; scope and scale of the business; external
environmental factors (political, economic, sociocultural, technological and ecological
factors) (Cragg & King, 1988; Oswald, 2000; Chas¢sl.,2015).Considering the last

three decades, changes haveuomd within the micro and meso environment. The
declining British High Street market, globalisation, and advancement of technology have
all considerably affected womewned businessesespecially micreretail popups

survival (WilliamsGrut, 2017)
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We should kep in mindhatthe Popup Pathway has developed as a process which goes
through a spiral of action research cycles consisting of three major phases: (i) planning,

(i) action taking (iii) reflecting (Saunderst al., 2012; McKernan, 1998%ee chapter 4).

3.9 The wllaborative and supportive: approach lof Bag-up Pathway

It is proposed that the Pajp Pathway needs to adopt a collaborative and supportive (or
shared) approach to provide a cohereamiework for the benefit of women mieretail

pop-up owners (Aaker, 2017). Accordingly, the researcher adaptss studyone of the

most suitable and best possible frameworks in order to provide a continuing support to
enable women micreetail popup owners to maximise their entrepreneurial potential. It
also enables them to develop a range of skills using group dynaneieduce in the UK

retail market.

3.10 Summary

From the thematic tierature review in Chapter 2, it is apparent that thetieeitack of a
strategic framework to assist and support women migtal popup owners to overcome

the challenges they encountérhis study aimed therefore,to develop a strategic
framework speifically to address the challenges encountered by women +retaid pop

up owners in the UK retail market. This chapter has established the initial key definitions
of strategic management and reviewed the literature delatstrategic management in
micro and small enterprisesith focus on womeimwned businesse#s David (2013)
suggeststhe researcher considered that thare three formalised different stages in
strategic managememamely strategy formulation, strategy implementatindstrategy

evaluation. Inthestrategy formlation stage, the Designed School Modellbesnadapted
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(Mintzberg, 2000)to identify the importance of assisting women pgpowners to create

a vision, mission and goals.

As David (2013) suggeststrategy formulatiothen considered the importance of internal
and external business environment aredyBor this purposehe¢ literatureeview assisted

to identify the best suitable strategic management tablich complement the 5Ms
theoretical framework (chapter 2yhich turned out to béhe Design School Modébr
addressing the challenges encountered by women 4mdtad popup ownes. This
conditioned the designing tfie conceptual framework for the study (Figure 3.®)er€
wasthenan explanation afiow the studyeeded t@adapt thestrategic management tools

of SWOT analysis and TOWS matrix wrder todevelopthe Popup Pathway The
thematic literature review in strategic management provided a strong theoretical
foundation to design the actid@arning activities of the Pepp PathwayTOWS matrix

was especialladapted to identify how women pop owners could utilise their strengths,
capabilities and resources to overcome challenges, andtheywcould utilise ther
opportunities and strengths (for exampleomen specific characteristiceemporary
nature, micresize) to deal with threats in the external business environment (see Table
3.3). The thematic literature review in strategic managemeas of assisance in
conducing the background research prior to deveigpthe strategic framework. The
adion learnirg activities of thePopup Pathwayhavebeendesignedo supportwomen
pop-up owners to build selfonfidence and courag€heir mllaborative naturenotivates

the womento stand as business owners, prepared to face the future challenges and
competition (& an example, Brexit might generate more opportunities and increase
demand for local and national product in the UK retail markégbrainstorming sessions

and group activitiekave beemlesigned to meet the needs of women-pp@wners.
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As discussedn chapter 2, there isurrently inadequate research within the context of
womenowned micreretail popups in the UK. Surprisingly, thiotal effects of women
owned micreretail popups have noas yetbeen closely examineds a research field it

is stil in the developing stagét is important tchave this gamddresed with a view to a
more completadentification of the success factors and the challenges encountered by

women micreretail popup owners.

Based on the thematic literature review findirtbis study hasormulatedand developd

an appropriate research design to collext analyse empiricdatain orderto address the
research problem and achieve the study aims and objectives (Bryman & Bell, B®15).
achieve theresearchaims and objectives, ¢hstudy hasbeendesigned adeing fully
gualitative interpretive by following a Participatory Action Research (PAR) approaeh.
overall decision of selection of the appropriate approsabbased oran audience of
women micreretail pop-up owners and their challengesich the researchaneeded to
addressfollowing on fromprevious academic and professional experiences in the field of
women owned MSME<hapter 4 presents the interpretive research philosalphg with

thequalitative multiple methods followed within this PAR.
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CHAPTER4
RESEARCHMETHODOLOGY
4.0 Introduction

This study is aimedat identifying the success factors and the challenges encountered by
women micreretail popup ownersand develomg a strategic framework tgive support

to women micreretail popup ownergo enable them tsurvive in the UK retail market
beyond five yearsThe research process hasendeveloped methodologically as an
interactive continuum to answer the research questions and reach the aims and objectives
of the study (Ridenour and Newman,8)BBased on the researcher
well as indicated in the literature review carried out in this stadyyalitative research
approach haseenidentified as the most appropriatehis means that methodological
choiceshave been assessedthwthe study being sedpest framed apurely qualitative

(Braun and Clarke, 2013; Creswell, 201Qualitative research design offers an effective

way of gainng more insight into the experiences of women-ppmwnersn the UK retail
marketplaceWithin the chapter, all sections are related to research questiisconsist

of (1) What are the characteristics of a retail pug® (2)Why do women open their
bugnesses in temporary retail pops? (3What are the success factors of women-ppp

owners (4)What are the challenges encouatbiby women popup owners? (5How to

adopt and utilise th&WOT analysis and TOWS matrix to support womeaieteeloptheir

micro-retail popups?

With referenceto Denzin and Lincoln (2010), the chapter presentsdbearch paradigm
and provides justification for the choice @fualitative research desigim an attempt to
address theesearch,aim, objectivesand questions, thstudy emplog a qualitative

methodology Qualitative dnultiple metho@ design has beenadoped to ensure the
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collecion of qualitative,primary, empiricaldata(Creswell, 2013, p. 45)The following
section 4.3, providesthe researchmethodologyfollowed and thenthe precisenethods
employedin this study. The qualitativeresearch methodologgmployedis explainedin

connection witltheresearch instrumentthe pilot study,the samplesize,andthe criteria
for selection of theresearch participantsThe chapter also presentata collection
proceduresand thendata analys and interpretation In addition, he overall decision

making process involvedlong withethical consideratia as well as theeliability and

internal valdity of the empiricalqualitativedata are alspresented.

Again, with reference to Denzin and Lincoln (201@hd now alsoMertler (2017), this
chapter also outlines and illustrates how theaficipatory Action Research (PAR)
approach has been adopted in this qualitative, interpretive stiyre is acritical
discussion of the action research cycles in detail in terms of principles and how they have
been applied to lay a strong foundation of Piaihclude collaboration, tist, respect and
creativity (Fine, 2012; Marvasti & Trevino, 2019. relation tothe research questiaen

the chapter alsocludesto what extenthe researcher makes a case for using the PAR
approach to answer threand subsequently reach the aims and objectifdbe study
(Genat, 2009) The chapter is aimed at justification according to three fundamental
guestions, namely whergyhy, and how da were collected and analysethus, the
research approagbroposedfor the conducing of this study involvesa combination of
philosophy, research design and methods and procedante$iow theytranslate into
practice(Creswell & Creswell, 2018Now follows a presemation ofthe philosophical
assumptions of the research paradigmthadverall decisioamadein guiding this purely

qualitative, interpretive study.
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4.1 Researclparadigm

The researcher considahat it is important to identify the philosophical iddsescause

they influencestudypracticé’. Followingsuggesbns madéy Antwi and Hamza (2015)

this study is based on some underlyiplgilosophical asumption$about what constitutes

valid research and which research methods are appropriate for the development of
knowledgeof womerrowned micreretail popups in the UK. Creswell and Creswell
(2018, p.5) use the term Apfd | baiphi catl
t hat guide actiono ( Gudayawordddidvieferstpawhy’/oj . Th
belief or thinking about the worldCrotty (1998)says that the philosophical worldview
refersto ontologies and epistemologies whitdslars like Mertens (2010) and Lincan

al. (2011) namatasad par ad@ h g mé e r m wap fastusedby Yuhmd(1977)

He says that@aradignd refersto a research culture with a set of belief, values and
assumptions that a community of researsthas in common regarding the naturethed

conducing of research (Antwi and Hamza, 2015, p.2).

On account ofheresearch questiontheinterpretivism paradigrhas beeronsidered as
aphilosophical guideline faheundertakingof this qualitative researcf hephilosophical
assumptions and hence the reseaatadigmor key concepts followed in ths&tudyare
explairedin the following two subsections

4.1.1 explais the ontologcal and epistemologal assumptiondollowed in this study
which ledto the laying of a strong foundatiomf purely qualitative multiple method
research.

4.1.2describes thparadigm adopted with respecttbe interpretive frameworkTekin &

Kotaman, 2018, p.81).

27 Previous researchers argue that, in research, philosophical ideas usually remain hidden.
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4.1.1 The relationship between key elements of reseaocitology, epistemoloy,
methodology and methods.

In choosinga research philosophfpr the study, the researcher recagaithat there are
three bases ontological, epistemological and methodologi&dunderst al. (2012, p.
130) state thatrdologyis6 c onc e réh eda wu t & .Afcordingta Creswvell 6
et al. (2007, p. 238) gistemology is makingssumptions about knowledgglkhalifah
(2017, p. 219) stasghat epistemology is way of knowing or understandirdijow we
know what we know Corbetta (2013)says thatmethodology refers to thspecific
procedures or techniquesed toidentify, selectprocess and analyse information about

the research topiCorbetta, 2003).

Researcharsee avorldviewd as a general philosophical orientation about the world and

the nature of the study that a researcher bringis Tthe worldview of this study was

basedon (a) the researcher6és more than twen
empirical, qualith i ve acti on research,; (b) o6discipl
(Creswell & Creswell, 2018, p.6)yvithin the context of womeonwned micro, small and
mediumsizedbusinesssin developed and developing economies around the world (e.qg.
Sweden, UK ané&ri Lanka); and (c) following the directions provided loyeaperienced
supervisory teamCorrespondinglythe reasons behind the philosophical classifications

are: (a) the purpose of the stuaingto make positive practical implications; fb)create

new, richer understanding and interpretation of the experiences of womenret&to

pop-up owners; (cjo enhance and develop the skills of reflexivity.
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In order toadequatelyunderstand the philosopliehind thestudy,a development ahe
researchdr skills and powers of reflectionwas required The researcheexamined
personal beliefs with the same scrutiny that would be applied to those of others. So that
there is now a recognition that a realistictology and intgaretivist epistemology are
fundamental to th study because thegletermine the methodology and tbensequent

choice of methods adopted.

There now 6llows adiscusn of the philosophical assumptiormmaade in this studgnd
how they havdeenusedwithin a qualitativeapproactandthenlinkedto aninterpretive

framework employed within PAR.

4.1.1.1 Ontological assumptions

In this qualitative multiple research, the researcher makes ontological assunfutilons

eta.( 2014, p.4) defi nedt oonkmdw gayb cawst oOtwhea twad
Kuyini (2017, p. 27) highlight that ontological commitments relate to what constitutes
reality éor the very nature or ecsseaerade of
that(a) there is a real social world theonsists of personal acceptaacelattributes that

()t heresapvbesorel ating to the né& reawele2003f r e a
p. 20).In the identification of womenpepp owner s & e x piscondecedc e s ,
with the intant of reporting multiple realitieS his study isadopting a qualitative multiple
methodandembracing the idea of multiple realitiess suggested by Creswell (2013

45), evidence of multiple realities includes the usénofiltiple forms ofd a tinahemes

using the actual words of different participanthe study findings report howhe
individual women pojpup ownerparticipants,view their experience differently to one

another
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Researcher has been engaged with womerupapwnerdo understad the reality (very

nature or essence) of the pop phenomenon within the context of wonearirepreneurs

in the UK retail marketlt is known that the social world hapecificimportant attributes

(Scott & Usher, 2004). The actidearning activities othe Popup Pathway hae been
designed and implemented with participaimsa valueladen mannem order tooffer

effective practical solutions to address the identified challeites r esear cher 6s
to the study ofmanaging womeiowned micreretal pop-upsfollows from a subjective

view. The viewis takenthat subjective aspects of managing a wommwned retail pop

up are importantWomen popup owneré i ndi vi dual meani-upgs at
businesses and the way they think that thteseporary, micresize pop-up businesses

should be managed are consideredvaghy of respectAn acceptance ofubjectivism

assiséd the researcher to determinestheal nature and foundational concepts (which
constitute themes) thatereanalysd 6t o make sense of the mescs
qualitative dat®# (Kivunja & Kuyini, 2017, p.27)Ontology assumptions asstin the
orientaton of thinking about the meearch problemand gatheng of knowledge by

engaging with participants.

4.1.1.2 Epistemological assumptions

According to Torreetal.( 201 2) , PAR is fAan epistemol og!
methods,analyseas nd products through a | en¢€rottyf der
(1998, p.3) statthatepistemology aé way of understanding and explaining how | know

what | knowad Epistemology is about how the researcher makes meaningful sense of our

2which cannot be achieved by following a quantita
objectively.
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world. It denotesthe nature of human knowledge and understanding that can possibly be
acquired through different types of inquiry and alternative methods of investi@ation
(Hirschhem et al, 1995, p.20).Denzin and Lincoln (2005%tate thatepistemological
inquiry looks at the relationship between the knower (the inquirer) and the known (or
knowledge), and askéhow do | know the world? (p.183). Here, the concept of
epistemologyescribesiowthe researchaomes to know thiuth about the reality dhe

study: low we know what we knoyHusserl, 1981, p.139Therealisedknowledge will
havea significant impact on this scientific endeavour of the-ppgphenomenowithin

the context of women

In articulating the answsto theresearchyuestiors, the researcher draws from sources of
knowledge, particularly from empirical knowledge (Salvin, 198#dleans towards an
empirical epistemology approactBurrell & Morgan, 1979) To gain a deeper
understanding of the epistemological elements of the research paradigm, the assumptions
made in this study focus aetermininghe nature of women micn@tailpopu p owner s ¢
business management knowledgel experiencesand theirsocial and cultural context

The underpinningepistemological assumptiord this PAR assist in embracing new
knowledge as a result béingactively engaged in the research procéhls task of gaimg

new knowledge isn importanpartof researctas an academic.

As inferredby Holmes (2010)ntological and epistemological assumptions about women
popup owner s6 nat wshoen tmough this stychessist tkeerresearsher to
effectively engage inthe PAR process (Holmes2010) This studyis based onthe
interpretive paradigm(Creswell, 2013) On account of itsrole in this thesis, the

interpretivst paradigm is discussed in the following section.
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4.1.2Research gradigm adodin this study- interpretivig

Previous researchers have used eittyaositivist (Carteret al.,2015) oraninterpretivist
(Munkejord, 2017) philosophicaparadigmas a basis forstudying womerowned
businessesThe epistemological dimension of the qualitative approach of this study
highlights the purposbehindthe dnterpretivéd paradigm (Denzin & Lincoln, 1994, p.4;
Creswell & Creswell, 2018)his view is supported by Trauth (2001b, p.7) vghgsthat
60interpretivism is the I ens most frequent
In view of theresearch questiofisthe interpretivism paradignis seen aghe most
appropriate and has been applied ahidosophical guidelinén undertakingconducting

this qualitative researcfDenzin and Lincoln, 2005)Table 4.1 below presentshe
interpretive paradigm a summary of the philosophical assumptions made in this
gualitative research with implications fthre retaitpop-up practice A discussion around

the details is then provided.

2with consideringhe origins and principles of the paradigm,
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Table4.1 Research paradigm adeptn this study: Interpretivism

Philosophical:assumption Interpretivism

9 Truth is socially constructed. It
Ontology can be understood differently
(what is a truth? and what are we depending on a particular conte

considering?

97 f Interpersonal relationshs@mnd
interactions amng research
participantswomen micreretail
pop-up owners in the UK.

Epistemology (theary of knowledge) To be subjective

(How is the world or knowledge Meanings behind interactions ar
undersbod?) understood by meanisdehind
interpretation.

= =4

Axiology T Researcher openly discusses
What is the role of values? values that shape the narrative ¢
includesown personal
interpretation in conjunction i
the interpretations of participantg

Methodology
(aims of scientific investigation) T Qualitative approaches
(What is a framework for undertaking
this research?)

Research Methodsechniquesiand tools
- within the qualitative:multiple method

Semistructured interviews
Focus groups
Semistructured short interviews

=A =4 =4

(What are specific témiquesusedto

Audio recording taking notes.
collect and analyse research data?)

Thematic analysis

= =9

Synthesised froni¥icLindenet al.(2018)

Table4.1showsa descriptive presentation of timterpretiveresearch paradigim relation
to epistemology, methodology and methotigerpretivism is a school of thought that
concentrate®n the meaning of social interactionBhe interpretivist paradigm supports
the qualitative view ant used tayet insightinto the experiences of women mieretail

pop-up owners with respect to their success factors and the challenges they encounter.

164



Mitch (2005)supports this vievandsays thatnterpretive researchers believe that reality
consists of pe o pnces 6f she exterbal veoddt Tihus, erealdyxspsecially
constructed, and it is a human construct (Mutch, 2005). Schutz (1962, p. 59}tsiate
Asoci al real i ty olas aralevat gtaictiurecomposeth ebeings n g
whi c hl iavien ¢, acting, @Gubaand UincomK1O8b)gargweithath i n
interpretivists see the world as constructed, interpreted and experienced by people in their
interaction with each other and withwider social systemdlhis infers that meanings
embedded in participantsd experiences an
researcherds own per Ae@dng torfTeomds NROL7,rp.lbiy n ,
interpretivism focuses on the understanding of interpersonal relatisastipnteractins
betweertheresearchrand researcparticipantsincluding other relationshipsiith regard

to Awhat wunderstandings do the peopl e we
can we i n tur n Aumedtienedsetrien ttis reshaeckeaptsdo.address
research questions with regard to why women start their businesses in temporary micro
retail popups,and looks athe success factors and the challenges they encounter and how
SWOT analysis and TOWS matrix che adopedto support women pepp owners in
surviving in the UK retail market beyond five yearbe researchentends tamake sense

of subjective and socially constructed meanings expressed by women about their

temporary micreretail popup businessedt gives sipport tothe qualitative view.

The researcher accepts thaturalistp h i | o s o p haadinbparticuartieatvof the
interpretive constructionistthat the realityof womenrowned micro retail popips cannot
be measured directlyt canonly be perceivedhroughwomen popup ownerghemselves
and in particulathroughthe participantsof this studybecausehey view reality through
the lens oftheir own experiencs, knowledge and expectationéccordingly, te

researcheaims to understanthe challengesencounteredby women micreretail popup
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ownersalong withtheir interpretations whicareembedded in a complex and changing
retail marketplace in the UK (Guba & Lincoln, 1989; Bogdan & Biklen, 1¥98he
interpretivism paradigm assstthe regarcher: (a) to identify effective ways to
communicate and actively engage with women-pppowners (b) to meaningfully
understand the way that participants interpret their different social realities such as

experiences, ideas, motivations and intentidiasblit & Eaker, 1987; Foster, 1996)

Here, the interpretive paradigm focuses primarily on recognising and narrating the
meaning of women pep p owner so e X p@akculteral cealgy frgme . g .
perceptions) and actions and rimaksense of them dictly and immediatelyn order to

communicate and share them meaningfuflgsseyet al.,2002;Burrel & Morgan, 1979).

The e s ear c her thaeintecpretive ghibosophical approach reflects personal
values.As suggestd by Carteret al. (2014),there was also an awareness of a somewhat
unique individual personal background aidkological assumptionsvhich could
undoubtedly influence datalo consolidatethis awareness, itvas thought that the
researcher needto begin with her own stgr If one wantedo understand the stories of

others it was i mperative to start by under s
identification of anypersonal stancghich could shape interpretatiof@reswell & Plano

Clark, 2007).

The following sectionnow provides adiscusgon oft he r esear chamdbds p

valueladen naturelemonstrateduring thePAR procesgCreswell, 2013)

%The interpretivism paradigm has been called the ¢
p.33).
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4.13Ther s e ar ¢ h positorglityr ol e

Al |l researchers bring values to their re
reasons behinthe conductingof this PAR andhosevalues playa rolein almost every

stageof the study. Creswell (2013ayst hat t he r es e arfleehcestiies po
way in which studies are conductdebsitionality describemsr e sear cher 6 s Wwa
(Holmes, 2020). According to Holmesr e s ear ¢ h er 66swhweorrel dt hvei erwe s
is coming frombd concernan i @adsbdiefdabaute® i c a l
nature of social reality and what is knowable about the world; (b) epistemological
assumptionsan i ndi vi dual s bel i e fasdhatesacquiredh e n .
and (c) assumptions about human nature and ageacy ndi vi dual 6s assuli

the way we interact with our environment and relate to it.

Here,heppsi ti onal ity oO0reflects the position t
study (SavirBaden and Major, 2013, p.71following suggestions madby Holmes

(2020) ther esear c her 6 s expanesdhera, and the reflexiyity isssieis
discussedhow t he researcher 6s phis BARtpiocesmadits t vy i
social and business context. is recognised thathe r e s e a rontdlogicab and
epistemological beliefs influence thissearctand incorporate a reflexive approach to the
study. Reflexivity, which is driven by a social constructionist epistemologyal$®
discussedhere The pupose igo openup fordiscussion the ways in which the researcher
isembedded inthBAR. Inthiswayt he r eader may better unde.l
role is consideredo be significant In supporting this viewGriffiths (1998, p.4)says

O0knowiomgt hing of the writerdés identity &
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r es ear c hhdhefesearcherrskifts from researcher to facilitator to moderator in

developing this PAR.

Positionalityhasinfluence during the action research cydlesw research is conducted)
by interpreting the research outcomes and results (Row, 208450 influences whahe
researcher has chosen to investigatemelywomenowned retail popups in the UK

(Grix, 2019).

Theesear cher 6s piifisdiwithindhnea aréas lyy locasng thedresearcher
within the PAR process:i)] within thewomenowned micreretail popup phenomenon

the subject under investigatid(i ) within the world ofwomen micreretail popup owners

- the participants of the stugfii) within theUK retail markeitself - the research context
and the PAR pme s s . Additionall vy, there are maj
positionality hasmpactedthis study firstly, by helping participanto gan access to an
understanding researcheas they may be more willing to shatteeir experiences in
managing their microetail popup experiences with someone whowidling to listento

their passion, success well agheir circumstancessecondly, thenature of thd®PAR and

the study has been influencédy t h e r shiteflomfachitator o snoderator to
researchethi r dl y, t he r e, balgroundne expesienveshapé tevense w

of the research (Berger, 2015).

It i s essential to | ay open the resalarche

of which caninfluence tle thesis (Gair, 2012, p. 137yhe llowing presents an initial

exploration oftheresar cher 6 s own poissiudyi on in relati
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There s ear c her 6 mflugnced by multipla factorsttery e s e a matiagonsd s
values, cultual background, peviousexperiencesn conducting qualitative research and

work experiencgage, level of educatioand ideological stancesll affect the process of
interpretation ofthe qualitative researchlt is recognised that some aspects tioé
researchdr positionality are cultully ascribed or generally regarded as being fiseath

asbeing a womamith personal experienceas arguel by Holmes (2020, p.3), the above
fixed aspects may predi spose someone towa
does not mean thatwil | necessarily automatically lead to particolefluencedviews or
perspectives. All the participants of this study were British citiZEims researchetid not

make any assumpt i onmerspediwsantheirwoddvienamdtheni b ut a
pigeorhole them based onher own perception.The researchewas fully engaged

collaboratively with participants duringis PAR

The researcherb6s educational b a chesghadenu n d a
influence in the designing of this PARrior to conduéhg this study the researcher

studied Anthropology and SociologyamBachelod Begree (1996) anagainnaMa st er 6 s
degredn Sociology (1998)goingonto galmMa st er 6 s degree in | nt
Management (2013)This is particularlynoteworthy because of thexperience gained
duringa cross cultural exchange programmamely,the Youth Partners in Development

(YPD) of the United Nations Development ProgramuNDP) held in Sweden in 1997

During that programme the researcher hhe opportunityto work collaboratively with

counter partners frol@wedenand Zimbabwes well aswith otherbeneficiariegstudents

in Higher Education Institutions Swedei.
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The theoretical and practical experiemprevided by this stajn Swederhas contributed
totheavelopme nt o f t h illsineekter@shipuilding ahdscollaboratiomvith
partners angarticipants frommanydifferent social, cultural, and economic backgraind

It was evident that this experience was one of the reasons for the warm welcome that the
researchr received from participants and that theillingly and actively participated
throughout the PAR procefget Jansson, 2010)he willing and collaborative attitude of

participantds contributed tadhe success of éstudy.

It should not be overlooked that the resear@hexperience will have influenced the
designing of the Poepp Pathway.ChiseriStrater (1996) identifiea r e sear c her
experience abeingfluid, subjective and contextuai the development of a particular

study. During 19911997, the researcheworked as a Programme Coordinator in the
Poverty Eradication and Empowerment Division (PEEPhe Sarvoday®rganisation

[the Largest Nomgovernment Organisation (NG@)r social developmernih Sri Lank3.

It was through this that the developmenadyear Stiegic Framework for selected 5000

villages in Sri Lankavas realised.

The activitieswithin the framework were aimed at supporing peoplein general, but
particularlythosewho live in urban, rural, plantation and cogtalt areas in Sri Lanka

The reseaher worked collaboratively with representativet International Donor
Organisations (e.gUNDP and JICA), and obtaired grants/funding fordevelopment
activities.Knowledge gained through this experience inspired the researcher to contribute
not only to thecurrenttheoretical knowledge but also to the real practical business world

whenconceptualising and designing the RgpPathwayof this study.
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The ativities of the above mentionestyear strategic frameworkvere planned tgive
assisance to villages by initiating spiritual awareness activitied)y engagng in
collaborative development projects to fulfil village level needs ,(@gcessto clean
drinking wate); by learnng and engamg in farming and micro level business
development activities which ultimately assithem to be selfeliant bothspiritually and

financially.

The researcher worked as one of the leadiogrdinatorsat the Head Office level in
planning, coordinating, implementing and evaluating development activjesravel
within 23 districts,a contributon was madeo the coordinaton of andfacilitation of
training programmes for field staff membest district, divisional and village leveih

orderto improvetheir knowledge and skillandhelp them tamplementactivities

The researchers strongly selfidentified as a community development practter
supporing beneficiaries to meet their spiritual and physical needs within a collaborative
environmentlnspiration is derived fronprior experiencend has enabiethe designing

of the actionlearning activitiesof the Popup Pathway This offers accesgor the
participantsengaged within thstudy and gives insight to women pop owners in three

different citiesin the UK, namely Birmingham, Manchester and Nottingham

During the period 1992010, he researchr worked in the Government of Sri Lanka
within the Ministry of TradeCommerce and Consumer Affaiemdwithin the Ministry
of Commerce and Industry atite Department of Official Languagd3uring this period

the MSMEs inthe North-East were affectely the 30years war in Sri Lanka
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O0rhe Development Policy Framework tife GoSL6 had been created andad made
considerable progress in supporting Micro, Small and Medium Enterprises (MSMES) in
the NorthEast provinceof Sri Lanka under the dJthuru Vasanthay@aaccelerated
developmentprojed@ f O Vi si on f or +the EmeFging Wondertof ASIG r | L
2010, p. 1) The researcher worked collaboratively with officials from different
departmentandstatutory boardsandin conjunctionwith the Parliament of Sri Lanka in
reporting regularly on activities and their impaectorderto measure progressade

towards overh goals and objectivesThis was dondo ensure beneficiaries receive
support as quickly and efficienthas possiblein conjunction with themaximum
effectiveness ofesources. lBgress reportwerepreparedand answergivento questions

raised by the&Cabinet(Joint Plan for Assistancdlorthern Province, 2012).

This experiencenabled théringing together o collaborative natur® this presenstudy
and enabled théevelopnent ofthe actionlearning activities of the Pepp PathwayThe
Popup Pathway has been tailored matchthe needs ofvomen micreretail popup
ownersandto erablethe adopton of it within county and districtouncils and even at

national level in the UKo give support tevomen popup owners

The e s e a r expedgend® sas &enior Lecturer inEntrepreneurship and Strategic
Managementt NTU and her qualifications in Higher Education (eAFHE, ETTIHE,
SCALE-UP) have beerof benefittowards successfully conduictg the actionlearning
activitiesof the Popup Pathwayduring the focus groupg\t this stage, the researcbes
role shiftsfrom researcher to facilitator. As a facilitattine researchdrecamemore open

to participants and employed a less controlling position oven (McKernan, 1998
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This situation motivatencouragegarticipants to identify their strengths well agheir
weaknesses within a collaborative learning environment. The reseanamaiged the

group process and tasttsringfocus grougactivities.Group processes and dynamics were
managed to ensure the discussi@mssmoothly.Theexperienceyainedfrom supervisng

MSc studerdwith their Consultancy and Work Experience Projecigbledhe researcher

to respond to questions raised by participamd support them in identifying solutions to

the challenges they encounteréch e r esear cher 6s experience
forward of ideasto ensue that participant$ objectiveswere met in accordance withe

Popup Pathway.

Additionally, as a qualitative researchehere is ashifting from facilitator tomoderator
during PAR Krueger and Casey (2015, p. €9y a focus group iga carefully planned
series of discussions designed to obtain perceptions on a defined area of interest in a
permissive, noithreatening environme@Vith this in mind, theesearcher as a moderator
took time to fully prepare for every sessi@hree focus group discussions)ence, he
action-learning activities of the Pepp Pathwayave beeresignedased orthe findings

of the semistructured interviews. &\a moderatgthe researchevas required to, (&now
inside and owtideof thePopup Pathwayndto, (b) be awarehat the order of the activities

of the Popup Pathway is not carved in stone bather, a sequence of ideas that needs to
be explored in a way that makes sense for each unique set of research partisipemnt
The involvement of theresearchersignified greater group managemergroviding
directions to participantand taking respmsibility for study outcomesDuring focus
groups, participants were able smoothly move from one activity to another without

disturbing the flow by the need férequent note checks.
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Theesear cher 6 s e x p eigherBducateon in the useaedaatehpihelpgd i n

to make participants feel welcome and skeovthattheir contributionsvereimportant As
a qualitative researcheaihere was a feeling afomfoit with participantswhatever their
characteristicswhether rich or poorformal, or informal, boisterous,or shy In this

scenario the researcher was lé&keounsellor or coach.

Right from the beginning the Pap pathway was introduced to thiecus group
participants and they were informed about the thayindings would be used’here was

a need tdisten with sensitivity and compassitm all participantsThis helgedto elicit
par t i ciipsinmichslehail. &dr example: when some participaatsortedthat it is
hard for them tanentionthe product price to their customers, thsearcher amoderator
encouraged thme to be more confidenand accept that their produckave value
sometimesnore than they think. Howevesn afew occasion the researcher had to step
back from the conversatioas appropriate.The moderator role facilitate@nd guided
participantsasneededrather tharhaving adirect controlover goup discussios(Flick,

2009).

At the end of focus grougactivitiesthere was much team sprit amongarticipants,and
they continud to sharetheir experiencesvith examplesThe moderatohad tolead the
participants in a way thatid not make them feel snubbed or less importhiatre, the
moderator, praigk participants fortheir ability to share their opinionghis situation
helped toidentify a collaborative support aspeahd move the Pepp Pathway further
forward This is where thenoderatod s e x p e r i e n reainglofdddylanduage n
andthe facial cues of quiet participantd helpedo identify when an idea ight be

sparked (e.gin identifying individual strengthsSomeparticipantsthosewho found it
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difficult to contributeto implementing the actiofearning activitieswere finally dle to

speak and contribute during a heated discus3iba.moderator had a treasure trove of
neutral probing question¥erbal intonation ané&ncouragmentwere given taopen the
door/room for participants to expand their idela$onated questioning wassed with

specific phrasesk o r exampl e, in i dentifiyongt paotl

something you are goat doing?0 .

When some patrticipants were struggltodind their strengthshe moderator role helped

to create something out abthing. For example, in identifying some of the good things
about their popup businesss the moderator role hekxto give participants a chance to

think for amoment anafferedencouraging but generic probes which madéference.

For e X a mphere gooditlingse about your pap business/produ@s .The
moderatodistened tothep ar t i ci pant sdé exci tement of sh
group and g¢nuinely wargd to hear every detailthis helpng them to make further

advancement.

Moderators are only humaso that drring the first focus groujp wasfoundto behard to

cover actiodearning activities effectively and be a moderdtmraround 90 minuteat

the same timeNeverthelessparticipants were helpetb loosen upand feel more
comfortable shaing more insightful opinionsThemoderator enjoyedery muchmeeting

and working with the participantdHowever, there is aunningd e b at 8houwn 6
gualitative researchers be members of the population they are studying, or &leguld t
not ? 6 etdd W% p. 1)This issue has been exploqgeviouslywithin the context

of qualitative researchut it has been generallffeserved for discussion of observation,

field research, and ethnograghy (i bi d)
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The researchezxpandghat discussion and explarthe populationselfmembership role

by illustratingthe insiderandoutsider rols playedin conducting this study with women
pop-up ownersThe point of view of each different role of memberskipxaminedlt is
important toexplore the notion of spadeetween the different roles thatlows the
researcher to occupfie position of insider and outsider rather thhmays beingnsider

or outsder.TheFol | owi ng section illustrates the
researcher of switching from an outsider to an insat®t vice versdt is an essential and

everpresented aspect of the study.

4.1.40utsiderand insiderrole of the researcher

As emphasised ipostmodernisnthinking, there is a neeldereto exploret he r esear ¢
role in this qualitative studyAngrosino, 2008) Focusis nee@d to be given tothe

r e s e a teosloreaf Swiching from outsider to insidete within PAR. The reason is

thatthe researcher playeshoutsideras well as amsider rok in both data collection and
analysis withinthe area of field researclon reflection, it is reased that the researcher
shared experiences, opinions, and perspectives with participants, and at other times did
not. Thisis notto saythat sometimes theesearchdér s -\dew khianged whimsicallyAs
highlighted by Angrosino (2005, p. 734hereis identified the development a@f critique

of researcherds roles in response to a gr

the perception of relative power 0

Frominterpretive perspectivea,researcher can be an outsider (at least at the beginning)

whenseekng to get arin-depth understanding of the study phenomena (Carry, 1988).
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In this study, he researcher became much more awar¢thefstatusof an outsider
egecially after having beenasked pointedly by some of the participants whether she
belonged to their grouplhe researchemas an outsider to the commonality shared by
participants had to think about status relation to those participating in the research.
During semistructured interviews, the researcher gdimore insight into the experiences
of women micreretail popup owners andheir reality from different perspectives
according to howparticipants emphasiddeheir success factors and the challenges they

encounter.

The current position is thanterpretve researchers place strong emphasis better
understanding of the world through fitsaind experience, truthful reporting and quotations

of actual conversati@from aninsides perspective (Merriam, 1998J)his is considered

to be moramportantthantesting thebasiclaws of human behaviour (Bryman, 200it)
demonstrates the position of tresearcher within this qualitative stuily et al.,1991)

as one who iglosely interconnectedndattairsa n i n s i d eall padticipantse w o f
women micreretail popup owners (Antwi and Hamza, 201®)n further reflection, the
richness of the researcher 6s expevebeemces
explored. Howeverthis is not to say that being an insider makedbetter or worse
researchebut thatit doesmake a differece perhps because of experience in conducting
community and business development projects. As previdistyssedand can now be
seenthe researchdras been engaged in much geflectionandis continung to do so in

thisresearch as demonstréditecre

Thestudyhas employed qualitative data collectmethods that are sensitive to the context

of women popup ownergdNeuman, 2003)
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The qualitative multiple methodgproach hasnabled the researcher to gathech and

detailed description of the pap phenomenanThe multiple methodshave given

encouragmentto participants to speak freelyatmu nder st and t heforr es eas

insight into the popup phenomenohas been experienced participantsThe researcher
played an insider role by facilitating the actiearning activities of the Pepp Pathway

during focus grougiscussionsThis role shifts to facilitator and thento moderataor

respectively, ina) facilitating a collaborative and supportive learning environmenirand

(b) implementing the action learning activities of the fapppathway (Adler and Adler,
1987).The researcher followelsselirts report(2003) andcollectedqualitative data with
6eyes openod bnothing asknewn mbout the pofmpaphenomenominder
study. As an insider, the researcher sharpérsonal characteristicssuch as, fe,
experienceppinionsand perspectivewith study participants.n situations like this the
researcher felan integral part obelongng to the community of women peyp owners
under studyHowever,this was not always the cadeven when feeling to be an integral
part of the culture of womeowned micreretail popups it was oftendifficult to
understand the sudulture within womerowned micreretail popups especiallywhen it

came to the topiof cost and profit of their business activities.

The resear cher 6s oaldwsdifodteerdesignngdof ai cohsrend ana
influential PAR in which all necessary research elemeatdd fit together to make a
positive change in womeowned micreretail popup experiences The insider role
allowed the researcheto developknowledgeand understandingf the experiencs of
women popup ownerslt hasalsohelped in gpersonalway in the role of teachend

facilitator in strategic management and entrepreneurship.
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4.15 Research approach

Theresearclapproachrefersto the method of reasamg adopted imstudy.There are two

general approaches teasoningvhich may result in the acquisition of new knowledge
inductive and deductiveHy de (2016, p.82) says that 0b
researchers practice deduction Roocd andnduc
Plakhotnik (2009, p.2)ayt hat o6équal i tative studies are
(1991, p. 194prgues that qualitative researchean adopt both inductive and deductive
processeswhich can be complementariResearchers in women entrepreneurstage

widely used either the deductive or inductive apprpach combination of both.

In choosing tereasoningpproach of this studyhe researcher consideriggslpurposeand
the methods that are bestitedto answerts research question3he qualitative PAR
commencd with ideasof aninductive approacfollowed by aresearch desigmwhich took

a more naturalistic and emergertteductive pproach and offed a rich theoretical
perspectiveBut then, at that timéhere was a realisatiaon thepart of the researcher of
the limitations of separate deductive or inductiveasoning and hencbpth reasoning
approaches wereonsidered to be more suitabie meet the study purpose and the
expectation®of women popup owners (Garbuiet al.,2018).For this reasonhe study
employsa combination ofhe two separatapproachesf deductive and inductivi® give

a more complete understanding of wormeyned micreretail popups.

Any approach needs to complementatempt to establish a link between theory and

researchaunderet al.,2018).Now follows a discussion of how the deductive approach

sits with this qualitative study.
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4.14.1 The ceductive approach

Deductive reasoning is a theory testing procéssleductive approach begins with an
establishedheoryin generalindends with the specifidt seeks tascertairif the theory
applies in specific instancesThis approachs also known asitheory testinorad t-o p
down approach or a théories to data a p p Researclmers in marketing \ea
historically emphasised deductive processes (Deshpande, 1983; Bonoma,Hy2i5h).
(2016, p. 83) argues that the adoption of formal dedeigirocedures can represent an
important step forwardsassuring conviction in qualitative researfindings. The
deductive approachis an explanation of the circumstances under which deductive

reasoningand procedures have been applied in this qualitative study.

The hematic literature review findingsgave been instrumental identifying some of the
success factomndthe challenges encountered by women business owners in geitieral
the particulafocuson womenowned retail popups Thed b r o a d éshoWwrethmaigh
the literature review have enabled thedentification of a best suitable theoretical
frameworknamely, the 5Ms framewoyko studythe womerrowned micreretail popup
phenomenor(Brush et al., 2009 Creswell, 2003, p32-33). The deductive reasoning
processn this studycommenced with an established theory from the acaddistipline

of women entrepreneurship atiter e s e a ovenprefessional application

Consequentlyiti s research O6emanates from the re:
t heor y 6 -owfed busimasagidentified by the literature review findinggit this
stage, a deductive reasoning approach isaisédeeks to see if tb&ls frameworktheory

applies tovomenowned micreretail popupsin the UK.
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The study develops hrough the linkage made between the research questions and
theoretical conceptand demonstrates how it serves ilaminate issueswhich are
significart. Fromthe beginning the studyasai med t o answer Owhyo,
guestions. For example, why women open their mietail businesses in temporary retail
pop-ups? What are the success factors and challeangesinteredy then? How SWOT

analysis and T@/S matrix can be adopted to matble characteristics of women pap

owners?

This processhoweveywasa ppl i ed prematurel vy, Obefore
the womerowned micreretail popup concept hdhbeen developed (Hyde, 2000, p.2A3
descibedby Campbell (1975), theory testing by
linking data to propositions (Hyde, 2000, p. #he need for aheory (5Ms framework)
testingwas statedprior to the commencmentof the empirical data collection phasel.

Then the researcher moved from a more general level to a more specifihisnmeant

that the semistructurednterviews (Hyde, 2000) were conducted witB9 women pop

up ownergo identify the success factors ame tchallengethey encounteredrollowing

a deductive reasoning approach, the researdbgtified patterns, themes, and categories
(Patton, 2002).Using deductive reasoning, the qualitative data confirmed the 5Ms

theoretical frameworto be suitable foapplicationin studying womerowned micreretalil

pop-ups

The qualitative empiricaldata findingsare connectedo the literaturereview findings
within the context of womenThe commonthemes identifiedrom the qualitative data
analysis werematcted to the 5Ms theoretical framework whickasthen linked to the

conceptual framework.
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Thisunderstandingvasfurtherdevelopedand confirmedhrough unstructuredliscussions
with representatives from businesgpportive organisations who werensideredd be
experts in womeiwned business developmeamtdalsothrough theadvisos and support
workers for government and ngovernment organisationédditionally, based on the
literature review in strategic mag@ment (see Literature Review Chapter 2), the study
adopted the SWOT analysis and TOWS mai¥ay a strong theoretical foundatitor

the cevelopment ofthe Popup Pathway. Thé\ction-learning activities othe Popup
Pathwayweretested and validated by conducting three focus group discussions and fifteen
further short interviewsln practice, many @ualitative researchdysise an inductive
approach (Saundees al.,2012, p. 163)Hence nductive inferencebave beeneveloped

in this study.The following section explagnhow the researchamade aninductive

approach within this study.

4.14.2 Inductive reasoning approach

Inductive reasoning can be identified as a theory building proces9rokisss stastwith
observations of specific instancds.then see& to establish generalisations about the
phenomenon under investigation (Hyde, 2016)s &pproach iseenas moving from the
specific to the generdtheory building or bottorup or data to theorieskor research
guestionl, there vasinadequate or no research thadl eaplored the reasons for women
to open their businesses in temporary retail-ppg, partialarly within the UK context.
The review of previous studieassiséd the researcher to identify some of the success
factors and challenges encountered by women entrepreneurs in geegeatheless, as
regards womeiowned micreretail popupsin the UK, it was apparent from the literature
review that there has begradequate researchtatheidentification of the success factors

and challenges encounteredthgse women.
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This was apparent because the reseamshsparticularlyinterested in identifyig success
factors and challenges encountered specifically by wamarers ofpop-ups. To rectify

the noticeable lack of research in this arka,study employs a multiple method to ccile
empirical/primary datd. With inductive reasoning, the study uses research questions to
narrow its scope to womeswned micreretail popups.Empirical qualitative data were
collected specifically for this research by conducting s&muictured interviews with
women popup ownersPrimary data were analysed thematically in an inductive way or
0 b o tutpo mw ln\cdiding datathe researcheiocused onidentifying more relevant
concepts which are specific to women micetail popup owners The qualitative data
wereread and rgeadin an attempt to discoveahemes relatedo success factors and
challengesThis process helped to identifynumber of themes and patterns specific to
women popup ownersAt this stage, the study findings revealed that women Anetial
pop-up owners encounter challenges diffeterthose ofvomen entreprenesiin general,
specifically due to the micrsize and temporary natur€he studyfound tre temporary
nature as auccess factor which is again different from the general women entrepreneurial
population. Here, the researcher moved from a more general level of women
entrepreneurship to a more specific one in woimwned micreretail popups.
Nonethelessthe inductiveapproach emplagd meansthat specificchemes identified are

stronglyintedinked (Patton, 1990).

The initial findings reveal not only how the 5Ms framewdaslkapplicable in studying
women popup owners but also provid@ew insight about how this 5Msafmeworkis

complemerdry in supporing them to develop their temporary mieretail popups

31 As such, this study commenced with the intention to identify the success factdhe ahdllenges
encountered specifically by women miaetail popup owners in the UK retail market.
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This partially rectifies théack of a strategic frameworkas mentioned in the literature
review, which should be specificallyesigned to match the needs of women-ppp
owners At this stagethe intention was to find out more about how to support them to
address the identified challenges within Money, Market, Management, Motherhood, and
Mesomacro environmenif he researcher a@htifiesthat developing a strategic framework
whichis tailoredto the needs of women pajp ownerss essential for success. This would
help them to develop their business management knowledge and identify-t@rlong
perspective of the temporary pap business which ultimatelgnablesurvival in the UK
retail market beyond five year$he identified themes in the primary qualitative data
findings are suggestive opassiblerameworkwhich might becalled the Pojup Pathway
which would explain the way women popp owners in the UKmight benefitin the

interess of thedevelopnent oftheir microretail popupsoverthe longterm.

The ceductive and inductive reasoning approaches followed in this bildyo mitigate

any disadvantagethat might arise fronan individual application of either deductive or
inductive reasoning artienadequately address the aim, objectives and research questions
of the study. Accordingly, a flexible and reflexive appro&cladopted irdesigning an
appopriate methodologyo address the research questions of the study. The researcher

unifies this study underd@efiniteresearch philosophy, paradigm and methodology.

The research design needed to show coherence and be appropriate for answering the
reseach questions. A primarily qualitative approach was chosen as being best suited to the
achievement of this objective within the context of woroemed popups(Blaikie, 2009).

The following section presents a discussion as respects the qualitative reesagnh
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4.2 Qualitative research design

A research design can be identified as a plan for a research project which attempts to
address research questions (Robinson and McCartan, 2016). Creswell and Creswell (2018,
p.3) defined oO0research approachesheatgps pl an
from broad assumptions to detaileshethods of data collection, analysis and
i nter pr eteasteiacrcéth. deesi gn can be seen as a
relation to data collection and analysis (Bryman, 2016; Thomas, 2017, p. 18geHe
(2017) argues that different research designs are created depending on different problems.
Research designs also often rely on empirical data which can be collected. There are three
main research approaches, namely quantitative, qualitative and métkedds (Belet al.,
2018; Creswell & Creswell, 201%) -
Quialitative research is an approach for exploring and understanding the meaning
individuals or groups ascribe to a social or human prohliesframed in terms of
descriptive words. This studglfows a qualitative approach.
Quantitative research is an approach for testing objective theories by examining the
relationship among variables and framed in terms of using numbers.
Mixed methods research is an inquiry approach involving the collecfitmoth
gualitative and quantitative data and the interpretation of the two forms of data,
both words and numbérs
This study adopts a qualitative research designcantplies with the research standards

specific to a qualitative research paradigm.

32 The quantitative research approach aims to quantify the research problem and can be defined as a
systematic inquiry of a phenomenon which gathers qualléf data (e.g.survey, questionnaire) or
numerical data, uses a larger sample to quantify variables &#tigudes, opinions and behaviour) and
generalises the findings (Creswell & Creswell, 2018; Yin, 2018). The mixed methods approach is a mix of
both the above discussedethods: quantitative and qualitative (Betllal, 2018).

33 Mixed methods research mostly use distinct designs that may involve philosophical assumptions and
theoretical frameworks (ibid).
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The qualitative approach adopted in this study is based on the nature of the research
problem (the issue being addressed), the

parties of the study.

According to Creswell 2018) thgualitative research apmach is associated with non
numerical data (e.gwords) rather than numberss/Auggested by previous qualitative
researchers in women entrepreneurship, the qualitative research design was considered to
be particularly appropriate in understanding theireatind the context of womenvned

micro-retail popups (Kaushik & Walsh, 2019; Creswell & Creswell, 2018; Yin, 2018).

The following criteria were considered when selecting the qualitative research:design
The use of life story data has a relatively long tradition within the qualitative method on
account of the origin of the qualitative method coming from within anthropology and
sociology (Creswell & Creswell, 2018). The qualitative method offers rich leetai
information, (Yin, 2018), ideal for conducting an-depth investigation to gain more
insight into the experiences of women pgp owners, (Creswell & Clark, 2017), and
answer the research questions to subsequently reach the research aims andsobjective

(Pearson & Brown, 2002).

For these reasons a qualitative multiple method was adtptthble the conducting of
an indepth investigation, (Choudrie & Culkin, 2013), which offeretiability and an

internal validity (Yin, 2018).Some of the characistics of qualitative data namely,
richness, fulness and meanings principally derived from words not from numieses,

found to be very informative (Creswell & Creswell, 2018; Yin, 2018).
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For this particular study, the research design was conditioneemgtah by the inclusion

of field work for the conducting of serstructured interviews and focus groughe
gualitative method offers rich detailed information, (Yin, 2018), to enable the gaining of
more insight into women micretail popu p 0 wn e rieacés inetkepUKr retail
context’. The qualitative data enabled the researcheinterpret the meanings and
experiences of participants which in turn enableddésign of a more comprehensive
coherent study to include aappropriate research strategyoraj with data collection
techniques and data analysis procedures (Creswell & Creswell, 2018). The following
section explains how the researcher acquired new knowledge and adds it to the bank of

existing knowledge through the chosen qualitative researdioohabgy.

4.2.1Qualitative research-methodology

Methodology refers to the theoretical rationale or principles that justify the research
methods appropriate to the field of study (Creswell & Creswell, 2018; Yin, 2018; Bryman

& Bell, 2015). Here, methodology refers to finding out in pectand verifying or
otherwise what is thought be true in theory. This research can be considered as a strategy
that translates epistemological principles into guidelines that show how research is to be
conducted (Sarantakos, 2005). In this way the priasjpprocedures, and practices to

govern this study have been determined.

341t is considered that the quantitativemixed methods approach is reffective for this study. The

reason is the focus of the study is neither to examine the relationship between quantitative variables nor
to establish whether a relationship exis¢tween knowwariables by asking closeshded questions.

The researcher identified that the quantitative method is less supportive to gaining more insight into
participantsd spoken words and hearing partici
adoptedh quantitative approach, the researcher would not have been able to gain more insight into the
women micreretailpopup owner sd experiences (s amwquediampt er
objective 3).
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The researcher, by using the qualitative methodology, became immersed in a culture by
interviewing women pofup owners, interacting with them and developantonlearning

activities for the Pojup pathway which was a reflection of those experiences (Antwi and
Hamza, 2015). Qualitative methodology was focused on as a tool to connect thoughts
6about t he natur e of knowl edg @adeparang 0 e f f
phil osophical threads from the research d
following suggestions made by MacDonald (2012, p. 35), Participatory Action Research

(PAR), being a qualitative research methodology, is adopted inttiaig. s

A qualitative method has an emphasis on
enables and provides opportunity to explore the reality of the social construction of the
participants (Neergaast al.,2005). This is exemplified in the challges encountered by
women micreretail popup owners and how they benefit from their success factors (e.g.
collaboration and networking) to survive in the UK retail market. As suggested by Gartner
(2010)Ainarrative schol ar shi p trepemeurshipe that area d d r
concerned with entrepreneurial intentions and actions and their interrelationships with

circumstanceso (p.12).

In the designing of PAR, several specific decisions were taken about the various elements
of the research method. Foxaenple, designing and following the procedures in data
collection and analysis (Johnson, 2008); selecting legitimate research instruments and
techniques to collect the qualitative data (Persons & Brown, 2883art of a qualitative
multiple method, (Grene & Caracelli, 2003), primary data is collected in three
independent waves by following a thyelkase procedur®n account of conducting the

research within a particular group of women qugpowners in the UK, the researcher could
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be held to be linkedta qualitative multiple method in relation to a target population within
a specific location, namely in Birmingham, Manchester and Nottingham in the UK (Grix,

2019).

4.2.2. The qualitative:multiple method

Researchers highlight the quality to be achieved by combining different qualitative
met hods: a combination of mg($adeBeatls 2004 vi de
50), for a deeper understandingTierney et al., 2019), and offers a stronger

At ust wo r, (Abramovects, 8047, p. 14860 r a fibett er unbdatased:
a.,2019, p. 6). This study adopted a qualit
methodsin exploring and interpreting the living experiences of women awietail pop

up ownersn variousforms of qualitative data (more than one qualitative data collection

method technique) (Silverman, 2020, p. 402).

As do Choudrie and Culkin (2013his empirical research adopts a qualitativeltiple

method andcollects empirical data in three phases by conducting (i)-stmitured
interviews (ii) focus groups and (iii) follow up, sestructured short interview&reater

insight into the experience of women migeiail popup owners was vital in order to
undestand the actions required to support them to successfully manage their temporary
retail popups in the long termA more thorough and mulfaceted investigation strategy

fosters a deeper understanding of the success factors and the challenges eddountere
women micreretail popup owners than could otherwise be gained from any single
met hod. The chosen approach was needed
experiences of the women and to maximise validity, trustworthiness, credibility and

confirmation of the findings.
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This method led to the gathering of a wealth of knowledge and understanding about the
living experiences of women micretail popup owners. In this way, a qualitative
multiple method contributes to a better understanding ofarels problem in comparison

with research that is based entirely on a single methodological approach (Creswell, 2015).

4.2.3 Qualitative data collection
The researcher relies on more than one qualitative method. Data were collected in three
phasessemistructured interviews, focus groups, and follow up short interviews (Patton,

2002).

(i) Semistructured interviews

The data collection process is started by conducting-stadtured, opeended,
faceto-face interviews (including a pilot study) in order to gain more insight into
the meaning of the spoken words of women mieretail popup owners and
subsequently to inform and direct the next phase.

(i) Focus groups discussions
Three focus groups were conducted in order to validate the de#omng
activities of the Pojup Pathway.

(i))  Semitstructured followup short interviews
Semistructured short interviews (see Chapter 6) were conducted to gain more
insight into participants' experiences (eanswers to how they find the action
learning activities of the Pepp Pathway, to what extent they are useful to them o

must the activities be improved still further).

Table 4.2 presents the PAR cycles of the study.
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PAR Cycle
Cycle 1

Cycle 2

Cycle 3

Cycle 4

Table 4.2/ Participatory. Action Research cycles of.the study

Action taken
Thematic literature review

Semistructured interviews

The researcher conducted sestructured opended, facdo-face interviews with the women pajp owners by using a sefr
structured opesmnded interview guide as the resedrnsgtrument.

(a) To provide an ef f ec t-empleymeneeypererices¢Fosper, 2001). ng womenaos
(b) To allow the researcher to gain detailed information from the participants (Yin, 2014).

(c) To assist in gaining more insight into the meamihthe spoken words of the participants (Creswell, 2014).

(d) To allow the researcher to probe questions and obtain rich data (Bryman & Bell, 2015).

The semustructured interviews were conducted with 69 women mietail popup owners in three cities nahy, Birmingham,
Manchester and Nottingham in the UK.

The participating women pepps owner s®6 numbers per city depend on
Creswell & Creswell, 2018).

See Appendix 1 for the sessiructured interview gide.

Along with the thematic literature review findings, the sainiictured interviews findings allowed the researcher to addre:
second objective of the study.

The actionlearning activities of the Pepp Pathway were designed to support the woptgrup owners.

Focus groups

Three focus groups were conducted to validate the abtiead training of the Payp Pathway.

The researcher conducted three focus group discussions with womerretedrpopup owners to validate thedeveloped Pop
up Pathway. These participants had already participated in thessaptured interviews.

The number of participants per focus group was six.

The action learning activities of the Rap Pathway were tested during the focus groups (MeR2ld7; Yin, 2018; Creswell &
Creswell, 2018). See Appendix 2 for the focus group questions.

Follow up individual short interviews

The researcher conducts eighteen (18) short interviews with the participanteeddceady participated in the sestructured
interviews and the focus groups and benefits from the feedback of the participants and accordingly, makes soi
improvements. See Appendix 3 for the follow up interview questions.
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The met hodol ogi cal | dphmidsoply eandyvsebsequint thbie ofr e s e
method to collect data and analyse dasacalledadr e s e ar c¢c lThegesaaraht e gy
strategy followed in this qualitative research is discussed in the followiagction

(Saunderet al.,2012, p. 173)

4.3 Research StrategfParticipatory Action Research (PAR)

A researclstrategy can be defined aplan ofaction foransweringhe research questians
It is conditioned by le philosophical premiseand determines thesubsequent choice of
method to collect and analyse data (Denzin and Lm@905; Saundet al.,2012).This
qualitative multiple research has followaBarticipatory Action Research (PAR) strategy
A PAR strategys guided bythe research questions andemltives and should show that
it is coherenwith theinterpretive philosophgndtheinductive and deductive reasonsng
The PAR strategis principally linked tathe qualitative research design followed in this
study (Saunderset al., 2012, p. 173).The choice of a PAR strategy afforded the
achievenent ofa reasonable level of coheremmé¢heresearch desigandenable answes

to be given taheresearch questionmeetingthe objectivesof the study The following

section provides an overviest PAR principles

4.3.10verview and principles:aof Participatory Action -Research (PAR)

Action research (AR) can be described as a group of actibitiesd on theremise that
change comes more easily when people get together and work collaboratively in groups
with shared concesnrather than work as individuals to identify the challenges and then

find the solutions (Kemmis & McTaggar, 198&urt Lewin (1946§° was the first to use

BKurt Lewin Ais probakliwl bepstyehokomgwstasshioheevise
conceptso (topographical psychology) (Adel man, 19
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t he t er m 0 a¥® tHiso@roupr Bysamics mdvément of the posgtr
reconstructionist periofbcused on how to conceptualise (Greenwood & Levin, 2007,
Waterman, 2007) and solve social problems (McKernan, 1998) with the central thrust of
social chang®. Lewin (1946) therefore has often been referred to as the originator

founding father of aan researct.

The term O6acti on r es e wreferitodpossilde socaletthngb:ya) L e v
through education of both researchers and research participants; (b) believing that
independence, equality and-operation among people woulglad gradually to change
through a process (Carr & Kemmis, 1986; Waterman, 1994). This process includes three
stages: (i) dismantling former structures; (ii) changing structures; and (iii) locking them
back to an enduring structure (Greenwood & Lewin, 208¢cording to Lewin, AR

assists in improving understanding, situation and practice. It is undergigraedew of

truth and action as socially constructed (Care & Kemmis, 18t)jal entities are not

fixed but they are created, develomei modified and can change during the process of

interaction (Haralambos & Holborn, 2008).

Kemmis & McTaggar{(1988, andWinter & Munn-Giddings(2001) emphasise that AR
requires people put their practice, ideas and assumptions about their situatibatast

gathering compelling evidencd.i$ evident that researchers have proposed a number of

di stinct approaches/ models and met hods to

2006; Torreret al.,2012).

36 postwar America, in his quest for empowerment and justice for the oppressed (Kemmis & McTaggart,
1988).

37 Lewin was concernedith solving social problems, e.g. discrimination against minority groups. He

believed that social and psychological researchers did not improve the lives of people.

38| ieberman and Miller (1984) posit that in the 1970s, action research was rediscovered ard renam
6interactive research and developmentdé (McKernan,
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However, based on a rather different jpligen from conventional academic studies, AR
has different purposes, relationshipgys of conceiving knowledge and its relation to
practice Bradbuy, 2006. Therefore, it is important to clarify how the term is used in this
study.
According to Berg (2001), there are three types of AR
a. Technical/scientific/collaborativeA R whi ch assists it o
intervention based on a pspecified theoreticakrfa me wor k.o (p. 186)
b. ractical/ mutual <coll aborati vadserocke wh
deliveryo (p. 186)
c. Emanci pating/ enhancing/critical scienc
lifting their veil of clouded understandings, and hdipnh to better understand

fundament al problems by raising their

Since the focus of this study is arcollaborativepractical, participatory action research
which seeks to improve the situation of worr@mned micreretail popups,it is strongly
linked to the previously mentionedype b. As suggestd by MacDonald (2012)a
Participatory Action Research (PARrategy isassociatd with the qualitative multiple

metlod followed in this study

4.3.2Participatory action research

Reason and Bradbury (2001) have provided
participatory, democratic process concerned with develappigctical knowing in the
pursuit ofawor t hwhi l e human pur pose, grounded
PAR has beeradopted in various disciplines to address issues within disadvantaged
societies (FalsBorda, 2001; Kacobs, 2016pn account of being natural research

paradigm with a long traditioof adequate rigour (Coghlan & Brannick, 2014).
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Moreover,from a postmodern perspectivBAR hasa powerful intellectual influence on
womerd s r e Begramd Ahderson (2015), Pine (2008nhd someotherresearchers

have emphasised how PAR daave a notablafluencewheninquiring about thecontext

of womenrowned businesse$his research confornte that view andconsides it to be
convenient and flexibléor thestudyof womenowned micreretail popups in the UK due

to its characteristic of havingar i ¢ h, open, -lhyed admpartcipatory i t u a
di mensiono (Herr & Ander s oBorda, 20011 Greenwdadt a ma
& Levin, 1998). Marvasti and Trevino (2020) offer two definitions of PAR to distinguish

two distinct camps (traditions) of researchers.

The first camp (typ one),s a British tradition which is mostly linked to education, and

tends to view critical participatory action reseaashan attempt tenhance direct practice

where a single researcher is investigating an issue in his/her intended research area. The
researcheconsidered ARo bea practical procedsr thedevelopment of knowledge. Carr

and Kemmis (1986) statkati act i on r es e ar c h -réflsctive enqupyl y a
undertaken by participants in social situations to improve the rationality and justice of their
practice, their understandingsich andhe situations in which the practisc ar r i ed o U

(p.162).

The second camp (type twy collaborative participatory action research. PAR may
include as few as two people or a group of researchers, participants and other interested
people. They work together on a common probl&his approach can be identified as a
Asystemati € cofbemBtoonnothat i s designed

(Bogdan & Biklen, 1992, p.22%)

39 The detached work conducted by Goetschius and Tash (1967) considered as AR.
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However, both camps have focused on conceptualising and designing PAR research.
According to Reason and Bradbury dw®t1l6),
developing practical knowing in the pursuit of worthwhile human purposes. It seeks to
bring together action and reflection, theory and practice, in participation with others, in the
pursuit of practical solutions to issues of pressing concern f@eyeand more generally

the flourishing of individual persons and

Previous researchers consider PAR as 0a
p.35).The PAR approach adopted in this study dependhe goals and purpesf taking
actions to support women mieretail popup owners to make positive change by
developing a practical strategic framewassulting from empirical qualitative data
collection and analysis (Gillis & Jackson, 2002, p.284)ese distinctions have been

considered significant in designing and developing this ingaased multiple case study.

Previous researchers have identified AR in numerous terms. According to Cornwall
(1996), there are six modes of participation, naméhcoopt i on 6, 6comp
6consul trageroatdll emdc,oi gd and 6 c.dhislisshowni ve a

below in Tabled.3.
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Table4.3: Types of.actionresearch-design

Mode of
participation

Involvement of local pople

Relationship of
research.and
actionto/local
people

Action research typesA, B, C

References

Token representatives are chosen, bu

Type A

Grundy (1982), Carr and

outsidersanalyse and decide on a cou
of action

Local people work together wit

With

Practical

Practicaldeliberative action research

Co-option real input or power On Technical Kemmis (1986)
McKernan (1991)
Tasks are assigned, with incentiv The scientifietechnical view of McCutcheon and Jurg,
Compliance outsiders decide agenda and direct | For problemsolving (1990)
process The positive approach Holter and Schwartz
The technical collaborative approach Barcott (1993)
Consultation Local opinions asked and those | For/with Type B

Grundy (1982), Carr and
Kemmis (1986)
McKernan (1991)

Cooperation outsiders to determine priorities; t interpretive McCutcheon and Jurg
responsibility remains with outsiders f Mutual collaborative approach (1990)
directing the process Holter and

SchwartzBarott (1993)

Local people and outsiders share th With/by Type C

Colearning knowledg to create new understandif Emancipatory Grundy (1982)
andtheywork together to form an actio Carr and Kemmis (1986)
plan Critical emancipatory action research McKernan (1991)
Local people set their own agenda & Critical science McCutcheon and Jurg

Collective mobilise to carry it out in the absence| By (1990)

action outside initiators and facilitators. Enhancement approach Holter and Schwartz

Barcott (1993)
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As shown above in Tabld.3 0 Ty p e hasBhen Aléntified as more suitable,
convenient and flexible for this study and adopted as a more prastieaegy

(McCutcheon & Jurg, 1990; Holter & SchwartzBarcott, 1993; Mertler, 2017).

The participatory nature of AR providdesr§ oi ni ng soci al mo Vv e men
distributions of opportuniy aesodirce¢Torreet al.,2012, p.171)In view of the above,
Kemmi s and McTagg a rhassheefi @d0pstig to iR dyRamin natee |

in bridging the gap between theory and practMerler, 2017;Bringerg & Hirschman,

1986).T h e magdabtyl ob ssGich, open, dynamic, situatidmased and participatory
dimensio (Kotaman, 2013, p.1), anis strengthsof breadth and versatilityvere

consideredMarvasti & Trevino, 2020).

In recent years a number of practitioners and researchers in small business research have
identified PAR as a practical research methodiahds been successfullypplied in this

study (Taskeet al.,2012; Leitch, 2007). PAR cdast forlong intervalsof time (e.g.,5-

10 year$ but the study purpose required this particuRAR process to be completed

within four yearsHowever,as and when needegdlpmen popup ownersan continue the
process in the futurén developing this PARhethree PAR pillar®f participation, action

and researchave been applieMarvasti & Trevino, 202 It is depictedin Figure4.1

below.
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Figure4.1: Three!PAR pillars

Participatory Action
Life in society Experience

PAR

Research
Mind, Knowledge

Source:Marvasti and Trevino (2020)

As illustrated in Figurel.l, the researcher identified three modes of PAR, namelg (a)
knowledgegenerating (creating) mode (l@n improving the business management
practice mode (c collaboration modellaimportant to conceptualise validity and justify
knowledge claimgWhite, 1999; Berg, 2001; Habermas, 198®Jany scholars have
identified O6participationd as the key poi
Greenwood & Levin, 2007Y.he main emphasis on PAR has been driven byesearcher

having more than twentfive y ear s 6 ex per i e nteéoughtthatdhe n d u c
inquiry-based participatory nature of AR and its democratic naamassist women pep

up owners to improve their busi ness mana
combination of systematice f | ect i ond and sBadea& Wigpermy,t hi n

2007, p.332) within a collaborative environment.
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Hence, an inquirgb a s e d -diraic & n to ¢Pdstratedy AtRrwise known as the
scientific method of PARhas been applied in this study with the dual aims of action and
research{Park, 2001, p.81; Mertler, 2017)
Firstly, the study takes the form of increasing the understanding of the temporary,
micro-retail popup phenomenon in the context of women digertVolved in this
study, andthen identifying thevomen micreretailpopu p owner Ssd® S UCC €
and the challenges they encounter by gathering qualitative evidence.
Secondly, the studgffersa collaborative, practical strategic framework, namely
the Popup Pathway withthe aim of assisting and supporting individual micro
retail popup owners to improve their business management knowledge and
practiceand toencourageand empowertheir capacitybuilding / development
through collaboratiofMcDonald, 212, p.40; McTaggart, 1997).
The women microetailpopup owner sé i nvolvement, coll a
this studyis identified as an ongoing processthis regard, the outside researcher and the
participants (insiders) work collaborativelfFalsBorda, 2001; Coghlan & Brannick,
2014, p.15)during the study proces$he primary purpose of the participative nature of
this PAR isto impart social change arttie specific actionto betaken by participants
(MacDonald, 2012, p.34). It isot o provide solutionsgiven by powerful outsiders
Focusing on Lewinds work in Kemmis and M
6group decisiond and O6commitmentd as tw

distinctive features ithis PAR process

40Thjs crosssectional study of the womeswned micreretail popup phenomenowasconducted

for academic pyooses from S October 2015 to 30July 2020.
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The participatory nature of this study provided opportunities for women {retad pop

up owners to improve their existing relationships with friends, family, business support
organisations and resource persons (social and cultural relationships), aed mo
importantly, to interact collaboratively with other women qugpownersPar t i ci p an't
connectios with societyare held to bémportantbecausall levels of society couldand

perhaps shoulgharticipate to address the challenges they encounter (@vedr& Levin,

2007). More importantly, the development of the wormmned micreretail popups

could bea solutiorat least in parfor the declining British High Street anduldcontribute
considerably to the UK national econoniicro-retail popups could change livesof
women,children and familiegor the betterThis approaclis intended tassist individual

women popup ownersto ncr ease t hei r bandthraughshs miadsat n d s
be able to experience success which will ensure suiiviviaé UK retail market (McGrath

& OO0 To ol Ehisis achigvdd )througRAR of the Popup Pathwayalong the lines

of Lewinbs spiral (Greenwood & Levin, 200

The participatory nature of this study links directly to action which can engage (embed)
learning into practice as a c pbridgingahejgapct i v
between theory and practice (Brinberg & Hirschman, 1986¢. participatory nature of

the study assietl the researcher to develop néwowledge andvork collectively and

coll aboratively with paefleciive inquigy madtuse.andThe e r «
principles and characteristics of PAdRsoassiseéd inactively supporhg women micre

retail popup owners to improve their business practice and develop their temporary retail
popups through positive chang&@he study makes aconnedobn between existing
knowledge andhe construdbn of new knowledge within a collaborative veronment

(Pine, 2009; Jacobs, 2016)
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4.4. Participatory Action Research (PAR) cycles of the study

According to the 6orfgrmél abdwpni ani phdss
develops in a cyclic process of reseaf€@loghlan & Brannick, 2014, p.9). Minkler (2000)

and highlightst h a t PAR encompasses a oO6cyclandc al [
reflection leading to furtherinquiryad acti on for changed6 (p. 1
in a spiral cyclic nature and consists of four cyelééch operate concurrently to make a
positive changaithin womenowned micreretail popups.The spiral of PAR cyclesthe

process adopted in thsgudy- includes four main cycleshich can be seen aséaf o u r
stage pr oc gMeudlere0l/, p.B5 me |l y

1. Cycle ond The planning stage

2. Cycle twoi The acting stage

3. Cyclethreei The developing stage

4. Cycle fouri The reflectingevaluating stage.

These planning cyclasatch the needs of women miawetail popup owners. The study

begins with a series of planning actions initiated by the researcher to work collaboratively
with the women micrgetail popup owners. The prstep of the study(Coghlan&

Brannick, 2014)encompasses identifying and defining the objectives of the study (Lewin,
1946).The objective wereto identify the success factors and the challenges encountered

by women micreretail popup owners and develop a strategic frameworkcivliassists

and supports them to survive in the UK retail market beyond five years. As highlighted by
Coghl an and Brannick (2014, p.10), ftt he ¢
time and begins with seeking an understagd f t h e ¢ omen®@vred miord 0 w
retail popups The ation research cycles foll@d in this study aredepictedbelow in

Figure4.2.
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Figure4.2: Action research cycles
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" P Action o L
Focus gr olugpsed act i Anal ysliingatgiuaap dat a
training & Researth Semitructured [intervie
Cycles

\Semitructured j

J

Cyyle 3l Develd@ingneneedtizp il ng/ i mp I/‘ne nting

stilgea g €

Devel opi ng tPhe hifvay

Source: synthesised frobewin (1946; Kemmis and McTaggart (1998Ylertler (2011)

As shown above in Figur#t2, the PARcyclesof this studyare depicted in the following

manner:

(1) Diagnosng and planning stageidentification of the problem of the study

(2) Takingaction i qualitative data collection and data analysis

(3) Developing / implementing the actid@arning activities othe Popup Pathway

(4) Reflecting/evaluating the Peyp Pathwayfurther development and actions.

The adoptionoE e wi n 6 s

( 19 4 6 wasseanda be appgrdpriate dodtlas study.

Analysis of Iterature review findingandthe primary datafindings helped to determine

the PAR cycle which in turn provideahswes toresearch question3his isillustrated

below in Figure4.3.
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Figure4.3: Participatory.action research cycles!of the study
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In accordance with the depiction Figure 4.3, thenext section presents the PAR cyclical
process of this study by followirggstandard approach €win, 1946; Mertler, 2017)There is

anexplanatiorof each cycle in detail in terms of its principles and how they have been applied.

4.4.1. Cycle 1:/Planning stagepreliminary diagnsis

Several stdies havealready beerconducted in retail pepps €hi, 2018 Warnaby and
Shi,2018. However, there is inadequate research on the question of what are the success factors
and the challenges encountered by women mrigtail popup owners in the UK retail market.

On account othis inadequacy,the PAR process begins with conductinthematic literature
reviewof womenrrowned business in genevaith the focus on womeaowned micreretail pop

ups Cycle lincludes a@hematic literature reviewf the previous research in (i) retail pops

and (ii) womerowned micro, small and medium entésps (MSMES)i n c | u sxisting of 0
sources of information that can shed l@Mertler, 2011, p.4d}. The 5Ms framework has

been identified as a theoretical framework for this study. The thematic literature review is thus
conducted in line with iB framework (Bruslet al.,2009) with the objective oinalysng the
entrepreneurial journepf women business owners and having a fosaswvomenrowned
micro-retail popups (Vistaprint, 2016; FSB, 2016; McNed#t al.,2015; DTI, 2011; Brunet

al., 2009. The thematicliterature reviewfurnishedpreliminary informatiorwhich identified

and defiredthe characteristics @ retail popup. Figure 4.4now follows with apreserdtion

of cyclel1 thematic literature review.

41 For example, academic journal articles, government anejneernment reports, websites, textbooks, district
and state data, training and curriculum materials in weavemed MSMEs (Creswell, 2005; Johns@008).
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Figure4.4 Cycle 1i Thematicliteraturereview

1. |l dent i f
the characjfteristics of
tempor ar gt itro
popps
_ 2. Il dent
4 Def i Cycle @ne success actors of
r es egauecsht|i women bulsi ness
owner s
\ 3 Identl/
chall enges|] faced by
women busin

The hematic literature reviewsf this study were instrumental in identifyirige success

factors and the challenges encountered by women business owners in general fodhsthe

on womenrowned micreretail popupsin particular. This knowledge was requiraa account

of the study aims objectives and research questionsThese reviewsalso enabled the
identification ofwhat needs to be domeline withthe methods and instruments that previous
scholarau s e d . Previous researchersodéo ideas and gu
what does not workBased on the thematic literature review findirtgg,Gacion takingstag®

of PAR, namely, theaesearch design was developed to coleed analysejualitative data

(Mertler, 2017) The following section presesttycle 2 of PAR.
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4.4.2 Cycle 2: Acton taking Semistructured, fac¢o-face interviews

In cycle 2 of PAR, the researcher collected primary, qualitative data by conducting semi
structured interviews with women mieretail popup ownerswith theaim of identifying their
success factors and the chaflea they encounter. This procésshown as below in Figure

4.5,

Figure4.5: Cycle 2- Primary data collection: serstructured interviews

e N
..-
B B

Following Creswell and Creswell (2018), sestructured facéo-face interviews were selected

in this study to collect qualitativempiricaldata This method has been used oftequmlitative
research within the context of womenicro, small and medium businessSemistructured

interviews wereconsideredo be appropriate faheinterpretive naturef the study
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In selecting the senstructured interviewsthe following advantagesvere considered The
method is more useful whetlke women micreretail popup participants cannot be directly
observedlt allows the researcher control over the line of questioningjiamed opportunity to

gather thorough data for triangulation by asking questions and having them respond verbally

(Heale & Forbes, 2013)

The £mistructured interviewnethodenablesmore insightto be gainednto the meaning of
the spoken words ofhe participantgCreswell, 2014)It helps togetin-depth understanding
of the success factoamd the challenges they encourgdin the socieeconomic and cultural
context some ofwhich might havehindeedtheir full entrepreneurial potentitd excelin the

UK retail market (Gallellalagest al., 2018). The emistructured interviews allowed the

researcher to probeith questionsand obtairawealth ofdata (Bryman & Bell, 2015).

The r esear chamd pasexpemnence in eotlegtidg and analysing qualitative data
provedhelpful in conducting the interviews with the pop owners angrovidedhigh-quality

data. However, one disadvantage of this method was identified by previous researchers, namely
that participants can control or alter the information they provide dunegnterviews and

show bias (Onwuegbuzie & Byers, 201But there was no evidence of an appeararidbat

disadvantagduring tloseinterviews

4.4.2.1Researchiinstrumergemistructured interview guide

Based on the secondary data findings, the researcher develspeadstructured interview
guide as the research instrument to conduct-tiadace intervievs with the women micro

retail popup ownerf the study(seeAppendix 1for the semustructured interview guide).
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Questions weréormed and tailored according to the emergent themes as identified by Brush
et al. (2009) in their 5M frameworkn answer ¢ the fundamentalesearch questions atal
ultimately reach the aims and objective of the study. This method is similes éme outlined

by Choudrie and Culkin (2013) whbave conducted qualitative research of innovation
diffusion in small firms. Once thquestions were formed, opiniongre soughfrom three
academic experts and three business support resource pénssesepresenting government

and norgovernment business supportive organisations) to gauge the depth and clarity of

expression.

Following the recommendtions of Creswell and Creswell (2018), the interview guide
(protocol) consists oftwo pages in lengthlt includes some spaces and tables between the
guestions for the interviewer to write short notes and quotes in case theemodibng device

does not workCreswell & Creswell(2018, p.190d i d no't O0specify a pr
guestions but this part of the study employs 20 inTdie interview guideconsists ofan
introduction,content questions with probes, and closing imsions (Creswell, 2016)The

interview guide was prepared in advan€bee NTU Research Ethics Committee had granted
permission to conduct the interviews (see Appeddor the ethics approvalprior to staiing

the interviews, the was ahoroughfamiliarisation with the questionnaireo thata smooth
discussioncould be conducteavith participants rather thahaving to readthe interview

protocol during the interviews. The interview guide was pilot tested.

4.4.2 2Pilot study

Interview guidepiloting is consideredo bean intggral part ofconducting qualitative interviews
and is useful irighlighng any shortfall oimprovisation to the study (Majidt al.,2017).

The aim of the pilot study was to test and validate the interview guide and to develop a potential
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semistructurel interview guide. ndividual, semistructured, fac¢o-face interviewswere
conductedwith eight women pojup ownersn Nottingham, UKfrom 1st September to 20th

October 20171Creswell & Creswell, 2018)Collectedqualitative data were transcribed and

andysed manuallyand using NVivo software. Based on the pilot study finditlgs sem

structured interview guidevas amended and validated aftmnfirmation that the semi

structured interview guide/asbest suited to answer the research questibmes.pilot study

data findingswere administeretb the sample of the populatigwomen micreretail popup

owners inthe UK retailmarketT he pi |l ot study helped to asse:
gualitative data collectiorandthenpractse the necessary techniques requiteedonduct the

study. Here below 6llows a preserdtion about thesample size anthe specific technique

followed in recruiting participants for the actual study.

4.4.2 3Snowball-sampling-technigwnd the sample size

A nonprobability sampling technique, namelpe snowball sampling techniquevas
considered aappropiate to be used when the members of a certain population are difficult to
locate(Creswell & Creswell, 2018)Ihe first participants were recruited through community
challenges such aself-help support groupsthroughthe Creative Quarter in Nottingham,
throughthe Nottingham Women Centre and The Church of Jesus Christ of thedatSaints
andthroughthe Chambeyof Commerceof Nottingham, Birmingham and Manchesteot to
forgetfamily and friendsPrior to the study he researcher dalready gained access to local
authorities.These channels were seen as natural settings where participants would be willing
to offer thar participationvoluntarily. The initial participants were drawn from tireentioned
organisationsThey were asked toefer further potential respondersorder to reach a larger

pool of participants.
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The sample size is 6Fhe chain referral process of the snowball sampling technique allowed
the researcher to simply reach the populatioiihe study women micreretail pop-up owners

in the UK. This process was castd timeefficientin comparisorwith other sampling methods
(e.g., probability sampling). By following the snowball sampling technique for volunteer
sampling, the researcher walde to find an eveexpanding set of potential participants who
volunteered to be part of the research rather than Ispegifically chosen (Creswell &

Creswell, 2018)The sample and the number of participartpresented below in Table 4.4.

Table4.4: Research participants by city

City Participants by city
Phase | Phase!ll Phasellll
Semistructured Focus:groups Semistructured
interviews (short interviews)
P=Participant C= Contributor P=Participant
Women Resource | Women Resource | Women micre
pop-up persons | pop-up persons | retail popup
owners (R) owners (R) owners
Nottingham (N) | PN:23 RNZX3 C15 R1 C15
Manchester (M) | PM2446 RM46 C610 R2 C610
Birmingham (B) | PB4769 RBG9 C1115 R3 C1115

Participants were referred to as RPRN23 (participants in Nottingham), PM22M46

(participants in Manchester), and PBRB69 (participants in Birmingham).

Sixty-nine (69) semstructured, operended, facdo-face interviewswere conductedvith
women whaohadowned and operatedt@emporary micreretail popup for 05 yeargCreswell

& Creswell, 2018)
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In December 2015, data were collectedpecific geographical areas in the UKose well
populated by womenwned micreretail popups namely Birmingham ¢ = 23), Manchester
(n=23) and Nottinghamn(= 23). Thesethree areas wergelectedor having recorded lower
survival rategluring a three consecutive year periodva€ro, Small andMediumEnterprises
(MSMESs) based on enterprises initiated in 2008 (Business Support: Micadl, &8 Medium
Enterprises, 2013). However, statistitifered someavhatduring the last four years.
The first city, Manchester (UK) is a modern, large city with a population of 2,639,000
(Census Data, 2011l wasto be involved since it lthbeen recored at the lowest
survival rate of 49.9% during the considered three yédrthe beginning of the first
year (2008) there were 2155 MSMEs. However, at the end of the third year j{Z0110)
1075 MSMEshad beerable to survive.
The second city, Nottingham (UK) is a sraadedium city with a population of 755,000
(Census Data, 2011). The cityas tobe involved since it lthbeen recorded at the
secondowest survival rate of 53.6% during the considered tiyesg period At the
begnning of the first year (2008) there were 915 MSMEs. However, at the end of the
third year (2010)ust490 MSMEshad beerable to survive in the market.
The third and final city, Birmingham (UK) is a meditlarge city with a population of
2,512,000 (Censs Data, 2011). The city a8 to be involvedbecauset had been
recorded at the thirtbwest survival rate of 54.4% during the considered tiyese
period of time At the beginning of the first year (2008) there were 3610 MSMEs.
However, at the end of thieird year (2010just 1965 MSMEsad beemble to survive.
69interviews were conductesith women popup owners see Appendix 10 for the profile of
the popup businesses hls number was reached through data saturation (Creswell & Creswell,
2018) At this point, no new themes emerged from sstnictured interviews or the interview

materials (Bowen, 2008).
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Participants in the focus groupsd short interviewgn=15) were selected from the above
participants due to their availability to participate foctus groupdiscussionsand short
interviews. Participants in this study, namely women micetail popup owners, plagd a

crucial role in bringing context to the analysis and making decisions on the feedback provided,
as well aaving an influence on trezaffolding andheadaptation of the participatory action
learning (Corrin, 2019)Participantshad the characterisicof being informatiomrich and
relevant to the studgndthe practical experiences séme of them obeing a mother added

advantage to this research.

4.4.2 AData:management

Thesemistructured, opeended, facdo-face interviews were conducted with women micro

retail popup owners and mainly lasted for an hduutsome interviews lasted for oamda-

half hours. The researcher identified and planned her approach to data recording during the
semistructured interview All the interviews were conducted in the English language (British)
andwere audierecorded using a voice recorderformation wasrecordedhrough themaking

of handwritten notedn this case, even if the recording equipment had failed there would still
have been information availablEhere was glanned transcription of the tapéth interviews

beingtranscribed verbatim (Creswell & Creswell, 2018).

4.4.2 5Quallitative ita -analysisthematic .analysis

Following data acquisition and transcription, the researcher attdihogbecome familiar with
the data by listening to the interviews, reading anctagling the transcribed qualitative data
and forming ideas and viewshe qualitative datawere analysethematicallyas a process in

which a researcher connects ideas and makes sense of the importgiSifaasan, 2014
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Bazeley,201BThemat i ¢ analysis can be defined as ar
interr et i ng patterns of meanings (themeThi$ withi
method was employetb find information within the answers from participants which

ultimately assist inansweing the research questions of the study.

Other data analysis methofsg.,content analysjswerefound as less suitable answeing

the research questior®meresearchers in womeswned business have used content analysis

to understand concepts by tadfiinto account the frequency of concepts of the data. However,
researchers such as Leech and Onwuegbuzie (2011) and Braun and Clarke (2006) argue that

content analysis reduces the meaning embedded in the context.

Identification of themes was foumal bea proces$o aidfurther abstractiorrbmthe qualitative

data at every stage of analysis from manifest and literal content to talent meaning (Erlingsson
& Brysiewicz, 2017).As proposed by Braun and Clerkg006), the researcher employed
thematic analysis in six stages, namégiyfamiliarising oneself with the data; (ii) generating
initial codes; (iii) searching for themes; (iv) reviewing themes; (v) defining and naming themes;
(vi) writing up the finding. Table4.5 presents a summary of ttematic data analysis process

followed in this study.
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Table4.5: Thematic dataanalysis:stages

Stage

1. The researcher
became
familiarised with
the qualitative data

2. Generated initial
codes

3. Searched for
themes and sub
themes

4. Reviewed the
identified themes

5. Defined and
named themes

6. Wrote up the
findings

Description of the stages

I. Grounded (iterative) analysis

The researcher transcribed the qualitative data and then readread
the transcribed datddentified challenges and success factors of
women micreretail popup ownersvere noted down initiallyThen the
researcher highlighted the important thenie different coloursg.g.,
moneyi yellow; markefi green; managementblue). Reflective note:
were kept from the beginning of the study.

The iterative process of the inductive analysis: the researcher ree
re-read the text; engaged in open coding; highlighted/noted down «
within the categories which asgdin answering the research questic
set at the beghing of the study.

Developed grounded codes: after initial coding, the reseaveent back
to amend / edit and break down codes. Accordingly, the initial ¢
generated from the qualitative data were sorted into themes
challenges: themé accessing finance; stthemei obtaining a bank
loan). Coding was finished when satioa was achieved.

The researcher looked for connections between themes and look
subcategories, relationships, and caeffect. Each identified them
was examined and checked to confirm whether the qualitative d:
the study reflected the recognised themes.

Further refined the themes. Tiwasdone by identifying the true essen
of the colleted primary data; defing and naring each themieat this
stage develdpg a matrix of codes and themes.

To build for adiscussion on the study findings, the researcher sel
data extracts to each theme and-théme.

[l. NVivo software

Uploaded the transcribed data into NVivo software.
Continwedfurther reading and reflecting on the data.

The researcher coded the highlighted phrases from
interviews and the initial themes generated from
thematidliterature review

The researcher created the main themes, (sug.cess
factors, challenges) and sthiemes (e.gmoney, market)
in the NVivo nodes. Data extracts were copied and pe
in the themes.

Theresearcher examined andexamined the coded da
sets to reflect the categorised themes. By doing
accurate representation was ensured.

The categorised themes were organised into

overarching category of themes / ghiemes generatec
These themes are presented in the analysisiaaaisdion.
The researcher presented the data extract ifritftings
chapter by making reference to the themes aatating
them toprevious stug findings.

Synthesised fron¥in (2018); Creswell and Creswell (2018); Bazeley (2013); Braun and Clerke (2006)
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As shownabovein Table 4.5, empirical qualitative data were thematically analysed and

interpreted in order to answer the research questions of this study.

Firstly, the researcher followeah inductive coding style within an iterative analysis process,
referred to assébgrmnodndatdegoaiged highlighted
Secondlythe gathered qualitative data were analysed thematically in two rounds (i) manually

and (ii) using the NVivo qualitative data analysis softwareonfirm the accuracy of the study

findings (Creswell & Creswell, 2018; Bazeley, 201B)ar t i ci pant s0 redsponse
to NVivo softwarewhich then determinetthe codes to be formed. Codes were identified after
examinng for repeated patterns in the text. These codes ayked across all documents. In
examining various codes and themes, reference was made to the emergent themes developed
within the literature. The codes then sectioned into the themes were identified in the 5Ms
theoretical framework (Braun & Clarke, 2006)owever, the themesf temporary naturand

micro-size were identifieés beingspecific to this study. The findings weparsuedn order

to identify what data fitted with a particular theinfor example, lack of business management
knowledge i which was then placed into a specific category, namely management.
Accordingly, emergent themes forméem the enpirical data were compared with the

understanding formed after aarlier literature review

The emerging themes were clustered intbosdinate hemes that formed the basis for the
findings and discussiomn this way,accuracy and transparenicyanalysing the primary data
was maintainedThe codes then led to the formation of themes. The thematic analysis
technique assisteidh finding the main temes withinthe empirical datavhich enabled the

gaining of more insight into participandls ex per i ences.
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Semistructured qualitative data analysis revedied main themesnd a third theme, all of
whichreflected the research aim. The findings depict the womenfetad popu p owner s 0
reaklife experiences.
Firstly, womemmicro-retailpopu p owner s 6 sefecing¢othe cohcaptualor s :
framework (Adom et al., 2018), one of the most interestifgndings was the
identification ofthe success factorwhich wereassising the womento survive in the
UK retail market place.
Secondly, the challengesncounteredby women popup owners:another important
finding was the challenges encountered by wop@mup owners which hinder their
full entrepreneurial potenti&l(Gallellalageet al.,2018) from suvivalin the UK retail
market
Thirdly to understand their motives to start a retail pppandthe experiences
underlying the data. The researcher interprets the data to generalise the findings, and
subsequently informs and directs to cycle 3, laying a strong foundation for the next

stage of the study.

The partici pant s dwascorsideredovera fiveyear peadd ofjtirodtom n e y
startup. The thematidataanalysis allowed the researcher to interpret the meanirieof
spoken words of thegarticipantslt also helped to identify how economic, secidtural factors

influence their pofup businesses

42 Reflecting on this primary qualitative data, the study findings are presented in relation to the theoretical
framework (Adom, 2018) adopted in this study and the 5M framework, (Btush, 2009), concepts illustrated

in the conceptual framework. The purpose of the application of these two frameworks was to (a) lay a strong
theoretical foundati on, (b) explain the study proce
meaningful, ace pt abl e t o the theoretical construct sowieth t he r ¢

micro-retail popups. .
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It specifically helped tadentify their business success factas well as the challenges they
encountere@Miles & Humberman, 1994 he study aimed to support women pgpowners
to develop their business management knowledge whiahattlywould helpthem to deal
with the challenges they encounter. The following section pre€guts 3i theimplementing

stage and explais the steps followed in developing the Pgp Pathway

4.5 Cycle 3:lmplementingstagei development of the Peyp Pathway

Theidentifiedchallengesencountered by women mieretail popup ownersvere considered

with a view todesignng and develomg the strategic framework the Popup PathwayIn
developing the Pepp Pathway, the researcher utilised strategic management tools such as
SWOT analysisand TOWS matrix which are used in larger organisations awud lheen
adaptechereto fit the characteristics of women, and the temporary nature of their-retetib
pop-ups(Lynch, 2018) The Pathwayncludes interactive actielearning activitiesassocated

with reflective thinking anénactionbased training strategyhe dfective and collaborative
learning environment of the framewodssiséd participantsto identify solutions totheir

challenges.

The researcher aimed to improve research pradticeagh dialogue and reflection with the
supervisory team, artiroughd&egular checks to ensure that the agenda of the least powerful
beame an I mportant f d@eaggert 1989 Ehe rgsearcher fo@isedv o r k
througha dual emphasis on individual women popp owner sé per sonal an
transformationalong with arecognition oftheir strengths and success factoFee process

conducted in developing the Rap Pathwayis shownin the followingFigure4.6.
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Figure4.6: Cycle 3- Development of the Repp Pathway

The Popup Pathwayhas been designed aftssmbiningthe identifiedinternal and external

environmentfactors and conceptualisingthe identified success factors andallenges of
women popup ownergLynch, 2018) This facilitatedthe creation ofa strategicframework
namely the Popip Pathway whichs aligned with the 5M framework to map the potential
solutions(Brushet al.,2009) Informationwas derivedrom existing modelsind wasadapted
to meetthe needsfovomen micreretail popup ownersResultswere compared with those of
modelsadopted inpreviousstudies in women entrepreneurshijne researcher agted the
strategic management toas$ SWOT analysis and TOWS matrix developing the action

learning activitie®f the Popup PathwayLynch, 2018; David & David, 2013jlertler, 2017).
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The study employed a participatory actiorbased trainingtrategy(McKernan, 1998)There
has been ahift towards a more peoptentred enggement approach which offers an inclusive
communitydriven approaciior thedesign,implemenation delivemnceand validaton of the

Popup Pathwayactionlearning activitiegMertler, 2017)

Prior to taking action to develop the Pop Pathway, the searcher conducted the following
preparationreceiing guidance from academprofessionals
(a) highly productive and constructive discussiowith supervisors about interview
findings, subsequentlfollowing their valuable guidance
(b) continual engagmentin constructive discussignvith scholars, academic professionals,
business development advisors and colleagues argoexperiencd in strategic
management, women entrepreneurship and mnetadl popups andthus received
valuable guidance and insigas a consequence
(c) empirical data findings and interpretationsave been presentedn conference
proceedingsind research groups to identify the most suitable stratiegigesigrnng and
developng the Popup PathwayRepresentations were made as foewo the British
Academy of Management Conference, Nottingham Trent University Doctoral Research
Festival 201&ndto internalresearch groupsuch asMACS Research Group NTand
Innovation Digitalisation Entrepreneurship Operations Research Group NTU
(Gallellalageet al.,2018a; Gallellalaget al.,2018b; Doctoral Symposium, NTU 2020)
(d) The researcher has beemntinually engaged in constructive discussions with scholars,
academic professionals ithe strategic management of women entrepreneurship
micro-retail and popup business, anather business development advisors and

colleagues. Their valuable critical insights and positive feeddaak beenof
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considerableassisance tathe researcher in thaevelopnent ofan appropriatestrategic
frameworkfor women micreretail popups.

(e) theories in strategic management in small busiaedsxisting strategic frameworks for
women entrepreneurs in the Ulere diligently studiedg(g. Strategic Framework for
Women Entrepreneurs, 2016; Vistaprint, 2Q16%ulting in the adoption tiie grategic
managementools indevelopng the Popup Pathwayaction-learning activitiesof the
Popup Pathwayeingdesignedased on the philosophy of participatory action research

(PAR) through a spiral afleagenerating, actiontaking and evaluation (Mertler, 2017).

4.5.1Action-learning-activities of the Pepp Pathway

The researcher used quotes, codes and thendeselopinghe Popup Pathwayln designing

the actionlearning activities, the strategic management tools and technigeresadaptedb

match the characteristics of women pgpowners ashey are thé¢arget audience anaain
beneficiaries. Their socioeconomic significameas consideed as importantAs exampleof

this: their mothering role and family caring responsibilities; farbilisiness life balance; level

of education; their business knowledge and skills; previous experience; opportunities and
resources availabl® them (McKerna, 1998). With the 5M frameworka strong link was
developed to a richer theoretical perspectivtin the subject of womenwned micreretail

pop-ups(Creswell & Creswell, 2018; Denzin & Lincoln, 2015).

The participatory acticfearning activities offte Popup Pathway assist and support women
micro-retail popup ownerswithin the following ares (Mertler, 2017)

(a) To work with potential group members

(b) To strengthen each other by sharing and utilising their diverse business management

knowledge skills, expertise, practice and experiences
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(c) To identify their strengths, weaknesses, threats and opportunities

(d) To decouple the complexities and identify strategies to turn their weaknesses into
strengths and threats into opportunities (Baetes.,2012; Lynch, 2018)

(e) To improve their business management skills and develop an entrepreneurial.mindset

() Toutilise their strengths, capabilities and resoutoesspond positively to the changes
in the retail market

(9) To identify potential solutions and takaction within a collaborative learning
environment taovercome the challengé&reenwood & Levin, 2007Boon & Ram,

1997; Greenwood & Levin, 1998).

The objective of theactionlearning activitieds to assistvomen popup owners to dismantle
former structures the pursuit obest practice and conceptualise actions to identify solutions
for the realworld challenges they face. The researcher adopts a participatory, collaborative
approach which involves the esscher, women pepp owners and resource persons in
developing the Popp PathwayMertler, 2017) PAR combines theorpractice and diagnosis,
action and reflection as a more practical method with a vested interest in finding solutions for
the challengethey face(McNiff, 2002). By applying team working approacimetresearcher
engages collaboratively with women pop owners (internal) and resources persons (external)
from business supportive organisations (Kempis & McTaggart, 1988; Reason & Bradbury,

2001).

The Popup Pathways projectedo assist women pepp owners to identify practical solutions;
gain required support to implemehbsesolutions; take effective and prolific decisions; foster
positive improvements and evaluate and reflect on tbheegs andhe outcomes of change
((Mertler, 2017;Reason & Bradbury, 2001). Furthermore, it helps them to compete within a

competitive but collaborative retail environment; share their knowledge, ideas and views to
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support their colleagues; strive for inogement and create a competitivet collaborative
support model which aims to gain effective and positive respofsesmproving the

performance of womeawned retail pogpups.

The Popup Pathway assistwomento engageinclusively in a positive, divesified and
collaborative environmenand to empower them to gain salbnfidence to build their
temporary micreretail popups. The reasamg is thatthe selfconfidence they get from being
empowered breeds happiness; it encourages their wellbeing; s#pémm to have braver,

better business ideasdto set higher goals and find novel ways to achieve them. Building
self-confidence assists them to gain strengths and believe in themselves to take successful paths
and break new ground. Accordingly, the researcher ensures that their interventions are relevant,
appropriate and imasive. The researcher embraces diversity in facilitating womerupop
owners to engage collaboratively with representatives from business support organisations to
identify, clearly define and share their vision, mission and stratetiyeofpop-up busingses

to survive in the UK retail market where their excellence and suceedse celebrated his,

in turn, leads to actions which support mutual aid and collective action at the grassroots,
informs business supportive organisatidgasenablegorogramme cange and enaldevidence

based contributions to policy development in the UK.

4.6 Cycle 4:Reflecting stagefocus groups

The methodol ogy adopted i-mf Itehcitsi osnt ucdyyc | &rbe Iti
suitable strategic framework to support women mretail popup owners(McGrath &

O6Tool e, 2Théd BAR prpcess @s8igts the researchengage with participants
collaborativelyin identifying their challenges andringing in possible solutions (Cammarota

& Fine, 2008; Kemmis & McTaggart, 2007).
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The actionlearning activities of the Pepp Pathwaydirectly link to actionand asist women
pop-up owners to become involved in sedflection and identify ways to overcome their
weaknesses and threats utili singtheir strengths and opportunitidés.cycle four, three focus
groupdiscussions were conductaatest and validate the newly developed pPathway

The process conductégishownbelow in Figuret.7.

Figure4.7: Cycle 4- Focus:groupsactionbased training and testing the, RgpPathway

5. Popup Pathway
tested and validatec

7 o

4. Focus groups & 1.Popup Pathway
qualitative data for the women
micro-retail popup
owns in the UK

Thematic analysis

L J Cycle Four
Ve N 7 N
2. Test the newly developec
3. Facilitation and Pop-up Pathway

collaborative knowledge Focus groups in
exchange environment Birmingham, Manchester

| I | and Nottingham I

\ J S \ J

As shown above in Figurd.7, the actiodearning activities of the Pepp Pathway were
implemented and testday conductinghree focus grougiscussion® (Smith, 2001)onein
each of the cities oBirmingham, Manchester and Nottinghamn total, 15 wonen popup

owners participated in the focus groups.

43 (FG1- Manchester; FG2 Birmingham; and FG3 Nottingham)
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Each focus group consisted of five women qogpowners and a resource persbime women
pop-up owners who participated in the individual sestnuctured interviews were invited to
join in the focus groupslue to their availability. The resource persons were drawn from
business suppave organisations and were invited according to their availability and due to
prior contact with the researcher. Their participation was completely voludtecordingly,
theresearcher was able to find an eegpanding set of potential participants who volunteered

to be part of the research rather than being chosen.

The aim of the focus grougiscussionsvasto test and validaténe actiontlearning activities of
the Popup Pathway and identify areas neededfurther developmentPrior to starting the
focus groups, the participants were given a printed draft copy of theiP&athway (see
Appendices8 and 9). The study employedan actionbased training method (e.g.
brainstorming). The researcher adopted and performed the facilitatavhicle refleced on

the epistemological position durinipe focus groupdiscussionsto develop collaboration

among participants and to promote a level of dialogue.

During the focusgroups, the researchevorked collaboratively and professionallyith
participants anfhcilitatedtheiractive engagaentin the actioAlearning activitiegBryman &

Bell, 2015) The researcher also asked questions that edepbwerful information. As
mentioned above, the study adopts a qualitative approach for its validitgliability andas

an effective way ofmpoympnt experiemas (Ritchiee&nBairglleys e | f
2005; Foster, 2011). As discussed by Creswell (2018), the basic idea behind these qualitative
focus groups was to purposefully select participats wouldbestbe @leto understanthe

appropriateness of the new framewtwkthedevelopnent ofwomenrowned popups.
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Some of the questions askefthe participants were: (a) Strengths of mioetail popups are
temporary in nature and can move to different market®w do you perceive these? (b)
Identifying your strengths and opportunities would assist you to overcome the challenges and

threats ya encountef do you agree with this statement?

The focus groups were audiecorded and transcribetihe transcribed qualitative data were
analysed (a) manually and (b) usthgqualitative data analysis software, NVivo, which allows
the generatingof themes across the data to be coded thrauhiematic analysis (Creswell,

2018) The areas that needed to impravere identifiedandthe necessary improvements made

This meanthat thePopup Pathwayvas now validated

4.6.1Cycle5: Reflecting stage individual follow-up shortinterviews

After introducing the Pojpip Pathwayto the women pojpip ownersfifteen follow-up short
interviews were conductedvith fifteen women micraetail popup ownersto get their
impressios and unerstand their experiencedoutthe Popup PathwayCycle 5 is shown

below in Figure4.8.
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Figure4.8: Cycle5: Reflective stage

\
\

\
\

As shown above in Figu.8, fifteen short interviews (Birmingham=5, Manchestem=5,

Nottingham:n=5) were conducted with women mieretail popup owners.

The aim of the short interviews was to get the women migi@lpopu p owner s8 | mpr €
about the Pojup Pathwaylt also helgdto explore(a) their impressiosmiand opinios about

the Popup Pathway and (b) identify the factors which coulihip@ementedchanged or added

in order to develop the content and activities of thefap@PathwayParticipants were selected

from thosewomen who had already participated in the ssmictured interviews and the focus

groups. During the follovup interviews, participants were asked questions that edeld

significantinformation.Typical questions were:
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(a) what do you think of the actidaarning activities of the Pepp Pathway? (fdo you think

that the Pojup Pathway helps you to develop your agpbusiness? (eyhat do you like best
about the proposed Papp Pathway7The researcher considered that the constructive feedback
received from participants not only alledthem to idetify what is working and what is not

but enabld them to make changésr thefurther development of the Payp Pathway.

The followrup interviews were auditecorded. Collected data were transcribdthe
transcribed data were analysed (a) manually and (b) ubmgualitative data analysis
software, NVivo, which allowdthemes to be generated across the data to be coded through

thematic analysis (Creswell, 2018). The analysis helped to validate hepHRathway

Time horizori crosssectional:This research is a crosgctional study conductedfidfil part
of the PhD project for Nottingham Trent University and conducted during the limited period
of 1' October 2015 to 31August 2020The following section presents the ethics followed in

conducting this PAR.

4.7 Ethical Consideratien

For the purpose of this study, eesch ethics were approved by the College Research Ethics
Committee (CREC) of Nottingham Trent Universitigthical clearance was obtained on
26.09.2017 under approval No. 2017/2gsee Appendix), to conduct the senstructured

interview, andthen agairon 13.12.2019 under approval No. 2019/269 to conduct the focus
groups and followup short interviewgsee Appendixs). Par t i ci pant sdé6 conf i

anonymitywerepriorities in this project.

44 The researcher inevitably shapes the understanding of the researitnguessearch strategy, data collection
technigues and analysis procedures, interpreting the study findings (Crotty, 1998).

228



The qualitative serrstructured interviews were designedidentify the success factors and
the challenges encountered by women -pppowners The focus groups and followp
interviews were carefully designed to inquire how the-BpPathway influenceandhelps to
develop their temporary micn@tail popups. Disclosure of personal information was
discouraged during the sesstructured interviews, focus groups and folowinterviews and
this was made clear prior to and during the intervigtvsfocus groups anthe follow-up

interviews.

Prior tothe colledion of datg participantavere informed of the purpose and overview of the
research project. A participant information sheet and a consent form with clear explanations
were given to each participant (s&gpendix 6 and Appendix)7The semistructured facéo-

face interviews, focus groups and short interviews were starteclkhftarticipants had signed
aconsent form and given their permissiBefore participants added their signatures they were

given the opportunity to ask piguestions about the project.

Participation was entirely voluntary, and permission was given to withdraw from the project
without having to give a reason. Also, the information they provided was not to have any effect
on conducting their pepp businessesThat ensured the anonymity and safety of the
information provided. All research instruments were explained in terms of instructions and
guestions. Additionally, the use of audicording and noteakingwasclearly explained. The
gathered datavere storecandsaved as a separate wqmebcessing file, password protected,
with confidentiality maintained and anonymity preserved. The data were collected

anonymously and safely.
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Women micreretailpopu p owner s6 names wer e codngihadered by
to protect an indi vi duwadtdbes destrdyedrsix mdntys aftefthee ¢ o |

researcherds graduation and dissemination of

The researcher followed the highest possible standards of Nottingham Trent Univerg s
ethical practice in the conduct of this study. To maintain confidentiality, pseudonyms were
used for the participants involved. The researcher triangulated the data to mitigate occasional
biases from the participants due to their experiences ampddbess of selection of prospective
candidates (Bekhet & Zauszniewski, 2012). The researcher maintained the trustworthiness of
data andwas not open tdias. As an example, participants checked the transcripts and
conducted some peesview sessions to cirm that the data lthno bias Once the researcher
hadcoded the data, verification and validation that the correct codes and understanding had
been formed was ensured by meetings with three supervisors and etiofirof the data
interpretation. To preantmerelyan academic perspective, a solution was sought that involved
holding informal interviews with three business support resource pevduinh included
memberof the local county council enterprise network.

Two of these support resource persdrasl desigred training programmes in micnetail
business developmeasoperated in Nottingham, Manchester and Birmingham in the UK.

The third person was selected as she had experienced challenges in developing heroswn m
retail popup andhadsurvivedin the UK retail market as a micretail popup owner and, as

a trainer in Nottingham City Council she conduttraining for women micraetail popup

owners. Opinions were also sought from leading academic exfheets of whichregularly
research the retail marketing area and two othbrsare in the womeiowned micrebusiness

area and from oe expert ireducation antraining, a trainer in small business development in

NTU.
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This strategy was pursued in order tonpare and contrast the study findings wita views

of experts within the research field and small business sector. A number of scholars and
resour ce per sdihe egearcheér towanpaaeshe prisnary data findings with the
secondary data fimags. Validation of the primary data by means mkviously published
research materials allowéar theory triangulationAt this stage, the gathered qualitative data
was processed followingn inductive reasoning approadly starting broad angeneral ad

thenmoving towards the particular.

In this PAR there is no hierarchical order between researcher and participants. The researcher
was the primary data collection agent for this study and conducted thestsectired
interviews, focus groups arghort interviews with each of the participants fazéace. To
maintain the quality of the epistemological research design and the qualitative methodology,
the roleof the researcher was seasthat ofa friendly outsideseeking datéGreenwood &

Levin, 1998).

The researcher worked collaboratively with the participants and eliitbet process to identify

the success factors, challenges, strengths, weaknesses, threats and opportunities, as well as to
find solutiors by utilising their strengths and opanities within a collaborative, pe&s-peer

learning environmen{Holter & SchwartzBarcott, 1993) The researcher administered all
aspects of the interviews to ensure saturation and put aside any bias during the process of data
collection and analysiand maintained seleflection / reflexivity over the research process
(Marshall & Rossman, 2014). The researcher implemented the research design, strategies and
data collection techniques in an ethical manner, obtaining guidance from the supervisory team

where necessary.
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Participant sd e n g amgakimyepnotess ifacilitate thee apptication sfi o n
interventions becaugbey werepart of the decisions for which they will be responsible. The
findings of this study were produced by the particip@ntsr e s p ctheisparscipationnd

not by any intended bias on the part thie researchedue to motivations, interests, or
perspectivesd (Lincoln & Guba, etal9q2®@®)and. 290)
Bellmanet al.(2003), this increases theotivation level of participants. Trevantagef this

approach was that during the process the researcher was able to benefit from different forms of
knowledge which have implications for women pgpowners beyond this study. However,
theresultof the PAR method arenot just solutions to the immediate problems encountered by
women micreretail popup owners but arelso aboutimportant learning outcomes and

contributonsto scientific knowledge and theory.

4.8 Validity andReliability

Since \alidity and reliability were considered as esserdrad as more inclusive concejits
undertaking this qualitative stud§Braun and Clarke, 2013)ngoingmeasuresveretakento

improve reliability and validity.

4.8.1Validity

Validity in research is concernedwitre6 accur acy aofsicitemt ihfiud¢ nfeismsd
Comple and Goetz 1982, p. 32However, Cohert al. (2007) and Maxwell (1992) suggest

an emphasisodunder st andi ngo “rimdudlitative réséarschiheré ara | i di t
different types of validity Campbell and Stanley (1966) have defined two major forms of

validity: internal and external.

4 Validity in qualitative research has different connotations than in quantitative research.
46 validity is generallyassociatingvith quantitative research methods.
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Here the internal validityis consideredo refer to the extent to which study findings are a true
reflection or representation of the reality of womewned micreretail popups in the UK.
Wider, indepth reading within the context of retail pop, women entrepreneurship and
strategic management helped to gain adepth understanding of research issues in exyjor
womenowned micreretail popups and thus helped to enhance the validity of thisPARe
study used 5Ms framework, SWOT analysis and TOWS matrixvercome the deficiencies

intrinsic to asingle theorythus increasing the validity of the studyefixil, 1989).

This understanding is further developed throoghthe empirical data collecti@nd analysis
processin this study, the researcher gained an understanding about the real meaning of the
gualitative data collected from women pop owners.A clear dsinterestednessand
objectivity/opennes®n the partof the researchewas apparent through a willingness to
accommodate any legitimapmssibility ashow to achieve the research aims and objectives

throughthe data collection and analysis methods (Cadtext.,2007).

In this qualitative researctvalidity has been associated with honestfrich means an
authentic way of data collection, accurate data analysis, interpretatioprasdntation ofhe
gualitative dataThe tiangulation achieved in this study by using method triangulation means
the use of multiple methodsvhich in turn means the collection anadhalysis of datdrom
varioussources andby means of varioumethods ultimately defined as aultiple method

approach.

47n particular, the researcher reviewed relevant literature in wamered business to identify the best methods
and content to address the research problem and resea
2018, p.45). For example, why do women micetail popup owners start their businesses as temporary retail

pop-ups?
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Qualitative data were collected in three phases usingstencitured interview focus groups

and further short interviewsesulting in the necessity ofore than one data collection. Semi
structured interviews were conductedhineedifferent cities. Actiodearning activities were
tested by conducting focus groups discussions. Further short interviews were condudted to ge
the impressions of the Pap Pathway.The cathered qualitative data were anagga)
manually andb) using NVivo softwarewhich rectified thedeficiencies intrinsic to aingle
method A depth of datéhas been achieved viadatailed and comprehensigellection and

analysiswhich furnished a wide scope and rich resources.

Critical selfreflection a critical look att h e r e s @va araljse raddsinterpretation
processewith a view toavalidation of thestudy. Respondent validatisrasachievedhrough
checksmade by member participantshich in turnenhanced the validity of this qualitative
research. Thisvas especially the case with interviews, focus groups discussions and short
interviews. Transcripts and conclusiomsregiven to the partipants and their feedbaekout

the accuracy of the contemtas requested anceceived This tended toensure that the

researcher and the participants viewed the data consistently.

The researcher consideredatlin-depth explanation is important in dewping a broader
understanding of the PAR proce$&lidation from otheravas held to be via their expert
consensual view which was followed throughout this study and which promoted familiarisation
with the topic of womerowned micreretail popups at various stages of the PAR process.
Therewasa periodic er reviewof the da collection tools, data collection process, transcripts

and interpretation process (interview data and focus group data).

234



The researcher increased validity by receiving constructive feedback and thought from a
number of scholars who are experts in woroemed micreretail business and strategic
management. This included constructive feedback from the supervisory team of three
individuals, positive and productive feedback and comments from the College Research
Degree Committee and the feedback gained fseneral research group presentations and
conference proceedings. Feedback from others came from research colleagues, independent
fellow researchers and participants as informants, all which contributed to the validity of the

study.

Triangulation has coidered as another way of achieving validiBata collection sources
weretriangulated Qualitative étawere colectedfrom more than one sourc&.number of

data collation tools are generally used in order to make the process of qualitative research more
valid. The first data were collected by conducting setniictured interviews and theilised

for the development of theop-up pathway

This particular PAR has implications for understanding similar situatignseason of its
constituent methoddt follows that thisqualitative researcks evenmore valid through its
transferabilityi it can be veryhelpful when trying tounderstandimilar situationslt is the
measures taken to improve validityhich led to an improvementn the reliability of this

gualitative research.

4.8.2Reliability
Reliability is concerned with the consisten
accants as well as the researcherods ability t

etal.,1976, p. 182).

235



Reliability in common sense terms means a replication of the same research pithctss
possibility of gettingsimilar outcomesHowever, reliability in qualitative research depends
firstly on thedescription of the research procesggen onthe research sites and the research
informants, and ultimately ondata collection analysis and interpretatidrhe researcher
adoptedstandard and approved tools to increase reliabilityis was exemplified irthe
researcher developy a written protocol for interviewandproperly documeirtg the research

using critical discussion and brought originality to the study.

The researcher comes up wétbescriptionof the studyin the interes of aiding thereliability

of the research processmid especially theeporting processWhat the researcher repedt
depended on the position within the participants grahpsstatusiccorded t@articipants, and
the role behaviour expected of thedence, he status position of the researchersas both

anoutsider and insiddp the study as and when required.

Honest reporting is considered as extremely important whatevecamants the researcher
faced, whatevethe factors that might have influenced data collection, analysisthaad
interpretation procesall reporting must be honest and in keeping with the contéralysis

of the whole process with reference to the contex consideretb beimportant in improving

the reliability.

A comprehensive inclusion tiefindings,thediscussion and interptation andheconclusion
itself with reference to thevomerrowned micreretail popup contextwas consideredo be
important For this reason, botthe research contesindthe backgroundwere analysedn-

depth This led to the conclusion of reliabilifgr this qualitative PAR process.
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The question of the validity and reliability of this qualitative research takes into account the
whole PAR process rather than merely focusing on data collection and analysis. It means that
the research design, qualitegidata collection, the thematic analysis and interpretation of data
have all been taken into account when assessing validity and reliability. Checking for the
representativeness of data as a whole, of the coding categories and of the examples used to
analse and present the data, all contributed to a trustworthy study assessment of validity and

reliability.

4.9 Summary

The researchdnascritically discussed the overall decistomaking process involekin this

study and provided some justification for the selection of the research approach, the qualitative
method employedard focused on the whole tiewomen popup owner experienc&urther
consideration has been given h® tmeaning impliedby individual women pojup owneés
day-to-day experience Through this study there has been the realisation lofoader
understanding and deeper insight into complex social and cultural iSdumsesearcher
worked with women micraetail popup owners and resource persons to create a woman pop
up owneffocused, collaborative business support framework. To achieve this, the researcher

conducted careful planning, listening, evaluation and critefédctionsessions

In accordance with a and Lincoln (2006), the participatory actlearning activities of this

study assigtdt he researcher to Oproduce credible fi
with the women micraetail popup owners whearticipated in this studffreharne & Riggs,

2017, p.57) The working together approach employed assisted the researcher to better
understand the experiences of individual womenyopwnersThe PAR methoénabled the

provision ofa rich description othe responses and experiences of women rnéteal popup
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owners.This process alloedthe researcher to work together with women-pppowners to
identify possible solutions (Holter & SchwaiBarcott, 1998).The transferability of this
gualitative dataanalysis and interpretation make aneasier apptation toother geographical

areas in the UK.

The following Chapter 5 presents the findings of the s&roictured interviews.
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CHAPTERS
FINDINGS FROM SEMISTRUCTURED INTERVIEWS

5.0 Introduction

As mentioned irthe previous chaptesemistructured interviews/ere conducted with women
micro-retail popup ownergo get more insighito their experience in operating the temporary
micro-retail popup. Gatheredualitative dataveretranscribed and analysed thematically (Yin,

2018; Creswell & Creswell, 2018; Baegl| 2013). The qualitative datiadingsrevealed two

mai n themes which refl ect eedtiort5ilgresertsubtioceads r e s e
factors of women microetail popup owners Secondly,section 5.2 presenthe challenges

encountered bwomen micreretail popup owners.

5.1 Women micraetail popupp o wner: sd-siuei€ess factors analy
Research questiaihree (RQ3): “what -are the success: factors. of women: mretail
pop-up owners
The themes which emerged from the qualitative data assd#ntifying women micreretail
popup ownersod success fact or with(ajtheSMsthemrettakr o ad t
framework (Brushet al., 2009) and (b)the conceptualframework designated3.6.1. The
corresponding suthemes follow asnarket, money managementmotherhood and meso
macrceenvironment During the semstructured interviews, women miceretail popup
owners answered question 9 (see Appendix 1 for the-swuwtured interview guide).
Question 9 stated dAin your opinion how wou

Management rated 210 ) contri buting to the success of

48 Results from the qualitative data analysis
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5.1.1 ThemeoneMarket

@Varke® which is depicted in the conceptual framewak3.6.1.1 along with the 5Ms
theoretical frameworks identified as one of the business success factors of womead
micro-retail popups.For the market only @ of 69 participants, 46 indicated Ne(y larger
contributon), seven participants rated it as 9; 11 participants as 8; three participardads 6
two participants as 5. Overall, all the participants revealed that they strongly consider that
operating in the temporary retail market assists them to succeed. However, in detailed
discussion they emphasised that despite the success factors theyemsmme challenges in
operating their temporary retail pops in the UK retail market. These challenges will be
discussed in the following Section]13.. Under the theme of markstx subthemes emerged

from the interview data findings (see concepfuaineworki 3.6.1.1) which can be discussed

as follows-

I. Operaing in micro-retail popups

ii. Temporary nature and shdaerm retail space

iii. Experiential marketing format and gain public interest

iv. Create urgency and buzz with the retail market

v. Focus on théarget market

vi. Networking

i.  Opetaing in micro-retail pgpups

The current study found operating a business in a aétesl popupto be asuccess factdor

womenowned popups. A possible explanation for thpovided by the participantwas that
the mcro-size assists them to reduce the operating costtandesign a pojp that
complements their brand

240



The micrasize also helps them tocae and manag their popup effectively in a busy

marketplace in front of customers who are shopping and ready to buy products. This is evident

by a statemerftom one of the participants:
Al é] it is much easy to | ayout -amstbp manag e
because | have a limited number of products. A ssiald store allows me to design
it to fit my product s and (Pddh (Partcpantwi t h
Manchester 4).

Similarly, another interviewee explained how small size assists her to rdtiast of

managing her pepp retail business.
A é] | prefer to seldl mYy begause Idbnlychave a smnallt o f
number of products and it costs less money to manage as well. During the week | move
to different markets. For exgte, popu p event s i n Mansfield an
(PB12)(Participant Birmingham 12)

Figure5.1below illustrates the above discussed characteristics of a-nei@ib popup which

they considered as a success factor.
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Figure 5.1:'/A.womesowned micreretail popupp: tha t hritohela6:Ch ridksitgomas Mar k

Nottingham:in’2016

Source:Gallellalage (2016)

The findings of this study reveal that the effective management of a busirgsspop retail

format will assist women to encapsulate business opportunities and will support them to grow
their businesses67 participants agreed that managing or selling their products in a-micro
retail popup is a business success factor. This finding islaino the previous research
findings in women entrepreneurship (Pgp, 2016). As discussed in Chapg&rLiterature
Review, previous researchers handicated thabusiness successin often be related to the

micro-retail popup phenomenon
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ii. Temporary nature-and shaerm retail popup

Womenrowned micreretail popups are temporary retail locations by nature. It is interesting

to note that56 participants ndi cat ed t he Ot e mermre@ikpppu pat as e d

business success factors (eRiN1; PM10). This result may be explained by the factttieste
factors provide opportunity fovomen popup ownergo access retal market and move to
different places in order to introduce their new products and continue selling existing products
during different time frames.articipants further stated that temporary qugpstores provide

access for all sizes tusinessThese rsults match those observed in earlier studies{Rop

Stor e, 2016) . The themes -terrh retditpppmp édr areycun a e

throughout the dataset. A common view among interviewees was that selecting a suitable
location is critical for thesuccess of their pepps. As one interviewee put it:
A €] t-upeventsavpere | sell my products are important for the development of
my business [é]0 (PB3).
The women micreaetail popup owners who participated in this study mentioned that they sell
their products in many different locations in the UK retail market, namely event spaces,
shopping centres, and vacant stiegel retail outlets. Some of the examples they mentioned
were (a) Christmas Market at Nottingham Market Square (b) LevenshulmketViar
Manchester and (c) the German Christmas Market in Birming&aparticipants of this study
noted a strong need to take the quppstore to different markets or locations. One participant
commented:
A[ €] s ma lup stoses aresbecpmimy more popular in the UK retail market.
pop-up helps me to build my brand. If | am not successful in one location, | am able to

sel l my products at another place or di

PM5 shared the iportance of moving to different markets:
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Al é] | o pue im Chanjey fom plonday to Wednesday. On Saturday, | go to
apopup event in Manchester city [é]0 (PM21
PN5 (Participant Nottingham Skvealed her desire and excitement to go to different markets
as another strategy for her pop retail business succeShecommented:
A é] i t yfoanse tostravel toalifferent cities, to sell my products and
introduce new products to the custome 0
The study findings revealed that they operate theirypspin each market for a shairne
period and have found this to be one of the success factors. Evidently, the participants
responded that they operate their jums from (i) a few hours per ga(ii) a day (e.g.
Val entinebs Day); (iii1) during the weekend;
months during the year. This study supports evidence from previous observatioisai(etd,
2011; Popups, 2016)62 women micreretail popup owners who participated in this study
conduct their pojups during the week analso atspecial seasonal events of the year in
different markets in the UK10 participants stated that they mostiperate their popp
businesses during the weekefithe majority of @rticipants stated that moving to different
markets assists them to meet more customers in different locatmmhsiaximise their income
by selling their products directly. The majordf/those who participated in this study reported
operating a micrgetail popup temporarily for a short period of time as a success factor. The
t heme Otemporary ratrunr epbe rii nocdléu dcionrgr odbsohr cart te s
deal of the previosistudies conducted in retail paps in general (including male and female);
for example, Niehnet al.(2007), Haas and Schmidt (2016), Cochrane (2010), Pomodo (2013)
and Alexander and Bain (2014).
However, this result has not previously been descrilpetifscally within the context of
womenowned businessesind the UK retailmarket The results of this study indicasa

experiential marketing format as a success fdorovomenowned micreretail popups.

244



ii.  Experiential marketing format.and gaining palnterest

Anothersut he me whi ch appeared from the interviev
the unique and interactive experientizdrketing format of a womaowned micreretail pop
up. Micro-retail popups can be identified as physical shopping stafg@ish are memorable,
engagingand exciting events which have a limited peagsdod6 whendé and &6how | on
up will appear in the retamharketplac€Cochrane, 2010; Pomodo, 201Byidently, just over
half of the participants reported experiential marketing format as a successHaxttoipants
further explained that having ayscal presenci the form ofa microretail popup facilitates
meeting customers fade-face puttingtheir brand in front of customers and encourages sales.
Accordingly, women micrgetail popup owners are able to create a unique interactive
experiene with their customerswhich helps thm to gain ahigher level of customer
engagemenand a bigger audienceSuch a beneficial factor is hardly obtainable through a
permanent retail format (Alexander & Bain, 2014). As one interviewee said:
Al é] s eodlutts at g poppr event offers me the opportunity to engage with
customers. It is difficult to find this kind of communication with the customers in a

per manent retail shop [é]0 (PB12).

And another participant commented:
Al é] -apevandd mould the hands and feet of ndaern babies. Customers are
so excited to get the cast for their babies. Parents are so excited to see the final product
[ €] 0 (PN6) .

In all cases, the informants reportedreatingof urgencyor buzz within the retail nritet as a

success factor.
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iv.  Createurgencwith buzzin the ietail market

Another success factor of womemwned popups isthe ability tocreat a sense of scarcity
which generaes abuzz anda sense o&n extravagant experience for customers. Turning now
to the experimental evi dence muiscdsgom withr at e b
women popup ownersabout theirsuccess factors in the context of the retail market.
Participants stated that they mostly attend -pppevents which appear unexpectedly and
surprisingly in the retail market in different places. The reastmaidimited offers create a
strong sense afrgency within the market. A possible explanation for this might be that pop
up events open for Amited time This situation increases tf
exclusive or limited products before the event finishes. There are, however, otherepossibl
explanations; for example, unexpected jopevents provide an extravagant experience for
customers within the retail markét7 participantsstated thatpop p event s O6gener a
emergency6. One participant commented:

A €] -upevgnts encourageistomers to buy the product as we are only there for a

l'i mited PBldne [ é] 0 (
The study findings reveal that pops appearsurprisingly, and customers are mostly
encouraged to make the decision to buy the prodbice participant expressed that & i
important to keep the peyp fresh:

Al é] I 0 pup istoremay sperificptimes. | only open my agpin Mansfield

once a week. | always bring new products which attract young female customers. They

know that | only open once a week. So, they knowtthey have to buy what they want

on that day or wait another week miss the opportunityThis helps me to encourage

them tobe motivated tduy my products with urgencif.theyd o n dy therdand then,

theywill revisit my popup at a later day, dhey will come to one of my pepps in

another city nearby if 10t i s convenient f
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This view is supported by previous research.-Bpp appear unexpectedly and surprisingly
and generate buzp becomean extravagant experience for custosn&hopify, 2014).In
addition, it follows also thakeeping the pojup store fresh can be seen as a success factor
which helps women micreetail popup owners to sell more products, increase their sales

volumeand survive in the retail market in the ¢pterm.

v. Focusonithetarget: market

Another success factor which the intervéereveal is that diocusing on the target market or

the audiene within the retail markeParticipants state that communicating with customers

assists in building a strong customer relationship in the short term and long term.

One participant stated:
A €] young peopl e are my t akaydotspeaduhtiir e nc e
money on fashion and lifestyle productéiey bring in more business by telling their
friends about my store and my products and also post pictures on Instagram with my
|l ocation tNlgged [€é] 0 (P

This participant highlighted that inexpensive marketing communication methods, such as word

of mouthwereparticularlyaffective in attracting newoung customers.

Such aview is supported by the findings of the studies conducted irupagetail in general.

For example, Popp Stores (2016) has identified that choosing the right target audience to sell

to assists business owners to conduct their businesses successfully.

vi.  Networking

Another reported success factemetworking. The current study found that networkisig
key success factor for market development. When participants were asked about success

factors, the majoritynentionechetworking
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15 participants stated that they have participated in networking events in their local
communities (e.gNottinghamCity Centre, networking events at Chambef Commerce in
Birmingham and Manchester) atight this proved tde helpful to them. There are several
explanations for this result. For example, one interviewee said:
Al é] | attend a Blue Stockings Brunch onc
women business owners. Most of them are-ppusiness owners and we help each
otherwith our businesses. Most of us discuss our problems, difficali@pain point
in groups and offer advider businesglevelopment] ¢ ] 6 ( PN2 3) .
The majority of the participants agreed that participating in networking events helps them to
develop theitbusinesses. In all cases (69), participants reported that their famaifyiends
aresupporing them throughout their business journey. Taken together, these results suggest
that there is an association between participating in networking and business success. This
study supports evidence from previous observations (Foster & Brindley, 2017etJck
2010). However, 54 women pap ownersmentioned thechallenges they encounter in
participating in networking events (e.the networking events are expensaradifficult to
afford). The results in this sectishowthe success factors of womewned microretail pop

ups within t heandaaunmariseinddble®lielomnk et 6
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Table 5.1: Extract fronthe coding template

Succesd$actors of womerowned micreretail popups- ivMacr'k et 0 .

Comparison of research findings to literature findings.

Wednesday. On Saturday, | go to afupmpevent in

Manchester city [é]0 (PM

Theoretical| Subtheme | Specific themes Quote examples from interviews findings Quote fromtheliteraturereview
category within thesub (primary data findings). findings
themes. (secondary data findings)
I. Operate A[ €] 1t itodayouteamdymanage sny business
in micro- Micro-size. a small retail poup shop, because | have a limit
retail pop number of products. A smadized store allows me t
ups. design it to fit my products and engage with the custor
[ ] 0 (PM4) . No or inadequatapparent
[ é] I prefer to samallretaih literature
space. Because | only have a small number of product]
it costs less money to manage as well. During the we
move to different markets. For example, pgpevents in
Generic Mansfield and Nottinghan
themel ii. Shorttermretail |A [ é ] t -tpeeveptso where | sell my products [ é .pdpup stores are tempori
Market. Temporary | store. important for the development of mly u s i n e sishopping opportunities that disp,
nature Opportunity to (PB3). products and services in
enter the retalil surprising way in order to attrg
market. A €] s ma lupstoses arecbecpnang morepopyt he consumer s o
Move to different | in the UK retail market. It helps me to build my brandSchmidt, 2016, p.90).
markets I am not successful in one location, | am able to sellTemporary presentation is one
Introduce new products at another pl acfthe business success factors
products. ng] | o p eupin@lorley wom Monday to womenowned micreretail pop

ups (Popup Republic, 2015).
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Comparison of research findings to literature findings

Theoretical | Subtheme. Specific Quote examples from interviews findings Quote fromtheliterature review findings
category. themes within (primary data findings). (Secondary data findings).
the sub
themes.
ii. Sell existing il [ ét]lwas so much easier for me to travel to differPopup stores assist women to test their
Temporary products cities, to sell my products and introduce new produclpr oduct s and can be
nature. ' the customerso (PN5). build brand awareness and &bty within the
retail market (Eschet al., 2014; Hass
Schmidt, 2016).
iii. Gain public n[ ée] sel |l ing -pprevettuotfetrssme thiias a form of exper
Experiential interest opportunity to engage wittustomers. It is difficult to fingstores  allow customers to interactiy
marketing ' this kind of communication with the customers inexperience brands and help to establis
format. Createunique |[per manent retail shop [é motional bonding t
finteractive 2016, p.89; Lehmann, 20182 Bb_mma, 201_4
A[ é] -apeventslpnould the hands and feet of n|As a success factor, experiential marketin
Generic experience. born babies. Customers are so excited to get the ca\‘popup stores assists women pop owners t
themei their babies. Paresare so excited to see the final prodestablish emotional and strong bondage
Market. [ €] 0 (PNG6) . their customers.
iv. Create Generate buzz| i [ é ] -upevemts encourage customersto buythe [0 Ur gency and buzzd.
urgency product as we are only t
(PM16). Popups create an urgency within the marke
A é] I 0 p-@pnstorengt sppaifip times. As ¢and generate a buzz (Surchi, 2011).

example, | only open my pegp in Mansfield once ¢
week. | always bring new products whiaktract young
female customers. They know that | only open ong
week. So, they know that they have to buy what they \
on that day or wait another week. This helps me
encourage €é motivate th
urgency. Otherwise, they will Bd to revisit my popps
at a later day, or they will come to one of my pggs in
anot her city nearby if
(PN10).

Mostly customers increase the emotic
bondage that was created in the temporary
up store and they tend to make the bu
decision (or will pick brands) (Krug, 20(
which assist women pemp owners to increa
their sales and develop their pop busines
(Hass & Schmidt, 2016, p.89).
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Comparison of research findings to literature findings

Theoretical Sub Specific Quote examples from interviews findings Quote fromtheliterature review findings
category. themes. | themes within (primary data findings). (Secondary data findings).
the sub
themes.
V. Focus on Target A] €] \yeopplenage my target audience becgChoosing the right target audience to se
the target audience they are more likely to spend their money on fashproducts assists the business ownel
market and lifestyle products. And because they bringconduct their businesses successfully ¢
more business by telling their friends about my sjup Stores, 2016).
Generic and my products and also post pictures on Instag
themei withmylocati on tagged [ é]
Market. Vi. Friends angfi[ €] | attend a Bl ue SWomen popupownerswho are part of g
Networking famil month where we get a team of fabulous women |business community have or demonstrg
y business owners. Most of them are qugpbusiness [more positive outlook about pap
Local owners and we help each other with our businesibusiness development.
: Most of us discuss our problems, difficulties and
community. : o :
pain ponts in groups and offer advice to develop
Socialmedia [our businesses [é]0 (PR
groups.

251



Turning now to the empirical evidence on suc

5.1.2 Theme two: Money

As depicted in the conceptual framewdl6.1.2, in the identification of women pap
ownerso6 success factor s, i n al | eottheshesgigss t he i
success factors. This result corroborates the findings of a great deal of the previous work in
womenowned business research; for example, the Alison Rose Review of Female
Entrepreneurship (2019), FSB (2016) and DTI (2011). In other wasddiscussed in Chapter

3, a strong relationship between money and success of wowregd business has been

reported in the literature. During the sestiuctured interviews, all the participants answered
guestion 9 Financewhichstatedfii n your opinion how would vyc
( factors i- finance) contributed to the success of your retaillkpgp b usi ness?0 Ou
participants 52 indicated 10 (extremely contributed)O participants rated as, 8even
participants indiced as 8. Overall llithe women micreretail popup owners who participated

in the semistructured interviews of this study stated that they strongly coesidemey as an

important business success factor in developing their temporary, -ratarb popups to

survive in the UK retail market. In contrast, participants claimed that they find it difficult to
access finance. Further, they stated that there is a lackugport system to access finance,
especially when they apply for a bank loan and negdlaaantee. This situation hinders their

full entrepreneurial potential, which this research discussed in detail in 5.2 (see Challenges
encountered by women mieretail popups). The most obvious finding to emerge from the
gualitative data analysis teata variety of perspectives were expressed by the participants in
relation to the -thénesmanergeothivomeahe analysiS unger theusbccess

factor of fAmoneyd5WlhMohey® depibteedoaseptual
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Thesesubthemes specified by the participants fell into the following six categeries:

I Access finance (capital)

il. Reduce or minimise level of expenditure

ili. Lower running costs

iv. Lower rent
V. Focus on linesvhich have a limited number of products
Vi. Small retail space.

Primary d#a findings in relation to the above stitemes can be discussed as below.

I.  Access finance (capital)

63 out of 69 participants stated thiais very important for them to access finance. This view

is encountered mainly in relation tbe very aggressive competition which arises from the
establishechind multinational retailer&nd the competition from rfepopup ownersMore
importantly, the information gathered revealed that participants considered availability of
support in accessing finance as one of the key success factors in developingomoradn
micro-retail popups and surviving in the UK retaiharket beyond five years. This view is
supported by all interviead participants who indicated that they valued the availability of
finance support to develop their temporary retail-ppp. In particular, they wanted to identify

the available support oresvices thatwould help them to access finance. These results
corroborate findings of a great deal of the previous work in women entrepreneurship in the UK
(e.g. RB5, 2016; Vistaprint, 2016; DTI, 2011). 23 participants stated that they received help
from their friends and family members at the start of their retail-ymgusiness. One

participant stated that:
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N[ é] yes, I think finance probably has bee

sort of person who | i kankloaniorsakything likkedhatlsoldi d n 6
borrowed some money from my parents, altho
which is very kind of them, so thatups set

businesandto have some publicity material prade¢ d t hat was very helop

34 participants mentioned the importance of obtaining a bank loan or support from finance
institutions. A commonly held view, expressed by one particiyast
Al é] it is Iimportant for me to be abl e t¢
find someone to invest in my pagp business. lvould help me to grow my business

[ 6] (PB4) .

This view is supported by another participant:
Al é] I t hi nk é agdod positi@newithaourdinarnce it is easy to go to
different popup events in different locations. | need to invest money to develop my

retail business [é]0 (PM12).

The second sutheme which emerged from the sestriucturel interview findings, alsavithin

the success factors di mensi on, was Omini mi se

il. Reduece onminimisk level efiexpénditure

Twelve participants suggested that minimising their expenditure assisted them to manage their
pop-up businesses. This viewsspporedby PN6, who revealed that minimising the level of
expendituras an emerging strategy for successfully being in the nmetail popup business

for more than four years.
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During the interview, PN6 confirmed:

Al é] I al ways tr diturd. &specialy U make sorg to @ise pessn
expensive and environmentalfyiendly resources. | try to use less costly interior
decorations to reduce my expenses so | can increase mysprofitd s avi ngs |
(PN15).

This view was echoed by anothgrticipant, who stated:

A [ é] I am always trying to reduce my ex
environmentalhf r i endl y and reusable materials. F
papers for packaging. | try to use less costly interiordexxd i on t o r educe m)
(PB18).

Commenting on success factors in relation to
Al €] three year s-wastoplastidree sustainaklileesldoppmy poz e r o
up. | work with sustainability at the heartroly popup business and offer sustainable
products. Customers like a sustainable shopping experience. It helps me to reduce my
expenditure. | spend less money on packaging. It helps me to continue my business
[ €] 0 (PN22).

Almost twaothirds of the participas (64%) said thah minimal level of expenditure assists

them to build their micrgetail businesses successfully. The findings align with-iqoftore

(2016) which found that a minimum level of expenditure remained a success factor in running

a popup rdail.

Fil. Lower ruwnningcoost

The study has identified that the running cost of a-ygopetail is lower compared with a

permanent retail shop.
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This is reflected in the statement of PN16, who stated that:
Al é] I have a few friends who started th
Almost all of them closed their business in less than a year. The neasadiatthe
running cost was higher. They needed to buy items to decorate the shop, [afwl] pay
the electricity, gas and other bills. For me it is easy to go to theupavent, the
landlord provides the place and other facilities. So, | do not need to pay for other
services. | have to pay only the rent. [ &
The majority of those who sponded to this item felt that lower running sasta retail pop

up werea success factor.

iv. Lower rent

The majority of the participants commented that lower rent is a success factor. Further, they

mentioned that operating their retail businass temporary pojup assists them to reduce

cosk. Popups are temporary retail stores. The rent of a rietail popup is lower compared

with that ofa permanent retail store. This is evident from participant PB15, who stated that:
Al é] I d o n&y tto remtaavpermameninretail space because the rent of a
permanent retail shop is higher than the rent of aypogopup retail space is more

convenient and aff@8rdable for me [é]O0 (PB

70% of those who were interviewed indicated lower rent of aypops one of the business
success factors. It is apparent from the interviews that women -neizib popup owners
found that the rent of a peyp store isvery affordable. Women can open their businesses
temporary shops even when they do not haveig@mononey to run a business in a permanent

retail shop.
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V. Focusonnarsavy praducidines

57 participants mentioned that having a unique and narrow product line assists woraen pop
owners to continue their business in the retail market. For example, an interviewee alluded to
the notion of a sustainable products range.
Al €] cust omer s c a giftifleasindmy pogum Yostoltre praductsa b | e
are locally made and ethically sourced. | have lots of bulk, unpackaged whole foods.

So, my customers can bring their containers to fill with store cupboard esseénfials [

(PN22).
Al €] I al ways sell |l ess expensi ve, envir
and |ifestyle products [é]0 (PN4).

Previous researchers have identified focusing on narrow products lines / market segments as a
business success factor. Chiagsa specific product category, especially lifestyle and luxury
goods with higlcustomer engagemehelps to attract customers in the retail market (Surchi,

2011).

Vi. Small retail space

The results of this study indicate that more than 90% of the partisigamduct their
businesses in a small retail space. The majority of the participants agreed with the statement
that conducting their businesses in a small retail space assists them to determine or reduce the
cost and they identified it as a business success fathis.is especially so as there is a limit
on money available for conducting a migedail popup. Commenting on the micrsize of a
pop-up as a success factor, one of the interviewees said:
A[ é] yssed nywpeoducts in a small retail pap because they are less expensive
to set up and maintain. Especially when we compare [them] to the traditional retail
shops [é]o0o (PB22).
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Another participant added:

Al é] | thegmat dize of retail popip spa&e. It helps me to lower the operating

cost and maximise my profit [é]o (PM12).
Table Il providess ummary of the success factors ident.|

5.1.1) with a comparison of the literature review findings
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Table 5.2:Extract from the coding template

Success factors of women mieretail popup owners AivMon.e y 0

Comparison of research findings to literature findings.

Theoretical Specific themes Quoteexampledrom interviewfindings Quoteexampledrom theliterature review
category | Subtheme | within the sub (primary data) findings (secondary data)
themes
i. Accessto | Obtain a bankA[ €] for me it is imgfiAccess to bank cr
finance. loan. from someone in order to get a bank loan or {believed to result in success; as a resul
someone to invest in my pamp business. | thinlprovision of credit facilities to women |
Invest in my it is important to invest some money in the papbeen calleddr by various international a
pop-up business.| business. It will gpecially help me to continue njnational organisations in the light of th
popup business if | am ever facing financpr oducti ve rol e fo
di fficulties [€é&]0 ( PEGuptaé&Mirchandani, 2017, p.222).
Generic
themel ii. Reduce or| Reduce Al é] I dholyethene. luuses papers f
Money. minimise packagingcosts,packagi ngé reusabl e
level of friendly material [ é]
expenditure. fiReduce the overhead/expenditure a s
Al é] three years -wagte,

plasticfree sustainable shopping pap. | work
with sustainability at the heart of my pop
business and offer sustainable produ
Customers like the sustainable shopp
experience. It helps me to reduce my expendit
| spend less money on packaging. It helps m
continue my business

women entrepreneufglison Rose Reviey

of Female Entrepreneurship (2019).
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Comparison of research findings to literature findings.

Theoretical Specific themes Quote examples from interview findings Quote examples from the
category Subtheme | within the sub (primary data) literature review findings
themes (secondary data)
Minimise the A | al ways try to r_educe n
sure to use less expensive and environmentally frie
expenditure. resources. | try to use lessstly interior decoration to redu
my expenses so | can increase my profit and savings. A6 Mi ni mum | ev e
try to offer products which are highly attractive to 1e x p e nd i tup Sterds,
customers. For example, | give some offers on spe2016).
Generic products or biyonegetonehalf-p r i ceo ( PN7)
themei
Money. iii. Lower Mostly event Afée] | have a few friends

running cost

organisers
provide the
facilities and

service.

permanent retail store. Almost all dhem closed thei
businesses in less than a year. The reason was the ru
costs were too high. They needed to buy items to decora
shop, [and] pay for the electricity, gas and other bills. Fo
it is easy to go to the peyp event, the landlordrpvides the
place and other facilities. So | do not need to pay for G
services. I only have to

iv. Lower
rent

A é] for me it i-wewrd,she landlor
provides the place and otHacilities. So, | do not need to pq
for the whole month or other services. | only have to pay
specific period such as r
[PN16].
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Comparison of research findings to literature findings.

Theoretical Specific themes Quote examples from interview findings | Quote examples from the literature revi
Subtheme within the sub (primary data) -
category findings (secondary data)
themes
A é] customers can f
Generic v. Focus on | Sustainable ideas in my pojup. Most of the products a
) narrow products. locally made and ethically sourced. | have lotg
themei product line bulk, unpackaged whole foods. So, my custon
Money. Zerowaste can bring their own adainers to fill with store,
: 6Focus on narrow
products. cupboard essential s [segmenté
s 2 Choosing a specificproduct categor
Afe] | always sell | : : :
: : especially lifestyle and luxury goods wit
environmentally sustainable products and fash, :
. high level of customer engagem
and |lifestyle product d hel :
Vi Small AL &1 I al ways sell mlPro lucts helps to attract customers in
retail space retail market (Surchi, 2011).

pop-up because they are less expensive to s¢
and maintain. Especially when we comp

[them] to the traditd.i
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Turning now to the empirical evidence on suc

environment.

5.1.3 Themelthree:!Managenhen

As depictedin the conceptual framewor8.6.1.3, in the identification of women pap
ownersod6 success factors, some partimespants
success factors. During the sesiructured interviews, all the participants answered question
9iv,whi ch stated #fin your thabdtlpeserfactors cortiributed wthe | d vy
success of your retailpapp busi ness?0 Out of 69 participa
(extremely contributed) and one participant rated ggedst contributed)Overall, all the

women micreretail popup ownersvho participated in the serstructured interviews of this

study stated that they strongly consider business management (including support programmes)

as an important business success factor in developing their temporaryretadrpopups to

survive n the UK retail market. Howevemost of theparticipants claimed that thegundit

difficult to access business support programares would likely continue to do sBurther,

they stated that there is a lack of an effective support system to devel@gmawmed micre

retail popups. This situatiortends tohinder women popup owner s6 f ul | ent
potential, which this research discussed in detail iii 312 dallenges encountered by women

micro-retail popup owners.

The most obvioudinding to emerge from the qualitative data analysis is the variety of

perspectives expressed by the participants i
t hemes emerged from the analysis under the s
as 351371 Management o in the concept uathemdsr ame w

specified by the participants fell into the following four categories:
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i.  Business management knowledge and skills
ii.  Building a longterm customer relationship
iii.  Keeping fresh
iv.  Produt differentiation strategy

These success fact@amediscussed as follows

I.  Business management knowledge and skills

52 participants stated that having knowledge and good understanding about business
management assists in running their p@pbusiness. Accordingly, business management
knowledge and skills have been foutmdbe asuccess factor of womeswned micreretail
pop-ups.Oneparticipant stated that:
Al é] from my experience, Il think i1t is in
to identify a good product to sell in the market, how to manage the necessary
documents, how to record income and expenditurehand O pay the requiredax
[ €] 0 (PM3).
Another participant commented:
Al é] I havenot done any business managen
important to know how to manage a business. It is also important to develop business
management skills. At thmoment, | am just doing my business. | ththiatif I had
knownhow to run a pojup business and pladthe future business activities, | could
have donétverysuccessfully [é]0 (PN15).
Over half of those who participated in the interviews commentaddeoimportance of having

knowl edge to understand their customerso nee
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56 participants mentioned that having knowledge and skills to understand their cuétomers
assists them to build a strong letegm relationship which helps them to meet the customer
needsandas a consequentesurvive in the UK retail market in the long ter®.participants
stated that it is important for them to have knowledge about thiedss environment of the

UK retail market,andtheyidentified this as a success factor.

Participants stated thatgood understanding of the changes in the retail business environment
assists them to understand the factors which affect their businelesesver,59 participants

stated that they considered they need to develop their business management knowledge and
skills. More importantly, participantighlightedthe challenges they encounter in developing

their business management knowledge andsskiitthelack of supporthat they have

These factors are discussed in detail in Section 5.2 of this ch&@ptaress factors related to

education were particularly prominent in the interview data.
Al é] I gual i fied as a yoga t eachhvethat | al
gualificationtoo. | did get it and it habelped me to record my payp businesfinance
accuratelly. [ é€] 06 (PN

Education can provide women entrepreneussith adequate knowledge, skills arttie

capability to generate and implement business ideas with creative solutions to solve the

problems they face (Jiargg al.,2012).

During the interviews, 37 participants repo

settingbé as bussiness success factor
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A very talented womanpepp owner from Nottinghamsup, owner
stated:
Al é] I al ways | ove meakeyesghtprdblemsgEventiatlyrl c hi |
mightlose my eyesight. | used to work in an office, but | knew thpepaork would
be difficult for me as | gt older. | love to make toys for children; | wanted to do
something that would enable me to do tAdtat would be easier on my sighhdal
love children. | decided to make simple toys for children. It is the peainof my retail

popup busineds [é] 0 (PN

Thesefindings broadly support the work of other studies in women entrepreneurship in this
area They link togethemotivation, personal goal setting and business success (Saeavik

2019; Vistaprint, 206). A considerable number of previous studies in the UK have taken
various approaches to explaining the importance of motivation and goal setting as business
success factorsAnother theme identified wa&ollaboratio@ During the interviews, the
majority of those who participated in the interview felt that working collaboratively makes a

successful retail pepp businessore likely. One participant stated that:

Al é] even when we do a different kind of

market, it would be great if we have some opportunities to share our ideas and

experiences [é]0 (PB7).

Turning now to the empirical evidence on success factors within building-#dongustomer

relationship.
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ii.  Building long-term customer relationshig.

Anocther identified sud he me waer ml ongt omer rel ati-opnshi po
owners who participated in this study revealed their views and stated a strong customer
relationship as one of the poyp business success factors, especially to suirvivee UK retail

market beyond five years. Commenting on success factors, one of the interviewees said:

Al é] we need to identify the right custon

The study findings show that it is important for women-pppwners to identify thetarget
audience (or customer segmentafiand understand their customers and their preferences.
PB16emphasisethe importance of understanding her customers as follows:

A[ €] especially, young peopl e aiklytmy t arg

spend their money on fashion and lifestyle products. Another reason is we have

di fferent weather seasons in the UK. So,
(PM13)
90% of those who were interviewed iiomdihd ptoe da

success factor, interacting with existing customers and communicating and preseiting the
brand to potential new customefgdditionally, it is revealed that building a strong customer
relationship is a success factor which assists woregrup owners to expand the customer
segmentation. In the busy and eebanging retail market in the business world, nurturing and
building a strong customer relationsigp success factor whielssists women pepp owners

to sell their products and rdacew customers through their existing customers. Ultimately,
this strategy assists theim striving towards their longerm goalsandto survive in the UK

retail markethroughbeing effectivgWatsonet al.,2015)
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Thisfactis evident from PM17:
Al é] I al ways value my customer s. 't hel g
bond with them. Mostly | use inexpensive marketing communication methods
especiallyattractve to young customers. As an example, they spread thid almout
my products with their friends and share my product photos on social media, such as

Facebook [é] 0 (PB16) .

iii. Keeping fresh

Participants revealed that to establish a highly creative and fashionable retap jto[s

i mportant t-opfrekle@p PREe exxpl ained that:
Al €] we o ppgtoresfarma sppediptime. As an example, | open myupsp
in the Mansfield market once a week. Always | bring new product lines which attract
young female customers. They know the opening days. Sotrth&y buy what they
like on that day. It helps me to encourage or motivate my clients to buy my products
with urgencybecause of my limited time thef®therwise, they wilheed tarevisit my
pop-ups at a later day, or they wileed tocome to my pojups in other cities if it is
convenient fd9 them [é]0 (PN

Another participant stated that:
Ai[ €] t hsefpopuplkevenmt@mostly encourage the customers to buy the product

[6]0 (PM21) .

7 p aips appear unexpectedly and surprisingly, and generate buzz, being an extravagant
experience for customers within the mad{@hopify, 2014 p.2.
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The initial research findings show that macro and neestronmers (dimensions of the 5Ms

framework)play an important role in the success and survival of weovamed micreretail

pop-ups. Especially, networking events assist women nrigt@l popup owners to get

funding and grow their businesses. Howewensidering previous studie$ the success and

failure inwomenrrowned micro businessome factors that are regarded as resfawrbusiness

failure may also appear as factors that hinder business success. As discussed above, women

micro-retail popup owrers face barriers that hold them back from growtitallengedaced

by women micreretail popup owners were found in terms of internal and external

environmental factors. Participants emphasised the need to focus on narrowlpres(ey,

environmetally friendly or sustainable products) arad specific market segment. PN4

expressed this during the interview about the product she introduced to the market. She added

that:

Al al ways sell | ess expensiaengwithfaskionr o n me n
and |ifestyle productso (PN4).

Surchi (2011) expressedpopup business success factor to be an appropriate choosing of

specific product category, especially lifestyle and luxury gdodsther withhigh demand

products all of which help to attract customers

iv.  Product differentiation strategy

Al é] I sel | uni que product s. I al ways try
competitotlsy [é]06 (PN
More than 42 participants mentioned that they do not want to detledipbusinesses to
permanent retail status. Most of seevomen micreretail popup owners expressed that they
like to differentiate their products from their competitors, and they are happy to run the# micro

retail business as a temporary retail Joqp
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However principally theywantto develop their popip businesset® survivein the UK retall

market. A participant illustrated this thought as follows:
Al é] | t hhatfiok sorhe p&opl@tihe businesiten startsat the kitchen table
or something like that, and they do want to become bigger and bigger, and someone
like Laura Ashley in this country who started out like just printing tea towels and selling
them from her car now she & multi-national company, butts never been
ambition. | just wanted to make things and sell things, because my brand is about
resilience and resourcefulness and all the things my gran taught me, and that's so
important to me about making something that is unique and beautiful aytie¢e of
fabric that somebody el se might have just
will throw it away 06 unique passibilitgvouldibé lost. | hateot b i ¢
to think that in terms of building a purpebailt jam factory n the middle of a field,

something like that, to me, louldl ose t he whol e identity of

The followingTable53pr esent s a summary of the findings

research will turn to the empirical evidence on sucaessf or s wi t-rhacre t he 0 me

environment 0.
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Table5.3: Extract from.coding template

Success factors of women miatail popup owners Management

Comparison of research findings to literature findings.

Specific Quote examples from interview findings Quote examples from the
Theoretical | Subtheme | themes within (primary data) literature review findings
category the subthemes (secondary data)
i. Business | Knowledge n[fé] from my experience,
management, and have the knowledge in how to identify a good product to
Skills. in the market, how to manage thecessary documents, hg
to record income and exfy
(PM3).
Al é] I havendt done any
degree. |l think itds very
Generic business. It is also important to develop busir
theme- manageent skills. At the moment, | am just doing 1
Management business. | think that if | had known how to run a -omg
business and plaa the future business activities, | col
have done it very success§s
Motivation Al e] I al way thing$ frvahildrenalkhiaw

eyesight problems. Eventually I might lose my eyesigl
used to work in an office, but | knew that paperwork wqg
be difficult for me as | got older. | love to make toys
children; | wanted to do something that would eeahbk to
do that. That would be easier on my sight, and | |
children. | decided to make simple toys for children. It is
main partof my retailpopp busi ness [ é
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Comparison of research findings to literature findings.

Specific Quote examples from the
Theoretical | Subtheme | themes within Quote examples from interview findings literature review findings
category the subthemes (primary data) (secomlary data)
i. Business | Collaboration [ [ é ] even when we do di ff €
management. compete in the same market, it would be great if we have
opportunities to share ourideasa¢a per i ences
Identify the nfé] it is fomgentahy fbe uw
potential (PMB8).
ii. Building a | customers
long-term
customer Identify the nf é] especi al | y, targeb audiance pezau
relationship. | audience they are more likely to spend their money on fashion and life
products. Another reason is we have different weather seas
Generic _ Eh? UK. So, they like to b
Buildalong |A[ €] I al ways value my <cus
theme- term customer| relationship or strong bond with them. Mostly | use inexpen
Mana relationship marketing communication methods especially attractive
gement
young customers. As an example, they spread the word algg
products with their friends and share my product photos on s
medi a, such as Facebook [ é
Urgency Al é] we 0 p-@nstoresufar a gpecpic time. As

example, | open my pepps in the Mansfield market once
week. Always Ibring new product lines which attract you
female customers. They know the opening days. So, they
buy what they like on that day. It helps me to encourag
motivate my clients to buy my products with urgency becaus
my limited time there. Othvise, they will need to revisit m
pop-ups at a later day, or they will need to come to my-yyopR
i n other cities 1 f it is ¢
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Comparison of research findings to literature findings.

Theoretical Specific Quote examples from the
category Subtheme | themes within Quote examples from interview findings literature review findings
the subthemes (primary data) (secondary data)
iii. Keep Focus on Al €] t hese -us everds modtly epcoypage t
fresh. products customers to buy the pr oduAs a success factor, a mig
within a retail popup assists popp
specific il al ways sell | ess e xpeitowners to sell their prody
category. products along with f ashi owithin a fresh experienti
marketing format (Niehmet
Al €] I sel l uni g uyemypbesbtd sedal., 2007).
Generic theme met hing different from n
- Management
Product [ é] I t hink | know that
iv. Product | differentiation | starts at the kitchen table or something like that, and theAs a business success fa
differentiatio | strategy. want to become bigger and bigger, and someone like Lthe microretail popup i
n strategy. Ashley in thiscountry who started out like just printing tbased on a scarcity market

towels and selling them from her car now she is a m
nati onal company, but it o6
wanted to make things and sell things, because my bra
about resilience and resourcefulnasd all the things my gra
taught me, and that's so important to me about mag
something that is unique and beautiful out of a piece of f3
that somebody el se might |
any use for that, | if Igat bidger,
that unique possibility would be lost. | hate to think tha
terms of building a purpodeuilt jam factory in the middle o
a field, something like that, to me, | would lose the wh
identity of my brand [é] 0

include
surprig

format and
exclusivity  and
(Niehmet al.,2007).
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Turning now to the empirical evidence on suc

5.1.4 Theme fouryMotherhood

As depicted in the conceptual framewdl6.1.4, in the identification of women pap
ownersod6 success factors, some of the infor ma
successes factors. During the setnuctured interviews, respondsrwere asked to suggest

other reasons for the successtléir pop-up business. Most of the participants answered
guestion 10 which stated, ADo you have any
b us i nl2 wanenoat of 69 participantstatedthatbeing a mothewasa business success

factor. In contrast, most of the other participants claimed that they find it difficult to manage

their retail popup business while looking after children. Further, they stated that there is a lack

of a support gstemwhich would allowaccesso appropriate childcare facilitieand they

thought that tts situationtends tohinder their full entrepreneurial potential, as discussed in

detail in 5.2entitledChallenges encountered by women mitail popup ownersThe most
interestingfinding to emerge from the qualitative data analystkasa variety of perspectives

were expressed by the participantavho considerethotherhoodo be a success factdinder

this theme,lree suthemesmergedThesesubthemes specified by the participants fell into

the following three categories

i.  Support from family and friends

ii.  Open the retail popp when convenient

iii.  Close dowrif difficulties are unsurmountabhjthout losing money

By looking at these sub themes we can see how and why those participants considered

motherhood to be a success factor.
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i.  Supportfrom family.and friends

This theme came up, for example, in discussion of motherhood and business success factors.
Participants explained how they built their migetail popup businesseseing mothers in
businesswith big entrepreneurial aspirati@nAs mothers, the participants explained the
success factors that they found worked well for them. Six participants expressed that it is

important to have supportive paers and family members to successfully run a-ygop

business.
Al é] Firstly, I do have a supportive hus|
product to sell tXW.my customers [é]0 (PN

i. Openithe retaib pepp when convenient

Concern regarding opening their retail pggs when convenient was more widespread as a

business success factor.

Al é] I have the oppor-tpwhile mytwotchildrem@re m my r
school . Some S a t-upevdngsyish mg childrey Dheytenjoy ji. Mare
i mportantly, they |l earn how to do a busin

iii.  Closedown if difficulties are:unsurmountable;withoutlosingimoney.

There was a sense of 6difficult timesd amon
and taking maternity leave (PN1), unexpected illness (PB1Xompalrcircumstances (PM4).
A[ €] ten years ago, I suffered from cance
to close down my retail business. | was able to close mypdjusiness without losing

any money. After ten years again | started my retail business in-appdpperatig a
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retail business in a temporary pop provided me the opportunity to close down my

business without | osing money [€é]0 (PN11)

The following Table 5.4 presents a summary o
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Table 5.4 Extract from coding template

Success factors of women miaetail popup owners Motherhood

Comparison of research findings to literature findings.

Specific Quote examples from interview findings Quote examples from the
Theoretical | Subtheme | themes within (primary data) literature review findings
category the subthemes (secondary data)
I. Support Supportfrom Awhen my chil dren were |
from family ~ family them. It helped me to start and grow my retail-ppp | had
and friends  members the opportunity to go to different pepp events during th
term timeo (PN19).
ii. Openthe Convenience il have the oppor t u-opwhie my
retail popup two children are in schoup
Generic theme when events with my children. They enjoy it. More important
- Motherhood = convenient they I earn how to do a bu
iii. Close Flexibility iften years ago, I suffere
downif three years old. | had to close down my retail business. |
difficulties able to close my pepp business without losing any mong
are After ten years | stagtd againmy retail business in a pap.
unsurmounta Operating a retail business in a temporary-ppgprovided
ble, without me the opportunity to close down my business without lo

losing money

moneyo (PN11).
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Turning now to t he empirical evi drmancreo 00 n

environment factors

5.1.5Macre-mesoenvironment factors

As depicted in the conceptual framewdl6.1.5, in the identification of women pap
ownersoO success factoostedobtese i t bememtf of ane
as one of the business success factors. During thessermiured interviews, the respondents

were asked to suggest other reasons for the succesp@bup business. Most of the
participants answered question(€@e Appendixl for the semistructured interview guide
guestion 9) which stated, Ain your opinion,
success of your retail papp b u s iThe enes$ Bbwious finding to emerge from the
gualitative data anadys is a variety of perspectives were expressed by the participants in

rel ati on t o-madice ntvh ¢ e mie mthanes efMeged fiom the analysis
under the succ-eacme fiwaict om meorft ¢ mefsioc i Mése depi c
macreerv i r onment 0 I n t he C 0 n cteemesu spdcified byathee wo r k
participants fell into the following two categories, namely:

i Macro-environment factors

ii. Meso-environment factors

These factorarediscussed in detail as follows

i. Macro environmental factors
Whilst a minority (six participants) mentioned that the UK community infrastructure (planning
legislation) assists in developing their temporary retail-yog all agreed that there are

inadequate facilities for the development of woro@med temporary maro-retail popups.
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26 participants mentioned that Brexit would reduce the competition from the European market
and would assist them to develop their local business. However, some other participants were
concerned about the changes which could occurarstipply chain and manufacturing. Two
participants mentioned the technological advancements which help them to sell their products
online. However, the majority of participants mentioned the challenges they encounter in
selling their products online, axmained in Section 5.2.5. A common view among the
interviewees was th#tteincreasing number of students (demography) in the town centres (e.g.
Nottingham, Birmingham and Manchester) assisem to increase their sales and income.
However, the majorityf participants (more than 36) mentioned the impact of the economy,
changes in supply chains and manufacturing, social changes such as the increasing student
demography, technological changes such as ability to sell products online, support from the
government and nosgovernment organisations, support frorbusinesssupportive
organisations (e.gnetworking and support mechanismypport fromfamily and friends.

Other factor®f possible impadncluded things thaaremanaged (or could be managed) at the
town centre level. This includes retail mix, the availability and pricing of parking, whether

town centre management is in place, the impact of branding or marketing, etc.

ii. Meso-environment factors

Family support
Al €] my husband and | do it together. We
My husband looks after the baby in the morning. So, | go home in the evening and look
after her [é]0 (PN1).

Thisview was echoed by another participant who stated:

Al €] when my children were | it t(B&9) my mot
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The research discussthe findings relating to the challenges encountered by women-micro
retail popup ownersvhichinclude threas encounteedfrom establishesvomenretailers.The

study findings show that starting and developing a mietail popup can be identified as one

of the most powerful tools for women to build a better future for themselves, their families and
communities. Howevergconsidering the last fifty years, the retail market has been changing
slowly and silently. Therefore, women mieretail popup ownersavehad to (a) manage their
businesses steadily and forcefully, (b) improve business performance by achieving competitive
advantage, (c) accomplisinodestfinancial targets while dealing with constantly shifting
sociaeconomic conditions, regulatory barriecsistomer choices, demography and shopping
patterns (Omalaja & Eruola, 2011pespite all the above identified success factors, the
majority of the women patrticipants stated that they encounter a number of challenges that hold
them back in managing, develong/scaling their temporary retail pagp businesses and
surviving in the UK retail marketTherefore, it is important to identify the challenges
encountered bthemin finding a marketplace, operating and managing their retatupsgn

the fastgrowing,changing and competitive UK retail market. Mostly, women mietail pop

up owners tend to operate their businesses in temporary retail marketgthcesiphasis on

themicro andtheservice sector.

As depicted in the conceptual framewoBI&(2), thefollowing section, 5.2, presenis greater

detail the study findings of the key challenges encountered by women-retaib popup
owners which hinder their full entrepreneurial potential. These challenges were identified
within money (5.2.1), for exam@laccessing finance; market (5.2.2), for example, competing
with established retailers; management (5.2.3), for example, strategy development;
motherhood (5.2.4), for example, caring responsibilities; and-mesoeenvironment factors

(5.2.5), for examplesociacultural expectations [5Ms framework (Brushal.,2009)].
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5.2 The dallenges encounterdy women micreretail popup owners

Based on the sensiructured interview findings, this section presents the challenges
encountered by woem micraretail popup owners in the internal environmefne of the
objectives of this study was to identify the challenges encountered by womerretgirpop

up owners. By answering research questimaeof this study, this section presents thedgtu

findings in relation to the challenges encountered by women #retad popup owners.

Research question: three ((RQ: Whdit are the ichallenges:..encountered by women
micro-retail popup owner®

During the semstructured interview with the women micretail popup owners,all
participants answer ed (lagosrtopiroon, weuid gdutsay thé8 ) wh
following challenging factoraffect the success of yourretailpogp busi ness?0 Acc
this section presents the challenges encountered by womennetiaiqpopup owners in the

UK retail market. The challenges they encoufdérin to thetwo main categoriesf internal

and external environmentThese caserve as barriers thesuccess of their temporary miero

retail popupsbut theydo enable ugo identify the structural factors and socialtural factors

which hinder their full entrepreneurial potentiBhsed on theualitative data from theemt

structured interviews, the challenges encountered by women mietail popup owners were

identified in five broad themes in connection with the 5Ms framework (Betiah,2009) and

the conceptual framework (CR25.2), given asmarket (CF:2.5.2.1), money(CF: 2.5.2.2),
management (CF2.5.2.3), motherhood (CF2.5.2.4) and mesmacreenvironment (CF:

2.5.2.5). Suthemes were also identified under these theamesare nowdiscussedn the

following sectionwhich the identifies the internal andexternalfactors effects within the
womenowned micreretail popups
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5.2.1 Theme one:IMarket

AMar ket 6 whi ch (S depi ct e36.2.1 and 5Ms eheoetccad c e pt u
framework if not properly assessed and appreciated, is sseone of the challenges
encountered by woen micreretail popup owners anchencecan hinder their business
success. During the sesiiructured interviews, all participants answered questiowi@ch

stated,in your opinion, would you say thalhe marketfactor is seen as a challefigésee
Appendix 1 for thesemistructured interviewguide). Out of 69 participants, 59 participants
indicated O0yesbé. During the i nt eranyseeess, t he
factors within the temporary retail market, they encountered considerable challenges in
operating their temporaretail popups. These challengese now discussed in detaunder

the theme of marketvhere threesubthemes emerged from the interview findings (see
conceptual framework .5.1.1)

i. Competition from larger retailers

ii. Inadequate or lack of networking

Finding a permanent or regular plgmeses problemfr women micreretail popup owners

due to the hig rental level required (Surchi, 2011) Women micreretail popup owners
encounter challenges from larger retailérscessing a network was one of thelenges that
women entrepreneurs face in developing their businesses. In particular, women entrepreneurs
have less access to netwobkesaus¢hese asexternal environment factgrisavecontrolover
resources andunding vital to business stattips and growth. This view is supported by
previous studiesvhich in essence have said tlagtiemptingaccess tanformation assistance

and contacts via networks can sometime®alan ovet mechanisnof unwarranted exclusion

(Bruni, 2004, p.262; Aldriclet al.,1989).
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Table 5.5: Extract from coding template
Challenges encountered by women mi@tail popup owners Market

Comparison of research findings to literature findings.

Specific Quote exampleom interview findings Quote examples from the literature
Theoretical Subtheme themes within (primary data) review findings (secondary data)
category the subthemes
Generic ii. Competition Competiton |[Aiwe have to compete
theme from permanent | from (PB23).
Market retailers Permanent
retailers
iii. Changes to Changes to i my customer s find
customer choice | customer di fferent | ocations t
and demography.| choice. Amany customers |i ke
iv. Networking Inefficientor |[Ainet wor ki ng event t i (Accessing a network was one of
lack of 7). challenges that women entrepreneurs fa
networking developing their businesse8r(ni, 2004

opportunities.

Aldrich et al.,1989)
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Turning now to the empirical evidence dmallenges act or s wi t hin Amoneyo

5.2.2 Theme two: Money

As depicted in the conceptual framew@r8.2.27 Money, answeng question 8 i; 68 out of

69partici pants menti oned nthedevelopnerd dafthegd sicc@ ¢ h a |

retail popup business ands a factor which tends hinder their full entrepreneurial potential.
This factor is depicted in the conceptual framewa2s.2.2 which is linked to the 5Ms
theoretical frameworkThe success factors of wom@&wned micreretail popupsdo not in
any way compensate for the aforementiorfethncial challenge. Nearly two in five
respondentsaid that they have a second jobfuad their micreretail popup business and
provide a supplementary incomén addition to this56 participants indicated the need for
securing financial capital for their micretail popup needsAll this points to tle fact that
there is insufficient capital to fuel a pop business, lack of finance to operate it properly,
challenges to accessing capital and a lack of alternative sources of filhecgubthemes
whi ch emer ged underelistad asdlowsh e me A money o

I.  Lack of savings

ii. Barriers to access finance

iii. Lower sales turnover

i. Lack of savings

What must not be overlooked here is tleeght participants expressed that even getting

finandal support to develop their retail pagp businessvould not have been helpful because

they have no interest in obtaining a loan from bank or other institution. One interviewee put it

this way
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A éamlcareful with money, I can manage my
enough financial acumeo findwher e money is [é] o0 (PM5).
Further, they stated that they do not wish, or are afraid, ttdkeancial risks partly because
of their commitment to their children and family. Previous studseem taconfirm these views
by suggesting thawomen micro or small business owners are less likely to access external
finance (e.g., loans, overdraft, credit cards) comptréueir male counterparts.
Most of the participants expressed that they do not have a considerable amount of money in
their savings account$n spite of what has already been said here, it is appaiant the
interviewsthat mostwomen popup owners struggle to continue their pgpretail without
somefinandal support. PN2 stated that:
A é] as | sell creative jewellery, in some
save some money to inwest in my business [
Other responses to this question included:
A [ éYgs, | think finance has been a strugigleme.l am still really athe stage wheras
sSoon as some money goes into my business acéouhBirsyusedup for something else

| 6m not really making @&. profit at the mome]

The next sectionfdhe interview findingss concerned with barriers to accessing finance.

ii.  Barriers to.accessing finance

The majority of women microetail popup owners interviewed stated that accessing finance
proved to bea challenge whiclurned out to be a distintiarrierto the survival ofwomen
micro-retail popup owners in the UK retail market beyond five yedisis challenge was

emphasised bynorethan 90%of thoseinterviewed The study findings show that certain
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instancegunding should be available if needaastart and develop a successful woroamed
micro-retail popup. As one interviewee said:
A é] | think ther e wvatghe#amevthattookedugsite mamtsiegme s
- government packages for stagp businesseshings like thatBut, when | looked into
them Igot the impressiothatit was expected the businegsuld bequite financially
securdn thefirst place. There is an advert that goes around on Facebook about money
t hat 6s avail abl érsmallamd medium bugiessesr batraesoan as
you go on the website the first thing it says is that you have to daweover of a
million pounds a year or something |ike
The majority of the participants felt that there is a lacksipport systerto give an option to
women temporary micreetail popup owners to access finance to fuel and develop their
businessesf required More tharfifty two out ofthesixty-ninewomeninterviewed were self
funded when they started their miatail popups.Five participantstated that they were able
to take outa small business loan argilx participants stated that thegdreceived financial
support from investors or business suppoganisationsMany pop-up owners stated that they
wereunableto receive fundingpecausef a lack of legal documeation and theguarantee.
Twenty-threewomen expressed that it was difficult for them to find a guarantor to sign the

loan application.

Participants expressed that challenges encountered in operating and developingrataiicro
popup arerelevant toboth men and women. However, most participants believe that
negotiating or obtaining funding comes more easily to maleupopvners thant does to
women Further, they highlighted that they felt finance organisations (e.g., banks) were less
receptive totheir loan applications. This is evidedcby Federation ofSmall Businesses

(2016).
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According to the study findings, these women joppowners go through unique individual
circumstances (e.g., belonging to an ethnic minority group; being a single patént)
participants stated th#tey havanadequate access financein orderto develop their retail
pop-up. PN2 expressed during the interview the experience she had when she sougatk financ
support to start and develop her temporary retaitygmp

A [ & jound it very difficult to get financial support to invest in my pagp business.

It was especiallydifficult for me to get a bank loan as a female who has childcare

responsibilities and as | operate my retail business as a temporauypop[ (EN6)

Some participants highlighted that they felt financial institutions (for example, banks) were
less receptive to their loan application, mostly due to their individual circumstances (for
example, being a single mum with two childrefiphey furtherexplained that sometimes
financial institutions want to know how much they have in their savings acdéowsotpport of
this,somepr evi ous studies continually highlight
financial institutions treat women differenflpm their male counterpartséferation oSmall
Business2016). Howeverthere are othestudiesvhichsuggest that there is no longer an issue

of financial institutions in the UK refusing to grant finance support for wopmgtnbecause

they are womerktvidently, there are some financial institutions or banks which provide highly
favoured support for women to start, develop and scale up womeed businesses (e.g.

NatWest Bank, UK).

PM5, PM20, PB12 and PB19 shared similar experiences in applyingdartdaining a loan
or finangal support from government and ngovernment businessipportive organisations.
More than 55% of participants stated that it is hard for them to find a goavemen they

apply for a loan or finanal support.
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They expressed that it épparentlymore dificult for women togeta loanthan it is for their
male counterpartgViore than 65% of participants claimed that finding a guaramas often
found to bedifficult and hencediscouraged many women mieretail popup owners, who

subsequently lost interies applying for funding from financial institutions in the UK.

Finance usage among women retail qpppowners can vary due to the industry sector (e.g.,
food, creative jewellery), age of the pap business, pepp business size and temporary
nature. Accessing finance can be identified asobstacle preventing women starting,
developing (Carter, 2009; DTI, 2003; Vistaprint, 2009), and scaling a temporary-netiaio

pop-up business to a successful busin&sss informationis summarisedherein Table 5.7.
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Table 56: Extract from.coding template

Challenges-encountered by women micetail popup owners Money.

Comparison of research findings to literature findings.

Specific Quote examples from interview Quote examples from the literature review finding
Theoretical| - Subtheme themes within findings (secondary data)
category (primary data)
the subthemes
Generic I. Lack of Invest in my|il dond6t have. As |nsufficientfinancial investment and lack of capital
theme savings pop-up businesy in some weeks mgales go down. It is resources; inadequate &hof finance and venture capital
difficult for me to save some money to |(Jamali, 2009; Roon®t al.,2009).
invest in my business. | always try to do &
MONEY corporate world job. From that salary, | cg
devel op my busines
ii. Barriersto | Access to startf il t was so har d -upo [Womenmay be at a disadvantage in their ability to raise-

access financ

up finance

money. First, | saved a little money and

started my busines

up and fund $andberg, 2003; Carter & Cannon, 1{
Johnson & Storey, 1993; Koper, 1993; Van Auletnal.
1993).

fAccess to finance 1 S o0ndg¢

identified as a barrido businessstati p and gr

2011, p.34).
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Comparison of research findings to

literature findings.

Specific Quote examples from interview finding Quote examples from the literature review findings

Theoreticall Sub themeswithin (primary data) (secondary data)
category | theme the subthemes
Generic ii. Finding Alt was di gfuiac alnt e{Guarantees required for external financing may be beyond the
theme Barriers | guarantees (PB10). of most womends per sonalRidag&

to access Swift, 1990; Sandberg, 2003).

finance Access to ifiHowever, what we {Finance for ongoing business costs may be less available for {
MONEY growth finance | running business capital. Sometimes I fefo wned firms than male enterp

why | am doing t hi {openetrate informal financial netwarkOIm et al., 1988; Aldrich
1989; Sandberg, 2003).
Barriers to Al found it very di6Systematic issuesbd
obtaining a support to invest in my pepp business. [Many different systematic issues, disadvantageous situatig
bank loan. Also, it is very hard to get a bank loan asfinding, accessing, obtaining and managingpital assets
conduct my business [as] a temporary refinvestments are needed to start and fuel the growth of their
Relationship pop-up. Sometimes they ask how much [Pusinesses (DTI, 2003).
with lenders money you have in Access to capital; whether women entrepreneurs apply
(PB10). institutional financier (a bank, a finance agency), a friend, a re

or evena spousethey are likely to come up against the assum

t hat fiwomen canot handl e mon

Femal e entrepreneur sé rel a

because of sexual stereotyping and discriminations (Hisr

Brush, 1986; Buttner &oses, 1989; Sandberg, 2003).
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Turning now to the empirical evidence dmallengesvi t hi n t he fAmanagement

5.2.3 Themelthreie Management

i Ma n a g ewniemis$ depicted in the conceptual framew®8r&.2.3 and 5Ms theoretical
framework,is identified as one of the challenges encountered by women -neitzib pop-up

owners which hinder their business success. Accordingly, the third theme which sinoenge

the participantsdé responses within the chall

up 6.

During the interviews some sidbemes appearedmanaging a retail pepp. During the semi
structured interviews all the participants answered questiow8 i ch st ated t hat
opinion, would you say that the following factors (iii. Managemesin be viewedas a
chall engi ng f aicipaots, 30 partiCpants shared thedr challengés in managing
their micreretail popups.Threesubthemes emerge from the qualitative data analysis under
the chall engesasfoléws:i management o
I.  Inadequate or lack of business managerkeotwledge, skills and experience
ii.  Inadequate or lack of education / training
iii.  Inadequate or lack of support systems

The study findings in relation to the above three thesmediscussed in detail as follows

i. Inadequate orlack of business:management knowledge, skills and experience

46 out of 59respondents indicated that it is important for them to get support to identify a

variety of business functions in managthg day-to-day operatiosof their micraretail pop

up.
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More than48 out of 59 respondenéxpressed that it is important for theendevelop their
marketing skills to promote their products.
Al é] Al t hough | have had morisebusindsga my 10
business has not been successful simply due to the fachtiat been unable ghow
myself to be competent wiblit the possession of lsigher qualification in business

management [é] 0 (PNG6).

The majority of participants showed that they struggle with confidence.
A €] when | started my b uekictanto smake nowtther e e
price of my prodats. | was worrying whether my priagas too high for customers. |
struggle when | introduce my products to new custopespecially wherit comes tahe

price [€é€]0 (PNG6).

The study findings show that women migegail popup owners need help with understanding

their own skills and values.

ii. Inadequate orlacéf education.and training

The study findings show that women migedail popup owners need a lot of support to gain
confidence and understand theivn strengthsMore than 32 participants mentiorntbat there
were challengegdue to the fact thaheyfelt that they were not included aducational and
entrepreneuriabpportunities In support of this, previous reseagch have highlightedhe
exclusion fromeducatioras acauseof failure or undetperforming in womerownedbusiness

(Jianget al.,2012).
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One participant highlighted her need in this area.

An[fé] | did not have business management tr
wor ked for me, whiaeah,dstworkédtout mysealHrobablg wouldn e
have been more effective with a little bit of business knowledgedito becreative. | did

not have knowledge of how to run a busines:

iii. Inadequate or:lack of support:systems

The study findings revealed thabmen micreretail pop-up owners need support to develop

their business management knowledge and skilésto the temporary nature of the business

family caring responsibilitiesand women specificpsychological characteristics.One

participant stated that
Al é. ] I would Iike to improve my skills t
own online web page in addition to my pop retail store. However, | need some
support to learn the skills to use the computer and Facebook and other sociahmedia
orde to introduce my products to my existing customers and new customers. | know a
few friends who do this very well. | want to do the same. But | need to get some support

to devel opJomy8PNki I I s [ é
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Table5.7: Extract from.coding template

Challenges encountered by wonmmaitro-retail popup ownerd fiManagemert

Comparison of research findings to literature findings.

Specific Quoteexamples from interview findings Quote examples from the literature revie
Theoretical| Subtheme | themes within (primary data) findings (secondary data)
category the subthemes
Generic i. Lack of | Business AProbably would have |(0Lack of training and
theme business | Management: | little bit [of] business knowledge. | was only creatijLack of business management skills or barrig
management| knowledge I did not have knowl e djaccesstrainingto develop managerial skills and
knowledge, | skills and (PB11). experience has been identified as one of the
Managemen{ skillsand | experience barriers in women entrepreneurship.
experience
Inadequate or| Limited access |[A[ €] Al t hough | havepgLi mited education

lack of
education
and training

to education ang
entrepreneurial
opportunities

experience in this business, my business has
been successful simply due to the fact that | K
been unable to show myself to be compe
without the possession of a higher qualificat
i n business manageme

Insufficient or limited education causes failure
underperforming in womerowned micreretai
pop-ups (Jianget al.,2012).

Al é] I di d not hav g
training. Literally, worked out for myself whg
wor ked for me, whigdah,
just worked out myself. Probably would ha
been more effective with a little bit of busine
knowledge. | tried to be creative. | did not ha
knowl edge of how to

Due to inadequate training and support, wg
entreprenew have low credibility in running thg
businesses, are unedeerforming, or showing slg
or no growth in their entrepreneurial career. In
respect they appeared to be disadvantaggq
comparation with some others (Jiagtgal, 2012).
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Comparison of research findings to literature findings.

Specific Quote examples from interview findings Quote examples from the literagureview
Theoretical| Subtheme | themes within (primary data) findings (secondary data)
category the subthemes
Generic i No, | di d not have
theme opportunity to participate in a business developn
training programmeo (P

Management

Lack of Al would Iike to impr

support technology so | can create my own online web p

systems in addition to my pogup retail store. However, | neg

some support to learn the skills to use the compg
and Facebook and otheocial media, to introduc|
my products to my existing customers and 1|
customers. | know a few friends who do this v
well. | want to do the same. But | need to get sq

support to develop my
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Turning nowtothe mpi r i c al evidence on success factors

5.2.4 Mheme four Motherhood

Initial research findings show that family is an important source of support to womerppop
owners and constitutes a fundamental elemeanwémenrowned micreretail popup success.
However, according to all research participants who were mothers, motherhood mediates their
business activities in different ways as
framework. Family embeddedness, kelnold responsibilitieglong with themothering role

within thefamily, limit the timeavailable fometworking events, interacting with professional
women popup owners, anavith supportive organisation®rushet al.,2009) Furthermore,

family supporthas been identified as one of the important factors in providing emoiiqol

for women micreretail popup owners to develop their businesses. Women rnétenl pop

up ownersare seen as having a needémefit from familyto-business affective supp to a
greater extent. The study has identified challenges and constraints that limit opportunities for
womenowned micreretail popup developmento enablesurvival in the UK retail market
beyond five years. The stthemes which emerged under the thénm o t h e ardlisten dso
follows:-

i.  Mothering role

ii.  Lack of support with appropriate childcare

iii.  Household and family context and relationship

iv.  Lack of flexibility

v.  Sociocultural expectations

The study findings in relation to the abdxee subthemes are discussed in detail as follews:
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Motheringrole

This study revea that aparfrom money, marketonditionsand management, women miero
retail popup owners encounter challengessociated wittheir mothering roleA majority of
participants mentioned woilife balance and competing demands on tasehallenges hey
were concered aboufulfilling their family caring responsibilitiesogether with aledication
to build the retail pojup business. With regard to the mothering role, participants mentioned
the importance of spending time with children and faraiig that $sues relating to a lack of
child caresupportcan lead to &ailure of womenrowned micreretail popup businesses. This
was confirmed by PN3, who said that:
Al é] I had probl ems i n wasihe kiggesgprobldmtlbad my
at that time.Three children and looking after the family, relatives, extended family
needs, taking care of the home, needing to take care of bills to be paid, obviously, but
definitely the children. And always working around the children with difficodgause
of themany hands and feenmspressions had to takeluring the dayWhen the children
havegone to bedhat is when the reamnpressionsvork starts.Then | will be able to
make the actual frame as well. Yes, | would work lateigiit when the children are
sleeping At that time | will be able to produce the actual prodaotembering that the

impressiorwast he easy bit. Time is defi6nitely

This view is supportedybprevious studies. The mothering role, spending time with children
and family and issues relating to lack of support for childeaeeall contributorycause
towardsthe failure of womerowned businesses. Motherhoceh bea metaphor to represent
the houghold/family context, thus drawing attention to the fact that family/household contexts

might havea large impact on womeijProwess, 2016).
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The result of this study indicates the need for childcare allowances for womerret&trpop
up owners who areti$ developing their businesses, seeking advice and participating in
business development training programmes. Concerns were expressed about the availability of
access to affordable chilchring facilities. One informant reported that:

Al é] c hi litiek @are veey expensivie. It is very difficult for me to pay for the

childminder especially while | am developingmypapp busi ness [ é] 0

Lack of supporfrom appropriate childcare

Accordingly, apart from money, market and management, womefpapvners encounter
challenges around their motherhood role in their family. M@sherrowned business training
and support programmes are desigmathout consideringchildcare issuesHence, the
mothering roleincluding spending time with children and family, and issues relating to
appropriate childcarsupport, can contribute tte failure of womerownedpop-ups Most
womenpop-up owners face the childcare issas and wheithey are conducing their retail
pop-up. Somewomen open a business and becomeesalbloyed as a temporary solution to
combining childcare and income generation at a specific point in their lifenapdhenseek

to return to employment when appropriakle participants expressed that lack of ifédble

childcare provision was a barrier to conducting business.

(F

Al é] Definitely, I had problems in | ooki

problem | hadatthat time. | found it very difficult to pay for childcare when | went to
Saturday oeV&Nt3g . [ é]
This finding is consistent with those of other studies: rather than the key issue being the
availability of formal childcare, it is often that women want to care for their children

themselves, not wishing to risk their home, wbfl balance (Pravess, 2016).

297



iii.  Householdfamily contextandrelationship

Most of the participants stated that improved and specialised assistance and support should be
available for women raro-retail popup owners whaevant to havehildren. The study findings

reveal that womewwned micreretail popup businesseseed to be recognised agd/en
appropriateneededsupport In accordance with the present results, previous studies have
demonstrated that Awomen in the UK are stil]l

responsibilitieso (DTI, 2011, p. 34).

Previous studies conducted in women entrepreneurship itelWeuntries have identified
the socialcultural status of womens aprimary rolefor themwithin family and domestic
responsibilitiesvhich tends toeduce theacceptabilityof women intent on setting up business

in a variety of ways (Bruni, 2004).

iv. Lack.of flexibility

Participantsin this studyexpressed that women mieretail popu p owner sé househ
family caring responsibilities andelationshipstend to hinder their full entrepreneurial

potential.

v. Sociecultural expectations

Participantsaalsomentioned their soctoultural status, family and domestic responsibilities and
expectations from societ6 out of 69ndicated that theyeel theyhavebeen discriminated

against because they are wom@ne interviewee stated:
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A [ d.doking after hreechildren family and relativesvith theextended family needs,
taking care of the home, taking care of bilisich needto bepaid, obviously, butvith

particular attention to the welfare oftbeh i | dr en6).[ €] 6 ( PN

Expectations of society and cultural norms
Specialchallengesfor women popup owners are encountered tire motherhood role and
family life which are not experienced by other entreprenéBases, 2007)The identity of
womenasentrepreners in whatever forntamesecondaryto ther wish tobe seen as family
carers (Chea, 2008)Additionally, more than half of participants were concerned about their
experiences in relation to oOattitthidaffectst owar ¢
building their temporary retail pepp businesss Forexample, one interviewee said:
A €] As a woman, | encountered many chal/l
jobs which turned outo be alearning process for mever the years. Nowwhen |
conduct my posup store | know how to respond to those people who neglect women.
By my own very painful experiences, | know how to overcome an abusive situation and
stand firmly as a woman smal l busi ness ow
These results refledhe ideas oBrushet al. (2010) who also found thatultural attitudes

towards womeinave araffecton womerrowned business operations.
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Table5.8: Extract from cading template

Challenges encounter by women:micetail popup owners AvMothhher hood o

Comparison of research findings to literature findings.

Specific themes Quote exenples from interview findings Quote examples from the literature rev
Theoretical Subtheme  within the sub (primary data) findings (secondary data)
category themes
Motherhood Mothering Lack of affordable fi [ € ] I had probl ems i n Motherhood is a metaphor tepresent tt
role childcare provision is the biggesproblem | had that time. Three childrithousehold/family context, thus draw

and looking after the family, relatives, extended fanattention to the fact that family/househ
needs, taking care of the home, needing to take cacontexts might have a larger impact on wo
bills needing to be paid, obviously, but definitely {(Prowess, 2016).

children. And always working around the childngith

difficulty, so often | take the impressions during the ¢

have events, and when the children are gone to be(The mothering role, spending time w
[is] when the real work starts. Making the cast from children, fulfilling childcare responsibilitie
impressions. Then | will be able to make the acand thelack of appropriate childcare supp
frame as well. Yes, | wdd work late [at] night wherlimits the hours which can be spend in
the children are sleeping. That time | will be abledevelopment of the pepp business, acting
produce the actual product. Taking the impression isa hindrance to its success.

easy bit. Time is defin

(PN®G).

Concerns were expressed about the availability
access to affordable childhring facilities.

Al é] childcare faciliti
difficult for me to pay for the childminder. Especial
while | am developingmypepp busi nes ¢
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Theoretical
category

Subtheme

Lack of
support with
appropriate
childcare

Household
and family
context/
relationship
Lack of
flexibility
Sociocultural
expectation
from women

Comparison of research findings to literature findings.

Specific themes
within the sub
themes

Quote examples from interview findings
(primary data)

Quote examples from the literature rev
findings (secondary data)

Lack of affordable
childcare provisior

AiDefinitely, [ had pr
children. That is the biggest problem | had that tim

Rather than the keydae being the availabil
of formal childcare, it is often that women w

found it very difficult to pay for the childcare whento care for their children themselves,
went to Saturday event swishing to risk their home, woslife balanc
(Prowess, 2016).
Lack of flexibility |fA [ €] my husband goes t

So, | have to drop the children [at] their school, cl
the house and do the cooking. Before | go to-ppj
events é | need to ful
family. Coud do better [in] my business if | had mg
support from my own f am

Fulfilling family caring responsibilities c:
hinder the success of womewned micrg
retail popups.

Sociocultural
status

fiAs a woman, I encount e
when | worked in contract jobs. | learnt over the ye
Now when | conduct my pepp store, | know how t(
respond to those people who neglect women. By
own very painful experigces, | know how to overconmn
an abusive situation and stand firmly as a woman s|

OAttitudes towar ds-
affects womerowned business operati(
(Brushet al.,2010).

business ownero (PB2).
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Turning now to the empirical evidence on success factors within the mmsso

environment.

5.2.5 Theme fivé mesemacro environment factors

The mesemacro environment which is depicted in the conceptual framework.at38along
with the 5Ms theoretical framework is identified as onehefdhallenging factors encouradr
by women micreretail popup owners. During the serstructured interviews, women miero
retail popup owners answered questsdiiv and v.A variety of challenges were expressed
by participants in relation to the themesemacro environment antthe subthemeswhich
emerged from the empirical data findings fell into the following two categories, namely:

i. Meso environment factors

ii. Macro environment factors

These factors are discussed in detail as follows:

i. Meso environmenfactors

Initial findings show that human capital (e.¢evel of education, management skills) is
positively relatedto apepp 6 s per f or mance. I n support o f
indicated in several previous studies (Krimosbl.,2016; HanpelMilagrosaet al.,2013).
However, all participants reported that they encounter challenges in managing thep pop

retail businesses due to the micro size thedack d, orinadequate support.

The majority of participants36 - mentioned ashallenges the impact of the economy, changes
in supply chains and manufacturing and demographic and technological changes.-The sub

t hemes which emergednundenmehéeot hemel imesed a
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i. Building support networks

ii. Competition copig with thefear offailure
iii. Organisng and prepang for popup events
iv. Balancing business and family life

v. Retail market related issues

vi. Customer related issues

One interviewee said:

Al é] I do not recei ve r egpulsmess. Duningdhme f
wintertime it is difficult for me to find pojup events and go to different markets as |
have a thregearold boy. | do not have family members or friends to look after my
son[ €] 0.
Interview findings revealed that specific chantfes occur within the UK retail market may
hinder women micrgetail popup succesOther factors include things that can be managed
at the towncentre level such as the retail mix, the availabdind pricing of car parking, town
centre management.

ii. Macro environment factors

Challenges encountered by women mitail popup owners in the macro environment are
factors outside their pepp businesses (or externa business environment) and shoickl{y
be addressed within the long term, keeping in mind thatupopyners have little or no control
over external factors. Hsestudy findings show that women mieretail popup ownersdo

indeedencounter challenges within their external environment.

The source of these challenges can be government and ndwelapolicies, cultural
expectations of society and changes to the retail market. All of these have an impact on the

long-run strategic decisions which must be made (Burin, 2007).
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Thesubtheme s whi ch emerged -engdéeronment e manimacit

i.  National policies

ii.  Strategies

iii. Economic influences

iv.  Intermediate structures and institutiordefying social expectations

v. Regional support policies, services and initiatives

Trarsition from receiving benefits to being the owner of a mietail popup. These results
corroborate the findings of a great deal of the previous work in women entrepreneurship.
Previous researchers have consistently highlighted the issues relatenhtimithi@g of benefits

and to the support of women business owners

wel fare to enterpriseo (DTI, 2011, ©p.35).

The above environmental factors may affect every single womampapvner in the retail
market enronment regardless of industrial sector. It seems essential for womemmppop
owners to have support to constantly monitor changes so that they can adapt accordingly.
Fifty-eight women micreetail popup owners expressed that they would like to receive
support from government, neggovernment and businesspportive organisations in order to
tackle the obstacles they encounter which are specifically relevant toppopners. More
importantly, participants emphasised that they need suggpsuitvive in the UK retail market

in the long term.

The majority of those who responded to the interview questionnaire 9, felt that the government
and businessupportive initiative need to provide further assistance to women nnetal

pop-up owners in making the transition from welfare into the mretail popup business.
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Preliminary findings of this study show that as part of the manxironment dimension of the
5M framewok, the government should ensure a smooth transition for womengpop/ners
from benefit dependency to business ownership and could also give suggestions about the long

term strategic decision process.

Participants emphasised the ndedsupport tailoregpecificallyto women micreretail pop

up owners. Currently, the available support from the government andjovennment
organisations hagveninadequate focu® the challenges encountered by women miretail
pop-up ownersQOverall, most of the wonmepopup owners stated that they have diffigut
engaging in networking events due to cost (@rice of tickets)time (e.g, most of eventare
conducedin the evening)andlack of childcare facilities. Based on the findings, it is clear that
women micreretail popup owners encounter challenges differéat those ofwomen
entrepreneurtn general Therefore, it is suggested that women ny@tail popup owners

need suppomvhich differs from that ofgeneral women business owners.

5.3 Summary

Overall, these findings highlight the success factors and challenges encountered by women
micro-retail popup owners in the UK retail market. The identified success factors and the
challenges link to the 58theoretical framework agtedin this study. This study is different

from previous studies in women entrepreneurship. The reastatithis PAR is notjust

limited to the identification of success factors and challenges encountered by women micro
retal pop-up owners. As discussed in chaptérdterature I, Srategic management, the study

has beemlesigned to identify the solutida the challenges encountered by those women.
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Based on the senstructured interview findingsan appropriate strategicamework, namely
the Popup Pathwayas beeidevelopedimplemenédand validatd. The Popup Pathwayas
beentailored to meet the needs of women mipetail popup ownersanddesigned tassist
and empowethemto take effective action to successfully survive beyond five years in the UK
retail market. The following chapter presembw the studyas developed the Pap Pathway
asa vehicle 6 address the challenges encountered by women +retad popup ownes. It
also explais how the researcher shifts from researcher to facilitatottzrto moderatoin
suppot of the women pojup owners who participated in this stude findings alsshow
how the researcheas facilitator enabledparticipants to iderfiy and use theirresources,
capabilities and strengths to overcome the challeaig@shreats they encountemally, these
findingsdemonstratéiow the researcher shifts frdiacilitator to moderator byngagingwith
the participants and howhey weresuppored to utilise their strengths to overconibe

weaknesses as well as to identify and utilise opportunitidsabwiththreats.

The actionlearning activities were tested and validated by conducting thi@es fgroup
discussionsTo get the impression and experiences of the womerupapwners about the
Popup Pathway, 15 further short interviews were conducted. The gathered qualitative data
were transcribed and analysed thematically. The findings of the fyrowp discussions and

shortinterviews are presented in the following chapter 6.
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CHAPTER®©
FINDINGS FROM FOCUS(GROUMISCUSSIONSAND

THE FOLLOW-UP SHORTINTERVIEWS

6.0 Introduction

As discussed aboven Chapter 5, ie semistructured interviews findingsontribute to
identifying the success factors and the challenges encountered by womeneatadrpopup
owners in the UK retail markeAs highlighted in the literature reviégwChapter 2researchers
have developed strategic frameworks to support women entrepreneurs in tgeaeeatome
the challenges they encounter (Vistaprint, 2016; FSB, 2018; FSB,. 20d®¢ver there ishe
lack of a strategic framework specificallyesignedo address the challenges encountered by
women micreretail popup owners in the UKHence to addess theidentified challenges
encountered byhesewomen, thestudy develop a strategic frameworkhamely the Pojip

Pathway

The Popup Pathway includes actidaarning activities which support women pop owners
to develop their business managentarwledge and practice to be successful intKeetail
marketandultimately survive beyond five yemrThe action learning activities of the RPap
Pathwayhave beemailored to match the characteristics of wortéejr micro-sizebusinesses
andthetenporary naturef those businesseshree focus group discussiowgre conducted
with womenpop-up ownerdo introduceand validatehe Popup Pathway Further followup
short interviewsvere conducted with 15 women pap owners whdadalready participated
in the focus groupand gaineda deeper understanding tfeir experiencegnd perceptions

about thePop-up Pathway.
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The qualitative data were analysed thematicallge participan®® constructi ve
enabled the development of an effective strategic framework dsepgop-up owners.This
chapter presents the findings from focus group discussions and the-figlehort interviews

under main themes

Section 6.1presents the development of the RgpPathwaySubsection 6.1.1 presents the

findings in relation to actictearning activities.

Section 6.2 presents the findings within the strategy formulation pbesé presentthe
identification ofa vision and6.2.2the findingsin relation to setting realistic goals. Section

6.2.3 presents the findings ithe environment analysis phase. Accordingly, 6.2.3.1
identification of strengths and weaknesses and 6.2.3.2 threats and opportunities. Section 6.3
presents ta findings inthe strategy implementation phase: 6.3.1 presents the findings on

strengths driven strategies; 6.3.2 findings on opportunity driven strategies.

Then section 6.4 presents the findingstlod strategy evaluation phase: 6.4.1 presents the
findings onthe collaboration, participation and networking opportunity provided within the
Popup Pathway and 6.4.2 presents findings in relation to the facilitation provided during the
focus group discussions based on the follow up short interviews. Fisediyon 6.5 provides

a summary of the chapter aadindicaion of what to expect ithe followingfinal chapter.

6.1 A strategic framework for women micretail popup ownersThe Popup Pathway

The overall proposition of the process and the steps followed in formulation, implementation
and validation of thdPopup Pathway is discussed below (Lyncl®18). Semistructured
interview findings assish theidentification ofthe success factors and challenges encountered
by women micreretail popup owners. The study asrio devel@ a strategic framework
specifically forwomen micreretail popup owners as a potential solutitmthe challenge

they encounter.
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The Popup Pahway consists of two main elemenisie Play Book and the Resource Guide.
The Play Book astas a decision support to@ee Appendi 9). The Resource Guide facilitate
the conductingof the Play Boolactivities and broadly provides guidance and pointethe
actiontlearning activities together with taskich assistwomen popup ownersto refresh
theirexisting knowledge anfilirtherdevelop their business management knowledge and skills
(see Appendi®), (Cotton, 1995; McKernan, 1998; Mertleéf)17).Prior to staiihg focus group
discussions, each participant was given printedesa boththe Play Book and the Resource
Guide received withappreciabn. A common view amongst all the participantasthat they
valued the ability to access tigrinted material and the actidearning activities of the Pepp
PathwayDuring the followup short interviews, a participant stated:

[é.] it was really helpful to have the

group activities helped me ttevelop my business skills to build my pop business

€ thank ydwoorC2.] (PN

The actionlearning activities of the Pepp Pathway are discuesin the next section.

6.1.1 Actionlearning activities

The actionlearning activities of the Pepp Pathway are based on the philosophy of
participatory actiodearning(Mertler, 2017).The study adopts existing strategic management
tools in designinghe participatory actiodearning activities whichvereformulatedto match
thecharacteristics alvomen micreretail popup owners and thegsociceconomic conditions

The characteristics that needed to be medclwere mothering role and family caring
responsibilities, familjbusiness life balance, level of edtioa, business management
knowledge and skills, previous experience, resources, capabilities and opportunities available

to them.
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The actionlearning activities of the Pepp Pathway linko strategic management theories and
are considered as a processaninceptswhich ultimatelyoutline the activities tdorm one

single set of concept#ijntzberg, 2000p.36).

During the focus groups the participants had the opportunity to engage in-laatioing

activities within a collaborativand interactivéeaming environment antheylearned how to

use the Play Book and the Resource Guitseh focus group lasted between taralthree

hours. The duration of the focus groups was identified as impo@aeparticipant stated:
[ é. ] I |l i ke the activities. You did a Ve
activitieadCI26.] (PB1O

Another participant added:
[ €. ] You exlpdarilned what we need to do. We
ti me went verogChHast [é.] (PM3

The first activitywasan icebreakerParticipants had the opportunity to introduce themselves

and share information about their retail pgpbusineses. The activity provided a good start

to the forming of an effective group discussioihe following sections provide a detdl

discussion on the actidearning activities and the findings from tfecus groups anthe

follow-up short interview.

6.2 Straegy formulation

Action-learning advities within the stategy formulatiorstagefocus on the events that occur
throughout the development of a pop business. From the sestructured interview findings
it is apparent thathe majority of women pojp owners have ndhought about theision,
mission and goalsof their businessThe actionlearning activities helped participants to

identify avision, mission and goals
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The following isadiscus#on of thefindings from the focus groups in relationaeision and
mission Questiononen i dent i fy a c¢l ear v i supwhichvallmssistmi ssi ¢
plaming for future business activities. What do you think about identifying a vision and

mission br your popup?0 ( Appendi x 2) .

6.2.1 Msion and mission

It was consideredital to assist participantto identify the principal beliefs of their pp-up
businesses and develop visiand missionstatemerd Therefore,participantsengaged in
actiontlearning activitiesn setting directionidentifyinganddevelopinga vision statement and

a mission statemeffr their popup business.

Here,women micreretail popu p o wn e rse 6 n ¥ & Isthed @oprlp Yousiness exists
and what it ai ms ¢tal, 2014, p.d)Reti@iganty WErha padosreflect

on the question of o6what | / weaskedofindanansweb e c o me
tothe questiom wh at do-ep Iy s pbops s ths was theldistussedindheia n d
groups.The \ision statement shoulte able tanswer the above questsand should be short

and pithy Participantsveregivenassisanceto articulat avision statement for theindividual
businessedarticipants were asked tmme up withphrases that descriltlee vision of their
pop-up. One of them as a volunteer wrote down for all to see suggested ptuasesthe
brainstorming sessioio start with, no one stated preferences and finally no further ideas were
forthcoming.After a whileparticipants were asked to identify the most common phrases and
to group them anthenassembléheminto arefinedstatementThisis whathelpedparticipants

to generate ideas, buzzwords and createre compelling vison and mission statement for
eachpop-up businessMost of the participantsould now seehe importance of identifing

vision and mission statemerits their pop-up businesss
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According toanotherparticipant:
A €. ] creat i ng -uptetail business helped wchaverayclegpicupe

of where | want to be in ICHree to five ye

Findingsrevealedthat the majority of the women micreretail popup owners (twelve out of
fifteen participants) rhbeen operatg their retail popups without identifyinga vision anda

missionfor their businesss And yet another participant said:

Al €. ] dur i ng t hhaveworked thardt td buitd eny peppabusmesd.
However, |l hadndt thought @aehbllphelpfultorrme vi si c
to clearly identify what | MWGBnt to achiev
Most oftheparticipants hd been conduatg their popup businessimply following thedesire
to be inbusinessThis statement was made
Al é€.] now | know wh aup business,aamdtl knowoexadtly whatn my
change | would like to bringbout Unfortunatey, before,| nevergave anythoughtto
having avisionofif €. ] 0 /G18.M1 6
This activity helped them to describe where their-ppgusiness wants to be in the lelegm
(desired future state) and its aspiraigdohnsonret al., 2008, p.9).Then participantswere
asked tahink about theirpou p 6 s mi s s i. thay weré able elpvelopa mission
statementfortheirpegpp busi ness by answer i ng-upbbsmesg uest.i
i s ? 0 quéshionassistd them todistinguishtheir popup businessrom their competitors
since it represents t he-umfPadicapants were divenbsenien g 0 ©

example mission statemesmtf small businesses in different industries.

Participants stated th#tis acivity he |l ped t hem t ohewshodl@inckideanrad o6 wh

mission statemeat
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In developing the mission statement, participants were encouraged to consider their customers,

product or service, market, concern for profitability and survived gainng of competitive
advantage, their concern about public imagleas important componentih preparatiornof

their mission statements, four participants out of fifteen were influenced by their pop s
history and tradition Four participants consideretheir resources,and five participants
considered their strengthBwo participants considered zero waste and sustainable products.
After writing their mission statements, participants had the opportunity to titeamavithin

the group and receive feedbdobm their peers. The stated thathe activityhadhelped them

to understand what shoube included in a mission statement.

6.2.2 Setting realistic goals

The qualitativenethodology and the PARypproachadopted in this study helped facilitatet
gaining ofinsightinto the voice of women micfetailpopu p owner s 6 DBupgngk e n
focus groups, goal setting activity asstthe women to identify guiding principles artd

create a road map by setting realistic goals for thekypolpusinessTheywere asked teeflect

W O

on the gquesti onupdwhwsi ndeosess wrayn tp osgboutaadilnd e v e ? 6

frame by specifying when they would like to achienset goal. For example, two years, five
years.Study findings reveal that participants found this actititybevery usefulto themto
assuresurvival in the UK retail marketplacé\fter setting goalspneparticipant statd:
[ é. ] I n -tinlkerd waat toydeliger aur sustainable products to local homes by
bi ke [ éorlCd)( PN22
Another participant added
[ é . @dm réally happyhat | set a goal to add another product to my business. | want
to sell plastiefree gift wrapping for next Christma#t will help me to increaséhe

number ofmy new customerg € . ] of )N 9
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The popup ownerslefined a period of time after which they aimedbitak back and refleain
their achievements (e.g., theguldlook back and say, | have achiewsedet goal)During this
activity participants were able tuccinctly set generalgoals They were able tdfocus on
gaining revenue increagg profit, and increaag the number of new customefsr different

time frames.

Having got to this poinfparticipants weréhenfacilitated to generate ideas and identify ways
to accomplish thseset goals and fulfitheir pop-up vision and mission. For this purpose,
internal and external environmeamalysiswasconsideredo beimportant within the Pojip
Pathway. Thisenvironment analysisdea was generatedfrom the Design School Model
mentionel in Chapter 3 and proved to beanvenient tool (Mintzbergt al.,2009).The action

learning activities relating to environment analysis are discussed in the next section.

6.2.3 Environment analysis

Here now follows an exploration ofhow actiortlearning activitieswere designed and
conductedn supportof women popup ownerswhen requiredo analysetheir internal and

external business envimment

As a simple but powerfgtrategic managemertdl, SWOT analysisvasused during the focus
groups. The actionlearning activities facilitated thengagement oparticipantsin group
activitiesto identify their strengths, weaknesses, threats and opportunities and to develop their
skills by empowering each other within a collaborative knowledge exchanging environment
(Coghlan and Brannick, 2014; Chevalier and Buckles, 201.8)so helped them to idenyif
threats ad opportunities in the external business environment and get an overall view of the

most important factors influencing the future of their retail-ppp
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Participants used the format and worksheet of the Play Btoolg withsupersticky notes to

write down their ideas anthenexchange theniThe fllowing is adiscusgn of the findings

in the identification of strengths and weaknesgesué group questiotwo: i st r engt hs
micro-retail popups areof atemporary nature and can move to different markets. How do you

perceivethes&? ( Appendi x 2) .

6.2.3.1 Identification of Strengths and Weakne$sie findings

Participants had the chance to discuss identified strengthgeaidhesses in the groupuring
this activity, the facilitator led the discussion and \edlthemthrough the processith each
one havinghe opportunityto express thoughts amdakecommentsDuring this activity each
small group was able to identify alst some of their strengths. Some of the common strengths
that were identified and mentioned by the participants are discussed below. All participants
agreed thathetemporary nature of a paypis astrengthThey were also able to identify some
other strengthsAs one participant stated:
[ é. ] I had t he tospnpeagood thimgs abgut nygap lbusisesse In
am glad to know that | am strong afihttherearesomanygood things about[ é . ]
(PM15 or C9.
Traditional womerspecific characteristics such as gemties friendlinessand obediecewere
identified as some of their strengtfi®n participants mentioned their language competence
and communication skills as strength. The further emphasised that their language skills
helped them to achievea rich communicabn style, specially when communicating with
customers. As one participant explained:
[ €. ] some of nweloeeyaprodoces rbewe bwemateto talk wih

you[ €. ] 6rEH.15
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Another participant added:
[ é while | am selling my productstake time taalk alittle bit about the weather or
theirhobbies with my customers. It pslme to get to know my customers and build a
good relationshigviththe m [ € . ¢rCID)PB5
A woman popup ownets personality habeenidentified as a strengtiBased on the focus
groups and the followap short interviews findings, the researcher deduces that the women pop
up owners who patrticipated in this study are unwilling to Ratticipants considered theiwn
personalityto bea strength. They explainédeir unwillingness taccepfailure beinga person
with good ideas and attitudes and ingvspecial perspectives about the business andhlife
general as beingore specific strengths within their personaliigr example, ten out of fifteen
participarts have been cdnuing to conductheir popup business despite all the challenges
they encounter, and even without having clear guidance and structure, simply because of their
motivation and desire to do busine@sieparticipantstatedthat:
[ €. ] werk@mesvhenlfailedi n my business. fromdbinpd ndét g
mypopup busi ness. B ut justkepd modimgforivardwahnt] ét ¢ f ai
(PM2 or C6.
Based on the study findings of the follayp interviews, the majority of the wan micre
retail popup owners who participated in this study revealed that they have identified
Omul titaskingd as one of their strengths. Th
have to wear many different hats. For example, operating tdmiporary retail pojpips,
fulfilling family caring responsibilities, everyday household tasks including cooking, and
nurturing their children. Ten participants (out of fifteen) in the follgninterviews mentioned
that they have the opportunity to maetumber of potential customers while they are fulfilling

their family caring responsibilities.
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Another theme mentioned by participants under the category of womennetiaiiogpopup
ownerso6 strengths was o6work harddé. The focus
retail popup owners at heart are willing to work hard to build their retgtyos. The majority
of participants revealed their desire to continue-pppbusiness activities despite many
obstacles. In this study, the women miceteilpopu p owner s6 desire for wu
was identified as one of their strengths, thushawledging their passion and desire towards
the development of their temporary retail pgp while fulfilling their family caring
responsibilitiesYet another participant added:

Al é] I have a temporary retail bawdi ness.

multitask. | think it is one of my strengths. During the day | am nimbly jumping from

task to task. Basically, my brain has to think about my business, my children and my

f ami | y NIOér]C®. ( P
It is interesting to note that ten participants ouiftden emphasised that they always make an
effort to ensure they sell quality products to their customers while achieving their financial
goals. For example, sustainable or-fwendly productsSeven participants mentioned social
contribution aastrergththey possessedhey havalsoidentifiedthequality of their products
and the service thegfferedasa strength Anotherparticipant added:

[ é oJr ecofriendly, zero waste products help people to cut their environimgatct

andhave a positive impact on our environmexbig part of my popup businesss to

help people tdive a more sustainable lifestylle ¢ . ] 6riC#l.2 2
The dentificationof strengths and opportunities helped participants to determine what their
greatesstrengthsareand what strengths they need to develop to compete in the market in the
future. Participants appreciated the engagemeémt actionlearning activities for the
identification ofstrengths and weaknesse&kirteen participants of the focus grewvanted to

engage in tbse activities within a collaborative environment with each other over time.
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The actiorbased training of the Peyp Pathway assists women migedail popup owners to
identify their weaknesse&tudy findings in relation to thelentification ofweaknesses are
discussed below. Five participants mentioned flamhetimeshey tend toengagein more
detailed oriented discussions while selling their prodwtish they identified as a weakness.
Four participants mentioned theimwillingness to undertake risk as a weakneSi
participants mentionegensitivity anda lack ofconfidence a®ne oftheir weaknesse®©ne
participant mentioned:
[ é. ] I afidentiwbes declariogrnth@roducéspr i ce t o my cust ol
(PN16 or C3.
Some other weaknesses identified wéimeited resources, limited time due to family caring
responsibilities. Findings also reveal weaknesskded to business competersteh as lack
of or inadequate decisiemaking skills, less willingesdo take risk and ledask orientedThe
action learning activitiehelpedparticipants to overcome their weaknes€&®up members
supporéed each otherri identifying ways to ovecome their identified challenges. dttsame
participant explained:
[ é. ] when we discussed in the ducsareg, I w
unique and different from othersly produds areespecially homemadand heahy.
From row on Iwill be consideing the good things about my products. It will help me
to confidentlydeclaree he pri ce to my6o@st omers [é.] (
Another participant added:
Al €] the group discussion hel pamiablméMost o r ec
of the time ¢é | am shy to tell the produ
group gave mea few tips to build my confidence and communicate well with

customersé it was rw@ldly helpful [ €] 0 (PB
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Another participant:
Al é] I had the opportunity to recwapgnise
business. | am glad to know that | am strong and there are so many good things about
my businegxrddeé] o (PN

During identification ofstrengths andveaknesses, participattesponses were prioritiseit

the end of the session participants identified thais they planned, theyere ableto alter

internal environment factors because theyw saw themwithin their own control. One

participant stated:
A[é.] thank you for helping me to underst
the better. And now | understand that | have to control and improve my business. |
needtotrytof i nd ways to develBaOprCigy business [ é

All participants stted that tle activity helped them to determirtieeir greatest strengths and

what kind of strengths they need to develop to compete in the market in the future. All of the

focus group and shemterview participants valued timenewly discoveredability that they

were now able to identifytheir most significant weaknessesd work on thenas women

micro-retail popup business owners.

The Pllowing discusesthe threats and opportunitiagich were identified during the focus

group discussions.

6.2.3.2 Threats and opportunities

In the identification of threats and opportunities, participants were engaged in small groups and
conducteda detaikd analysis of the external environment. Theoup activty helped
participants togather missing information andentify opportunities and threafsom the

market. hey were able to identifyhe specific threats encountst more often in the UK
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temporary retail marketncluding in the British-High Street. The were able to write down

lists of threats and opportunities in priority order and disthum® latelin a plenary session.

They wererequiredto identify the factors that hold them back in the market. All participants
highlighted aggressive competirigpm permanent or establishedtailers as their biggest
threat.Participants had the opportunity to discuss and identify opportunities to battede
capabilities to compete in the marké€he najority stated that this activity was very useful
them andeally helped them to identify opportuniti€®ne participant stated that:
A é.] this activity helped miéyanunbetrdii nk di
opportunities which help nmekorQG@)o devel op my
Another participant identified demand for sustainable products in the retail market as an
opportunity:
Al é. ] I never t hou gdrdinkedto gsustaiabitityy Mowrnhavep r o d u ¢
recognised tht | am offering valuable and eddendly products to customers and
helpingto save the world. Customers woudeé bound tolove them as thegre very
concerned about slderCHi nability [é.]06 (PB
Internal environmentinalysis related actielearning activities helped the women pap
owners to identify their strengths and weaknesses. It helped them also to recognise the threats

and opportunities within the external business environment.

As discussed in Chapter 3, thOWS matrixis adopted in this study to support women pop
up owners to identify ways tatilise their strengths to overcome ith@eaknessedt can also
enable the utilisation adpportunities to overcome the thredtst arise within the external
environment. The fllowing is a discuson of the study findings relating to strategy

formulation.
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6.3 Strategy formulation: adaption of TOWS matrix

The actionlearning activities within the strategy formulationpesd the participants to gather

ideas and formulate strategies to develop their nrietail popups within a collaborative and
supportive environment. The following sgbction presents the findings in relation to strengths

driven strategies of the Payp Pathway (Focus group discussion questionthiége dent i f yi n
your strengths and opportunities would assist you to overcome the weaknesses and threats you

encountered. Do you )agree with this statemen

6.3.1 Strengths driven strategies

Action-learning activities within the strategy formulation phase gwodmen micreretail pop

up owners to identify ways to utilise their strengths to overcome from their weaknesses. The

activities also helped them to allocate their resources carefully and effediwelyarticipant

stated:
Al é. ] t he act iidemtity yhat haankenpaded heatiley prodoicts are my
strengths compad with others in the market. Now | want to tell the product price to
customers withoufeelingh e s i t a (PNlbor C3. . |

Anotherinformant reported that

Al é] | widestifyadimle ef my sirengths. It helppme to add a few products
to my popup business. The activitiegll hel p my business in the
| will be abletorunmypopp business better tdor@wW. | did

The study findngs revealed that identification of women popp owner sd strengtl
them to overcome their weaknesses. It aidlo help them to differentiate their products and

service from their competitors and achi@@mpetitive advantage.

321



This will allow them to be more productive and efficiemtachievingtheir set shorterm and
long-term goalsTo conduct their pojip successfully, women owners need to take initiatives,

be ambitious, have good negotiation skills and be ready to gohsmtagedJltimately, this
process helps them to identify their competencies and utilise their strengths, dgeatel
perception (or build on those strengths) to overcome their weaknesses. For example, eight
participants out of fifteen stated that the peepeer support of the actidaarning activities

helped them to identify ways to build their confidenceidedtify business development ideas.

However, such characteristics are not usually-delleloped in women. Some women pgp
owners may have developed tteguiredskills to some extenwhilst working inaninformal

role. Others must acquitbem,espedcally thosewho have worked previously as employees in
the corporate world anthave not beenused to generating business and customers for
themselves. The Peyp Pathway assists them to recognise their strengths by conducting
brainstorming sessions and gpoactivities. Women poepp owners can build othose
strengthsand use them to overcortteeir weaknessegping on tomaximise their response to

opportunities.

6.3.2 Opportunity driven strategies

Action-learning activities helped participants to identify further potential opportunities in the
market. The study findings reveal that the acie#thelped them to identify new economic
opportunitiesandboost their seftonfidenceall of which enabld them to better manage their
retail popups.A participant explained:
[ €. ] b e fedthi® group, Ijsaw Brexit as a challenge (threat) to my-ygmp
business. However, now | can recognise there are more opportunities in the market for

our | ocal phor€if)ct s [é.] (PB
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The study findings revealed that acti@arning activities hedthe women pojup owners to
utilise their opportunities to overcome the threats they encounter in the external business

environment.

The actionlearning activities of the Pepp Pathway assistithe women pojup owners to get

together and work within a calborative learning environmerithe study findingsn relation

to collaboration, participation and networking are discussed in the following sq€tmus

group discussion questions folird oy ou | i k e-to-taae orrvigually (e.g.ksocfala c e
mediaimessenger, Skapdgeeme etoinn@ s vV®0 Aengaging it
to develop confident and compete collaboratively. How do you find time to engage in the

networking?.

6.4 Strategymplementation andvaluation

The facetof ace approach offered the opportharni ty t
rationak behind business decisions and opinioftse following presents the findings of the

strategy evaluation phase.

6.4.1 Collaboration participaton and networking of the Pagp Pathway

A facetof ace approach offered the opportheini ty t
rationak behind their business decisions and opinions. From the begswiitige focus group
the discussion did not draw naturally. The researesénefacilitator, had b intervereto build
the discussion and support the participants to engatieeipeerto-peer eventOne of the
lessosthatwere learnt during the focus groupasthat itwould have been difficult famicro-
retail popup owners to use the material themselves withimihg introdued, guided and

supporedon how to use it.
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Onepatrticipant commented
A[ é&] it was really great that you showed
it could have been difficult formetodmmy own [ 2arCep ( PM
The focus groups and the f ol | @aoollabopativeramret i nt
developed within the focus groupsd proved to be successial adapting the strategic
management tools (SWOT analysis and TOWS matrix) a&propriateaction-learning
activities Participants shared and exchanged their knowledge and experiences during the focus
groups. They recognised similar strengths and similar weaknesses. Thus, the tool provides the
first step for initiating a collaborative environmentveen the participants by helping and
empowering each othefhe findings of the follow up short interviews (question one: what do
you think about the Pepp Pathway?) show that all participants vdltlee Popup Pathway.
For example, one interviewee said:
Al é] it was nice to worub busimessovwners. impmpup w
experience, it was much easier to apply the tools in the groups. | received valuable
comments and ideas from t leClpheople in my
Anotherparticipant commented
A [ é&embers in my group helped mererognisedhatl am offering valuable and
ecofriendly products tdhecustomers and helpingo tsave the worldAs they
suggestd, | am going to add the slogaofo6 sust ai nabl e or e |
friendlyp r o d.More suStomers would lowe buymy productsas theyare very
concerned abouttteu st ai na{@PM2orGey [ €] O
The indings of the follow up interviews (question three: what do you like best about the Pop
up Pathway?) show thatl participants appreciated tlcellaborative nature and peterpeer

supportof the Popup Pathway.
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One of thosgparticipans stated:
Al é] working in the group helps me to u:
identi fyée gen edevalopeny gopuprbeisinesd @and recognise some new
business i deasgor&8 wel | [é] 0 (PM

According to the findings for the follow up interviews (question two: do you think that the Pop

up Pathway helps to develop your pgpbusiness?) fifteen particigarstated that the Pamp

Pathway helpdthem to develop their pepp businesses. Asxpressedtby oneparticipant:
Afé] | really would |Iike to apply the thi
to help my business in the longe r m. Inownh wilhbe éble to run my business

better 22&C4 (PN

The findings of the follow up interviews (question four: how did you feel about the introduction
to the Popup Pathway?) show that all the participants felt welabtoehe groupThey dso
foundthat the actiodearning activitie®f the Popup Pathway proviel afirst step for the pop
up ownergowardsinitiating a collaborative environmerd help each othePRarticipants had
the opportunity to talk to someone who ¢auld understand them dn(b) wasgoing through
the same process of conducting a temporary retaitupop\ll participants indicated the
importance of engaging in petrpeer discussions. Evidently, working collaboratively in
groups supported the women to dedh or engage itheactionlearning activities of the Pep
up PathwayOne informant reported that
Al é. ] it was nice to wouplusiness owners. Ingnyoup \
experience, it was much easier to apply the tools in the group. | receivetllealua
comments and ideas [ é.] (PB14 or C14).
The collaborative nature asg&diparticipants to learn how to apply the tool in a practical way

in their daily popups.

325



The power of the participatory approach of the \BppPathway encourages women qgp
ownes to focus on themselves as pgpbusiness owners, rather than as wimeshers. The
collaborative nature of the Payp Pathway assists them to transform frjoist perceptionto
anapplcation ofthe interrelatedness of its tools (e.g., actiearning ativities). It also helps
to decouple the complexity of the strategolicy formation anchave itimplemenedin the

womenpopup ownerso6é real, practical busi ness wor

Participants hadan opportunity to discuss with peerstlier women popup owners)and
reconcile how theyauld complete activities together (e.find time and gather together as a
group) and howhey might be enablei follow the Popup Pathway after the focus groups.
Thirteen of the fifteen focus group participants stated thatvtioeyd like to continue engaging

in actiortlearning activities weekly (after completing the focus groups instructional session).
They stated that the Payp Pathway provided thewith strategic directions ithe interests of
creatinga proper behaviour in managing their pop business so as to achieve higher level of

performance over a loAgrm.As one interviewee said

Al é. ] I owi || practice the activities you
help my business in tHengt e r m. I meanée. I owi || be abl
than | did before [é.]0 (PN15 or C5).

There werea few participants who were quiet and participhtess. Througbut the idea
generation session they were encouraged and later they had itiyeaadildesir¢o participate
in the process effectively. There wgustaf ew A domi nat orso or HAoverl
butthrougtoutthe discussion hey gr adual ly changed talowbecome
up short interview findings reportedaththe focus group discuss®helped tocreate a

collaborative environment.
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In particular, participants expressad interest to engage in actidearning activities in the
future becausehe activitieswerevaluableto themfor identifying solutionsto the challenges

they encounter in developing their pop businesses.

6.4.2 Facilitation

During the focus grougdiscussionst he r esearcher shifted role f
t o 6O6moder ad a.r2@18, p.Rpnuhafacilitator role, the actionlearning activities
wereconductedanddiscussios were builtwith the women micraetail popup ownersThe
researcher played a considerable mofacilitating participants to actively engage in the action
learning activities within the group discussion between the participantike the semi
structured interviewsjuring the focus groups the researdoek a peripheral, rather than a
centrestage role (Hohenthat al.,2015; Nyumtet al., 2018).The participant actively engaged
in actionlearning activities and played a crucial role in bringing their passioretoathtext of

the analysis. The participants contributedonstructing the overall themes and designing and
implementing the actictearning activities of the Pepp PathwayFeedback receiveffom
themduring the focus group discussions ahd follow up short interviews helped ithe

implementingof the Popup Pathway within their owned payp context.

The follow up interview findings helped the researcher to identify what might work and what
might not work within the Pepp Pathway. Findingevealed that women miciretail popup
owners might not be able to use the fappPathway themselves withoubging introducedo
them. It is evident that the women migetail popup owners need some support at the initial
stage of the actietearningactivities due to the challenges they encounter and limited available

time along withfamily caring responsibilities.
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At least from the beginning, a facilitator needs to involve, guide and support the \icmaen
least two hours to familiaristhemselve with the Popup Pathway. More importantly, the
facilitator needs to help the pagp owners stepy-step to understand how to use the materials
when theyshouldusethem,and how to complete the actitgarning activities towards builth

their popup bisinesss

The follow up shortinterview findings indicated that participants valued the contribution of
the facilitator and the peer suppdiney receivedduring focus groupiscussionsand it is
apparent that the success of engaging in the aldeéning activitieswould not have been
possible without their support. The acti@arning activities assisted and influenced
participant¢o make soundstrategic decisionand proposition$ocusing onthe shorttermas
well asthelong term(Haider and Mariott 2016). These experiersbelped the researcher to

improvecertainaspects and critical events of the RagpPathway.

6.5. Summary

This section providsthe findings of the focus groups and the follow up short interviews. These
results suggest that participants valued the ability to accegsitiied material of the Payp
Pathway which consists of the Play Book and the Resources Guide. Oiersdl results
indicate thatparticipants appreciated the opportunity they had to engage in -&aiming
activities within a collaborative and imgetive environmentn summary, these results show
that participants were able to identify vision and missiorfor their popup businesses
somethingwhich theyhad been unable to do previousljogether these results provide
important insight intothe longterm perspectiveof their popup businessedrarticipants
especiallyappreciated that they were able to set stesrh and longermbusinesgoals They

also appreciatethe Popup Pathwayas a guié which helped them to create a road map by
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settingrealistic goals for their pepp businessed aken together, these results suggest t

there is an association betwe@e internal and external business environment where women
operate their businesses. They appreciated that they were able to ideintifyettknessesnd
strengths as well as threats and opportunifieg. resuls shownin this chapter indicate that
participants were able to see their businesses more positively by recognising their resources
and capabilities as well as opportunities in the markatticipants valued the support and
facilitation they received throughout the research prode&ssicipants whadhad sharen the

focus groups and follow up short intervieaspeciallyappreciated thepmortunity they had to
participate throughout the action research cydles.®llaborative nature artthe peerto-peer

support learning environment assisted the deveéoy ofan effective framework to support

the women micraetail popup owners

The rext chapter moves on to discuss findings of the semstructured interviewshefocus

group discussions and folleup short interviews.
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CHAPTER 7
DISCUSSION
7.0 Introduction

The chapter provides a discussion of the study findings in relation to the research questions.
The aim of the study was to identify the success factors and challenges encountered by women
micro-retail popup owners and to design a strategic framework whiobld assist them to
develop their temporary mici@tail popups to survive in the UK retail market beyond five
years. The study has addressed a wider call for further research relating to women business
owner so6 experiences -wailtpopups (Gallkelelagetah208xrtd of mi
2020). To achieve the study aims and objectives the following research questions were
established (Chapter 1). What are the characteristics of a retaijp@opiow should women

owned micreretail popups be defiad? (RQ1); Why do women open their businesses in
temporary retail pojups? (RQ2); What are the success factors of women {rataid popup

owners? (RQ3); What are the challenges encountered by womenretailgpopup owners?

(RQ4); and, How can SWOT dgais and TOWS matrix can be adapted and utilised to support

women to successfully implement their micetail popups? (RQ5).

To answer the research questions, the conceptual framework was developed so that this study
goes someway to addressing the thegi currently exists in womewowned micreretail pop

up within women entrepreneurship literature. It does not merely focus on identifying the
success factors and the challenges but actually goes on to develop a strategic framework for
them to use to surve in the UK retail market in the long term. A strategic framework, namely

the Popup Pathway, has been developed by makistgong link between theory and practice
through the provision cdupport for them to survive in the UK retail market in the {eammn

and thus contribute to the UK economy.
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This study makes several new theoretical, practical and methodological contritiatitves
specific field of womerowned micreretail popups within women entrepreneurship in
general. It also gives support tethesearch area of strategic management in micro and small
enterprises because of #gecific focus on womeawned temporary pepps in the UK retail

market.

By answering Research Question 1, the characteristics of-apape discussed based on the
thematic literature review findings and the empirical data findings (7.1.1). There is no previous
research in the field of womeswned micreretail popups. It is, therefore, important firstly to
define them. In attempting to address this gap, section grés2nts a definition of women
owned micreretail popups which is developed in this study as an original contribution.

Section 7.2 discusses the reasons for women to start their businesses in ratpilptipa

view to answering Research Question 2.

As discussed in Chapter 2, researchers have identified the success factors of women
entrepreneurs in general but until now, no research has identified the success factors ef women
owned micreretail popups. By addressing this gap, the study has been alderitify their
success factors. Section 7.3 discusses the identified success factors which are linked to 5Ms
theoretical framework, and as a consequence goes on to answer Research Question 3.

In answer to Research Question 4, the study has identifiedhtideenges encountered by
women micreretail popup owners. This original contribution to the field will be discussed in
section 7.4.

As identified in the thematic literature review, few studies have developed strategic
frameworks to support women entrepeurs in general within the UK contexVista Print

(2016) and Department of Trade and Industries (2009). It is apparent that there is a lack of a

strategic framework in support of women micetail popup owners in the UK.
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The challenges that they @unter have not been adequately addressed. As an original
contribution, this study has addressed this lack by developing a strategic framework to support
women micreretail popup owners in the UK by adapting strategic management tools namely,
SWOT analys and TOWS matrix. In this manner Research Question 5 has now been answered

in section 7.6.

The following section is a discussion of the study findings in relation to Research Question 1
What are the characteristics of a retail um® How should wonreowned micreretail pop

up be defined?

7.1 Characteristics of a retail pop and a definition of a weavemed micreretail popup.

The characteristics of a retail pop are now discussed based on the thematic literature review
findings. This discussion has support from the empirical evidence of the study. The thematic
literature review findings revealed that there was currently acigdefinition of a women

owned micreretail popup, a fundamental deficiency which needed addressing.

7.1.1 Characteristics of a mieretail popup.

Research Question 1 of this study sought to identify the characteristics of aretéirpop

up. The thematic literature review and setmuctured interview findings helped to identify its
specific characteristics. As mentioned in Chapter 1, teanporature has been identified as an
inherent characteristic of a retail pap. The reason is that a retpdp-up has a shoiterm

retail presence and retail activities mostly last for a st during different time periods.

This is supported by theews of Pomodoro (2013) and Surchi (2011) both of whom identified
that a retail pojup operates from a weekend up to one year, with a mean duration of about one

month.
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The study findings also revealed that some retailygmp operate seasonally, for aexae

during Christmas time or summertime. This is different from the traditional, established retail
stores where women entrepreneurs in general operate their businesses. Also interesting are the
narratives that the women used to describe their experiefgisss a key contribution of the
thesis in that qualitative methodology has g
the significance of 't he -ppeowrsers oratheir pegpfrdtag ct i o n

activities (Foss, 2010. P.89; Fasamd Brindley, 2018).

The majority of participants indicated that the temporary nature of their businesses facilitates
all types to enter the market. Not only that, but they have also identified the temporary nature
as a success factor, enabling themmtwe to different locations in the UK in order to introduce
their products and services (PB8, PM21, PB3). The temporary nature of tp popvides

great opportunities for women mieretail popup owners to build their brand and sell their
products eféctively in a different way to women entrepreneurs in general who sell their

products mostly in permanent retail stores (Gallellaktgd.,2018).

The temporary nature of a retail pap provides opportunity for women to sell their products

in a brickandmortar environment without the risk of commitment and overheads. Mostly, due
to the temporary nature, women pap owners sell their products in a small retail space. As
highlighted by Niehimet al. (2007) and Surchi (2011), pajps provide an opportitg for

women to establish their businesses with a different strategy which is unlike that of established

women entrepreneurs.
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The experiential marketing format was seen as a characteristic ofugppepich assists the

women owners to gain public inteteddditionally, in this study, the interactive marketing

format was identified as a characteristic of a-pop . A further exploratd.i
narratives also finds that the pap is a physical shopping store which is a memorable,
engaging, and exing event. It is acknowledged that the findings support existing research on

pop-ups where researchers identify the experiential orientation as a key characteristic.

The study findings show that small retail space is another characteristic ofup.pptail

pop-ups utilise a variety of loweost retail spaces ranging from village halls, galleries, shopping
centres, fetes and fairs, through to even less conventional spaces (Surchi, 2011). As one
participant stated, 0¢dfpopup $taesis becoming pppularen o f t
the UK retail marketé (PB8). This supports D
summer brings with it lots of lovely street markets full of life and atmosphttrese are great

for independentpepp s hopsé. 6. Generate buzz has been
pop-up. As discussed in Literature review Part 1, the temporary nature and limited duration of

a retail popup creates a sense of urgency and generates buzz within the market aradestimul

purchasing action from new and existing customers (Marciniak and Budnarowska, 2009).

The results of this study indicate that warfdmouth marketing communication is seen as a
characteristic of a retail peygp where women described that selling preid at a pojup event

offers them the opportunity to communicate. Empirical data has revealed that the special
cultural ethos behind a papp does continually help to build a customer relationship and gain

a higher level of customer engagement. It is aekadged that the findings support existing
research in retail pepp. As Alexander and Bain (2014) report, such a benefit factor can hardly

be obtainable through a permanent retail format.
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Despite its support for existing research, this study makesas@amtributions as a result of
researching an important area which to date has not received due warranted atteoremn

in temporary micro retail. As a result, the study has added a definition of a wumeal
micro-retail popup to the existing knol@dge in women entrepreneurship not only within the
UK context but in general. These results provide further support for the development of

research in retail pepps not only within the UK context but also internationally.

7.1.2 Definition of a womewnwned micreretail popup

As discussed in the literature review, a fgpis a relatively new phenomenon (Townsend
Wheeler, 2016). Researchers suchiNeghmet al. (2006), Kimet al.(2010) and Surchi (2011)
have all defined retail pepps. However, it is apparent from the literature review, that there is
a lack of a universal definition of a womemwned micreretail popup, hence the need for a
clear cfinition (Gallellalageet al.,2018). By addressing this gap, the study has developed a
definition which can be accepted as an original contribution. Here a clear definition of women
owned micreretail popups is given:

6 a wewned micreretail popup is a temporary micreetail

business, owned by a woman and operating in different shopping

locations, including high traffic shopping areas in different time

framesd (dba.)j202@)l | al age
This finding has important implications for the developmanthe research area in women
owned micreretail popups and future researchers can benefit by starting their studies with a
clear definition. The current study discovered the reasons for women to start their businesses

in micro-retail popups. These reass are discussed in the following section.
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7.2 Reasons for women to open their businesses in-nmataib popups

Previous research has not identified the reasons for women to operate their businesses in micro
retail popups. As an original contribution made by this study, the s#mctured interview
findings revealed reasons for them to start and operate theiebses in temporary retail pop

ups.

Those findings revealed that women tend to open their businesses in a retgltpachieve

flexibility around family care. These results match those observed in earlier studies in women
entrepreneurship in general the UK as well as those observed in an international context.

Prior studies such as Vista Print (2016), Alison Rose Review of Female Entrepreneurship
(2019) likewise observed that the number one motivation for women to start a business is
flexibility around family care. Women were nearly five times more likely to mention family
reasons for becoming sedmployed. As highlighted in the Rose Review of Female
Entrepreneurship (2019), a fifth of females chose to work asesgifoyed to help them
combiame | f commi t ments and the desire to wor

is flexible.

However, study findings revealed that women choose to open their businesses in temporary
micro-retail popups for reasons which differ from prior studies as follews

Women tend to conduct a pop business to do what they like to do in their lives. Their
business ideas were generated especially following their passion. This is exemplified in the
case of a pojpip owner who started experimenting with raw, vegan, rstrga backing, after

her Dad was diagnosed with a condition that meant he could no longer eat dairy products or

refined sugar.
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A majority of participants indicated that the temporary nature of thaipapotivated them to

start and manage their businessn a retail pojup. There is no record of any previous
description like this, neither is there any previous record of the benefit that some participants
mentioned, namely that of being able to close the business anytime without losing money. This

is in contrast to established women entrepreneurs in general who have less opportunity to close
their businesses without | osing money (Suppo

Print (2016), Alison Rose Review of Female Entrepreneurship (2019).

Another important finding is that the micgize was another reason for them to start their
businesses in the style of a retail pgp According to these study findings, the misipe
assists them to design their pops to complement their brands. It alselgs them to
effectively manage their pegp stores in a busy marketplace in front of customers. The study
findings revealed that women open their businesses Hupspo reduce the operating cost and

because they can have a high impact while simultahebasg cost effective.

Another important finding was that a pap retail facilitates meeting a new customer faze

face, putting brands in front of customers and encouraging sales. Meeting customtys face
face facilitates the creation of a unigméeractive experience with customers to gain a higher
level of engagement and a bigger audience. The findings suggest wormep papers tend

to open their businesses in pops because starting and managing aygoptore is low cost

and does not requiehigh amount of money as a deposit. This finding is, of course, different
from previous research in women entrepreneurship in general where women business owners

were required to offer significant amounts of money as deposit at the start of theirsusines
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The results of this study indicate that the limited time ofpp@vents creates urgency or buzz
within the retail market. The findings revealed that women can benefit from these situations
where customer desire increases, moving them to buy exelaslimited products before the

event finishes. The findings also revealed that women are able to host seaseunps pop
regularly and build a sense of anticipation among their most loyal customers. Some customers
bookmark the dates for every year. Firgdimeveal that the women would not be able to gain
these benefits by operating a permanent retail store which gives a contradictory view in

comparison with previous research findings in women entrepreneurship in general.

This study differs fromthe priare sear ch t hat has investigated
factors, challenges and strategic management for a variety of reasons. One explanation for the
contradictions is the temporary, mieretail popup context. Much of the existing research in
womenentrepreneurship such as Roahal.,(2008) and A Strategic Framework for women
entrepreneurship (2009), focused mainly on established women entrepreneurial growth within

contexts that are significantly different from worr@mned micreretail popups.

The study findings revealed that the context of woimened temporary micreetail popups

is different to that of women entrepreneurs in general and has unique characteristics at social,
economic and business level, as well as in connections and irdesawith customers and at
business management level. This specific context opens up opportunities and challenges to
women popup owners and to some degree conditions their potential (Welter, 2011). The study
findings revealed that women mieretail popupo wner sé6 success factors

determined the survival, or otherwise, of their businesses in thé¢damg

338



In this study the success factors and challenges encountered by womemetaiCimopup

owners are held to be an original conitibn to the field. Researchers have identified success

factors and challenges encountered by women entrepreneurs in general but prior to this study

no research has found these factors specifically within the wonmvaed micreretail popup

context. Whats also interesting are the narratives the womenypopwners used to describe

their experience. This is a key contribution of the study in that the qualitative methods within
the PAR cycles have given a voi ce itcoantcheeds eo fv

the individual identifications of women payp owners (Foss 2010, p.89).

7.3 What are the success factors of women nmetail popup owners?

It is acknowledged that the findings support existing research on the success factors of women
owned business staumps and their management by way of finance, business management
knowledge and skills. What is salient is that these women who hatbysebusiness
management experience were able to take advantage of the opportunities ettaitpopp

up events. The support received from friends and family at the initial stage was a key factor in
the success of their businesses along with beingtalstenage their child and family caring

responsibilities (Salaff, 2003; Foster and Brindley, 2018).

By defining t hwepobconmxreepui ooufs obrpeospear chers hig
impermanence and irregularity of pap. The study findings vealed that those characteristics

provide opportunity for women to start and operate their retail businesses with low cost. As a
success factor, it is recognised thatjoms offer greater opportunity for women to start and

run a retail business. It is ednt that sometimes there are high numbers of retail units sitting
empty in town centres across the UK (Bedford Borough Empty Shop Strategy2@084

Empty Shops, 2011) and there is also plenty of space for-tenortlease opportunities for
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women to opaate their retail pojups. However, these findings tend to contradict previous
studies in women entrepreneurship. A possible explanation for this is that established women
entrepreneurs tend to operate their businesses in permanent retail stores whetésthgher

and there is a requirement to pay a deposit in advance. For example, according to CBRE's latest
Prime Rent and Yield Monitor (2019), UK prime commercial property rental values continued

to increase.

Further exploration of the womenpopower sé narratives finds th
additional factors which affect their business success. In changing economic climates women

entrepreneurs encounter various challenges.

7.4 What are the challenges encountered by wamiero-retail popup owners?

The researcher has identified challenges encountered by women entrepreneurs in general
(Roomiet al.,2008). However, thve was still a need to identify the challenges specifically
encountered by women micretail popup owners. By addressing this gap, Research Question

4 has now been answered. The satisfying of this requirement may now be viewed as an original
contributionof the studySemi structured interview findings revealed that women nrietail

pop-up owners encounter challenges differently from women entrepeeieugeneral A

majority of participants mentioned that they have to face a higher lewwangbetition from
established retailers. They also felt that they have less access to netweddnge such events

are usually expensiveo they thoughtthat it was difficult to justify the expense&ue to the
micro-size of the businesStudy findings reealed that they encounter challenges in accessing
finance.They considered that thadk of childcare facilities and family carimgsponsibilities

hinderectheir full entrepreneurial potential.
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7.4.1 Development of a strategic framewbrthe Popup Pahway specifically designed to
facilitate women to match the characteristics of theirppusinesses

This study is not limited to the identificati of the success factors and the challenges
encountered by women mieretail popup ownerslt provides further suggestions of how
strategic management tools can be adapted to support them to overcome the challenges they
encounter (Jolovic, 2019; Sovick)17; Kraus & Kauranen, 2009; Brushal.,1999).

It has made a further step forward by developing a strategic framework to address the
challenges encountered by these womenymmpwners and contributes a practical tool which

they can utilise in devejng their businesses.

There are existing strategic frameworks to support women entrepreneurs in the UK such as
Supporting Womends Enterprise in the UK (20
more on policy issues in relation to women entreprenéurgeneral. Existing strategic
frameworks for women entrepreneurs in the UK
and rationaled to O6explain the policy contex
significantly the number of woment art i ng and growing business
p.4). These frameworks have not focused on tailoring support to meet the specific needs of
women micreretail popup owners. There is a definite need of a strategic framework for such

owners.

The resits of this study reveal that the majority of these investigated UK women -neitzrib

pop-up owners are definitely intending to develop their businesses. However, from the semi
structured interview findings it is evident that they cannot deal with theleaities of the
strategic management tools. They do not have the capacity and resources to deal with the

complexity and they need a more flexible tool. By addressing this requirement, the study has
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developed a strategic framework, namely, the-Bp@Pathvay which can be viewed as an

original contribution to the field of womemwned micreretail popups.

The starting point for the development of t
and also ideas gained from the thematic literature review 2886). The researcher did the
background research prior to developing the-Bpathway (Chapter 2 and Chapter 3).

With this in view and due to their limited business management knowledge and skills, these
women micreretail popup owners did not neefd conduct background research about the
environment in which they operate. The RgpPathway presents that environment to them
through the thematic I|iterature review findi
theory of strategic managementdarimary data findings (Jolovi, 2019, p.53). In developing

the Popup Pathway, the researcher has developed ae#ning activities and adapted

strategic management tools, complemented by a specifically designedtagtaxh training

(Mertler, 2017; M&ernan, 1998).

The Popup Pathway has been developed by following a flexible model/framework based on
the philosophy of Participatory Action Research (PAR) through a spiral ofgElesrating,
actiontlearning and evaluation (Cotton, 1995; Wootton & Ho2@00). The Pojpip Pathway

has two components for the benefit of women-ppwners. The Resource Guide of the-Pop

up Pathway facilitates and guides them on how to conduct the activities of the Playbook and
provides pointers to the actid@arning activiies/tasks (Mertler, 2017; McKernan, 1998;

Cotton, 1995).

As discussed in Chapter e Playbook and the Resource Guide were presented to the

participants to build a background and understanding through an -E&imimg training
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model. The Playbook othe Popup Pathway acts as a decision support tool and helps them to
build their background knowledge and to identify clear future directions and emergency needs
of customers in the retail market.

The action learningctivities have been developed to ese$ the needs and meet the

characteristics of women micretail popup owners.

7.4.2 Action learning activities

The narratives of the participantised to describe their experiences about how the action
learning activities of the Pepp Pathway have helped them are interesting. From the focus
groups and individual short interviews findings it is clear that the womemipowners found

the collaboative and participatory nature of the actiearning activities of the Pepp
Pathway to be helpful and very useful for the development and enrichment of their business
management knowledge and skills (Haider & Mariotti, 2016; Bodker, Dindler & Iversen,
2017). The participatory nature of the actiearning activities was given consideration by
having researcher and participants come together in implementing thelaationg activities
(SaadSuloneret al.,2018). Increased activation by women agpowners participating in this

study corroborates earlier fi ndata@&5).i n women

The narratives of the participants in the focus groups and individual short interviews showed
that they found the actielearning activities of the Pepp Pathway to be very helpful for
women popup owners, not only to identify their strengths in manyedéht areas (see Chapter
5), but also to utilise and build on those strengths within a group dynamic to enable the
generation of better business ideas, the cultivation of knowledge and the creative

transformation of their products into socially and envinentally usable products.
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All participants added that the acti®arning activities of the Pepp Pathway were useful and

easy for them to understand and apply in their own individuatupopusinesses. All
participants (fifteen out of fifteen) stated that the actemrning actrities of the Popup
Pathway contributed to enriching and developing their further understanding on how to manage
their popup businesses effectively by providing clear direction for the implemention of future
business activities.

The actionlearning advities enabled participants to set directions to identify and develop
vision and mission statements for their pgp businessed-indings of the focus group
discussions and follow up short interviews revealed that creating a vision statement helped
partidpants to define what their pagp business is going to be or look like in three to five
years time. Participants had the opportunity to discuss in the group why theip pysiness

exists and how their customers benefit from it. This understandingulhltough the action

learning activity which assisted them to set a clear vision and mission for theurppop
businessedshe study findings revealed thaetactivity helped them to define what their pop

up business is going to be in three to five ge@r t i me . It al so hel ped
they value and what their businesses create. Participants had the opportunity to discuss in a
group why their pofup business exists and how their customers benefit from it. This process
helped them set vermglear shorterm and longerm goals for their pepp businesses. Even
though previous strategic frameworks in women entrepreneurship have highlighted the
i mportance of the identification of a visi

have nofprovided clear guidance on how to do it.

Environment analysis of the Pap Pathway assists women migedail popup owners to
rapidly analyse the constantly changing internal and external environments through which they

operate their popip businessed.he actionlearning activities related to environment analysis
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was considered fAias a process of concepts tha
(Mintzber, 2000, p.36). For this purpose, He
2000) was adopted as the strategic planning model to provide a strong theoretical foundation.
The strategic management tools of SWOT analysis and TOWS matrix were adapted to be the
most suitable tools in support of women micetail popup owners when anging their

internal and external business environments (Lynch, 2018; David and David, 2015).

7.5 How SWOT analysis and TOWS matrix has been adapteditilised to support women
to successfully implement their mieretail popups.

SWOT analysis, adapted in the Pgp Pathway, assists women pagp owners to monitor and
forecast changes and trends in the retail market environment as well as to gain a view of market
threats and the competitive position of their qupp before making decisions. The study
findings reveal that SWOT analysis relateda@etearning activities of the Pepp Pathway

helped women pepp owners to address business issues using limited time. The researcher
noted that not conducting such activities could turn the possibility of survival into a higher risk

of failure (Pickton ad Writght, 1998).

Conducting an Action Based Training (ABT) method with SWOT analysis is aimed at assisting
women popup owners to learn to (a) value themselves and share their experiences with others
(b) build an effective relationship with other wonep-up owners (c) define what they want

to do (d) experience how business environment analysis and regular business planning can
assist them to promote their pap business (e) take proper control of their temporary retail

pop-ups which ultimately lead® tsupporting their children, family, society and the economy.
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The implementation of the Payp Pathway involves four stages, providing direction to women
micro-retail popup owners to further improve their pop businesses in four areas: the first
area $ the identification of their strengths and building on those strengths; the second area is
by recognising their weaknesses and taking action to deal with those weaknesses; thirdly, the
identification of threats and strengths with opportunity driven sgfiede the fourth way of
helping them was to develop collaboration among theympwners themselves through
facilitation (Coghlan & Brannick, 2014; Chevalier & Buckles, 2013). The development of the

above four stages will be discussed in detail in tHewahg sections.

7.5.1 lldentification of strengths; building business management knowledge and skills.

The first area of the implementation of the RgpPathway is based on the identification of

women micreretaillpopup owner s6 strengths and recogni si

to buildtheir popup businesses. For this purpose, the strategic management tools needed to be
adapted. Before designing the actlearning activities, the researcher identified women
entrepreneurso specific strengtatueerefiewqsee t he
Chapter 2) and the sessiructured interviews (see Chapter 5). The investigated UK women
micro-retail popup owners found the actidearning activities of the Pepp Pathway
particularly helpful in identifying their strengf¥sand buildng their popup businesses on

those identified strengths.

0 This study has identified the success factors of women entrepreneurs in general (see Chapter 3) and women
micro-retail popup owners in particular(see Chapter 5). On the other hand, ttidy $ound that such
characteristics are not usually wdkveloped in women micreetail popup owners. From the study findings, it

is apparent that some women pgp owners may have developed their skills to some extent whilst working in

the informal setor and this result matches those observed in earlier studies in women entrepreneurship. Others
must acquire these skills, especially those who have worked previously as employees in the corporate world and
who are not used to generating business and mastofor themselves. A possible explanation for this might be

that women poqp owners tend to open their own business due to their desire to run a business, even without
training or previous experience in managing a business.
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Focus group findings provided the largest set of a significant cluster of strengths specific to the
womenowned micreretail popups.During this activity the women pegp owners were able

to idertify women specific strengths. Some of the strengths that participants mentioned were,
being unwilling to fail, being a person with good ideas and attitudes, having special
perspectives, seeking to make a social contribution, and ensuring the qualiypobducts

and service they offer. This finding confirmed earlier research findings where scholars
identified that women seek to make a social contribution and want to ensure their quality as
women.

The most interesting finding was that participants ersigked that they are more concerned

about the quality of their products and they recognise this as one of their strengths. Just as with
these present results, previous studies have highlighted the increasingly emerging use of
temporary retail pojupsinsdl i ngf vieewd!| yé6 and oO6green f-ashi on
sustainable trendo6 ( Btaln200b;dNiinonaki, 2000)TBese rgsult8 4 9 ; S
corroborate the ideas of Buttle (2009) and Reseicd (2014) who refer to the importance of

customer perception. This finding, while preliminary, suggests that women-maiaibpop

up owners desire and indeed intend to make

considered to be one of their strengths.

Further exploration of the womempu p owner s6 narratives -al so f
specific characteristics to be their strengths (see Chapter 2, Chapter 3 and Chapter 5). Such
characteristics are: being team players, a willingness to serve and sacrifice for others, a
wonderful sensef humour and general enjoyment in conducting a-gousiness. The

current study found that women mieretail popup owners insist on never being a burden to

others, regardless of how much they must sacrifice to build thekhupdpusiness while

fulfill ing their family caring responsibilities. This result corroborates the findings of a great
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deal of the previous work in women entrepreneurship, and is consistent with that of Roomi and
Harrison (2008) who stated 't hatconedonsepportent r e
themselves and their families and achieve enough balance between work, family

responsibilities and other interestso (Roomi

The brainstorming activity of the Payp Pathway assisted participants to realise thatdahey
a | oving, organi sed, strong, intelligent anc

value relationships over other things.

Findings also revealed womenpopp owner 6 s | anguage competence
to be strengths. Thisrfding is confirmed by previous research into women businesses where
Li and Ding (2015, p. 211) highlighted that
expressive |l anguage skill so. They further e
comnunicating with people as they speak fluently and clearly with a tactful tone and

appropriate wordingo.

Supporting existing research, focus group discussions assisted womerratadrpopup

owners to identify that they are good at communicating with others and have the ability to listen
and offer sound advice as their strengths. These results reflezbfiiReomiet al.(2009) who

also found that communication and sharing information are business success factors of women
entrepreneurs. It is evident from the findings of the focus groups and fofiomterviews that

the actionlearning activities of thdPopup Pathway support women mieretail popup

owners to identify (or recognise) ways to utilise their communication skills to build their pop

up businesses. Participants stated that they were able to identify ways to utilise their

communication skillsda get to know their customerso6 | ik
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they need to be able to provide the most suitable products and services and implement a strong,
long-term customer relationship (or customer focus strategy, Beiras2012; Lynch2018).
Participants were also able to identify how to utilise their communication skills to improve
their social interactions and access different support mechanisms to gain the necessary support
to build their popup businessest hi s st udy 6isn tHat strehgths gfsanguagen f
competence play an important role in promoting communication and woweed micre

retail popup development.

It is interesting to note that all participants in the sstnictured interviews viewed the
temporary nature dhe popup business as one of their strengths. A possible explanation for
this result is that the temporary nature as a strength assists them to conduct some part of the
business from home or from their place of residence or town. Another possible eapléorat

this is that the temporary nature assists them to achieve alifeobalance. The temporary

nature may also permit them to stop or hold their business activities for a season without losing
money and they can then easily operate again when teegady. They may well have the

option to temporarily stop pepp business activities during a pregnancy, during a maternity

leave period, or due to a lack of childcare facilities.

The findings revealed that the temporary nature assists them to folfl@xilde business

operation pattern while fulfilling their family caring responsibilities. This outcome runs
contrary to women entrepreneurs in general
entrepreneurs continue to face tmeultitasking whirlpool, the workl i f e confl i ct
Brainstorming activities helped participants to interact effectively and constructively as a group

and encouraged them not only to fulfill their family caring responsibilities but also to identify

ways to utilise their strengths, ftitasking to improve management knowledge and skills and
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to build temporary retail poepps effectively. Such results as these have not been previously

described.

Rich empirical data gathered through the focus groups provide evidence that most of the
women microretail popup owners thought that confidence was one of their strengths. A
womanodés strength can also manifest itself tt
intuition, and the desire to do something likeable backed by the effort to $geugh to
satisfaction.

The study found that the women pop owners have innovative business ideas and they have

a creative mind for the products and services they are providing. It is acknowledged that some

of these identified strengths support exigtiresearch on women entrepreneurship just as
highlighted by Aggarwal and Jain (2014), tha
are capable of achieving seifc onomi ¢ i ndependence individual
majority of the women poepp owners who participated in this study demonstrated their

capability to achieve economic independence.

Most of the participants in the followp interviews (fourteen out of fifteen) stated that they

have the strength to generate direct and indirect@mnt opportunities for others through
initiating, establishing, and running pop businesses, and that they can help many needy
women to take home a wadhrned salary. This finding corroborates earlier findings in women
entrepreneurship research. Agga a | and Jain (2014) suggest
empl oyment opportunities for others by init
(p.837). But, realistically, the temporary nature of the-pppbusiness usually limits the

number of employeesngaged in the pepp business.
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As suggested by Cotton (1995) and Mertler (2017), the study found that the guided (or
facilitated) method of acticlearning activities, the promising group approach and powerful
openended questions, (Creswell & Cresw@18; Yin, 2018), of the Pepp Pathway all

assisted participants to identify/discover their inner strefgths

Drawing on ideas suggested by Lynch (2018) and David (2013), the straghts action
learning activity 0 br ai nst or mi nm70; Wodtt@ & Harre,r2000) A tBchrbque

of the Popup Pathway, and the collaborative, actigarning environment supported by peer
to-peer group activities, facilitated the women fgp owners individually as well as
collectively: (a) to raise awareseof their inner strengths, (b) to identify and create new ideas
and make decisions on how to utilise identified inner strengths (strelmaglesl approach) to
improve their business management knowledge and skills; and (c) to build their temporary
retail pop-ups throughout the lifetime of their business [as discussed in Chapter four, by the
applcation of business strategies, Persdral. (2016)]. These study findings definitely lend
support to previous studies in wormewned business development suchtlagse that
highlighted the gaining of support from family, friends and subordinate people in developing

womenowned business (Alakaleek, 2014; Foster & Brindley, 2017; Parmar, 2018).

7.5.2 lidentification of weaknesses land strengths dstrategies

The study findings revealed that the actiearningactivities and the collaborative group
dynamic nature of the Peyp Pathway effectivg assisted participants to identify their

weaknesses.

51 The simplifiedversion of strategic management tools.
52Someone who had been a scribe before for brainstorming sessions helped to write down the phrases.
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One of the weaknesses, expressed by seven participants out of fifteen, was that sometimes it is

difficult for them to communicate with customers. One of the reasons for this was that they
feel a lackof confidence in comparison with their competitors. For example, they found it
difficult to declare the price of the product because they wondered what customers might think.
Unfocused communication or overly detailed oriented communication has beéfeiderst a
weakness. This finding is supported by previous studies and Li and Ding (2015, p. 212)
hi ghlighted that Ounder some circumstances
Limited available time due to mothering role and caring responsibilities was also erpaess

a weakness. This finding corroborates previous study findings as Aggarwal and Jain (2014,

W

p.837) hi ghlight, Awomends family obligatio

entrepreneurs in both devel opedestdmlidgstveal el opi

that women pojup owners have the desire to build their businesses while fulfilling their family
caring responsibilities. This view receives support from the view of Li and Ding (2015, p. 212)
who highlight that ofmiheimevn resdeneet RBifficulty io gettimgr k

suitable jobs and a desire for social recognition motivates themtobe seff | oy e d o .

Inadequate or lack of skills in decision making was identified as another weakness. As
researchers highlight, one reason this can be women make decisions differently and need
more time. Less willing to undertake risks, less task oriented, being overly sensitive, less
confident, having limited resources, have all been identified as the weaknesses of women pop
up owners. Acording to Aggarwal and Jain (2014, p. 837) one reason for this can be that
Afemale folk | ack achievement motivationo

is that they are womeno.
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Some other reported identified weaknesses were: familydenagion (business takes second
place to home), less confidence, limited resources and finance, lack of engaging in networks,
working hard but making little profit, concern about social and cultural expectations. A
majority of participants revealed that stgpeople believe that women are entrusted to fulfil
domestic tasks and caring responsibilities. With this in mind, further weaknesses were added:
a lack of indepth knowledge in managing a business, more emtiaited, mothering role and
caring responsilities, overly sensitive and fewer skills in idganeration.

It is noted that some of the identified worrgpecific weaknesses are related to the challenges

they encountered (see Chapter fivehallenges).

The final list of strengths andeaknesses was given priority for reflection in preparation for

the strategies of the Payp Pathway. From the beginning of these activities, it was noticed that

there were a few participants who were quiet and uimdetved. Throughout the idea

generatio session, they were given encouragement so that later they had the ability to
participate in the process effectively. Thei
participantso who, although stil limgpwmergeaent i n
Drawing on ideas suggested by Cotton (1995), Wootton and Horne (2000), and McKernan
(1998), the brainstorming sessions of the-BppPathway assisted the pop owners to build

their mindset to gain a deeper understanding of how they caseltileir strengths to build

their temporary retail pepps, contextualised to survival in the retail market in the long term.

Overall survival narratives were positive. That is, the women nnetail popup owners who
participated in the focus groupspegssed in positive terms how the actiearning activities
helped them to become aware of how to utilise their strengths to overcome their weaknesses

and the challenges they encounter. Further, they found detiomng activities to be exciting
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collabaations and they demonstrated their enthusiasm for, and commitment to, engaging in

Popup Pathway activities as a group and in the future.

Strengths driven strategigsised action learning activities helped the-pppwners to look at

their strengths ah apply them to boost their salbnfidence, add superior value to their
temporary retail pojups and manage them effectively in entrepreneurial ways (Kamberidou,

2020, p.26).

The findings of the focus groups and the foHopvinterview findings revealdtat participants

had identified that they can wutilise consum
exper i enc e-opretal staes Mood@g dpreau, 2006; Kim, 2010) to build a strong
positive customer relationship as a way to overcdh®r weaknesses by utilising their
strengths. These results corroborate the findings of a great deal of previous work in retail (Kim

et al.,2010, p.147; Wood & Moreau, 2006).

7.5.3 lIdentification of threats,and; strengths and opportunity driven segteqi

Action learning activities assisted the women to identify their threats. Following aggressive
competition from established retailers, future bestcould be a lot different from now (e.g.,
uncertain future with the Brexit outcome). Also, financial institutions and guarantors often
evaluate women as poor risk for finance. This was considered by the womep popers to

be a threat. The Peyp Pahway includes some group activities which involve group members
themselves in conducting a detailed analysis of their environment in order to gather missing

information and identify opportunities in the market.

Some of the opportunities they identifiecene preparation/development opportunities (e.g.,

identify sustainable products), develop business management knowledge (e.qg., it will help them
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to prepare strongly for future threats). The ability to identify strengths, weaknesses, threats and
opportunities also relates to the ability to identify the components of theupdpathway and
their impact on the future success of the-pppbusiness. These findings corroborate earlier

findings in strategic management (David, 2013; Lynch, 2018).

The actionlearning activities of the Popp Pathway assist the participant to discuss running a
micro-retail popup by keeping pace with personal, family or social life.

They were able to recognise how to adjust well to their personal/family and social life while
operating the popup business. Most of the participants identified that they were determined to
use their time and social events wisely to communicate and share the information about their
businesses with others. Whenever they went to events with their chitdesnfound the
opportunity to share information about their pgpbusiness. They have effectively used these
opportunities and occasions wisely to talk about theirygpusinesses, spreading the word

about their products with the inevitable result ofinaoreased number of customers.

As highlighted by Grimsey (2013), the long history of a UK retail market environment provides
opportunities for women pepp owners to build on their strengths and provide part of the heart

of a | ocal c o s al.u2014t pyB42). Ih Re identification of the strengths, the
current study found that the miesize and temporary nature of wormanned popups offered
personal, O6superiord and unforgettable Ocust
in themarket as they offer products during a specific period or a few days at the same location.
These results corroborate the findings of a great deal of previous studies about UK high street
retail experiences (Verhoet al., 2009, p.31; Resnickt al.,2013 p.853; Chang & Horng,

2010). The results of this study indicate that women mi@til popup owners are

phenomenal. Even though they encounter many challenges and risks due to the temporary
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nature and micrsize of the pojup business, they demonstrateeir competitive skills,
strengths and willingness to learn, their hard work, as well as their adaptability and persistence
to develop their temporary retail poyps. This finding is consistent with that of Hisrich and

Brush (1987) who found that the twuoost important goals for women entrepreneurs to
establish their businesses wer e: Afgener at e
families and achieve enough bal ance between

(Roomi & Harrison, 2012p.6).

Constant analysis of the business environment helped participants to evaluate the positives
(e.g., internal strengths and external opportunities) and the negatives (e.g., internal weaknesses
and external threats) of their pop business. The peagp pathway assists women pop

owners to identify not only the ways that they can turn their weaknesses into strengths, but also
how they can turn their threats into opportunities revealed that thérengths driven action

learning activities of ta Popup Pathway can help women pap owners to understand their
business better by making a comprehensive examination of their internal environment to

identify and take advantage of their strengths in addressing their weaknesses.

Action-learning activikes encourage women payp owners to develop their lateral thinking
patterns and attitude conducive to entrepreneurship and they assist them to detect threats in the
external business environment and to assess the most promising opportunities. Thdy also he
them to identify ways to use their strengths to take advantage of opportunities while minimising
threats and weaknesses. External environment analysis related activities assist them to identify
their threats and take necessary actions to reduce tHeot dfy capitalising on their
opportunities (Gregory, 2018). The Pop Pathway assists women pop owners to keep a

watch on their overall business environment and to recognise/explore new opportunities faster
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than their competitors. It also helps themdentify their threats and determine possible ways

to overcome them. The actid@arning activities assist women pap owners to explore
further opportunities to join networking events. Continued amvaghping assists them to seek

out opportunities to mmote their products and service and expand the market and customer
base. It will also help them to improve to position their-ppusiness in a better place in the
retail market without the cost of an external consultant or business adviser (Business
Queensland, 2018).

The study illustrated that actidrased training assists women micetail popup owners to

acquire new knowledge and develop their existing business management knowledge and skills.

The results of this study indicate that the team and group approach (or working in groups with
other women pofup owners) assisted participants to generate previously unrecognised ideas,
different views, inspations and role models. Action learning activities blended with a
collaborative group dynamic/environment have been identified as useful in supporting women
pop-up owners to generate and implement creative, innovative ideas and find solutions for the
chdlenges they encounter. The study findings show that every individual womannetiaiio

pop-up owner has hidden or uncovered abilities to develop their business, but they need support

to bring these ideas to reality.

7.6.1 Facilitation

This study makes several original contributions which differ from previous research in women
entrepreneurship, (Roonett al., 2009; Vista Print, 2016, DTI, 2009). These contributions
facilitate and support women payp owners to recognise their strengtieaknesses, threats

and opportunitiesThe result of this research disclosed that the-lgpgPathway has a
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