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ABSTRACT

Over the last twenty years female entrepreneurs Hzeen increasing in
numbers in economies of developing and developgdnsaacross the world. But
although female entrepreneurship participation gt&ve increased worldwide, it
appears that economic and socio cultural pattetils@escribe whether a female
can become or want to become an entrepreneur insbeiety. This qualitative
exploratory study investigates the phenomenon ofali® entrepreneurship
comparing female entrepreneurship in two conteRtsizil and the United States.
The economic differences on a macro level betwsesettwo countries have been
well documented and national socio cultural diffeses have been discussed. But
very little has been focused at the individual ledfethe female entrepreneur per
se, that is, how they perceive and experience ¢baamic and the social cultural
macro environment with their businesses. This mebeattempts to fill this gap
and this was done by reviewing the literature agdabalyzing the responses from
interviews with 60 female entrepreneurs in Braad an the United States.

The findings indicated that the female entrepreaeiuiom both countries
share similarities in motivation for starting theidiness in terms of pull factors,
such as search for financial independence, wartteémne’s own boss, need for
autonomy, and self actualization. The women frorhn lgyoups also identified
customer satisfaction and recognition from socatkey elements for success. The
perception of gender barriers was shared by bothugs but other factors such as
religion were emphasized only by the Americanswhiging was perceived as
important, but different patterns of networking egeel among the Brazilians and
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the Americans. Definitions of success also diffeiroag the women independent
from their nationality. This research contributemldn increased understanding of
the process of female entrepreneurship as it rdlatehow economic and socio
cultural forces influence these processes. Therygdindicated that the female
entrepreneurship process becomes a combinatiorwof grocesses: a person
driven process and a response to environment psoces

KEY WORDS: female entrepreneurship, informal business, cultymactices,
social practices, opportunity entrepreneurship,assity entrepreneurship

Introduction

Over the last twenty years female entrepreneurs baen increasing
in numbers in economies of developing and develapstns across the
globe (Sharpe, 2000). But although female entreuneship participation
rates have increased worldwide, it appears that@uoa and socio cultural
patterns still prescribe whether a female can becomwant to become an
entrepreneur in her society (Jonathan & Da Sil¥)72. Some reasons are
obvious, such as, lack of employment and opporas)itothers are
disguised in patriarchal heritage that precludesale entrepreneurship
(Jonathan & Da Silva, 2007). Against this backditogppears that in less
developed countries necessity and informal entrepneship are more
prevalent than opportunity entrepreneurship (GEMS)0AN explanation at
the macro level is perhaps that with less job ommities in developing
nations, the ‘need’ to become an entrepreneur séerbs the answer for
females to make a living by creating their own j@gbsderson, 2008). At
the socio cultural macro level, the motivation exbme an entrepreneur out
of need surfaces because of the socio culturattsie of certain nations
that hinder females from finding work that provideem independence, self
actualization and flexibility for work-life balanc€Anderson, 2008).
Country cultural dimensions as identified by Hodgte (1980,1991) and
research that followed (e.g. Trompenaars & Hamptamer (1998), seem
to impact individuals differently and various steslihave examined the
differences and similarities between samples afepn¢neurs in developed
countries (Aldrich, 2000; Greve, 1995; Dodd & Pag@02; Johannisson &
Nilsson, 1989). While the research on differencesaonational level has
received significant attention (Valtonen, 2007; Maato et al, 2008) the
literature regarding the impact of economic andasacaltural factors from
the individual female entrepreneurs’ perspectivefiegeived little attention.
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This study explores the phenomenon of female er@nsurship
taking into consideration two different countriesterms of economic and
socio cultural contexts: Brazil and the United &sat The economic
differences on a macro national level between the@secountries have been
well documented in national and international rép@Perreault, McCarthy
& Cannon, 2007). National socio cultural differes¢®ve been discussed in
the works of Hosftede (1980), Trompenaars & Hampbemer (1998), and
Machado et al (2000). But very little has focusédha individual level of
the female entrepreneurs per se, that is, how eélxpgrience the economic
and socio cultural macro environment; and at theetof this writing no
comparative studies regarding female entrepreneuBsazil and the United
States have been developed.

The Research Question and the Purpose of the Study

The focus on existing research regarding femaleepreneurs in
Brazil and the United States mainly concentratedmmad generic census
type of data (GEM, 2003; SEBRAE, 2003, 2007). Tdher the existing
understanding of differences among female entrepmsnat the individual
level, this qualitative study went beyond genesdlans and utilized the
experiences and opinions of participants in Branil the United States in
order to explore whether and how these women difiespite possible
differences in economic and socio cultural contexts

Methodology

This qualitative study uses a methodological stabhesed on a
phenomenological approach which focuses on undwlisig experiences
and enables the researcher to relate to and usethen’s stories to answer
the research question. Face to face and telephtere@iews were conducted
to explore possible impact of country level ecormrand socio cultural
factors on individual Brazilian and American femaatrepreneurs. The
study searches for understanding on how the wonoerextualize their
experiences and view their business within thespeetive economic and
socio cultural environments. The Brazilian and 48 contexts were
investigated, secondary data were reviewed, andthagoyi data were
collected from 60 participants- 34 in Brazil andi@@he United States. The
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findings were compared to determine whether typilcaines that emerged
from the data were either similar or different amdime two groups.

The participants were selected with the help ofgimdnt sampling
techniques, also known as purposeful sampling (Mdks1996). Purposeful
sampling was aided by ‘snowballing sampling’ (Patt@990). In order to
capture the women’s stories the interviews weredaoted in Portuguese in
Brazil and in English in the United States. Theefém face interviews were
conducted at the women’s premises in Brazil andJhieed States.

The analysis of the data was based on the resudta Warious
interpretations based on the women'’s stories arat whs provided by past
studies in the literature review. The techniques &malysis included
grouping the results based on pattern matching dustering of themes
under standard categories (Yin, 1994) using thénatkof thematic network
analysis (Sirling-Attride, 2001).

Entrepreneurship as a Socially and Culturally Constucted
Phenomenon

Anderson (2007) refers to entrepreneurship as @akp constructed
phenomenon’. Society creates preconceptions amteianenined values that
glorify or undermine the character of the entreptenin social cultural
contexts. In Brazil, entrepreneurs, especially stdalists, are mostly
considered respectable, rich and well to do indiald, but the same cannot
be said for informal entrepreneurs who are viewsdllagal competitors
(Pelegrino, 2005).

Since entrepreneurship is considered desirable esskntial for
economic growth it becomes imperative to raisegnestion whether and
how culture actually contributes to entrepreneyrgBiegley & Tan, 2001).
The work of Begley and Tan (2001) with six Eastaksiand four Anglo
Saxon countries tested the relationship betweeainerultural values such
as social status of entrepreneurship and shamdusiness failure and
individual interest in starting a business.

Social Capital and Social Networks

Birley (1983) argues that to fully understand emte@eurship one
needs to appreciate the social networks in which émtrepreneur is
involved. Social networks build social capital whio turn acts as a strong
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support for the entrepreneur and helps the indalida reach his or her
business aim. Entrepreneurs can accumulate scajmfat either through
social interactions with family members, througlsibess networks or by
volunteering. Thus social capital is a network giraanon (Anderson et al,
2007) and it is about collecting social interacsiobetween individuals
(Loury, 2000). Entrepreneurship is a creative psscthat operates in an
environment that usually presents constraints (#Agate & Jack, 2002). In
order to overcome some of these constraints, theemeneur through
interpersonal relations takes advantages of ressutt exist outside the
business. The earnings of social capital are adbessgh interpersonal ties
(which may include family ties). Network intensitas even been found to
be associated with business survival (Watson, 2008t empirical studies
have considered the differences and similaritigdsvéen the characteristics
of entrepreneurial networks in different countrigddrich et al.,(1989);
Greve (1995); Johannisson & Nilsson, (1989). Tiesdies suggested that
the national samples exhibit a number of similasitand that some aspects
of business networking are generic (Dodd et aD220

Family

The literature shows some ambiguity in terms ofithggortance of the
family for the entrepreneur. While the Latin Amamcand Latin European
cultures emphasize the role of the family (Est®@4), too close family ties
within a business can become a disadvantage (Reetal., 2000), and too
many people from the family involved in the busmesay refrain the
business from growing. Other studies suggest tihdewgome entrepreneurs
keep the family out of the businesses, others lisdamily members as a
form of social capital (McKeever et al., 2005).

Entrepreneurs capitalize on family resources toelbgy a network
support; they utilize resources embedded in ttamilfes as a starting point
to develop their businesses, even ‘beyond the fotraditionally defined
boundaries of the family firm’ (Anderson et al.,0B) p. 135). Birley et al.
(1999) developed a typology of relationships betwdee family and the
entrepreneur after researching 500 entreprenebessiidy generated three
types of family business clusters: (a) “family mile(b) “family out”, and
(c) “family business jugglers”. The dependency amily members for
labor has also been emphasized in the literatuaen(R994).
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Cross Country Comparative Studies on Female Entrepmeurs

Although not specifically focused on female entesymurs, a study
developed by Lingelbach et al (2004) suggests #rtepreneurs in
developing countries face a different set of cirstances than their
counterparts in developed nations when it comesémtoring and role
modelling offered by established businesses. Contr®@ common
perception that women primarily start their busgsessfrom hobby related
activities, it was found that women own organizasion various industry
sectors, not necessarily the ones particularly doienbe ‘feminine’ (Carter
et al., 2002). Following a six country investigatigCanada, Singapore,
South Africa, Australia, New Zealand, and Irelamah) understanding the
pathways of female entrepreneurs and more spdbifithe types of
businesses they run (McClelland et al., 2005),a$ found that in Australia
and New Zealand, the majority of the female engerpurs own businesses
in the retail/wholesale sector, mainly in the fashiindustry. However,
entrepreneurs in Ireland, Canada and South Afoaen, businesses across a
variety of industries including the ones that midig considered to be
predominantly male dominated industries (McClellaetl al., 2005).
Females are more motivated by the social aspedtenfbusinesses and the
desire to make a difference in the society (Orhasdott, 2001; Still &
Timms, 2000). It is apparent that across the siunties investigated a
strong link in the nature of businesses owned leyvibmen existed to the
extent to which these businesses can be describsda@ally oriented’ and
were intended to help the overall community (Mclaledl et al., 2005). A
study developed by Scheinberg and MacMilland (198&) 11 countries
found that ‘communitarianism’ was important for repreneurs,
independent from the national culture. However, certain countries,
‘money’ was more important than ‘communitarianisnfor instance,
Australia, Great Britain, the United States andldfid scored high on
‘money’ and low on ‘communitarianism’ whereas SoAfhica was high on
communitarianism with women seeing their businessean opportunity to
create work and to improve the community in genaMdmen blend their
venture’s relationships with other relationships tireir lives, including
family relationships and other social relationsu®r, 1992) and a key
motivator for women to start a business is an a@#kein helping others
(Brush, 1992).
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Pushand Pull Female Entrepreneurship across Countries

The ‘pull’ or the positive factors for becoming antrepreneur are
associated with factors of choice and the desire dotrepreneurial
aspirations (Orhan & Scott, 2001; Deakins et &Q2). The pull factors are
also associated with social status and power aetliethrough the
entrepreneurial activity (Alstete, 2002; Orhan &oftc 2001; Schwartz,
1976). Negative or ‘push’ factors are associateth whe fact that women
might seek entrepreneurial ventures for lack of legipent, frustration with
previous employment, flexible work schedule (reilex of the family
caring role associated with being a woman) and riked to earn a
reasonable living (Alstete, 2002; Orhan & Sco@QZ2; Carter & Cannon,
1992). Deakins et al. (2002) argue that push factassociated with
becoming an entrepreneur are more prevalent witihegeneurs from
minority groups that may face discrimination, irdihg women. However,
contrary to Deakins et al view (2002) in the sixuwties investigation
conducted by McClelland et al (2005) it appearedev that push or
negative factors were not important for most of twemen. Flexible
working life and using a hobby to create a feastleiness are listed in all
countries. Scheinberg and MacMilland (1988) indidathat across different
cultures in the eleven countries, similar pull tastseem to prevail among
entrepreneurs. Indicators of motives to start ainess were need for
approval and need for personal development angermtience.

Necessity and Informal Entrepreneurship Linked to Ecommic
Development in Brazil and the United States

The literature indicates that economic necessityrepreneurship
tends to be more prevalent in developing count(@EM 2003) where
economic contexts with lack of employment force veonfas well as men)
to pursue entrepreneurial activities. But necessitirepreneurship is not
only common in developing nations such as Brazil ibthas also been
linked to informal entrepreneurship. According lte World’'s Women 2005
Report published by the United Nations, many wonmendeveloping
countries start and operate informal businessatenhot legally registered.

In Brazil, a significant factor that ‘pushes’ womemo informal
entrepreneurship is the imposition of high taxes smnall businesses;
consequently, the incentive to evade taxes and nbecan informal
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enterprise is tempting (Maloney, 2004). But nedgdsas been pointed out
as not only as of ‘economic nature’ but also asamfio cultural nature. One
important aspect of ‘necessity’ entrepreneurshipt tls not linked to
economic factors in Brazil is the women’s ‘necgsgit open a business to
reconcile family and work.

Gender Inequalities, Stereotypes and Perceived Male
Entrepreneurs’ Characteristics in Brazil and the United States

Vishal et.al (2005) explores the relationship be&mvegender-role
stereotypes in entrepreneurship and entrepreneutehtions. The study
highlighted that entrepreneurs are perceived tce haredominantly male
characteristics (i.e. competitiveness), and thahei also perceived female
entrepreneurs as having these characteristics. udly stleveloped with
female entrepreneurs in Rio de Janeiro (Jonath@05)2revealed that
women tended to be optimistic and assertive infass entrepreneurship,
characteristics many times associated with maleepréneurs in Brazil.
Jonathan (2005) concludes that although Brazilexmale entrepreneurs
show assertiveness in dealing with being a womanbusiness, the
elimination of discrimination and stereotypes agaimomen in business in
Brazil is still a work in progress. Some stereotgpiliterature was found
related to types of business women run. These kestare traditionally
classified as craft oriented, a traditional bussnesnbraced by women
(Telles, 1993).

Studies revealed that women are taken less seyiouslusiness than
men (Hisrich & Brush, 1985); face challenges arabf@ms obtaining funds
from their banks (Pellegrino & Reece, 1982), andfesufrom lack of
business training (Hisrich & Brush, 1985).

The Family Influence on Entrepreneurship in Brazil andthe
United States

Thomas and Mancino (2007) studies on family infeeerupon the
decision to become an entrepreneur generated nsigedls when half of
the participants considered that family had onlgnzall influence on their
decision, whereas the other half considered fanmfiluence a decisive
factor. Pelegrino (2005) posited that family emogiband financial supports
are crucial for the success of female businesse&3raail, but Kirkwood
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(2007) found that the role of parents play in tgyirto ‘ignite’
entrepreneurship may be gendered with fathers ifmydhe mentorship of
sons over daughters.

Religion and Business Values

The US society has been considered a religioustitadl society
(Valtonen, 2007) and the spirituality of the Amarncpeople is reflected in
many American successful female entrepreneurs ay May and Estee
Lauder (Valtonen, 2007). The main religions of Brand the United States
are Roman Catholic in Brazil and ramifications obt@stantism in the US
(Hill, 2008).

One of the strongest pillars of the Protestant wetkics is
glorification of God through hard work and wealthil{, 2008). From that
perspective, one can argue that religion and emneoprship have an
interdependent relationship (Carswell & RollandD2pwith the protestant
ethics elevating entrepreneurship to a high st¢@erswell & Rolland,
2004). Perhaps this perspective differs from otherk ethics where other
religions are prevalent. For instance, the Romathdlia religion which is
the prevalent religion of Brazil, emphasizes noriamal aspects of life such
as free time for entertainment and family as opgote hard work to
accumulate material wealth (Hill, 2008). This cudtucontext as related to
religion might pose a threat to levels of entrepteship. But a study
developed by Carswell & Rolland (2004) revealed tinareasing ethnic
diversity in today’s societies and associated malig value systems, do not
reduce entrepreneurial levels. Geert Hofstede (RO@&veloped a
comprehensive study on how values in businessnditeenced by culture.
This study is particularly instrumental to this easch since one of its
objectives is to highlight possible differences ainhilarities in cultural
values between the Brazilian and American conteitdfstede’s cultural
studies dimensions resulted in parameters thatnave widely used to
measure and compare certain cultural componenascoluntry. Hofstede’s
comparative studies on the culture of Brazil aredUimited States suggested
the following results:

— Power distance (PDI - the extent to which the ggcialues
distance between ‘bosses’/leaders and subordifatessers; this
index has been linked to inequality). Brazil scoapproximately
70% whereas the United States scores 40%. Thigm§naerhaps
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indicates that there is more inequality in the Biaz society than
in America.

Individualism/Collectivism (IDV) — the extent to vwdh a country
places a high value on individual's pursuit of lois her own
economic interests as opposed to a more collettapproach to
economic matters. It is an “I” mentality as oppodeda ‘we’
mentality. Individualism is predominant in socisti@ which ties
between individuals are loose and everyone is ssgipdo look
after him or herself. In collectivistic societigzeople are more
integrated into strong, cohesive groups. In indigigstic societies
family ties are concentrated on immediate family mbers
whereas in collectivistic societies ties are spreatl throughout
members of the extended family. The IDV index hasrblinked
to capitalism since individualistic oriented sometshow higher
degrees of entrepreneurial activities. Brazil ssdess than 40%
on IDV, whereas the United States scores signifigdngher with
over 90%. According to this finding the Braziliaociety would
present itself as less entrepreneurial than therisare society and
family ties are supposedly stronger in Brazil tharthe United
States.

Masculinity (MAS) — the extent to which a countryalyes
masculine traits in business and other spherebeokociety (i.e.
aggressiveness, goal orientation, practicabilitgsediveness)
more than feminine traits (caring, participatory nagement,
nurturing ). Women in ‘masculine’ countries areeaige but not
as assertive as men. The difference in scores batBeazil and
the United States is not very significant, with Brascoring
around 50% and the United States slightly over 60%.
Uncertainly Avoidance (UAI - the degree to whickdividuals
value predictability and a high degree of certaimybusiness.
Ambiguity is not valued as much as certainty arsk aversion.
Countries that score high on this dimension tendigplay a lesser
degree of entrepreneurship and free market orientathan
countries that score high on this dimension). Brazores over
80% whereas the United States scores slightly 49¢4.

Long Term Orientation (LTO- the extent to which auntry
values long term strategies, investments and gamlspposed to
‘instant gratification” and immediate results anoffis). Brazil
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scores approximately 65% whereas the United Stateses
approximately 30%.

Images of Success

Past studies commonly define business successandial terms but
some authors believe that assessment of successtfepreneurial ventures
should take into consideration different motives foales and females
(Marlow & Strange, 1994). Cromie (1987) argues ihageneral men and
women share some common areas of motivation fonesss success. For
instance, men and women usually look for autonomith wtheir
entrepreneurial venture but women place more ennpluas the needs of
childcare and family while men place more importaoa financial success
(Cromie, 1987). Marlow & Strange (1994) argue thathe women can
combine waged labor with remaining at home, thenass is considered
successful.

Other objective measures such as increased salesngpioyment are
predominant indicators of business success orréailMarlow & Strange,
1994). However, Marlow & Strange argues that sucoéself employment
for women cannot be measure in these traditiorahgealone. Women
generally regard success in terms of how well theifess met individual
needs rather than in conventional terms of prafitgland income gained
(Carter &Cannon, 1992).

RESULTS AND ANALYSIS OF DATA
Demographics and Business Characteristics

Fifty two percent of the Brazilian and American wam(31) were
between the ages of 30 and 49 years old makingg@group the largest in
the sample for both countries. The Brazilian worseemed to be slightly
younger with 5 of the women in the age group 2@2@reas only 1 of the
American women was in this age group.

The average year in operation for the businesses tesa for the
Brazilian women and five for the Americans. Eighityee percent of the
Brazilian women hold a higher education degree gsosed to forty two
percent of the American women.
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Table 1 lists the business activities under merdisanretailing by
country and Table 2 lists the businesses undeicgemstailing.

Table 1: Merchandise Retailing Activities by Coyntr

BRAZIL UNITED STATES
FEMALE APPAREL (15) PET BOUTIQUE(2)
JEWELRY DESIGN (1) THRIFT STORE (2)
FEMALE AND MALE APPAREL(2) EQUIPEINT SALES (1)
SMALL GROCERY STORE (2) PBECIALTY STORE (1)
SHOE STORE (1) GIFT SHOP (2)

OFFICE SUPPLY STORE( 2)
ARTISAN/ART DEALER (3)

HEALTH FOOD STORE(1)

TOTAL (27) TOTAL (7)

Table 2: Service Retailing Activities by Country

BRAZIL UNITED STATES
INSURANCE AGENCY (1) FRANCHISINGUBWAY (1)
ENGINEERING CONSULTANCY (1) BUS.DEV.TRAINIG (1)
TAXI SERVICES(1) CONSULTANTS (2)
CATERING (6) NAIL SALON (2)

CATERING (5)
FITNESS CENTERS (2)
PET RETREAT/HOTEL (1)
CERTIFIED PLUMBER (1)
PRE SCHOOL OWNER (2)

Total (9) Total (17)

In Brazil, the majority of the female businesseD%J were
concentrated in merchandise retailing. Only ninethef businesses were
service retailing oriented. Most Brazilian busiresss the sample are small
apparel stores. On the other hand, the majorittheffemale businesses in
the United States are service oriented (75%). B¥pdanerican businesses
owned by females were fitness centers and naihsalo terms of company
longevity, the average age in Brazil was 10 yeath @ couple of women
operating their business for over 22 years. Theianeth the United States
was lower, at about 6.4 years, but the distributd@s a bit skewed since
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there was a business owned by an “eighty somethyegt old woman
named Evelyn, which has been in existence for 5&syeln terms of
longevity, on average the Brazilian businesses wene mature.

The Women’s Success Stories

To capture the women’s views on definitions of ®sscand what
were they hoping for with their business, the daésie collected from the
answers from the following question: “As it relatesyour business, what
does success mean to you™? A second questionotin gpinion what it the
key to your business success?” had the purposeh® pnto the important
things the women regarded as the key to their sscce

Six global themes associated with success werdifi@ehfrom the
data. The global themes found from the answershéoquestion “As it
relates to your business what does success meau®j were labelled as
followed: (1) Work/Life Balance/Flexibility, (2) Rancial Independence,
(3) Self Actualization, (4) Recognition by Societ) Customer Loyalty,
and (6) Help Others Help Themselves.

Work/Life Balance

Responses under this global theme tend to focusvonorganizing
themes: (1) flexibility with setting own businessuns, and (2) family
responsibilities are easier to reconcile with workhe Brazilian women
tend to emphasize moveork/life balancehan their American counterparts.

Although some Americans seem to enjoy the flexyoif owning their own
businesses, others reported that flexibility canywsell be equated with
24/7 hard work.

Although both Brazilian and American respondents frequently
referred to flexibility as being ‘a good thing’,ein views differ. Flexibility
is viewed as a positive indicator of success, h@ngv does not necessarily
equate to work/life balance. In some instancespgogour own boss and
having the flexibility of schedule are consideredbarden for some
Americans.

Financial Independence

As one would expect, many of the respondents frath lgroups
emphasized the financial aspect of success. Respahsstered under this
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global theme tend to focus on two organizing them@3 owing a business
is a way for women to become financially independ@) my business
should make enough profit to support my family cortdbly without
anybody’s help’. Examples of basic themes are tiied in the women’
comments below:
“l don’t depend on anybody else; my business is my
source of income’
(Lynnell, US)
“Being a woman it is very important to be
independent; the independence comes from being
financially independent”
(Rebecca, US)

Although almost all the women either in Brazil detUnited States
perceived that financial success is important foe tsuccess of the
enterprise, this global theme seems to be a ‘givera sense that they
almost did not want to talk much about it and pmefé to report on factors
that were perceived more valuable to them as ‘imafsuccess’.

Self Actualization

Respondents under this global theme clustered itheiges of success
under three organizing themes: (Glass ceiling (2) Passion,and (3)
Expression.The women’s views on glass ceiling and its negaéffect on
promotions in a traditional job, appear as a reactihat triggered the
creation of their business as a way to achieveaifalization and pretty
much control their destinies and careers. Both Bmazilian and the
American groups seem to show concerns with thesgleeiling’ and
dissatisfaction with their jobs. For them succeggesents self actualization
and fulfilment of a dream of being their own boss.

“Passion” was another organizing theme shared &\Btlazilians and
Americans that lead to their self actualizatiore(gflobal theme) through
their business. Typical comments were:

“[Success] is considering that my business is
instrumental for my joy of working”
(Maria Cecilia, Brazil)
“l am always fired up; nobody can deflate my
‘dream balloon, nobody can destroy my passion... it
gets me going”
(Deatrix, US)
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A third organizing theme for self actualization wasgpression.
Brazilian and American respondents identified tbgpressing themselves
through a hobby turned into a business was a measslf actualization.
But for many, the comments related to ‘expressidbrthemselves’ and
‘passion’ overlapped. For instance, an American wostated thatsuccess
means you do it for leisure and it is always enfga. the passion to work
on the product until its final version gives you iaternal satisfaction” (
Anisha, US)Based on the women'’s responses for the questiorit v&tates
to your business what does success mean to yougreFl illustrates a
thematic network analysis for the global theme f3etualization.”

+Basic Themes:
+Iostjobs have a ceiling; heing
.. yvour own hoss is an antidote for
Organising lass ceilin

Theme:glass g o g.. .

ceiling +Leaving my jobh and starting my
husiness was my professional
dream come truth,

+Basic Themes
+Hobody can deflate myy dream

halloon,
Global Theme: . s am always fired up with my
I husiness
SELF ACTUALIZATION Theme:Passion :
+ 1 am always energized by the

passion L have for my husiness,
+Iy passsion forwhatl do gets
me going.

+Basic Themes

+uiew my work as leisure; itis hard
to draw aline between work and
fun,

+Business born out of a hoblhby

+lzeta kick outofseeing the final
product,

+Pleasure to work with my art; see
my product develops in front of
My 0N eyes,

Organising
Theme:Expression

and joy of working

Recognition by Society

Three organizing themes emerged under the globai¢lrecognition
by society”: (1) Business as an instrument for pizcee as female
entrepreneur (2) A positive word of mouth, andE3jablishment of a brand
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image. Respondents that perceived success as tsmiognized by society
clustered their answers around these themes. Sxanepées were:

“l rather own my own business; | feel good about
representing my business at the Chamber [of
Commerce]... it is just like...you see... they respect
you”
(Deatrix, US)
Some indicated that a positive brand image in tbmmunity is
instrumental for success. Brazilian respondentsewaore inclined to
perceive that sustaining brand equity through tgafiroducts brings
success through recognition by society.

Customer Loyalty

The picture provided by the Brazilian and the USmea as they
perceived their images of success through the tpydltheir customers, is
clustered around four organizing themes: QUality customer servic€?)
Quality merchandis€3) Good priceq4) Marketing Research

Although some respondents emphasized the quality thodir
merchandise as an organizing theme leading intglti®al theme ‘customer
loyalty’, others use the help of marketing skilseinhance the perception of
value in the customers’ eyes.

A third organizing theme for the global theme” amser loyalty” was
‘good prices’. Almost every respondent either irmBr or the United States
demonstrated that customers return because of phiees. A basic and
recurrent basic theme for this organizing theme \watter prices than the
competitors’, but other basic themes such as ‘deaitt to be considered a
greedy person’ and ‘planning for good prices’ asterged. Once again, the
interconnectivity among these themes surfaces thérelp of the thematic
network analysis methodology. Some respondents weneerned about
setting high prices and being considered ‘greedytheir community. This
can be linked to the effort they make to be recogphiby society as a
business owners with good business practices.

Help Others Help Themselves

The last global theme associated with images oftesscwas ‘help
others help themselves’. The ‘others’ were eithrapleyees, customers, or
members of the community. There were three orgagithemes associated
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with this global theme: (1Make a difference in somebody else’s (2
Teach other peopleand (3)Inspire others/Role Model Many referred to
the fact that owning a business and being abledwigle employment for an
individual was an indication of success. This wadasic theme that
constantly emerged from the interviews with bote #merican and the
Brazilian women.

A second emerging organizing theme was ‘teach qibeple’. Many
respondents mentioned of being a role model argring others with their
businesses, although this theme was not as predatramong the Brazilian
women as it was among the Americans. Moreover, Wais particularly a
more recurring organizing theme among the Africamefican female
entrepreneurs in the United States. African Ameriggomen from the
United States tend to be more inclined to serveoss model for other
business women than their white counterparts int8eand Brazil. In fact,
the Brazilian women from African descendents ditstare this view at all.

The Key to Business Success

To allow respondents to expand on their images umicess, the
women were asked to answer the question “Whatigély to your business
success?” The emerged themes provided additiofi@tmation on their
perceptions of success and helped validate sortteegfoints discussed as a
result of the answers for the first question asgedi with success. As it was
expected, some of the themes generated from theewsnanswers to this
guestion overlapped with the themes generated fhanfirst question “In
your opinion what does success mean to you?”, tbatloawed for better
understanding of their images of success by furidhentifying emerging
networking patterns.

The main global themes associated with the que8fidrat is the key
to your business success?” were:Clstomer Servicg) Faith in God and
(3) Planning

Customer service was previously discussed as amigg theme for
the global theme ‘customer loyalty’. Now it appeagain as an emerging
global theme from the answers associated with éyeekements for success.
This is a good example of how the themes interconnaterrelate and
many times overlap. Customer loyalty and custoneevise are so strong
for both the women in Brazil and in the US that tganizing and basic
themes associated with the global theme “custoer@ice’ were practically
the same described by the women under the glokaheh“customer
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loyalty”. Although not every woman spoke of tiestlwreligion and their
business, and very few Brazilians mentioned thislatmany of the US
respondents, especially the African American dedeets, strongly
perceived that at one point in their lives, religi@ayed a major role in their
businesses. Moreover, they perceive that the kélyeio business success is
their close relationship with God. In fact, two egries of women were
identified as a result: the “believers” and the rinbelievers”. The
‘believers’ were strongly convinced that their pasp in life was to set up a
business to glorify God whereas the ‘non believéogilly separated the
subject of religion from their business. Becausenyneespondents were
categorized under ‘believers’, the second globahth associated with the
guestion ‘What is the key to your business suc¢ess® “Faith in God”.
Two organizing themes emerged from this global #efh) ‘Business is to
glorify God’, and (2)’ Purpose of Life’.

“Planning” was the third global theme that emergsdhe key to the
women’s business success. The Brazilian women terdeemphasize
planning more than their US counterparts. The Acaeriwvomen, with the
exception of a few respondents, rarely mentioneat the key to their
business success was planning. It appears thabnsse to the two
guestions associated with images of success foflointo four distinct
categories of women. These categories have beatlddbas beinghe
independentsthecustomer service drivethebelievers and theplanners a
reflection of the patterns identified by the globdames that emerged from
the answers. Although some themes overlapped niiance, a ‘customer
service driven’ can also be considered a ‘belieed an’ independent’,
generally speaking, the categories were built basedvhat was more
important to the women. Therefore, the images ofcass for the
‘independents’ were constructed around perceptioofs financial
independence, flexibility, self actualization amtagnition by society. The
images of success for the ‘customer service drivare constructed around
perceptions of high quality customer service fokalby a significant focus
on customer loyalty. The “believers” glorified Gtddough their businesses
and perceived that success was laid up by God ated lfast but not least,
the “planners” based their perceptions of successisions of the future,
planning, organization, and teamwork.
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On Being a Woman in Business

To capture the women'’s views on ‘being a womanusitess’ and to
reveal perceptions of barriers, opportunities aritero factors in the
economic and socio cultural environment that impactheir businesses |,
the following question was posed in the interviewi®w does it feel being
a woman in business?”. Based on the patterns pbnsgs the following
global themes emerged: (lpt being taken seriousl{?) An advantagg3)
Barriers. The emerging basic and organizing themes thaé dmnth to
global themes for this question contained numenadisrences to gender
issues and stereotypes. The picture provided byBtsilian and the
American women were equally embedded with commémis made us
believe that both the Brazilian and the Americaliucas, from the eyes of
these female entrepreneurs perpetuate gendemdisatory issues.

The global theme ‘not being taken seriously’ getestafour
organizing themes: (1) Lack of credibility from pgg2) Problems with
male suppliers (3) Problems with male customerd\N@ure of business is
considered a ‘female thing'.

A particular respondent, Bridget from the US, shdwehigh level of
awareness of gender discrimination coming from peers when she
described

It is easy for men to get business off the grotimely

are considered more serious... even with loans from
the banks... society expects that women run business
like men...society looks at women differently.

Just like they expect men lead the household, maybe
they [society]think that males have to earn more.

It has always been a male world... | even know that
mymale employees think that way... they just don’t
say so.

Although not all respondents speak in such extreammas as Bridget,
there seems to be a common element in that the wqgoeeceive the
existence of elements of discrimination and genskares in their cultures.
For some respondents, the own nature of their bases were perceived as
subject of discrimination. The second global theassociated with the
guestion “How does it feel being a woman in busshegs ‘an advantage’.
Somewhat paradoxically, considering the focus @& previous themes,
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many US respondents also perceived that being aawambusiness is an
advantage. This perception is evident by Rebedti3 comments:

Being a woman in business is like a ‘niche’ that
draws attention to you... people is always curious to
find out what you have to offer... You can take
advantage of programs... like the Certified Minority
Business Program from the SBA... It is definitely an
advantage.

Rebecca’s statement reflects her perceptionstikat are resources in
her community that as a woman in business she aem advantage of.
Although she feels this way about her business, sitleperceives that
‘women are their worst enemies’, that society sldbks at women
differently and that males have a tendency to lmoke to each other.

None of the Brazilians respondents perceived beingoman an
advantage in business. The third and most significglobal theme
associated with the question’ how does it feel panwoman in business’
was ‘Barriers’. Different types of barriers emerdeam the responses: (1)
lack of resourceq2) gender barriers(3) mental barriers and emotional
barriers, and (4)compensation/money barriers.

Gender barriers were perceived by the women throtypical
comments as follows:

“The good old boys’ network is always there

(Lynell, US)
“I guess | don't have any problems because people
expect that my business [nail salon] is run by a
female

(Anita, US)

Deatrix, from the US, owns a not- for -profit orgaation that
involves knowledge of the criminal justice systédme of her complaints
was the facthat people kept telling her thgiou cannot do that... you have
never been &op...’, to which she responded angrilywhat about a male
gynaecologist? He had never been a woman andftiitions!” (Deatrix,
us)

But not all respondents perceived gender barri€m. instance,
Melinda from the US perceived that “I was encoudalge family at a young
age to be entrepreneur. Both sides of parents owasdly operated
businesses by women as well as men”. Mental andienab barriers were
described as women’s inferiority complex (this wa®re accentuated
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between the US women from African descent), lackemiognition from
society (previously while defining success, the wamdescribed that
recognition from society was a perception of suscdeere a lack of
recognition from society is therefore perceived asbarrier to their
businesses), and lack of support from family membed friends.

Economic barriers emerged as perceived high taaespetition from
large businesses and low compensation. Both theilBra and the
American women described that male businesses dien dobetter
compensated. But the Brazilian women were moregotgmed with high
taxes than their US counterparts. In fact, a higimiper of Brazilian
respondents referred to high taxes as a barriebeimome a formally
registered business.

The Importance of Family for the Women'’s Business: The
Advocatesthe Adaptersand the Hermits

The importance of family on small business venturas been well
pointed out in the literature (Aldrich &Cliff, 200&reene &Brown, 1999;
Estay, 2004; Anderson et al., 2005). In order folwa the women’s views
and to understand the role of family and its impaat the women’s
businesses, the respondents were asked about ploetamce of family for
their business. The responses were organized hnée global themes: (1)
“Means” (2) “Trivial”, and (3) “Insignificant”.

Some women were extremely positive about their famupport
either in terms of financial and emotional sup@ortl social capital. These
women were the ‘advocates’ of family involvementthe processes of
starting and operating their businesses and tlespanses were clustered
under the global theme “Means”. For these respdsgdeither Brazilians or
Americans, family was everything. The ‘advocatestgeived that spouses,
siblings, and in-laws form the foundation for thdiusinesses. Their
responses focused on basic themes such as ‘aldgchdespensable’ and
‘major source of financial and emotional suppokfore Brazilian women
fell into this category than their US counterpaltst, for the US women who
have been in business for a short period of tiwjlfy was more important.

A second group of respondents, the ‘adapters’,dedwn the ‘trivial’
importance of family on their businesses. Althouigimily is slightly
important to them, the support was not always thenen needed; the
respondents learned how to ‘adapt’ and were abbaljast to suit different
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conditions were members of the family were prettychn absent. They
usually made up for this lack of support by relyiog outside sources —
either emotional, social or financial.

A third group of respondents, the ‘hermits’ did seem to perceive
any importance of family for their businesses. #@mse women, their own
efforts without help from spouses, significant efhesiblings, and in-laws,
were the fiber of their businesses. In fact, soespondents did say that
family members ‘mingling’ with their business wastra good idea. More
US respondents fell under this category than Berilian counterparts.

Perceptions and Practices on Education

The role of education in the women’s businessesocaptured through
responses to the questionWhat is/was the role of education in your
business?”Machado et al. (2000) addressed a possible reldteiween
high levels of education, motives to start a bussnand success of the
business. But the US and Brazilian women'’s resporesgarding the role of
education were mixed. Some thought that educatiayed a major role in
their business, but others did not perceive angticelship between their
education and business success. But, while theiameship between
business success and education may vary, theaedotvards the fact that
education is important in general does not. Margpoadents perceived
education as some sort of instrument to gain réspetrecognition.

But for many, education does not necessarily tedeshto a formal
university degree; many women from both countriapleasized vocational
training. A few participants from the US respondleat they are required to
take continuing education courses once a year totana their licenses.
Although they do not view these courses as necgsibay report that they
are ‘forced’ to take them or they lose their licensFor another group of
respondents, although they perceive that educaionce’ and wished they
had acquired it, neither college education nor tional training was
perceived as important for their busineExperience and learning from
someone else, was more important. This kind of rm&d education
addressed by Kim (2003) was emphasized by sevesgondents from
Brazil and from the US.

Among the group of Brazilian ‘informaisinformal in Portuguese,
meaning not a registered business owners), educat#s perceived as ‘a
nice thing’ to have, but not really important foetr business.
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From the data collected under the question” Whawas the role of
education in your business”, three categories gppardents emerged from
the findings: (1)the college educated?) the vocational educatednd (3)

the informally educated The data also generated a major global theme
‘college education’ that led into two organizingihes:

(a) indispensableand (b)marginally important For those that viewed
college education as indispensable, typical emgrgirganizing themes
were ‘to overcome and deal with the existence ahale culture’, ‘for
recognition’, ‘for respect’, and ‘for knowledge’oFthose respondents that
perceived that college education was marginallyartgnt, typical emerging
organizing themes were ‘prefers vocational eduogtidlearned by
observing others and by doing’, ‘generally impottand it would pursue if
had the time and money'.

A group of Brazilian women reported that educatdrany form did
not bring them employment; they had to turn to egpeneurship to earn a
living. These respondents fall in the category afr€e & Thurick’s (2002)
economic refugees. These women also tend to bermdis’ showing a
relation between lack of employment opportunitiead anecessity
entrepreneurship. Many of these Brazilian respotsdemere educated
(either college educated or vocationally educatbd};because they could
not find jobs with their degrees they turned toremteneurship as a last
resort. Although educated, some women remaineden‘waiting room’
(Anderson, 2008) for jobs; entrepreneurship is spoase to economic
inactivity.

Discussion

The issues addressed by the women often provided diferent
views which reflected the complexity of the issuessociated with the
influence of economic and socio cultural elemeiMsny global themes
merged from the women’s views and various womemtegories were
identified and associated with the global themesr khstance, the
‘believers’ perceived that the purpose of theiribess was to glorify God
and it was their whole purpose in life. Other catégs identified were the
‘independents’, the ‘customer service driven’, tiaglvocates of family
support’ and the ‘hermits’ to whom business waseajra solo practice.

Respondents, either from Brazil or the US reporthdt to be
recognized by society was a key to their businessess. For many
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Americans and Brazilian, acceptance of a male rikxerts a pressure on
them to excel and to be recognized as a successftgpreneur. So, for
some, education is an instrument to overcome ectnbarriers while for
others is simply a pathway to recognition.

In Brazil a large number of women fell under thetegary of
‘informais’ or ‘economic refugees’. The level ofammic development of
the country may have something do with this, amudasaddressed by
Maloney (2004).

The Relationship between the Women’s Categories arifinerging
Themes

The overrepresentation of basic themes associaidd austomer
service and customer loyalty in both groups waigges not surprisingly,
largely due to its importance to any business, peddent of geographic
location or economic and socio cultural environree®o here there is not a
signal that might indicate differences among theneo that appears to be
related to economic and socio cultural practicetheir environments. Both
groups equally valued customer loyalty.

But when it comes to education, both college anzhtional, although
viewed by both groups as important, the respont@eteeptions on how
education influences their businesses were mixedsaemed to tie up with
the socio cultural practices. For some women edutatid not have
anything to do with their business at all, but &saperceived as important to
gain recognition. This was addressed by Hisrich &ndsh (1985) and
particularly showed among the Brazilian women toowhthe idea of
obtaining college education is likely to be inflced by socio cultural
factors such as being recognized as powerful arldesecated in a male
dominated society. In fact, this seems to indi¢htd these women accept
the existence of a male dominated society and mighttheir education as a
differentiator. This phenomenon can also be tieddigcussions on the
global theme ‘barriers’. In order to overcome pareé gender barriers,
many women, especially the Brazilians, pursue higitication, even if
(according to their views) this does not have anghio do with their
business directly. The data from the Brazilian grahowed a relation
between the ‘informais’ and informal education aneklation between fully
registered businesses and vocational and collegecagdn. Many
organizing and basic themes associated with imafyjeaccess overlapped,
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but the responses from the Brazilians somewhaterdiff from the
Americans. The majority of the Brazilians tended perceive work/life
balance more important than their US counterpdtis might be attributed
to the younger age of the Brazilian respondentd the age of their
businesses), many still with small children at horiibe flexibility of
defining their own working hours was perceived agportant and was
associated with success. This finding seems tacatelithat each woman
carriers her own individual socio cultural luggabat consequently shapes
her entrepreneurial experience.

But for the Americans although flexibility in beirfger own boss is
tied to career longevity and is viewed as an ims&mt to fight the glass
ceiling phenomenon, flexibility did not equate tonk/life balance but pure
hard work. In fact, many Americans reported thatythvould opt out of
entrepreneurship with the blink of an eye if theyld find a regular job
with paid vacation!

Another perceived element of success was self ladtian. This was
addressed by the literature (Orhan & Scott, 200dakins et al., 2002) and
it was one of the most popular global themes antbagvomen. In a more
indirect way, overcoming the glass ceiling phenoomeby starting their
businesses was an indication of success for theemnpso, glass ceiling is a
‘driver’ to enter the world of entrepreneurship amath groups of women
seemed to feel that way. Hence, here we have atmdteimilarity among
them that might indicate that despite the econoamd socio cultural
differences between Brazil and the United Stateswomen’s perceptions
are similar.

Respondents that perceived the elimination of gtasing through
their ventures as an indication of success wek iatdined to respond that
passion for what they do and opportunity for expi@s were also
indications of success. In fact, often the orgamgzihemespassionand
expressioroverlapped. Once again, socio cultural factors ebuntry level
did not seem to play a major role here. Pleasuiedakith financial results
epitomizes their images of success. This seeméxe ta global theme that
linked all respondents.

There was a certain amount of variation in the easps given under
the global theme ‘recognition by society’, rangifrpm more cultural
oriented (organizing) themes as ‘business as d@rument for acceptance as
a female entrepreneur’ to more ‘technical’ markgiforganizing) themes as
‘establishment of a brand image’. The first orgargzheme is related to the
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‘need for approval’ phenomenon addressed by Schegnbnd Macmillan
(1998), but also to possible perceptions of gehaeriers and it will appear
once more when the respondents reported barriecsuatered in the
environment that jeopardize their business. Botlougs of women
perceived the importance of owning a business tordm®gnized as a
successful woman in their society; this view waghgly predominant
among the Brazilian respondents. But, paradoxicalgspondents that
perceived that their image of success is beinggmzed by society as a
successful woman also made clear that being a wom@anan advantage
and made them feel empowered because society pedctiem as being
different and people are always curious to see ity have to offer.
Either way, this perception reflects an acceptaotea male dominant
society and it was a view shared by both study gsou

Another global theme that linked all respondentss vaistomer
loyalty. In fact, this was the most common globaémme that saw no
international boundaries. Customer loyalty is aleal to recognition by
society, since almost all women’s responses weyargted in some type of
relation between being recognized by society thinogpd customer service
that in turn brings loyalty. Hence loyalty is natlp good for business but
also brings recognition from society. This view da associated with the
concept of social responsibility and with being @dg citizen (Orhan &
Scott, 2001; Still & Timms, 2000) and it was shaeeghally by both groups
of women. The social responsibility issue was abftected in the global
theme ‘help others help themselves’, a phenomemloineased by Brush,
(1992), who points out that women are more predecun caring for
people through their ventures than men. Many redgots, clustered under
the groupthe customer sittersexpressed that their images of success were
associated withhelping others helping themselve&®o here perceptions of
success are grounded on personal values and aftitethted to caring for
the economic well being of others. Many women eitheBrazil or in the
US tend to see their business likguasisocial enterprise. Because of the
own “female” nature of their business (children clg, exercise/weight
lost facilities) their images of success materaliarough the well being of
their customers. Among the US African American wapelping others
helping themselvewias grounded on the idea of being a role model for
female employees, for female family members, amdHe society at large.
The Brazilian women from African descendent did stwdre this view at all.
This finding was an indication that differencesfemale entrepreneur’s
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perception of success might be more in direct imelato ethnicity rather
than to any other social cultural phenomenon.

The US African American women also share a globairte that was
not emphasized by the Brazilians: Faith in God. niMaf the US African
American entrepreneurs viewed their business sacassa result of fate
brought by God and their religious faith. The suobjef relation between
religion and entrepreneurship was brought up bgsdauthors (Hill, 2008;
Valtonen, 2007; Carswell & Rolland, 2004) but thssudy adds a
demographic dimension (ethnicity) to this relation.

Several types of barriers to their business werdicated by the
women. The most significant global themes that eewrfrom the
responses weraot being taken seriousignd genderbarriers. Here once
more, the own nature of some women’s business, idenesl typically
femalewas perceived by some respondents as a targelidonimination.
Although not all respondents indicated a perceptdngender barriers,
many of them voiced that gender discrimination warceived as negative
and the discriminatory signals were coming frompdieps, peers and other
members of the society. But paradoxically, the woomwdo did not perceive
discrimination against their busingssr sereported that the problem did not
exist simply because the type of business theyareing (i.e. nail salon,
beauty shop, etc.) was viewed by society as beatgrally run by a woman.
Although the women did not perceive that the dmaration problem was
there, they themselves were accepting the facthiedbusiness environment
is male centered.

The group of women for whom family support, eitiigrancial or
emotional was a ‘means’ to their business, was |légbéadvocates’.
Involvement of family members was encouraged areh expected by the
‘advocates’. More Brazilian women fell in this ogtey than the US
women. In the US only women with young businessesewadvocates’.
This seems to indicate that the younger the busittesmore important the
role of family. But is also seems to indicate thla¢re are some socio
cultural elements embedded in the Brazilian soctéyt encourage the
participation of family members in the businesscpss (Pelegrino, 2005).
In fact, Pelegrino (2005) addresses that many feraatrepreneurs expect
the involvement of family members in their busiresssSome respondents
voiced that they wished they had received more aagmm their families.
These women were labeled the ‘the adapters’, sineg were trying to
‘adapt’ to the situation (little or no support frai@mily) while conducting
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their businesses. On the other end of the specthare were the ones who
did not seem to bother with family involvement #t ahe hermits’. For
them, family matters were better off outside théwsinesses. This
phenomenon was also addressed by Estay (2004)e dmisiness grows, the
participation of family members instead of helpthg business, many times
impedes its growth. More US women were ‘hermitgrnththeir Brazilian
counterparts.

For both the Brazilian and the US women networkias perceived
as important for many reasons. For some, it previdiBormal education, for
others, it provides business leads and a feelindtagietherness’ and
connectivity (Anderson et al.,, 2007). This lasttéacwas predominantly
observed among the Brazilian women. The colledtosigiew of business
that many of these women had seems to link to Hdé&s (1980)
collectivistic views of the Brazilian society, asppmsed to more
individualistic views that are predominant in theS Usociety. The
‘togetherness’ of the Brazilian women, seemed &semll kinds of feelings
of competition and brought a sense of unity thdpsieach other grow.
Interestingly the phenomenon of ‘togetherness’ wiasl to ‘business
informality’. Many of the “informais’ in Brazil degnd on this type of
networking to survive. In contrast, in the US wheame of the respondents
were informal entrepreneurs, the responses fronymamen indicated that
they might be categorized apportunity entrepreneurghat is, they see
entrepreneurship as a choice of caneer se not a substitute for lack of
employment opportunities.

Conclusions

The field of research on female entrepreneurshis baen a
stimulating and constantly evolving research afBais study has been
proved to contribute to the understanding of a islbfof female
entrepreneurship related to international compassof perceptions of
women’s ventures in contrasting economic and sodiftural contexts.

Although there was evidence of similarities amohg US and the
Brazilian women, for instance on the issue of gaatomer service
practices, the reasons why customer service wasrtan slightly varied
among the women from the two groups. But this vamaseemed to be
more related to individual differences than to sociltural factors at the
country level.
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The influences of economic factors at the macrellewere captured
in the women’s responses associated with busimessafity or informality
as well as economic necessity to start the busiha®gsestingly, despite the
fact that Brazil is less developed than the Unitdtes as per economic
indicators suggested by the literature, and thellef’education among the
general population is lower than the US, the Brazilvomen in our sample
were more educated than the US women. This seenm®rtadict the
expected relation between higher economic develaprmend higher
educational levels. Several explanations are plessitere. The data
indicated that the Brazilian women are generallyrenpreoccupied with
their image of professionalism and success in th@et/ and strive to
achieve a position of powénroughtheir businesses; so, education seems to
be an instrument to achieve this.

The most significant finding among the Brazilian men that
contrasts with their US counterparts is the ‘sesfdegetherness’ among the
‘informais’. This seems to agree with Hofstede’dlexdivistic view of the
Brazilian culture as opposed to the individualistiew of the US culture.
Family involvement in the business was more impirta the Brazilians,
also agreeing with Hofstede’s collectivism index.

Religion was a major issue among the Americans amate
specifically among the African American entrepraseu Perhaps
entrepreneurship development courses at local bbarin the US could be
a key to fostering entrepreneurship among this groti women. Local
churches should team up with local governmentaheigs, universities and
chambers of commerce in an effort to increase thigpation of the
‘believers’ in entrepreneurship. Rather than emiinas religion as a key to
their business success, Brazilians emphasize ttaital side of being
recognized by society through the developmentrohgt brand equities and
the preoccupation with delivering the best goods services according to
customers’ preferences, needs and wants. This ataemphasized by the
US women perhaps due to the fact that their busasesiere younger than
their Brazilian counterparts’; they do not seenbéosophisticated enough at
this point in time to think about marketing techueg; what is important
now is faith in God to get the business going. Angericans perceive that
there are resources in the community to help thdth these ‘technical
issues’ but they do not seem to be using them. |Atisa to this problem
could be to market entrepreneurship developmentgrames more
aggressively to females in their early stages tepneneurship. Perhaps the
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existing programs are not sufficiently visible b twomen; more exposure
is recommended. The data indicated that despiferéifces in levels of
economic development and socio cultural factorgveen the two countries,
most of the businesses in both groups are categb@s typical ‘female
businesses’. These businesses are known for lamdial return and slow
growth. A practical solution to this would be tinaulate the creation of
more profitable businesses starting from middle &mgh schools with
entrepreneurship courses mingled with sciencestertthology courses in
both countries. But the questions remain: Do thesmen want a bigger
business? Or are they content with the flexibitay work/life balance and
the opportunity for self actualization and expressthat their businesses
bring to them? If so, any efforts brought by logalvernments, schools,
churches, universities and chambers of commerce ldvawt vyield
successful results. This seems to suggest furtisearch.

Other issues have arisen that have implicationdh ot future
research and female entrepreneurship policiesinstaince, in Brazil, high
taxes, bureaucracy, and the high cost of startibgseness were perceived
by the women as barriers. It is suggested that iBrazauthorities and
legislators continue with their efforts to streamlithe business start process
by introducing cost effective ways to formalize asimess. More attention
needs to be paid to the fact that women entrepreneave very diverse
perceptions of hopes and images of success thatually underpin their
entrepreneurial processes. Some are more inclinedefine success in
financial terms, while others define success imgepof flexibility and the
‘got to be in charge’ syndrome. Others simply defgsuccess and pursue
entrepreneurship simply because this is their éashomic resort. So, the
entrepreneurship process becomes a combinatiamogbtocesses person
driven process and a response to environmentprocess. Mentoring
programs that assist women in finding their pathwayentrepreneurship
along with their own passions should be emphadigeldcal agencies. The
study revealed that often it is not always the socultural macro
dimensions that dictate images of success of feeraiepreneurs but their
own hard work, determination and passion to overcbarriers.
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KulturoloSka i drustveno ekonomska iskustva zena
preduzetnica u Brazilu i Sjedinjenim Amerié¢kim
Drzavama: istrazivacka i empirijska analiza

APSTRAKT

Tokom proteklih dvadeset godina Zensko preduzetnjét doZivelo zrngjan
porast u priviedama razvijenih zemalja i onih uwap Sirom sveta. lako su se
stope de‘'a Zenskog preduzetniStva pdale svuda u svetu, izgleda da joS uvek
ekonomske i drustveno kulturolo3ke Seme odredpuijli Zkna moZe i da li Zeli da
postane preduzetnik u svom drustvu. Ova kvalitatigtraZivaka studija ispituje
fenomen Zenskog preduzetniStva pafedensko preduzetniStvo u dva konteksta:
Brazil i Sjedinjene amefke drzave. Ekonomske razlike na makro nivou izmedju
ove dve zemlje su dokumentovane i o nacionalningtwiFno kulturoloskim
razlikama se dosta diskutovalo. Ali jako malo gauge fokusirano na individualni
nivo Zenskog preduzetniStva per se, to jest, kakosa svojim biznisom zapazaju i
doZivljavaju ekonomsko i druStveno kulturolosko makokruzenje. Ovo
istraZivanje, koje je radjeno na osnovu literaturanalize odgovora iz intervijua
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60 Zena preduzetnica u Brazilu i Sjedinjenim athkém drZzavama,c¢e pokuSati da
upotpuni tu prazninu.

Zakljucci su pokazali da Zene preduzetnice iz obe zeralgedirnosti kada je
u pitanju motivacija za zagmjanje biznisa, u smislu faktora privianja , kao sto
je Zelja za finansijskom nezavistoSZelja da same sebi budu nadredjene, Zelja za
autonomijom i samoostvarivanjem. Zene iz obe grsipetakodje rekle da su
zadovoljstvo potrog@ i priznanje od strane druStva kijui elementi uspeha.
Percepcija rodnih barijera je ista kod obe grupéddugi faktori kao Sto je religija
su bili naglaSeni samo od strane Zena iz AmeribgeRivanje se smatra bitnim, ali
razlicite Seme povezivanja su se izdvojile kod Brazilkimerikanki. Definicije
uspeha se tald@e razlikuju medju Zenama nevezano za njihovu nabiost. Ovo
istraZivanje je doprinelo povanju razumevanja procesa Zzenskog preduzetniStva u
vezi sa ndinom na koji ekonomski i drustveno kulturolo3kitéakuticu na ove
fenomene. Pronalasci pokazuju da proces ZenskoglupetniStva postaje
kombinacija dva procesa: procg®mdstaknut od strane osolieprocesodgovora
na okruzenje

KLJU CNE RECI: Zensko preduzetnistvo, neformalni biznis kultupraksa,
druStvena praksa, preduzetniStvo Sansi, preduzetnis neophodnosti
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